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Preface 

This book is composed by the papers written accepted for presentation and discus-
sion at the 2022 International Conference on Marketing and Technologies (ICMark-
Tech’22). This conference had the support of the University of Santiago de 
Compostela. It took place at Santiago de Compostela, Spain, 1–3, 2022. 

The 2022 International Conference on Marketing and Technologies (ICMark-
Tech’22) is an international forum for researchers and professionals to present and 
discuss the latest innovations, trends, results, experiences, and concerns in the various 
fields of marketing and technologies related to it. 

The Program Committee of ICMarkTech’22 was composed of a multidisciplinary 
group of 312 experts and those who are intimately concerned with marketing and tech-
nologies. They have had the responsibility for evaluating, in a ‘double-blind review’ 
process, the papers received for each of the main themes proposed for the confer-
ence: (A) Artificial Intelligence Applied in Marketing; (B) Virtual and Augmented 
Reality in Marketing; (C) Business Intelligence Databases and Marketing; (D) Data 
Mining and Big Data—Marketing Data Science; (E) Web Marketing, E-Commerce 
and V-Commerce; (F) Social Media and Networking; (G) Omnichannel and 
Marketing Communication; (H) Marketing, Geomarketing, and IoT; (I) Marketing 
Automation and Marketing Inbound; (J) Machine Learning Applied to Marketing; 
(K) Customer Data Management and CRM; (L) Neuromarketing Technologies; 
(M) Mobile Marketing and Wearable Technologies; (N) Gamification Technolo-
gies to Marketing; (O) Blockchain Applied to Marketing; (P) Technologies Applied 
to Tourism Marketing; (Q) Metaverse and NFT applied to Marketing; (R) Digital 
Marketing and Branding; (T) Innovative Business Models and Applications for Smart 
Cities. 

ICMarkTech’22 received about 220 contributions from 37 countries around the 
world. The papers accepted for presentation and discussion at the conference are 
published by Springer (this book, volume 1 and volume 2) and will be submitted 
for indexing by ISI, EI-Compendex, SCOPUS, DBLP and Google Scholar, among 
others.
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Chapter 1 
The Use of Cryptocurrencies as a Tool 
for the Development of Marketing 
in Tourism 

Lidia Minchenkova , Alexandra Minchenkova , Vera Vodynova , 
and Olga Minchenkova 

Abstract Through this article, the authors discuss the problems arising in connection 
with the use of cryptocurrencies in payment for tourist services: cyberthreats and 
information security in online payments of such services. In response to this, a 
system will be built to the use of reducing the risks of threats arising from the 
payment with cryptocurrencies for travel services. In addition, it is proved that filling 
in the indicators of the proposed system will lead to a significant reduction in such 
risks and an increase in the use of cryptocurrencies when paying for travel services 
with the high volatility of cryptocurrency and the characteristic significant risks of 
irretrievable loss of funds due to fraud, hacker attacks, lack of legal protection. The 
paper proposes an attack threat factor system on the cryptocurrency—a factor system 
based on which it became possible to identify the factors in the threats of attacks 
on cryptocurrencies and show possible ways to neutralize the consequences in the 
implementation of these threats when paying for tourist services with cryptocurrency. 

1.1 Introduction 

By cryptocurrency, we understand a digital form of money functions with the help 
of different technologies and techniques, and several individuals and institutions 
can create them with the target of future economic decentralization being under the 
potential absence of central emission [1]. 

Currently, the tourism industry has been declining due to the COVID-19 pandemic. 
In response to this, the necessity for new approaches to expand the range of users, so
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many companies and services attracting new customers decided to turn their attention 
to cryptocurrency as a tool for paying for their services [2]. 

Back in 2015, Felix Weiss proved that, having only digital coins in his wallet, “you 
can see almost the whole world,” making an unusual experiment visiting 27 countries 
of the world paying only with bitcoins and showing that cryptocurrencies began to be 
accepted by different hotels, restaurants, air carriers, and booking services around the 
world. Also, the travel agency “CheapAir” became a pioneer in this area, switching to 
cryptocurrency payments in 2013, using a third-party processor to convert bitcoins 
into dollars, which can then be used for paying to airlines and hotels; this is due 
to the necessity that still the many travel services only accept payment in “classic” 
currencies. Another example of the use of “cryptos” is the Australian travel agency 
“Travala,” created in 2017, which accepts not only payments with bitcoin but also 
25 other “coins,” including its cryptocurrency, called AVA. 

Recently, the travel company Expedia returned to payment within cryptocurrency 
after refusing to accept payments whit them in 2018. 

Related to the mentioned above, the ING International Survey analysts’ report 
indicates that only 6% of the total number of travelers around the world were ready 
to pay for tourist trips with bitcoin [3]. 

Bitcoin as an example of cryptocurrency (English bit—a unit of information “bit,” 
English coin—coin) is a virtual currency that has “no real value” and the most 
important characteristic of the system in which bitcoin circulates is decentralization, 
so it does not have a single emission center, and it does not depend on the banking 
system implicating that financial market regulators do not control apply control over 
this currency [4]. 

Bitcoins are “produced” around the world by their users who have installed special 
programs on their computers, the so-called bitcoin wallets, that are tools for storing 
received bitcoins and making operations with them; these virtual wallets are “tied” 
to the name and passport of their owners, allowing them to execute transactions on 
several cryptocurrencies’ networks [5]. 

To use bitcoins, you need to purchase a virtual wallet, which is “tied” to the name 
and passport of its owner. After that, it becomes possible to buy bitcoins using this 
system. Now, there are more than 620 types of cryptocurrencies in the world. 

Among the more than 620 types of cryptocurrencies in the world, bitcoin market 
share is approximately 35%, followed by Ethereum—22%, and Ripple—8% [6]. 
Bitcoin and Litecoin are widely used; they are accepted by all existing exchanges, as 
well as exchange offices; meanwhile, the rest of the cryptocurrencies are built based 
on the open code of bitcoin and are, in fact, derivatives of bitcoin [7]. 

During the last years and given the volatility of cryptocurrencies, the number 
of travel agencies and platforms that accept cryptocurrency for payment has only 
increased. The fundamental difference of crypto coins from other means of payment 
lies in the method of issue (issue) of payment and the organization of the system for 
their storage and payments. Cryptocurrencies have no real value and do not reflect the 
general state of the economy of a particular country, since they are an international 
currency [8].
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Some disadvantages are that due to the increasing number of cryptocurrencies 
comes the “cryptocurrency theft,” so the industry observers tend to focus on the 
attack against large organizations—namely hacks of cryptocurrency exchanges or 
ransomware attacks against critical infrastructure. On the other hand, over the last few 
years is noted that hackers use malware to steal smaller amounts of cryptocurrency 
from individual users. Malware refers to malicious software that carries out harmful 
activity on a victim’s device, usually without their knowledge. Malware-powered 
crime can be as simple as stealing information or money from victims but can also 
be much more complex and bigger in scale. For instance, malware operators who 
have infected enough devices can use those devices as a botnet, having them work in 
concert to carry out distributed denial-of-service (DDOS) attacks, commit ad fraud, 
or send spam emails to spread the malware further. Some examples of malware are: 

1. Cryptojackers: It makes unauthorized use of the victim device’s computing power 
to mine cryptocurrency. 

2. Trojans: It is a virus that looks like a legitimate program but infiltrates the victim’s 
computer to disrupt operations, steal, or cause other types of harm. 

3. Info stealers: It collects saved credentials, files, autocomplete history, and 
cryptocurrency wallets from compromised computers. 

4. Clippers: It inserts new text into the victim’s clipboard, replacing text the user 
has copied. Hackers can use clippers to replace cryptocurrency addresses copied 
into the clipboard with their own, allowing them to reroute planned transactions 
to their wallets [9] (Fig. 1.1). 

The clearest example is the use of cryptocurrencies as payment method may be the 
Spanish travel agency “Destinia,” which added a new option of paying and buying

Fig. 1.1 Total value received by malware type. Source Chainalysis 



6 L. Minchenkova et al.

air tickets with bitcoins, where the most active customers are from Spain, Sweden, 
Germany, and Argentina. 

South Korea is planning to adopt a law on the legalization of cryptocurrency. Japan 
is the only country in the world in which there is state control over transactions with 
cryptocurrencies. In the UK, Coinbase has opened to its UK and Spanish customers 
the possibility of instantly purchasing bitcoins using credit and debit cards with 
3D Secure technology. On the other hand, the Chinese authorities have recently 
announced a ban on the production of bitcoins, as well as the Government of India, 
which intends to completely ban the use of cryptocurrencies in the country. 

In the next section will be view a attack threat factor system on cryptocurrencies, 
which can be the basis for neutralizing the risks of paying for tourist services with 
cryptocurrency. 

1.2 Materials and Methods 

The paper proposes an attack threat factor system on the cryptocurrency—a factor 
system based on the possible to identification of factors in the threats of attacks 
on cryptocurrencies and shows possible ways to neutralize the consequences in the 
implementation of these threats when paying for tourist services with cryptocurrency. 
In general, the factors of threat of an attack on cryptocurrencies can be described by 
the following factor system: 

TACCi = [
V; OI; WI TACC;MpCC; NC]

(1.1) 

where TACCi is the i-th threat of an attack on cryptocurrencies; V is a current violator; 
OI is the object of influence; WI TACC is the way of implementing TACC; MpCC 
is a means of protection of cryptocurrencies, designed to neutralize the TACC; NC 
is negative consequences. 

It is possible to highlight the following threats of attack on cryptocurrencies:

• Application of hacking techniques: The most popular methods of attack are 
malware, phishing, keyloggers, DDoS attacks, clickjacking and watering hole 
attacks, eavesdropping attacks, or cookies theft [10].

• By hacking hot wallets that are created on third-party Internet resources, the 
storage of which is carried out in the cloud, and having access to hot wallets, the 
attacker can move the funds to any place.

• Hacking through social engineering is carried out when receiving confidential 
data and subsequent access to them. This is often done by disguising yourself as 
a reliable source.

• Illegal operations are carried out as a result of the lack of currency control of 
cryptocurrencies. When converting “normal” money into cryptocurrency, it can 
be cashed out anywhere in the world in a matter of hours. Therefore, in this case, 
the problem of laundering and circumvention of currency regulation is acute.
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Cryptocurrency fraud is carried out by accepting money through the site of 
exchange offices that exist on the market and work in the “gray” zone; in addition 
to them, there are clone sites that completely imitate exchange resources. Attackers 
collect money from users and then go into hiding. 

There is also a type of fraud using sites that exchange “normal” money for cryp-
tocurrency. It is carried out as follows: money from cards such as VISA or Master-
Card is transferred in the form of payment for some goods or services, and then, the 
attackers cash out these monetary resources. Another method of fraud is the creation 
of one-day crypto exchanges. 

And the most popular type of fraud since mid-2017 is the Initial Coin Offering 
(ICO), due to the lack of market regulation, it is quite simple to conduct an ICO, 
and this is used by attackers to collect cryptocurrency from users with the further 
disappearance of the initiators of the placement. 

a. Current violators include:

• Individual hackers who seek to obtain financial or other material benefits.
• Criminal structures also pursue the receipt of financial or other material 

benefits.
• Owners of crypto exchanges and crypto-exchangers, who, by their uninten-

tional or careless actions, can endanger the cryptocurrency. 

b. The object of influence may be:

• E-wallets can be created by both ordinary users and crypto exchanges. “Wal-
lets” can be “hot” and “cold.“ Hot ones may include those that are created 
on third-party resources. Cold “wallets” are created on workstations, and the 
storage of money is on users’ machines.

• Crypto exchange is a specialized resource, trading which is carried out in 
cryptocurrency and is used mainly to play on the difference in rates.

• Ordinary users—persons who own and trade cryptocurrency.
• Miners—persons who produce cryptocurrency using their computer.
• The state—the spread of cryptocurrencies carries significant risks for the state 

for the economy and financial stability; its use as a means of payment for goods 
and services creates a risk for the country’s monetary circulation and the loss 
of sovereignty of the national currency. 

c. Ways to implement TACC are:

• Opening the infected file in the user’s device is exposed to malware.
• The appearance of sites-clones of exchange offices.
• Installing software on infected machines and mining cryptocurrencies, while 

users will notice that their computer is working more slowly, and attackers at 
this time will mine cryptocurrency.
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d. Cryptocurrencies protection tool designed to neutralize TACC [11]:

• Two-factor authentication is mandatory in the field of cryptocurrency. Pass-
words are protected until they can be cracked. Hacking can be related to the 
incompetence of the user or the same combination for several accounts.

• Multi-factor authentication is the next level of security for a password that 
is requested when you sign in or withdraw funds. Two-factor authentication 
can be in the form of electronic messages to a phone number or the form of 
an email. One way to authenticate is to use special mobile apps like Google 
Authenticator, which creates a unique numeric code that lasts for a certain 
amount of time. 

An account that is tied to a specific IP address contributes to a significant reduction 
in the number of malicious attacks. If an account on a cryptocurrency exchange is 
not tied to a single IP address, it will be much more difficult to bypass it. 

1.2.1 Creation of Cryptocurrencies by Travel Services, 
Negative Consequences 

The long-term potential and application of cryptocurrencies for settlements are 
limited, and their rapid growth is determined by their speculative demand, which 
counts on further growth of the rate, which leads to the formation of a bubble. Cryp-
tocurrencies are characterized by their similarity with a financial pyramid since their 
growth is supported by demand from new participants entering the market. 

The spread of cryptocurrencies poses sufficient threats to the well-being of 
citizens:

• High volatility of the exchange rate, which has spread significantly in fraud.
• Cryptoization, like currencyization, removes the sovereignty of monetary policy, 

as a result of which, to contain inflation, it will be necessary to maintain a higher 
level of the key rate permanently. This will reduce the availability of credit for 
citizens and businesses.

• The spread of cryptocurrencies leads to the withdrawal of citizens’ savings beyond 
the perimeter of the financial sector and, as a consequence, a reduction in its ability 
to finance the real sector and a decrease in the potential growth of the economy, 
which reduces the number of jobs and the potential for growth in citizens’ incomes.

• Cryptocurrencies are actively used in illegal activities (laundering of donations) 
moves, drug trafficking, financing of terrorism, etc.). Their proliferation creates 
favorable conditions for criminal transactions, extortion, and bribery and is a 
challenge to the global system for combating money laundering and terrorist 
financing. It is impossible to ensure the necessary transparency of cryptocurrency 
circulation.
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Using this tool, it is possible to increase the profitability of the tourism industry 
by attracting payments for tourist services. 

1.3 Results 

We can specify in the system the factor of the cryptocurrency protection tool designed 
to neutralize the TACC on the example of the online travel agency TRAVALA.com; 
we can conclude that the use of its crypto coins has a positive effect on increasing 
sales of tourist services (Table 1.1). 

The results obtained are as follows: 
AVA was once the most-used individual cryptocurrency in Q4, with BTC coming 

in second. Travelers who choose to pay with AVA receive additional benefits, 
including further discounts on top of the Smart Program incentives. 

It was also noted that when filling the system with specific indicators, it is possible 
to minimize the risks of threats to the cryptocurrency and increase the attractiveness 
of paying for tourist services with cryptocurrency. For example, you can note the 
filling of various system indicators, such as: ensuring the platform that can handle the 
volume and the platform secure. To meet this demand hires within the engineering 
and security departments made up the bulk of the new hires this quarter, as well as 
a handful in the customer support team. As a result, the most notable improvements 
to the platform include:

• Significantly enhanced security, including further enhanced defense to protect 
from DDoS attacks, fixes, and patches for previously identified vulnerabilities.

• Infrastructure upgrades to streamline core booking functionality and improve our 
database for internal planning and analysis.

Table 1.1 Table payment method for hotel bookings 

Hotel bookings by payment option 

Monthly October 2021 
(%) 

November 2021 
(%) 

December 2021 
(%) 

Q4 2021 Total 
(%) 

AVA 14 12 12 13 

Binance pay 16 15 17 16 

BTC 9 8 8 8 

Other 
cryptocurrencies 

40 47 43 44 

Travel credits 11 10 13 11 

Traditional 
currencies 

10 8 7 8 

Total 100 100 100 100 

Source https://blog.travala.com/category/reports/ 

https://blog.travala.com/category/reports/
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• Improved flight booking tools to inform travelers about COVID-related rules and 
restrictions.

• Report TRAVALA, which allowed them to increase sales of cryptocurrency and 
reduce the risks of threats to cryptocurrencies. 

1.4 Discussion 

Today, the world is becoming much easier to navigate, and more and more people are 
traveling to places that throughout history have not been prepared for tourists. And 
even more so for unprepared tourists. Sometimes, travelers may find themselves in 
less developed countries and be left without access to ATMs, as well as the ability to 
pay for goods and services with a bank card. This is where the use of cryptocurrencies 
and smartphones can help. 

In modern literature, there is a rather small number of authors considering the use 
of cryptocurrencies in tourism in their works, but some authors dealing this problem 
[12]. So, the author considered the problem of using cryptocurrencies in the hotel 
sector [13]. On the other hand, the author studied the use of cryptocurrencies in 
medical tourism [14]. Another author raised the issue of the use of cryptocurrency 
in the Asian market [15]. 

Making an overview of the prospects for using cryptocurrencies as payment 
method for touristic services, we can see that their use is becoming more and more 
active. At the same time, different approaches of specialists to the possibilities of their 
use as payment method for touristic services, lead to different ways to address this 
issue. Nowadays, a variety of trends in the practice of using cryptocurrency payments 
can be observed, despite the existing disagreements, cryptocurrency continues to 
develop in new markets, and in several countries around the world, cryptocurrencies 
have been legalized. 

1.5 Conclusion 

According to the results of the study, it can be argued that the proposed factor method-
ology has drawbacks, for example, as a large amount of data is needed, the lack of 
documentation and automated means of determining the current TACC, as well as the 
need for highly qualified specialists in the field of information security. The need to 
track trends in cyberthreats from attackers who are aimed at hacking cryptocurrency 
data is noted; it is necessary to develop effective ways to protect against cryptocur-
rency fraud. It should also be noted that by this tool, it is possible to increase the 
profitability of the tourism industry by attracting payments for tourist services. 

Today, in the world, travelers can, being in undeveloped countries in which there 
is no access to ATMs, pay for goods and services using cryptocurrencies using their 
phones.
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It is important to add that having cash with you in developing countries is 
dangerous, and paying for goods and services by mobile phone is becoming more 
common. 

One of the important points is to consider different ways of storing cryptocurrency, 
for example, using a hardware crypto wallet and a bank card. Experienced travelers 
also are advised to keep money for everyday expenses in a hardware wallet or on a 
card, and store savings in a multi-signature crypto wallet, and always use two-factor 
authentication. Also, the information about points that accept cryptocurrency can be 
found on the CoinMap map or other similar services. 

Soon, the number of hotels, restaurants, and shops that accept payment in cryp-
tocurrencies will increase, which will allow international payments to be made in a 
matter of seconds. 
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Chapter 2 
Blockchain Use Possibilities: 
A Systematic Literature Review 

Paulina Rutecka and Eduardo Parra-López 

Abstract Blockchain and tourism have the potential to become a very advantageous 
combination, as this technology can provide security and transparency at certain key 
points. The blockchain can make the transfer and storage of this information easier 
and more secure, since the responsibility is shared by an entire network. The same 
goes for payments abroad, which increases the level of trust between all parties. This 
study aims to make a comparison between these two countries such as Spain and 
Poland with a significant growth of this technology in tourism. The results of the 
paper show that blockchain technology is still in an initial phase of its life and that 
there is a consensus regarding its potential; however, it is still very difficult to know 
how far it can go and how it will affect tourism. 

2.1 Introduction 

In the era of digitization, transactions are carried out over a long distance without 
the need for personal contact between the parties. In this case, trust in the exchange 
of information or payment [1] is essential. The development of the Internet [2–4], 
the Internet services availability [1, 4, 5], and also the increase in digital social 
competencies [6] translate into a gradually increasing number of available solutions 
[4], including also for tourism. It also promotes initiatives classified as smart tourism 
[1, 4, 7, 8]. At the same time, consumers’ and entrepreneurs’ scale of threats to 
security and privacy [5, 9] is growing. 

Institutions like banks, insurance companies, hospitals, governments, and online 
intermediaries guarantee people that the promises made will be kept. However, espe-
cially in turbulent times, trust in various institutions changes. Economic crises, stock 
market collapses, epidemics, wars, or inflation can result in sudden changes in the
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situation, often forcing institutions to change the rules [10]. These changes may lead 
to a loss of trust in institutions [10, 11]. Due to the deteriorating trust in intermediaries 
and the costs of servicing such transactions [9, 12], a solution was sought [11] that 
could guarantee their security while omitting intermediaries. This solution, which is 
a form of an electronically confirmed civil contract concluded online [2], is called 
a “smart contract” [2, 8, 13–15]. In the tourism industry, an additional reason for 
looking for a solution to bypass intermediaries [12, 16] is the monopolization of the 
market by OTA [3, 17–19] and the freedom to use collected guest data by them [20]. 
As a consequence, OTAs may impose conditions on consumers or entrepreneurs that 
may be unfavorable to them. This results in a distrust of intermediaries [9, 12] and 
the need to reduce high brokerage fees [12, 15]. 

The main goal of this article is to analyze the possibility of using blockchain in 
the tourism industry context. Analysis was conducted based on content analysis of 
abstracts of scientific papers and literature research. We want to verify the practical 
application of blockchain technology in the business practice of tourism enterprises 
in Spain and Poland. To achieve the assumed goal, the following research questions 
were posed:

• RQ1: What are the possible applications of blockchain in the tourism industry?
• RQ2: Are there places in Spain and Poland where one can pay for services with 

cryptocurrencies?
• RQ3: Is there a relationship between the size of the: region’s area, region’s popu-

lation or gross domestic product per capita, and the existence of places where 
cryptocurrency payments are possible? 

The paper is organized as follows. Section 2.2 introduces blockchain issues, its 
possible use in tourism, and the limitations of implementing blockchain in tourism. 
Section 2.3 includes the methodology for data retrieval, while Sect. 2.4 presents 
the findings of the systematic literature review and data and the results of statis-
tical analysis of empirical research. In Sect. 2.5, the authors highlight the research’s 
contribution, discuss its limitations, draw conclusions about the results, and propose 
possible future research avenues. 

2.2 Background 

The first and most famous blockchain system is the bitcoin cryptocurrency [16, 21]. 
Therefore, blockchain technology is most often associated with cryptocurrencies 
[12]. Its appearance in 2008, at the time of the greatest economic crisis in the USA, 
gave this technology a strong start [11]. Blockchain, however, is a much broader 
concept than the cryptocurrencies themselves [15, 18]. This can be described as a 
decentralized, distributed database system [5, 7, 12, 15, 16, 21] with a high level  
of security [8, 14, 15, 19, 21], guaranteed by cryptographic algorithms [21] and 
alleviated the single point of failure problem [5, 18]. Blockchain is compared to an 
enormous book [12] of records of all operations organized in the form of “blocks”
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[8, 13, 21]. Records can only be added to it, but they cannot be removed from it, nor 
can they be modified [7, 21, 22]. Each block is linked to the next block in the chain 
by the cryptographic hash of the previous block [23]. Each transaction is verified in 
the system by the consensus of the majority of its participants [19, 21]. Participants 
confirm the cryptographic compliance of the data [21] and agree on whether the 
transaction is trustworthy and can be added as another block in the chain [22] by  
solving complex cryptographic tasks [23]. The advantage of blockchain technology is 
that it integrates well with other modern technologies [14]. Blockchain is considered 
resistant to attacks [17] and less prone to hacking or corruption than centralized 
systems [5, 24]. As it is a decentralized system maintained by network participants, it 
belongs to no one [17]. The system also eliminates the necessity of a central institution 
responsible for transaction verification [5, 22]. The literature currently distinguishes 
three generations, also known as blockchain eras. These are blockchain 1.0, i.e., 
cryptocurrencies, blockchain 2.0, i.e., smart contracts, and blockchain 3.0, i.e., the 
possibility of user interaction with this technology via smartphones and browsers [5, 
22, 25, 26]. Blockchain 4.0 operating in real time is also being considered [5]. 

2.2.1 Obstacles to Blockchain Implementation in Tourism 

While blockchain technology could revolutionize many industries, including tourism, 
numerous obstacles to its successful implementation have been identified in the 
literature. An often stressed concern is the level of technical complexity [17, 25]. 
The current knowledge of entrepreneurs, including tourists, about blockchain is low 
[2, 24, 27]. During the qualitative interviews[17] with entrepreneurs, doubts arose 
that SMEs could keep up with the level of digitization when they can no longer 
keep up with digital marketing technologies [17]. This can deepen the inequalities 
between SMEs and large corporations. Corporations sometimes implement small 
blockchain projects for marketing purposes, not affecting the business model. This 
is to generate interest and reach a new target group [17]. SME owners who do not have 
the appropriate financial and human resources to be up to date with all technological 
novelties may also have more significant concerns about implementing blockchain 
in their businesses [17]. It may also result from the uncertain legal and regulatory 
status of this technology [22], although more and more countries are investing in 
blockchain and are gradually introducing regulations regulating it [24]. The indicated 
barrier is also scalability and speed of operation. Although bitcoin transactions can 
also be made on bank holidays, they can handle fewer transactions at one time than 
traditional payments [18]. As [28] notes, bitcoin can also be associated with criminal 
activity, as it was often referred to as a medium of payment used on the Dark Net. 

The indicated barriers include tradition and attachment to a known form of 
carrying out processes, e.g., booking [17]. Restrictions may also occur in a market 
dominated by older adults who cannot use blockchain technology. The level of tech-
nical complexity aimed at greater transparency may, paradoxically, deepen the sense
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of information asymmetry [15] of consumer groups with weaker digital competen-
cies. A challenge for blockchain is also the problem of ensuring the privacy of tourists 
[25]. This applies particularly to sensitive data [15], e.g., in medical tourism. Tourists 
may be concerned that their data, including sensitive data, is stored in a decentralized 
network and can be read by anyone who has it. It is also problematic to delete this 
data at the customer’s request [15], because, according to the blockchain assumptions 
[25], the blocks are non-modifiable and impossible to delete. 

One of the most frequently mentioned possibilities of using blockchain tech-
nology in tourism is direct peer-to-peer reservations of tourist services [17, 29], in 
particular accommodation. This allows you to remove the intermediaries [22] like 
OTA or banks, who have so far guaranteed the reliability of the concluded contract 
[29, 30]. However, there are also many doubts on this point. In particular, they relate 
to the compatibility of technology with older booking systems used in hotels [17]. In 
addition, it could interfere with using previously used marketing strategies and tools, 
including OTA, and the problem of accepting reservations directly (at the company’s 
headquarters, by phone, or by e-mail) [17]. The systems would therefore require inte-
gration to prevent overbooking from different channels and from favoring customers 
from blockchain reservations when it occurs. This is related to the necessity to invest 
in system integration and, thus, again, the dominance of large enterprises: both OTA 
and hotel chains, which can afford to implement such technologies [17]. The nature 
of blockchain, as an ownerless system, carries a possible threat in which someone 
responsible for developing this technology for the needs of the industry will recog-
nize the possibility of its monetization. This would mean that new intermediaries 
would replace the old intermediaries [17, 31], and the terms of cooperation with 
them are not possible to estimate at the moment. 

The last objection to the use of blockchain is the high consumption of resources 
[18]. This applies to cloud spaces because data is impossible to delete. Their growth 
[32] will consume more and more resources necessary to store data blocks [17]. 
Increasing technology use entails a more significant energy consumption required 
for cryptographic verification of a greater number of operations [22, 25, 28, 32]. 
Following the success of bitcoin, many people started mining new blocks. At that 
time, there were visible increases in prices and insufficient availability of computer 
components used for cryptographic calculations necessary for the functioning of the 
technology. 

2.3 Materials and Methods 

A systematic literature review was conducted to answer the research questions posed. 
The search was made using the Web of Science and Scopus bibliographic database. 
The time range was limited to 2017–2022. Articles and Proceeding Papers in English 
were searched, for which topic contained the keyword “blockchain AND tourism.” 
After restriction articles were rejected, 82 papers were obtained. Subsequently, texts 
for which full texts were not available were rejected thanks to the affiliation of the



2 Blockchain Use Possibilities: A Systematic Literature Review 17

University of Economics in Katowice. After applying exclusions, 54 publications 
were subjected to abstract analysis. Ultimately, up to 47 articles were used. 

In the second part of the study, the use of cryptocurrencies was empirically verified. 
The website https://coinmap.org was used. This website contains a database and 
an interactive map of service points where it is possible to make cryptocurrency 
payments worldwide. It was decided to compare the results of Spain and Poland. 
These countries were selected because both are located in the European Union. Spain 
represents the highly developed countries of Western Europe, and Poland represents 
the less developed countries of Central and Eastern Europe. Both countries are large 
in area (third and eighth largest countries wholly located in Europe). 

2.4 Findings 

The research results were divided into two parts. The first is the result of a literature 
review, and its purpose is to answer RQ1. The second part consists of data obtained 
through an empirical study of coinmap.org, the results of statistical tests using this 
data, and statistical and demographic information about Spain and Poland. 

2.4.1 Blockchain Application Possibilities in the Tourism 
Industry 

Despite the many concerns, we have tried to outline above that blockchain technology 
offers unprecedented opportunities to solve urgent social and economic problems. It 
is essential to consider whether the chance of solving them is more important than the 
barriers. And also, consider removing the identified obstacles to successfully apply 
blockchain technology in tourism. 

Payments With the Use of Cryptocurrencies 
The primary function that can be fulfilled by BCT in tourism, as resulting from the 
history of BCT, is the possibility of paying with the use of cryptocurrencies [16, 21]. 
This function is indicated by many researchers in their works [1–3, 5, 12, 13, 18, 
33–36]. This applies to the possibility of paying with cryptocurrencies for purchased 
services, such as, e.g., car rental or the purchase of travel insurance [19], making a 
hotel room reservation, or purchasing an air ticket [1, 3, 5, 9, 12, 13, 17, 19, 29, 31, 
34, 35, 37]. Cryptocurrencies are a universal currency across borders. When making 
a payment, the tourist does not have to exchange currencies in different countries he 
travels to [11] and can make international transactions at no additional cost. 

Elimination of the Bank’s Intermediation in Transactions 
Making transactions using cryptocurrencies [29, 30] is also not dependent on the 
bank’s working days and hours, especially in the case of different time zones. Online

https://coinmap.org
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transactions with BCT do not require support from a credit card service provider or 
payment gateway, reducing transaction costs [19]. Payment can be made in real time, 
and the availability of the user’s funds is confirmed within seconds after placing the 
order. Using cryptocurrencies in payments also reduces the risk of corruption [13, 18, 
19]. Unfortunately, the current cryptocurrency crisis at the time of writing, which 
has led to a dramatic decline in the value of bitcoin and other cryptocurrencies, 
may discourage people from accepting payments in this form. This is because it is 
associated with the storage of capital in the cryptocurrency market, where the value 
of their assets may drop by several dozen percentage points within a few days or the 
need to convert to traditional currency at an unfavorable rate. 

Direct Booking of Tourist Services 
Besides the possibility of paying for the reservations made, the BCT technology can 
also support the reservation system [1, 3, 5, 9, 12, 13, 17, 29, 31, 34, 35, 37]. Whether 
it concerns accommodation, car rental, or the purchase of airline tickets, it is possible 
to verify the availability of seats and book available seats quickly. This way, the risk 
of overbooking is minimized because each booking, i.e., a transaction in the chain, 
is permanently placed in it. However, to eliminate overbooking completely, there is 
a need to integrate BCT online booking systems with bookings accepted directly (in 
person, by phone, or by e-mail). 

Elimination of OTA Brokerage and Commissions 
BCT can be used to eliminate intermediaries and the commission they charge [11] 
because the guarantee of the availability of the booked service is confirmed in the 
blocks of the chain. BCT bases its trust on user recommendation systems. If the 
company offering the service did not exist or did not provide the service, this infor-
mation would be quickly disclosed in the company’s data. The trust function is 
thus decentralized, and no central intermediaries are needed [1–3, 5, 9, 17, 22, 31, 
34, 36]. The possibility of connecting direct tourists and enterprises [19, 29, 30] 
and concluding their peer-to-peer transactions is increasing [16, 24]. However, the 
marketing function of the current intermediaries, the recognition of their brands, and 
their access to the database of potential tourists are invaluable [20]. New platforms 
that make reservations using BCT take over the marketing role of intermediaries, 
and there is a risk that they will also want to monetize their activities [17, 31]. Other 
platforms connect with the existing OTAs, such as TRAVALA with the booking 
service. 

Verification of Tourists’ Identity 
BCT can assist with identity management and verification [5, 9, 18, 19, 31, 34]. 
The blocks can store information about the traveler, such as an identity card, driving 
license, or passport [9]. In this situation, the traveler is not required to carry these 
documents with him as there would be an exact and secure method of verifying his 
identity without a physical document. This could prevent the risk of the document 
being lost or stolen or using false documents. In addition, it is also possible to 
introduce, thanks to BCT, a solution based on biometric identification [9, 12], which
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can also successfully replace paper documents. Such verification could reduce the 
verification time and the queues at the checkpoints [12]. Importantly, the data is 
stored securely. In the case of a pandemic, as in the case of COVID-19, BCT can 
assist in verifying vaccination status [23, 38] and verify the certificate’s authenticity. 
At the same time, the anonymity of the person holding the certificate is preserved 
[39] (e.g., by using biometrics), as well as the security of sensitive data [15]. 

Asset Tracking and Sharing 
BCT can support guaranteeing the authenticity of products or services [17] and the 
security of asset flow. For example, the subsequent transactions saved in BCT may 
correspond to the next baggage locations in the air transport process [3, 13, 18, 19, 
31, 34, 35]. The system based on BCT can check the availability of hotel rooms in 
real time and assign a digital room key to a hotel guest [9]. It may also be responsible 
for the availability of entire facilities, e.g., summer houses, on a similar principle 
[29, 30]. 

Control in Supply Chains 
Thanks to BCT, it is possible to verify the authenticity of a product, e.g., food [1, 
7–9, 11, 14, 28, 29, 31, 35, 40]. Thanks to the verification of a digital certificate 
that is not modifiable [17], the technology guarantees that the product is original and 
it is possible to check where it comes from. [7, 35]. Every stage of the production 
chain [11] and product life cycle can also be certified [14]. It is possible to track each 
step, manage credentials [17], and even monitor waste [14], especially hazardous 
waste. BCT allows for traceability, which may reduce the risk of food-borne diseases 
from other countries [11]. Thanks to BCT, it is possible to control the conditions in 
which food was stored or transported (e.g., temperature, time) and the compliance 
of parameters with the requirements [8]. It allows logistic flow control, including the 
environmental impact of transporting vehicles [14, 28, 41]. Closely following the 
process makes it possible to tailor better future services [29, 30]. 

Inventory and Warehouse Management 
BCT enables inventory management, e.g., verification of the availability of goods in 
the warehouse [11]. It also allows for controlling orders from suppliers [17, 34]. It 
can help transfer inventory between points, e.g., restaurants or hotels, as excess is 
found at one point and missing at another (within one company or network). It can 
also help you manage your hotel inventory [29], e.g., clean hotel linen and the need 
to order services such as laundry. 

Loyalty Programs 
The support in the implementation of loyalty programs is one of the most frequently 
mentioned possibilities of using the BCT [1, 9, 11, 17, 19, 29–31, 35, 36, 42, 43]. At 
the same time, it guarantees that a specific consumer takes part in the program. The 
card for collecting points or the application cannot be transferred to another person. 
Consumers can collect points saved in an unmodifiable block, and the collected
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and used points are recorded in the chain as subsequent transactions. Certain cryp-
tocurrency units can be collected to be paid anywhere in a loyalty program. The 
second option is for companies or destinations to create their own cryptocurrency 
exchangeable for other products offered by a given company or network. 

Promoting Sustainable Behavior 
By using the loyalty program mechanism and rewards, it is possible to promote 
sustainable tourism [27]. It is possible to create a reward system for certain behav-
iors [14, 25, 27, 39, 41], such as saving water and energy in accommodation facilities, 
cleaning the area of rubbish [25, 41] choosing a bicycle instead of a car [25], or segre-
gating waste that can be recycled [14]. The reward can be a specific unit of any popular 
cryptocurrency or your own currency created for the needs of Tourism Destinations 
[25, 41]. As pointed out by Varriale et al., whole destinations could be involved in 
global programs, which could thus improve their reputation or work together for a 
reward [14]. Entrepreneurs could also be rewarded for introducing sustainable solu-
tions and engaging their guests. BCT can also be used for the protection of cultural 
heritage [32] and wild nature protection [44]. 

Creating Marketing Value 
Promoting sustainable solutions in a destination is not the only marketing use of 
BCT. Thanks to technology, the local community could also access the data [25, 
39]. Global action and improved reputation could benefit local communities [39] by  
increasing interest in the destination. Using data stored in chains, local producers and 
artisans could reach tourists and offer them their services and goods [25]. The use of 
BCT may allow for more accurate measurement of tourist traffic and tourists’ interest 
in specific services [1, 45], as well as the exchange of knowledge between various 
tourist entities [1, 11, 45]. This, in turn, can be used to better serve guests based on 
preferences based on this data [19] and personalization of services [11, 45], including 
automated personalization [45]. Because BCT is very innovative, destinations and 
companies can attract new customers, including those belonging to a specific group 
of consumers (using BCT or interested in using it). The case of creating your own 
cryptocurrency can also attract the interest [25] of both consumers and the media. 

Reliability of the Information 
Because the data in the chain cannot be deleted or modified, BCT guarantees the 
possibility of verifying the authenticity of, e.g., products [40] or the product’s compli-
ance with the description based on opinions. It allows for traceability of other food 
products [39], along with its production process. Thanks to reliable information, 
BCT can reduce the problem of information asymmetry [15], which is essential in the 
tourism industry, where the purchased product cannot be touched and tested before-
hand [17]. Raluca-Florentina et al. also propose using BCT as a central database 
where information about the company’s services can be stored. Thanks to this solu-
tion, each data update would modify the information in real time in various places 
where it is displayed, such as a website and OTA content [34]. How such a solution
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works can be compared to product information management (PIM) solutions from 
e-commerce. 

Credible Opinions 
BCT allows you to create reliable and inviolable evaluation and review systems [1–3, 
5, 9, 12, 18, 29, 30, 46, 47]. The key function of BCT, which guarantees the reliability 
of assessments, is that it cannot be modified or removed. Therefore, changing the ex-
post review will not be possible [2]. The authors of the opinion can remain anonymous 
while verifying whether he has used the company’s services for which he is writing 
the review [2]. So, it will not be possible to add several reviews for the same property 
(e.g., negative reviews), nor will it be possible to order positive ratings. The presence 
of the guest would have to be confirmed in the company’s existing transactions. 

Privacy of Tourists and Data Security 
Due to complex cryptographic algorithms, BCT allows for high data privacy and 
anonymization. Travelers can simultaneously verify their identity, medical details, 
and financial capacity without revealing their personal information to the staff. This 
increases the security of sensitive data [15] and reduces privacy concerns [39]. At 
the same time, it guarantees the truthfulness of data and credentials. It also speeds up 
the processing of data. It improves the experience of tourists [39], who may feel, for 
example, embarrassed by the possibility of linking their name to the disease being 
treated (medical tourism). 

2.4.2 Payments with the Use of Cryptocurrencies in Spain 
and Poland in Tourism-Related Services 

As established from a literature review, payments are the most obvious use of cryp-
tocurrencies. Among other possibilities, they are also the most widely used. To under-
stand the actual level of cryptocurrency used to pay for services, data from https:// 
coinmap.org/ was used. The website provides a map of the places that accept bitcoin 
divided into categories: Trezor Retailer, ATM, attraction, cafe, food, grocery, lodging, 
nightlife, shopping, sports, and transport. This study searched the map for places in 
the categories attraction, cafe, food, and lodging. The searches were made by regions 
of Spain and Poland. Then, a statistical analysis of the search results was performed. 

Table 2.1 presents the search results for the number of places where bitcoin 
payment is accepted in individual regions of Spain and data on area, population, and 
GRDP per capita (EUR) in these regions. Analogous data for Poland is presented in 
Table 2.2. For the recalculation of GRDP from PLN to EUR, the exchange rate of 
4.7 from 17/08/2022 was used.

In the analyzed categories in Spain, the largest number of places where it is 
possible to make payments with bitcoin belongs to the food (46% of the examined 
objects) and lodging (36% of the investigated facilities) categories. Most places are

https://coinmap.org/
https://coinmap.org/
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Table 2.1 Data about places where cryptocurrencies can be used in Spain by region 

Autonomous Area (km2) Population 
(2020) 

GRDP Attraction Food Cafe Lodging Sum 

Andalusia 87,268 8,464,411 19,107 3 7 4 7 21 

Aragon 47,719 1,329,391 28,151 0 2 0 0 2 

Asturias 10,604 1,018,784 22,789 0 2 0 2 4 

Balearic 
Islands 

4992 1,171,543 27,682 0 4 3 4 11 

Basque 
Country 

7234 2,220,504 33,223 0 1 1 1 3 

Canary 
Islands 

7447 2,175,952 20,892 1 4 1 14 20 

Cantabria 5321 582,905 23,757 0 0 0 0 0 

Castile and 
León 

94,223 2,394,918 24,031 0 2 0 2 4 

Castilla–La 
Mancha 

79,463 2,045,221 20,363 0 0 0 0 0 

Catalonia 32,114 7,780,479 30,426 2 14 2 5 23 

Community 
of Madrid 

8028 6,779,888 35,041 2 17 3 12 34 

Extremadura 41,634 1,063,987 18,469 0 3 0 0 3 

Galicia 29,574 2,701,819 23,183 0 2 1 1 4 

La Rioja 5045 319,914 27,225 0 0 0 0 0 

Navarre 10,391 661,197 31,389 0 0 0 0 0 

Region of 
Murcia 

11,313 1,511,251 21,269 0 1 0 0 1 

Valencian 
Community 

23,255 5,057,353 22,426 0 5 2 2 9

located in the Community of Madrid and further in the tourist regions of Spain: 
Catalonia, Andalusia, Canary Islands, and the Balearic Islands. 

There are fewer places in Poland where it is possible to pay bitcoin for services. 
Most are in the Masovia region (where the country’s capital is located) and Kuyavia-
Pomerania (the coastal area). In Poland, it is possible to pay for services mainly 
in objects of the category: Cafe (41% of the examined) and lodging (37% of the 
examined) (Table 2.2).

The performed Shapiro–Wilk test showed statistical significance (p <0.05). The 
data is not normally distributed. Therefore, non-parametric tests were performed. 
Correlation analysis was performed using the rho-Spearman method. The correlation 
between area, population, and GRDP of regions and places located in regions where 
it is possible to pay with cryptocurrencies was analyzed (Table 2.3).

The correlation analysis of the rho-Spearman pairs of the area, population, and 
GRDP parameters for the objects in the categories attraction, food, cafe, and lodging
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Table 2.2 Data about places where cryptocurrencies can be used in Poland by region 

Voivodeship Area 
(km2) 

Population 
(2020) 

GRDP* Attraction Food Cafe Lodging Sum 

Greater Poland 29,826 3,500,361 12,020 0 0 0 0 0 

Kuyavia-Pomerania 17,972 2,069,273 8910 0 0 3 2 5 

Lesser Poland 15,183 3,413,931 10,058 0 0 1 1 2 

Lodzkie 18,219 2,448,713 10,240 0 1 0 0 1 

Lower Silesia 19,947 2,898,525 12,176 0 1 1 0 2 

Lublin 25,122 2,103,342 7598 0 0 0 0 0 

Lubusz 13,988 1,010,177 9097 0 0 0 2 2 

Masovia 35,558 5,428,031 17,686 0 0 3 2 5 

Opole 9412 980,771 8740 0 1 0 1 2 

Subcarpathia 17,846 2,125,901 7678 0 0 0 0 0 

Podlaskie 20,187 1,176,576 7889 0 0 0 1 1 

Pomerania 18,321 2,346,717 10,639 0 1 0 0 1 

Silesia 12,333 4,508,078 11,416 0 0 0 0 0 

Holy Cross 11,711 1,230,044 7866 0 0 1 0 1 

Warmia-Masuria 24,173 1,420,514 7725 2 0 0 0 2 

West Pomerania 22,897 1,693,219 9181 0 0 2 1 3

Table 2.3 Shapiro–Wilk test results 

Country Statistics df Relevance 

Attraction ES 0.571 17 <0.001 

PL 0.273 16 <0.001 

Food ES 0.736 17 <0.001 

PL 0.546 16 <0.001 

Cafe ES 0.773 17 <0.001 

PL 0.682 16 <0.001 

Lodging ES 0.725 17 <0.001 

PL 0.732 16 <0.001

in Spain showed that for entities of all types, there is statistical significance in corre-
lation with population. The results for pairs of features and area and GRDP are not 
statistically significant. In all cases, the correlation is strong and positive (Table 2.4).

Based on the analysis of the rho-Spearman correlation for Poland, it was found 
that the results for any of the pairs are not statistically significant (Table 2.5).

The results of the pairwise correlation analysis for all objects in Spain and Poland, 
between the area of the region and the facilities of any type show that there is no 
appropriate statistical significance. On the other hand, the results of the correlation 
of population–attraction, population–cafe, and GRDP–food pairs are statistically
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Table 2.4 Rho-Spearman analysis for Spain 

Spain Attraction Food Cafe Lodging Sum 

Area Correlation coefficient 0.138 0.196 −0.105 −0.027 0.109 

Significance (two-sided) 0.596 0.45 0.688 0.919 0.678 

N 17 17 17 17 17 

Population Correlation coefficient 0.651** 0.716** 0.724** 0.673** 0.753** 

Significance (two-sided) 0.005 0.001 0.001 0.003 < 0.001 

N 17 17 17 17 17 

GRDP Correlation coefficient 0.018 −0.014 0.145 0.076 0.063 

Significance (two-sided) 0.945 0.958 0.578 0.771 0.81 

N 17 17 17 17 17 

** Correlation significant at the level of 0.01 (two-sided)

Table 2.5 Rho-Spearman analysis for Poland 

Poland Attraction Food Cafe Lodging Sum 

Area Correlation coefficient 0.252 −0.188 0.117 −0.057 0.065 

Significance (two-sided) 0.346 0.486 0.666 0.833 0.81 

N 16 16 16 16 16 

Population Correlation coefficient −0.196 0 0.209 −0.251 −0.168 

Significance (two-sided) 0.467 1 0.438 0.348 0.533 

N 16 16 16 16 16 

GRDP Correlation coefficient −0.308 0.313 0.295 0.095 0.217 

Significance (two-sided) 0.246 0.238 0.267 0.726 0.42 

N 16 16 16 16 16 

** Correlation significant at the level of 0.01 (two-sided)

Table 2.6 Rho-Spearman analysis for Spain and Poland 

Spain and Poland Attraction Food Cafe Lodging Sum 

Area Correlation coefficient 0.1 0.085 0.007 – 0.045 0.118 

Significance (two-sided) 0.581 0.637 0.968 0.803 0.512 

N 33 33 33 33 33 

Population Correlation coefficient 0.387* 0.34 0.523** 0.33 0.399* 

Significance (two-sided) 0.026 0.053 0.002 0.061 0.021 

N 33 33 33 33 33 

GRDP Correlation coefficient 0.166 0.569** 0.209 0.286 0.347* 

Significance (two-sided) 0.356 < 0.001 0.244 0.106 0.048 

N 33 33 33 33 33 

*Correlation significant at the level of 0.05 (two-sided) 
**Correlation significant at the level of 0.01 (two-sided)
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significant. The correlation result is strongly positive for population–cafe and GRDP– 
food pairs. There is also a moderately strong relationship between the number of all 
places where you can pay with cryptocurrencies and population and GRDP at a 
significance level of p <0.05 in the pooled analysis of both countries. 

2.5 Discussion and Conclusion 

BCT’s wide range of possibilities for tourism requires practical implementations 
and network interconnections of various systems. As noted [37], a single-chain plat-
form is not sufficient. To achieve consistency of information and the possibility of 
combining tourist services with the use of a customer ID, it is essential to be able 
to integrate individual services using BCT, as well as to use multi-chain architecture 
[37]. This can be guaranteed by stable and proven implementations of BCT-based 
systems. Unfortunately, some projects using BCT described in the literature, such 
as CoolCousin [37], are no longer continued. This may be evidenced, among other 
things, by the lack of understanding of how BCT technology could improve the 
condition of tourism, a small number of users, the lack of financial support, errors in 
the system functioning, or other detected. In the future, it would be worth analyzing 
the existing and closed BCT projects and conducting research that will explain the 
decision to complete the development of these projects. 

The results of the statistical analysis of empirical data showed that in Spain, 
a country better developed economically and technologically than Poland, more 
enterprises operating in the accommodation, catering, and attractions industries allow 
customers to pay for services with cryptocurrencies. Payment for attractions is not 
popular in any of these countries, and the percentage of companies surveyed allowing 
payment for services is similar for lodging. In Spain and Poland, the largest number 
of such places is in the region where the capital of the country is located. The 
popularity of such places is greater in the tourist regions of both countries. In Spain, 
a strong positive correlation has been observed between the region’s population and 
the number of places one can pay with bitcoin. No correlations were observed in 
Poland, which may be due to the small number of places offering such a possibility. 
The ability to pay with cryptocurrency is not a popular method in any of these 
countries. 

The limitation of our study was that we only analyzed the results of two countries. 
It is also impossible to state whether coinmap.org has a complete and up-to-date 
database of service points where bitcoin payments can be made. In addition, the coin 
map service has a database of only those places where bitcoin payment is possible; 
it is unknown whether one can pay with other cryptocurrencies. 

Future research will be conducted to verify other databases of enterprises and 
extend to a larger number of countries to increase the credibility of the verified 
assumptions. Further research should also look at the factors influencing companies’ 
enabling cryptocurrency payments.
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Apart from the theoretical contribution of identifying the possibilities of using 
blockchain in tourism, this study is also of practical importance. It has been shown that 
despite the great interest in blockchain technology, its implementation in the business 
practice of companies in the tourism sector in Spain and Poland is insignificant. 
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Chapter 3 
Comparison of Semi-structured Data 
on MSSQL and PostgreSQL 

Leandro Alves, Pedro Oliveira, Júlio Rocha, Cristina Wanzeller, 
Filipe Cardoso, Pedro Martins, and Maryam Abbasi 

Abstract The present study intends to compare the performance of two Data Base 
Management Systems, specifically Microsoft SQL Server and PostgreSQL, focusing 
on data insertion, queries execution and indexation. To simulate how Microsoft SQL 
Server performs with key-value oriented datasets, we use a converted TPC-H lineitem 
table. The dataset is explored in two different ways, first using the key-value-like 
format and second in JSON format. The same dataset is applied to PostgreSQL DBMS 
to analyze performance and compare both database engines. After testing the load 
process on both databases, performance metrics (execution times) are obtained and 
compared. Experimental results show that, in general, inserts are approximately twice 
times faster in Microsoft SQL Server because they are injected as plain text without 
any type of verification, while in PostgreSQL, loaded data includes a validating 
process, which delays the loading process. Moreover, we did additional indexation 
tests, from which we concluded that in general, data loading performance degrades. 
Regarding query performance in PostgreSQL, we conclude that with indexation, 
queries become three or four percent faster and six times faster in Microsoft SQL 
Server.
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3.1 Introduction 

The purpose of this experiment is to test unrelated data in two relational databases, 
and for that, we use a dataset converted from the relational model TPC-h [1]. The 
reason for this is the need to have a dataset structure in key-value format, which 
will be tested in PostgreSQL and MSSQL. What we propose to test how relational 
databases handle semi-structured data. 

This work summarizes a set of operations over a JSON dataset format on MSSQL 
versus PostgreSQL and key-value in MSSQL versus PostgreSQL. Indexes were 
applied to these three tables in the different databases. The workloads running on all 
databases, indexed and not indexed, are explained in more detail in the “experimental 
setup” section. 

Results show that when using MSSQL, it is important to consider computed 
columns for the application of indexes, while PostgreSQL can handle semi-structured 
data without major changes/effort. 

This paper is organized into five sections. The first section is this introduction, 
where the challenge or problem to be solved is addressed and what steps to follow; 
the second deals with the related work; the third is related to the experimental work, 
where the technologies and practices on these technologies are presented to solve 
the challenge/problem; the fourth goes through the presentation and analysis of the 
different results and, finally, the fifth section will be for the conclusions obtained 
about the present research. 

3.2 Related Work 

In research from authors [2], that analyze the performance in the same DBMSs, 
PostgreSQL and MSSQL, positioned in the cloud and they concluded that the most 
high-performance DBMS was MSSQL, in all the tests performed, but they never 
approach the theme of a dataset oriented to key-value, or JSON format. Another 
interesting work [3] also does load tests, records and analyzes the times with a 
dataset generated by TPCH, to tables on Oracle and PostgreSQL, and the results 
obtained differed depending on the method used for each load test. Some of the 
methods presented are used in our paper, like PostgreSQL “COPY” and “insert into” 
method. 

Another research [4] demonstrates that performance on non-relational DMBS is 
higher, because MySQL includes a lot of complex queries which involves integrity 
constraints and joins, and NoSQL allows to eke more performance out of the system 
by eliminating a lot of integrity checks done by relational databases from the database 
tier. 

In another research [5], the behavior of relational and non-relational database 
engines is also compared, when executing commands’insert,”update,”delete’ 
and’select.’ The comparison is made through the times analyzed when operating
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on 4 datasets of 100 records, 1000 records, 10,000 records and 100,000 records. 
According to the data presented, Redis obtains faster results when the volume of 
data is greater, specifically in’delete’ and’insert’ operations. For’update’ and’select’ 
operations, the results show that MariaDB can be faster than Redis. For data volumes 
of around 10,000 records, the results are very similar. 

In another research [6], tests were carried out using’insert’,’update’,’delete’ 
and’select’ commands in relational DBMS, such as Oracle, MySQL and MSSQL, and 
non-relational DBMS, such as Mongo, Redis, Cassandra and GraphQl, and compared 
the times in obtaining results over a dataset of 10,000 and 100,000 records. To carry 
out the tests, a database of a railway with all the stations was used, but, to guar-
antee the quality of the tests, on a large volume of data, false records were added to 
the tables. The results show that non-relational database engines are more efficient, 
with MongoDB standing out as the fastest in all operations. In another research [7], 
MySQL was also compared with MongoDB. In all cases, with performance or load 
methods, NoSQL databases have better performance than relational databases and 
the reason for that is that MongoDB has a very powerful query engines and indexing 
features. 

Not all operations are more efficient in non-relational databases. The research 
[8] compares the performance of relational and non-relational databases, running 
complex queries on a large dataset. Results show that’select’ method is significantly 
faster in MongoDB; however, some math queries such as aggregate functions (sum, 
count, AVG) are better on Oracle RDBMS. 

The proposed work differs from the others referenced is the fact that the perfor-
mance tests are performed on computed columns in MSSQL. One of the key vari-
ables that need to be included in the equation is indexing. MSSQL lacks appropriate 
NoSQL data indexes and is not JSON friendly. We begin our quest for a method 
to make that happen. We discovered a mention of MSSQL computed columns that 
ought to serve as the key. We have discovered a method to use calculated columns 
and index those columns under this article’s citation for SQL index [9]. Computed 
columns do not actually exist, as far as we know. On demand, the data is extracted 
from other derived columns. By including a non-clustered index in that column, the 
DBMS can avoid having to parse data again because the parsed-out information is 
stored in the index column table. 

3.3 Experimental Setup 

The main proposal of this experimental is to perform benchmark performance with 
NoSQL data on a SQL DBMS environment. MSSQL and PostgreSQL were used 
in this work, both working on Windows 10 Operating System. As for the hardware, 
the tests in the different DBMS were performed on a laptop computer, with an i7 
processor, with 16 GB of RAM, and SSD, whose bandwidth flow, withstand by 
the interface, is up to 600 MB/s. Regarding the explored dataset, it was achieved 
through the benchmark TPC-H [10], in which eight tables are generated. However,
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Fig. 3.1 Convert data table 
to JSON 

in our experimental setup, we only use one table (lineitem), the reason is related 
to the fact that SQL Server is a relational data model based, and semi-structured 
data models do not allow tables and relations, instead, make use of document model 
hierarchy. In contrast to relational databases, which store data as rows in a table, 
document databases store entities as documents or JSON documents. 

After choosing the hardware and DBMS, the workload starts as described above:

• Generate JSON;
• Setup DBMS environment;
• Insert data;
• Query data;
• Update data. 

3.3.1 Generate JSON 

To convert data table to data JSON, we used “FOR JSON AUTO” command [11] 
that will produce an array of JSON based on a “SELECT” as shown on Fig. 3.1. In  
this script, first, we made a conversion using “FOR JSON AUTO.” This instruction 
formats the output of the FOR JSON clause automatically, based on the structure of 
the SELECT statement, converting all columns into JSON properties. 

3.3.2 Setup DBMS Environment 

After generating JSON data, during the last Sect. 3.1, the next step is preparing the 
DBMS environment. First, we create a clean database on MSSQL and another on 
PostgreSQL. On MSSQL, add two tables, “lineitem no indx” and “lineitem.” The 
reason for the two tables is to test workloads with and without indexes. 

On PostgreSQL (hybrid DBMS that allows data-key-value and JSON), was added 
four tables. All tables have the same mission, test performance workloads with JSON 
and data-key-value, both, with and without indexes. 

Indexing is one of the main variables that should be added to the equation. MSSQL 
is not JSON friendly and has no proper indexes for NoSQL data. With that in mind, we 
started a research to find a way to accomplish that. We found a reference to MSSQL 
computed columns that should be the key. Under this article [9], we have found a 
way to use computed columns and, index those columns. As we know, computed
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Fig. 3.2 Example of computed columns in MSSQL 

columns do not exist physically. The data is parsed out on runtime from other derived 
columns. Adding a non-clustered index to that column, the parsed-out data is written 
to the index column table, and the DBMS does not have to parse data out again. We 
have created a computed column to each JSON property as shown on Fig. 3.2. The  
improvement is vast, as we show in the results and analyze Sect. 3.4. So, with this in 
mind, we start to add all JSON properties as computed columns and index the ones 
used on query where condition, as non-clustered indexes. 

On PostgreSQL, we found the Generalized Inverted Indexes (GIN), specialized 
for semi-structured data, are quite useful when an index must map multiple values 
to a row, and good for array indexing values, as well as full-text search programs. 

3.3.3 Insert Data 

DBMS environment concluded that we perform the scripts to insert the same amount 
of JSON in each table, one million registries to be precise. Each insert should be 
executed three times. The lowest time registered should be considered. All scripts
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have been executed against the indexed and non-indexed tables. To collect times, 
turn on time collecting before the script “SET STATISTICS TIME ON” and turn it 
off after the insert “SET STATISTICS TIME OFF” as shown on Fig. 3.3. 

Bulk insert is a faster way to insert data on MSSQL. The Fig. 3.4 is a script 
example of how it works. First, the table is defined on “BULK” instruction, and then 
the script point to a CSV file (JSON data generated in Sect. 3.1) where the data is 
located. Bulk only allows insertions over a file (Fig. 3.5). 

For PostgreSQL, the process is identical. First, was made an insertion using 
method “INSERT INTO”, as described in 1.4, and a second method, make use of 
massive insertion’s instruction “COPY” on PostgreSQL, “BULK” equivalent on 
MSSQL as shown on Fig. 3.6.

Fig. 3.3 Insert using clause INSERT INTO 

Fig. 3.4 Insert using clause BULK 

INSERT INTO l i n e i t em  j s o n  (  i  n f o  )  
SELECT i n f o  from l i n e i t em  j s o n  t o  c o p y  s o u r c e  

Fig. 3.5 Insert using clause INSERT INTO on PostgreSQL 

Fig. 3.6 Insert using clause 
COPY on PostgreSQL 
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Fig. 3.7 Select on MSSQL 

3.3.4 Query Data 

This section describes the process adopted to test performance of both DBMS. 
After run Sect. 3.3, all tables have been loaded with the exactly same data. The 

performed scripts, in the end, should return the exact same results, with same where 
conditions “L ShipMode = ’TRUCK’ and L LineNumber = 1 and L LineStatus = 
’O’ and L Quantity between 8 and 60.” As shown on listing Figs. 3.7 and 3.8, this is  
a’sine qua non’ condition, for a benchmark test. 

Fig. 3.8 Select on PostgreSQL
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Since we are using computed columns, as described in Sect. 3.2 and Fig. 3.2, no  
column’s definition is needed, only “*” to show all. The where condition complies 
with criteria defined on beginning of Sect. 3.4, and times will be collected making 
use of “SET STATISTICS TIME ON” and “SET STATISTICS TIME. 

OFF” instructions. 
On this script, listing Fig. 3.8, we start to define all properties with correspondent 

data types, with where condition meeting the agreed criteria. To list data tabularly, 
we found function”jsonb to record”, we pass all JSON record data, define data type 
for each JSON property, and a tabular view should be listed. This has been used for 
legible proposes. 

3.3.5 Update Data 

The last workload section updates have been performed with the same where condi-
tions and same changes. Where condition, “L ShipMode = ‘MAIL.’” Changes, 
update all “L ShipMode” equal to “MAIL” to “TRUCKKKKKK.” In the end, all 
results have been verified. 

On MSSQL listing Fig. 3.9, we make use of “JSON MODIFY” function, to 
navigate through JSON data on field “json data” and perform changes as listed on 
listing Fig. 3.9. 

On PostgreSQL listing Fig. 3.10, same changes have been performed. First, we 
filtered all registries where property “L ShipMode” value equal to “MAIL”, and 
change it to “TRUCKKKKKK.” 

TRUCKKKKKK 

Fig. 3.9 Update data on MSSQL 

UPDATE l i n e i t em  j s o n  
SET i n f o  =  i n f o  | |  ’ {”L  ShipMode ”  :  ”TRUCKKKKKK”} ’ 
WHERE ( i n fo  −>> ’ L  ShipMode ’  = ’MAIL ’  ) 

Fig. 3.10 Update data on PostgreSQL
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Fig. 3.11 Databases size 

Table 3.1 Tables sizes 

Table name Rows SQL PG-KEY-VALUE PG-JSONb 

LineItem 1,000,000 988.21 MB 678 MB 726 MB 

LineItem no indx 1,000,000 835.38 MB 493 MB 691 MB 

3.4 Results and Analysis 

3.4.1 Tables Sizes 

On Table 3.1 and Fig. 3.11, it is clear that MSSQL, because is not optimized for 
unstructured data, spends more space to accommodate same data. The performed 
test only has been done in one table and the difference is huge. 

Another evidence was on indexed tables. Because the indexes require space to 
organize and split table data, all indexed tables in all DBMSs are heavier than the 
ones without indexes. This means performance improvement will pay a high storage 
price. 

3.4.2 Inserts 

The data, loaded via “BULK” or “COPY”, was slower than “INSERT INTO” or 
“SELECT INTO.” 

In the “INSERT INTO”, the data was loaded from a select that already resides 
in memory due to DBMS optimizations. “SELECT INTO” is the fast one. When 
the script runs, the target table should not exist and will be created without any 
indexes. So, in the “INSERT INTO”, the table already exists with the primary key; 
consequently, the primary key has a clustered index by default. The DBMS needs to 
manage it, creating a delay during the process, as revealed in Fig. 3.12.
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Fig. 3.12 Inserts not 
indexed tables 

All indexed tables are slowest, as shown in Fig. 3.13, again, because of the need to 
manage all indexes. Therefore, adding indexes always be a trade-off, if any updates 
or inserts need to be executed on the database. We should not add unnecessary 
indexes to tables. The reason is related to the fact that more indexes mean more work, 
rebuilding and reorganize them during the insertions or updates and consequently 
more time-consuming. 

On Fig. 3.14, we can figure out that PostgreSQL is much time-consuming during 
the inserts than MSSQL. MSSQL does not do any validation during the process, 
while PostgreSQL verifies each insertion to validate data. For that reason, has a poor 
performance. 

Fig. 3.13 Inserts in indexed 
tables 

Fig. 3.14 Inserts in indexed 
and not indexed tables
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Fig. 3.15 Queries 

3.4.3 Selects 

All selects exposed a better performance on PostgreSQL than in MSSQL. Post-
greSQL is optimized for unstructured data. That is a fact and is visible in Fig. 3.15. 
On MSSQL, the selects are prolonged on tables without indexes. On the other hand, 
MSSQL revealed, despite a worse performance, not too far from PostgreSQL, when 
indexed. 

3.4.4 Updates 

This section reveals the statistics against indexed and non-indexed tables during the 
update process. The problem mentioned above, regarding the management of the 
indexes, gets highlighted in Fig. 3.16. As we can see, all updates in both DBMS on 
indexed tables get the worst and worst performance every time a new index has been 
added. In conclusion, indexes are powerful, but we should moderate the way we add 
them to databases, since we can solve query performance issues, and get new ones 
on updates/inserts. 

Fig. 3.16 Updates
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3.5 Conclusions 

MSSQL revealed a worse performance during the selects, but not so bad, when using 
indexes. This means, MSSQL made good improvements, in the last years, getting 
better results, making use of new features that we will explain above. 

The insertions in MSSQL are generally faster, since the DBMS does not do any 
validation, but this could be a problem under production environments, since not 
well-formatted data could be inserted, triggering exceptions, and causing a huge 
pain on development teams. 

Storage could be an issue too. MSSQL is not optimized for this kind of data, 
taking up much more space than PostgreSQL. 

Generally speaking, PostgreSQL should be the right choice for accommodating 
semi-unstructured data, faster and better storage space managed. 

Our major research, during this test case, was at MSSQL performance level, 
when we start to indexing computed columns. MSSQL, does not have a way to index 
NoSQL data as PostgreSQL. The way to accomplish that was indexing computed 
columns. Since all JSON data inserted on MSSQL is treated as text, we try to find 
a method to convert the data into tabular structure. Recurring to computed columns, 
as explained in Sect. 3.2, we have a chance to index does columns. At this level, 
the benefit was huge. The same query made an improvement of 82.4% faster than 
without indexes as shown on Fig. 3.15. 
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Chapter 4 
Coolhunting Canvas: A Pedagogical 
Toolkit to Support Trendspotting 
and Sociocultural Innovation 
in Marketing 

William Afonso Cantú and Nelson Pinheiro Gomes 

Abstract Many approaches make use of specific technics to gather trend signals 
and analyse emerging sociocultural trends, but sometimes, it is difficult for students 
to explore or determine which is the most relevant information. The need for this 
research arose due to these issues within current pedagogical methodologies in trend 
research. There is a broad interest in the literature base for trend methodologies 
approaching several process paths that impact different areas, including Marketing. 
We conducted a narrative literature review to gather data on how to analyse trend 
signals. The results point to the benefit of presenting visual tools to support critical 
thinking, and for that reason, we present a visual framework named the Coolhunting 
Canvas. This framework proposal may lead to a better understanding of trend signals 
in an academic perspective and will help to improve and conduct future research 
regarding Trend Studies and coolhunting. 

4.1 Introduction: Analysing Patterns in Culture 

In recent years, Trend Studies has seen significant advances in terms of conceptual 
development as a scientific approach [1–5]. The study of trends is important to 
companies and brands, since it allows them to follow directions and make better 
decisions based on societal flow. It also helps to create bulletproof future product 
strategies, as Els Dragt mentions [4]. We clearly see this relation to marketing, since 
the research based on this methodological process allows for the creation of better 
strategies at this level [6]. 

The process of researching trends is not new. As a marketing approach, it appears 
around the 60 s in the USA to fulfil the gap of research that the crisis brought [7].
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Its importance is related to the contemporary analysis of society and the advantages 
that it brings when looking for innovation. The main advantage of this approach is 
that we can see how the world is, and how mindsets are representing the ideals of a 
period of time (“structure of feeling”) through cultural patterns [8]. These advantages 
are particularly important from an applied perspective, because with that informa-
tion, we have advantage in creating more relevant marketing strategies that impact 
communication, products, services, among others. 

The continuous advances in Trend Studies as an approach are motivated by 
the latest advances in terms of methodological developments that explore trends 
in different perspectives, for example, analytical, resorting to content analysis and 
hermeneutical through semiotics [1, 2, 9–20]. In academia, the various processes to 
researching trends are designed to provide tools that enable students to act in the 
face of social changes and in the most diverse areas, especially in marketing. The 
wide range of methods creates a difficulty, as there are several methodological proto-
cols. Trend research is still under debate with several studies suggesting if there is 
a specific methodology that should be followed. Examples of attempts to build new 
methodological paths can be found in the literature, and they serve as processes that 
systematize the knowledge in the field [1–4, 10, 14–20]. In this sense, it is important 
to constantly rethink approaches and methods, as well as systematize new literature 
and contributions to form new trend protocols, which is the aim of this paper. 

There are several steps presented in the literature regarding trend research. 
Pioneering work on this subject has been carried out earlier by Els Dragt that presents 
a model divided into three main steps, namely: (a) scan (selection, categorization, and 
documentation of signals); (b) analyse (find clusters between the information docu-
mented and describe new trends); (c) apply (generate innovation using the knowl-
edge from the data collected) [4]. We can also see Martin Raymond that empha-
sizes the collection of data and information in trend research process, proposing an 
applied “cultural triangulation” to trends. The model is divided into three phases: (a) 
interrogation (collecting data in large population mainly with quantitative data); (b) 
observation (collect specific and in-depth data in population using qualitative data 
to understand their lifestyles and way of life); (c) intuition (using personal feeling 
and insights to add viewpoints and information for the process of research) [17, 
pp. 120–124]. From another perspective, we can see the research process synthe-
sized by Víctor Mártil throughout the Coolhunting Science Insights Model (CSI), 
divided into three steps: (a) coolhunting: get to know the background context of the 
research; (b) science: connection and analysis of the data to find correlation; and (c) 
insights: write about the trend and its implications in the business or organization 
[21, pp. 68–70]. 

As we can see, the research process is presented by the authors differently and their 
understanding may vary depending on the business, the problem, or the researcher 
itself. What is common to all is the existence of a collection of information for 
later analysis and that is where the meaning of coolhunting as a trend research 
methodology lies. Maioli, Presotto, and Palma mention that during coolhunting, 
it is important to observe the phenomena live through an ethnographic approach 
and participant observation. The authors also highlight desk research to collect data
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and its importance to understand issues already addressed by another research. We 
underline the authors’ reference to coolhunting and the need for a recurrent practice 
of “looking for cool” given its importance in the context of trends studies and its 
fluidity in the sociocultural fabric [22, pp. 24–26]. 

However, we are faced with a research stage that is similar among the various 
authors: the identification of trend signals. This part of the research is important, 
as the collection of signals is one of the starting points for trend research. Based 
on that, this paper focuses on the construction of a toolkit that informs the process 
of analysing trend signals. It will contribute to a better analysis and interpretation 
of signals and their insights. For this, we used a narrative literature review [23] to  
structure the analytical guidelines in a Canvas format. 

4.2 Mapping the Cool 

Cool is a term used quite naturally in the field of trends. This is a concept inherent to 
coolhunting. It takes the form of signs that allow inquiring about changes that may 
be taking place in society, and it was mentioned by Gladwell in 1993 in the journal 
the New Yorker [24]. Looking for cool is, in essence, meeting changes and artefacts 
that can stand out in an environment full of meanings. Observing cool allows us to 
understand that some creations are more relevant than others. These cultural objects 
are more creative and visible to be analysed in the context of trends [25]. Several 
authors have already worked on this definition given its impact on the practice of 
coolhunting, which is constantly being improved. It is important to review some of 
them in this paper, since what is sought is to create a tool that contributes to its 
analysis. For Rohde, cool can be characterized as something attractive, inspiring and 
with growth potential [26, p. 15]. For Gloor and Cooper, cool should make the world 
a better place, it must be fresh, and must be part of a community bringing meaning 
to our lives [27, p. 7]. For the Laboratory of Trends and Culture Management at 
the University of Lisbon, cool can be defined as something relevant, viral, in the 
moment, irreverent, instigating, discontinuous [28]. The analysis and insights from 
the analysis of cool signals can generate leads that point to emerging consumer needs 
and wants and the creative basis that is hidden in each and can be extrapolated. This is 
particularly relevant when addressing change in consumer attitudes and developing 
both strategies and concepts in marketing. We can see patterns in the signals and act 
on them or use the signals directly as benchmarks for a marketing creative process. 

It is important to underline that cool is subjective, in the sense that coolhunting 
is carried out by different individuals, with different life experiences and ways of 
looking at the world. However, as a rule, when a cool signal is identified, the vast 
majority of coolhunters agree with its cool nature. This leads us to think about 
practical issues, and how to contribute to this analysis, and the creation of an analytical 
structure seems to be a path that does not summarize the analysis in some parameters 
but contributes to a qualitative analytical roadmap. An overall summary of this topic 
shows us that mapping cool signals allow us to see innovation closer and find trends
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in an easier way, since it is the manifestation of the trend and represents the ideas 
that compose the trend itself [14]. 

4.3 Trend Research Tools: An Academic Perspective 

The subjectivity of cool aligned with the academic practice of trends in marketing 
research focusing on sociocultural innovation led us to experience some difficulties 
in the analysis of cool signals. When performing coolhunting exercises, students can 
identify relevant signals for analysis, while some raise doubts as to their nature or 
relevance. In this sense, the main purpose of this work is to create a pedagogical tool 
to help the analysis of signals to, on the one hand, provide students with specific 
analytical skills and, on the other hand, compare signals and, in a broad way, verify 
those individual characteristics that each signal underlines, aiming at better decision-
making in projects. 

Through the conducted narrative literature review, we can see authors who present 
tools that can be used directly in trend research [4, 15, 17]. Meanwhile, others just 
present theoretical and conceptual models that were not translated into real tools but 
are equally useful in terms of conceptualization and guidance during the research 
[9, 10, 17, 29, 30]. 

It is important to draw attention to visual techniques that can help the development 
of trend analysis process. We see that in Rech and Felipe trends, project management 
occurs in a more fluid and interesting way when done through visual tools [1]. 
Although the process of trends management through this specific process may look 
complex, we must highlight the existence of practices and tools already in use such 
as TrendWatching’s Consumer Trend Canva [31] or the DHL Trend Radar [32]. 

As aforementioned, we—trend professors—see difficulties during our trend 
classes when helping students to collect signals, as well as coordinating their anal-
ysis. It is the objective of this paper to create a tool to facilitate the process and to 
be tested in the future. In this way, this research presents a visual tool to analyse 
trend signals that can help in future development of marketing innovation based on 
the understanding of culture and society. This tool seeks to bring together several 
approaches that are considered by authors in the context of trends and contribute to 
thinking about the cultural role of drawings. 

4.4 The Coolhunting Canvas 

Given the emphasis on the search for specific signals, the collection of data in this 
academic context plays an important role, as it allows students to exercise the ability 
to find cultural manifestations that indicate new ways of seeing trends based on 
innovation. The steps in the proposed Canvas are described below and are the result of 
a narrative literature review that guided the draw of some methods to help the process
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during the analysis. It is also a collection of theories compiled by several academics 
for years and already synthesized by some authors [2, 14, 33, 34]. The Canvas 
(Fig. 4.1) is presented in the format of several parts that can be filled independently; 
however, for a better reading of the information and guiding the critical thinking of 
data, the following order is advised.

(a) Signal name. Indicate a suggestive name to the signal, as proposed by Gomes 
et al. [14]. It is particularly important to indicate a name for the signal so that it 
can be communicated later. The title of the signal must be representative of its 
characteristics. 

(b) Year. The year of creation of the signal must be indicated. On one hand, we can 
identify when the signal was created, and on the other, we are able to perform 
a better chronological management of the information related to the signal. 

(c) Analysis of the signal context and its cool DNA. At this stage, following 
Rohde’s perspective, addressed by [14], the context of the signal must be anal-
ysed through its description. The real explanation of the object must be carried 
out through its characteristics (in the semiotics perspective, it is the denotative 
reading of the sign). A PESTEL analysis may help to structure a guideline to 
allow the understanding of the signal sociocultural context [35]. Regarding the 
cool ADN, one should consider the characteristics indicated by Carl Rohde 
[26] to describe the signal and its relevance. These are attractiveness, ability 
to inspire, and the growth potential of the idea behind the signal. This step is 
important because it is the first filter for trend researchers to think about the 
relevance of the signal for the analysis. 

(d) Coolest chart. The Trends and Culture Management Lab at the University of 
Lisbon defined a set of characteristics to describe a cool signal. These charac-
teristics, in an applied perspective, help to deepen the understanding of the cool 
factor of the signal. To be compared with each other and as a way of comparing 
signals and their own characteristics, we propose an analysis grid for the clas-
sification of these characteristics. Each of them should be rated from 1 (least 
present in the signal) to 6 (most present in the signal). It should be noted that, 
according to Trends Lab, a signal to be considered “cool” must have all the 
categories and, in this sense, the evaluation of the strength of each one serves 
for comparison, as all the cool signals will have the characteristics, with more or 
less impact [12]. Our academic practice also indicates that this type of analysis 
and the discussion generated around the attempt to quantify these characteristics 
is beneficial and works well as a comparative exercise. 

(e) References and observations. This section of the Canvas is intended to be 
completed with some notes and bibliographical references about the observed 
signal [14]. It may be interesting to contextualize or frame a signal that has 
been observed during a walk, for example, and which will have many framing 
references. On the signals collected in the digital/internet environment, primary 
and secondary links must be kept that help to find more information about the 
signal.



50 W. A. Cantú and N. P. Gomes

Fig. 4.1 Coolhunting Canvas. Developed by the authors
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(f) Related cultural topics. At this stage of the signal analysis, Els Dragt already 
guides towards the correlation between similar signals, and Gomes et al. [2, 
p. 244] present a relationship between signals and cultural topics that can be 
understood as representative concepts of the current world. At this point, some 
themes and keywords that represent the main concepts of the sign should be 
thought of to correlate the signal with the cultural world. 

(g) Individuals and related social groups. The relationship and analysis of dissem-
ination groups are seen as advantageous step for understanding the movement of 
trends and its social behaviour, allowing for a better understanding of it as well 
as preparing for possible changes [4, 17, 30]. In this part of the Canvas, the anal-
ysis is based on the Diamond-Shaped Trend Model developed by Henrik Vejl-
gaard [30]. Here, among the social groups where trends are disseminated (trend 
creators, trendsetters, trend followers, early mainstreamers, mainstreamers, late 
mainstreamers, conservatives, anti-innovators) should be selected the one that 
best represents the positioning of the signal currently in social groups. One can 
think of which of these groups the actors related to the signal are. Next, you 
should think of two profiles that are related to the signal at any level (consump-
tion, creation, communication, among others). Here, as referred by Gomes and 
Cantú [34, p. 473], “this specific exercise entails identifying if the narrative calls 
out to one or more tribes by (i) identifying elements that may address identities 
and shared passion/interests and (ii) finding the links between these elements”. 
A name must be given to the identified group, and a visual representation of 
these groups must be made. Finally, some sentences must be constructed to 
summarize the relationship between the signal and the groups. 

(h) Mood board. Citing William Higham [6], Gomes et al. [14] indicate that the 
signal must be represented through an image or video. In this stage of the Canvas, 
we propose the representation of the sign through a mood board, so that it can 
have its representation in a more expressive way [36]. 

(i) Related trends and networks. When identifying signals, it is important to 
understand whether they are already related to a previously identified trend. This 
can help in the initial phase of interpreting the signal. If there is a relationship 
between the signal and an already identified trend, it is possible to map eventual 
changes in the trend. If there is difficulty in relating the signal to a previously 
identified trend, we may be facing signs of a new emerging mindset [14]. At 
this stage, trends must be selected and an approximate value of the relationship 
between them and the signal should be considered. This is a perception of the 
analyst, and a focus group can be carried out to arrive at more approximate 
values. At this stage, it is also important to indicate the network/agency that 
identified the trend. In a pedagogical context, this phase of the work seeks to 
overcome some of the students’ difficulties in defining which trends are behind 
certain identified signals. 

(j) Signal impact. In this analytical phase, we will review the sociocultural impact 
of the signal. The trend agency Trend Hunter proposes six different “patterns” 
(movements) associated only with specific megatrends. They are “acceleration, 
reduction, convergence, cyclicality, redirection, divergence” [37]. It is important
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to refer that different trends may have similar or different behaviours that are 
always changing due to the nature of the cool signals which represent them. 
Trend Hunter associates the change with the trend. However, the behaviour of 
the change is directly connected with the signals of the trends and their meaning. 
A change of meaning in the signal may indicate a change in the trend, the 
representation of a cultural shift. Considering these contributions, we propose 
to analyse and think about the behavioural change represented nowadays by the 
signal (the indicator of the trend), selecting one of the five directions that, we 
believe, best frame the signal. They are emerging mindset (the sign is an indicator 
of a new way of thinking or acting in society); dissemination of mindset (the 
signal is an representation of social dissemination of a new way of thinking); 
mindset change (the sign indicates changes in the way of thinking about certain 
issues in society); stable mindset (the signal is a representation of concepts that 
are not changing nowadays); cyclical movement (as a fashion, the sign is a 
representation of previously defined meanings that are suffering a cultural peak 
again). 

(k) Insights. Insights related to the signal should be drawn based on sociocultural 
analysis and the cool DNA of the signal. At this stage, we must pay attention to 
the fact that insight can be defined by the idea behind the signal and its ability 
to synthesize its meaning: its connotative message, as seen in [34]. Insights are 
important steps in signal mapping referenced by Dragt [4] and Gomes et al. 
[14]. Through the understanding of the messages that lay behind them, we are 
able to understand how trends are represented nowadays by material culture. 

4.5 Conclusions 

There has been a lot of work in Trend Studies trying to correlate different approaches 
in terms of research and different methodologies. Academia suffers from this 
ambiguous diversity. Students feel difficulties in understanding trend signals since 
the subjectivity of this type of data demands better guidance to confirm the signals 
and support the analysis. 

We can observe from several trend methodologies that one of the phases which 
are common between them is the research/context/scan. This one is particularly 
important due to its initial role in the process of understanding trends. Because of 
that, we presented here a script to contribute to the analysis of cool signals. The visual 
tools are a good option to help to understand meanings and the contextualization of 
signals, and for that, we developed the structure in the format of a Canvas. The 
framework which guides this proposed model is composed by several steps that are 
drawn by authors from the area and intends to contribute for teaching trends, with 
focus on this specific part of the process (trendspotting). This can easily occur in 
applications like marketing strategies, due to the need of looking continuously for 
innovation in the area. This model has an obvious implication in terms of mapping
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signals of trends, which can take part as inspirations for the process of marketing 
creation. 

This work suffers some limitations as the literature review process limits the 
range of publications that exists regarding this topic. On the other side, it gives us the 
opportunity to review and assess a broad field of study. Future research can confirm 
the real utility of this tool in the pedagogical scope in marketing and other related 
areas through its applicability in teaching. It will be also possible to approach the 
construction of new models using specific authors derived from a future systematic 
literature review. 
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Chapter 5 
Hotel Customer Segmentation Using 
the Integrated Entropy-CRITIC Method 
and the 2T-RFMB Model 

Ziwei Shu , Ramón Alberto Carrasco González , 
Javier Portela García-Miguel , and Manuel Sánchez-Montañés 

Abstract Customer segmentation helps the company better understand its target 
audience, which is vital to optimizing marketing strategies and maximizing the 
customer value for the company. This paper improves the original RFM model by 
including the potential loss to the hotel from a customer canceling their reservation in 
the indicator “Monetary” and adding a new indicator “Bonding” to indicate the degree 
of customer bonding with the hotel. The proposed model also includes the 2-tuple 
linguistic model to give hotel managers or decision-makers more easily understand-
able customer segmentation results. The aggregation of the four indicators (recency, 
frequency, monetary, and bonding) into a unique value is a Multi-Criteria Decision-
Making (MCDM) problem. To generate the weights that can consider the relationship 
between various indicators and the level of data diversification contained in each indi-
cator, the Entropy method and the CRiteria Importance Through Intercriteria Corre-
lation (CRITIC) method have been integrated. Customer overall values are generated 
based on the 2T-RFMB model and the integrated Entropy-CRITIC method. Finally, 
various customer segments are obtained with K-means clustering. This proposal has 
been evaluated by a real dataset from a hotel in Lisbon. The results show that the 
proposed model can increase the linguistic interpretability of clustering results. It 
also demonstrates that the proposed model can provide hotel managers with more 
realistic customer values to assist them in allocating their Customer Relationship 
Management (CRM) resources efficiently.
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5.1 Introduction 

Customers are crucial to any business; without them, it would be impossible to 
continue the company. Customer segmentation divides customers into similar groups, 
assisting business decision-makers in identifying the value of customers, targeting 
valuable customers, and developing suitable marketing strategies to retain them. 

Customer behavior analysis is one of the most popular methods for customer 
segmentation. The RFM model is the most widely applied in customer behavior 
analysis [1–5]. It is also applied to estimate customer value [6]. However, some 
indicators from the initial RFM model should be modified, as customer behaviors 
differ by industry [7], and some industries do not entirely adhere to the RFM principle. 
In some cases, using only three criteria, the RFM is insufficient for creating successful 
marketing plans. 

Therefore, this paper suggests an improved RFM model based on four indicators 
that directly affect the segmentation of hotel customers: recency, frequency, money, 
and bonding. It contributes a novel perspective to the original RFM model by taking 
into account the characteristics of the hotel industry. The proposed model includes the 
potential loss to the hotel from a customer canceling their reservation in the indicator 
“Monetary” and adds a new indicator “Bonding” to represent the degree of customer 
bonding with the hotel. This proposal also includes the 2-tuple linguistic model 
to give hotel managers more easily understandable customer segmentation results. 
The combination of two objective weighting methods to create a suitable weight 
distribution and calculate the 2T-RFMB overall value for each customer is another 
novelty of this paper. Finally, K-means clustering is employed to obtain diverse 
customer groups for a hotel in Lisbon. In this way, the proposed model not only 
can rank customers based on their 2T-RFMB value but also more effectively catego-
rize them to determine which customer groups merit being allotted more Customer 
Relationship Management (CRM) resources. 

The rest of this paper is organized as follows. The essential concepts on which the 
proposed model is built are introduced in Sect. 5.2. The application of the proposed 
model in a real hotel dataset is demonstrated in Sect. 5.3. Conclusions of this paper 
and future research are presented in Sect. 5.4. 

5.2 Theoretical Framework 

This section presents the essential concepts on which this proposal is based: the RFM 
model, the 2-tuple linguistic model, the 2T-RFMB model, the Entropy method, the 
CRITIC method, and the integrated Entropy-CRITIC method.
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5.2.1 The RFM Model and Its Improvement 

The RFM model, developed by Hughes, is a behavior-based model used to classify 
customers based on recency, frequency, and monetary [8]. Recency is the interval 
between the last purchase time and the analyzing time, frequency is the number of 
purchases during the established period, and monetary is the total amount a customer 
spent in a given period. The RFM model assists decision-makers in identifying valu-
able customers and developing relative marketing strategies. In a variety of indus-
tries, including banking [9, 10], tourism [11, 12], and retail [13–16], it has been 
successfully used and performed. 

However, RFM values depend on the features of the products or services a business 
provides [17, 18]. Therefore, customer behaviors differ by industry, so it is necessary 
to modify or add some indicators from the initial RFM model. 

Considering the characteristics of the hotel data studied in this paper, the indicator 
M (Monetary) in the RFM model has been modified to be the difference between 
the total amount a customer spent at the hotel and the potential loss of the hotel. 
Additionally, a new indicator B (Bonding) has been added to express the level of 
customer bonding with the hotel. Customer bonding refers to how a business estab-
lishes relationships with its customers. The stronger the bond, the more likely the 
customer will stay at the hotel again. 

The definition of the proposed RFMB model is as follows. 

Definition 1 Let Datefirst q be the date that the qth customer checked in for the first 
time at the hotel, Datelast q be the date that the qth customer checked in recently at the 
hotel, and Dateanalysis be the date of analysis (i.e., the date of data extraction). The 
indicators Rq and Bq of the RFMB model can be calculated using Eqs. (5.1) and 
(5.2), respectively. 

Rq = Dateanalysis − Datelast q (5.1) 

Bq = Datelast q − Datefirst q (5.2) 

where Rq represents the number of days between the last check-in date of the qth 
customer and the analysis date; Bq represents the number of days the qth customer 
has established a relationship with the hotel during the analysis period. When Bq is 
equal to 0, it indicates that the customer has only been at the hotel once and has not 
yet developed a relationship with it. If Bq is not zero but also not very high, it means 
that the customer has just begun establishing a short-term relationship with the hotel. 
The larger Bq is, the better customer bonding with the hotel is. 

Definition 2 Let Bookingchecked−in 
q be the total number of times the qth customer 

checked in at the hotel, and Bookingnot−in 
q be the total number of reservations that 

were made by the qth customer who either canceled (the hotel was informed of the 
cancelation) or did not show up (the hotel was not informed of the cancelation).
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Assume that M room 
q represents the total amount the qth customer spent on lodging 

expenses, and Mother 
q is the total amount the qth customer spent on other expenses 

(spa, beverage, food, etc.). The indicators Fq and Mq of the RFMB model can be 
calculated using Eqs. (5.3) and (5.4), respectively. 

Fq = Bookingchecked−in  
q (5.3) 

Mq = M room 
q + Mother 

q − Bookingnot−in 
q × 

(M room 
q + Mother 

q ) 
Bookingchecked−in 

q 

(5.4) 

where Fq represents the number of times the qth customer stays at the hotel during 
the analysis period; Mq represents the net revenue that the hotel can earn from 
the qth customer, considering the loss of empty rooms caused by this customer. 
If Bookingnot−in 

q = 0, it means that the qth customer has never canceled a hotel 
reservation, so in this case, Mq is the total amount the customer spent on the hotel 
during the analysis period, same as its definition in the original RFM model. If not, 
the calculation of Mq needs to consider the potential loss, that is, multiply the number 
of customer “cancelation” by the average amount spent by the qth customer in the 
hotel during the analysis period. 

5.2.2 The 2-Tuple Linguistic Model 

Introduced by Herrera and Martinez, the 2-tuple linguistic model offers a convenient 
way to characterize linguistic assessments using linguistic variables and addresses 
the issue of information loss using symbolic translation [19]. This model is used 
in Multiple-Criteria Decision-Making (MCDM) problems to reduce the complexity 
of numerical calculations. The qualitative scales (i.e., linguistic terms) are closer 
to human thinking [20], which provides more precise and understandable results to 
decision-makers. 

The 2-tuple linguistic model uses a 2-tuple value (si , α) to express the linguistic 
information, where si ∈ S represents a linguistic term, and α ∈ [−0.5, 0.5) is a 
numeric value that represents the distance to the central value of si . The definition is 
as follows. 

Definition 3 Let S = {
s0, . . . ,  sg

}
be a linguistic term set, and β ∈ [0, g] be a value 

that represents the result of an operation of symbolic aggregation. The function
Δ : [0, g] → ⟨S⟩ = Sx[−0.5, 0.5) is used to convert β to 2-tuple value (si , α) as 
the Eq. (5.5):

Δ(β) = (si , α), with

{
i = round(β) 
α = β − i, α  ∈ [−0.5, 0.5) 

(5.5)
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where round(·) is the rounding operation; si has the nearest index label to β; and α 
represents a numerical value of the symbolic translation. 

The 2-tuple linguistic model can perform transformations between 2-tuple values 
and numerical values, since the function Δ is bijective. The inverse function of Δ is
Δ−1: ⟨S⟩ = Sx[−0.5, 0.5) → [0, g]; the 2-tuple value is converted into its equivalent 
numerical value as Δ−1(si , α) = i + α = β. 

Furthermore, Herrera et al. proposed a method for comparing two 2-tuple 
linguistic values, the negation operator of a 2-tuple value, and aggregation oper-
ators for 2-tuple linguistic computing [21]. In this paper, the negation operator of a 
2-tuple value should be discussed as it is always used to handle inverse indicators 
(e.g., the smaller the value of the recency, the better). The definition is as follows. 

Definition 4 The negation operator of a 2-tuple value (si , α) is defined as Eq. (5.6): 

neg((si , α)) = Δ(g − (Δ−1 (si , α))) = Δ(g − β) (5.6) 

5.2.3 The 2T-RFMB Model 

The original RFM model usually employs quantiles to determine customer value and 
make customer segmentation (i.e., the top 25% of customers have very high value, 
while the bottom 25% have very low value). However, these computing process 
results in information loss. Therefore, in this paper, the 2-tuple linguistic model has 
been included in the RFMB model to increase the accuracy and interpretability of 
the results. The definition is as follows. 

Definition 5 Let Uqj be a set of values of the recency, frequency, monetary, and 
bonding of the qth customer, with Uq1 = Rq , Uq2 = Fq , Uq3 = Mq , Uq4 = Bq . For  
each element in Uqj, its 2-tuple value can be calculated using Eq. (5.7): 

U 2T 
qj = Δ(Uqj) =

{
Δ(min _ max(Uqj)), if j /= 1 

neg(Δ(min _ max(Uqj))), if j = 1 
(5.7) 

where min _ max(·) represents the Min–Max normalization to scale data in the range 
[0,1]; Δ(·) and neg(·) have been defined in Eqs. (5.5) and (5.6), respectively. 

The 2T-RFMB overall value of the qth customer is calculated using Eq. (5.8): 

V 2T−RFMB 
q = Δ( 

n∑

j=1 

w j · Δ−1 (U 2T 
qj )) (5.8) 

where w j represents the weight of each indicator of the 2T-RFMB model; j = 
1,2,…,n, n is the total number of indicators (in this paper, n = 4). Section 5.2.6
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explains how to calculate the corresponding weights for each indicator (see 
Eq. (5.14)). 

5.2.4 The Entropy Method 

Introduced by Shannon, the Entropy method calculates the objective weights for each 
indicator by measuring the amount of valid information contained in known data [22]. 
The fundamental benefit of this method is that there is no human interference in the 
weighting process, making it more accurate to the distribution of the actual data [23, 
24]. Furthermore, the Entropy method is very useful for analyzing contrasts between 
sets of data when there is no established preference among the numerous indicators 
[25]. 

The Entropy method divides the calculation of the objective weights into four 
steps as follows: 

• Normalize the values in the dataset using the Min-Max normalization, since indi-
cators measured at different scales do not contribute equally to analysis and result 
in inaccurate weight calculation. 

• Compute the probability value of each entry under each indicator. 
• Obtain the Entropy value and the degree of diversification for each indicator. 
• Calculate the Entropy weights for each indicator. 

The definition is as follows. 

Definition 6 Let xqj be the normalized value of the qth customer under the jth 
indicator, and pqj be the corresponding probability value. The Entropy value E j for 
the jth indicator is calculated using Eq. (5.9): 

E j = −K 
m∑

q=1 

pqj ln pqj (5.9) 

where K = 1 
ln m is a constant that ensures E j ∈ [0, 1], m represents the total number 

of customers, q = 1,2…,m; pqj = xqj∑m 
q=1 xqj 

, xqj ∈ [0, 1], j = 1,2,…,n, n is the total 

number of indicators. The higher the value of E j , the lower the information contained 
in the jth indicator, resulting in a smaller relative weight, and vice versa. 

The degree of diversification D j for the jth indicator is calculated using Eq. (5.10): 

D j = 1 − E j (5.10) 

Definition 7 The objective weight of the jth indicator is calculated using Eq. (5.11): 

w
Entropy 
j = D j∑n 

j=1 D j 
(5.11)
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where D j is complementary to Entropy value. The larger D j is, the more weight is 
assigned to the jth indicator. 

5.2.5 The CRiteria Importance Through Intercriteria 
Correlation (CRITIC) Method 

Proposed by Diakoulaki et al., the CRITIC method calculates the objective weights 
for each indicator by considering the correlations between them [26]. Human inter-
ference is also not required in this method. The CRITIC method uses the standard 
deviations of each indicator to compute the contrast intensity and combines them 
with correlation analysis. 

The CRITIC method divides the calculation of the objective weights into five 
steps as follows: 

• Normalize the values of different indicators using the Min-Max normalization. 
• Compute the contrast intensity of each indicator. 
• Calculate the correlation coefficient between the indicators. 
• Obtain the quantity of information on each indicator. 
• Calculate the CRITIC weights for each indicator. 

The definition is as follows. 

Definition 8 Let Sj be the standard deviation of the jth indicator, and rjv be the 
correlation coefficient between jth and vth indicators. The quantity of information 
contained in the jth indicator is calculated using Eq. (5.12): 

C j = Sj 

n∑

v=1 

(1 − ||rjv
||) (5.12) 

where Sj =
/

(
∑m 

q=1 xqj−x j )
2 

m−1 , xqj is the normalized value of the qth customer with 

respect to the jth indicator, q = 1,2…,m, and m is the total number of customers; x j 
is the mean of the jth indicator, j = 1,2,…,n; v = 1,2,…,n, n is the total number of 
indicators. 

Definition 9 The objective weight of the jth indicator is calculated using Eq. (5.13): 

wCRITIC 
j = 

C j∑n 
j=1 C j 

(5.13) 

where C j represents the quantity of information contained in the jth indicator. The 
larger C j is, the more weight is assigned to the jth indicator.
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5.2.6 The Integrated Entropy-CRITIC Method 

Although the weights obtained by the Entropy method are effective and informative, 
it ignores the horizontal influence between indicators, such as correlation. Therefore, 
to ensure that the weights acquired take into account both the data structure inside the 
indicator and their interdependency, it is necessary to combine the weight produced 
by the Entropy method with that computed by the CRITIC method. 

The definition is as follows. 

Definition 10 The integrated Entropy-CRITIC weight of the jth indicator is 
calculated using Eq. (5.14): 

w j =
(
w

Entropy 
j · wCRITIC 

j

) 1 
2 

n∑

j=1

(
w

Entropy 
j · wCRITIC 

j

) 1 
2 

(5.14) 

where wEntropy 
j is the weight obtained by the Entropy method (see Eq. (5.11)), and 

wCRITIC 
j is the weight derived from the CRITIC method (see Eq. (5.13)). This equation 

is inspired by Jahan et al., who proposed a combinative weighting method to integrate 
the weights generated by various methods [27]. 

5.3 Application of the Proposed Model to Hotel Customer 
Segmentation 

This section discusses how the proposed model was established and how it can be 
used to segment hotel customers. The five steps to building this model are shown in 
Fig. 5.1.

5.3.1 Data Collection and Cleaning 

This paper uses the dataset published by [28] to make hotel customer segmentation. 
Extracted on December 31, 2018, this dataset includes the behavioral data of 83,590 
customers at a hotel in Lisbon from 2015 to 2018. 

Although this dataset contains 31 variables, considering the characteristic of 
the proposed model, only the following variables have been retained: CustomerID, 
LodgingRevenue, OtherRevenue, BookingsCheckedIn, BookingsCanceled, Book-
ingsNoShowed, DaysSinceFirstStay, and DaysSinceLastStay. Table 5.1 gives the 
description of these variables.
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Fig. 5.1 Steps used to create the proposed model

Table 5.1 Variable description 

Variable Description 

CustomerID The customer is allocated a different number to identify him or her 

LodgingRevenue The total amount the customer spent on accommodation (in Euros), 
including costs for the room, crib, and related charges 

OtherRevenue The total amount the customer spent on other expenses (in Euros), 
including costs for food, drinks, spa visits, and others 

BookingsCheckedIn The total number of times the customer checked in at the hotel 

BookingsCanceled The total number of reservations a customer booked but canceled at the 
end (the hotel was informed of the cancelation) 

BookingsNoShowed The total number of reservations a customer booked but did not show up 
at the end (the hotel was not informed of the cancelation) 

DaysSinceFirstStay The number of days between the data extraction date and the first arrival 
date of the customer (of a checked-in booking) 

DaysSinceLastStay The number of days between the data extraction date and the latest 
arrival date of the customer (of a checked-in booking) 

Besides, 19,920 customers in this dataset have only registered on the hotel website 
but have never stayed there. These people are potential customers of the hotel, who 
should be removed from the analysis as they have not done any real customer behavior 
yet. Therefore, only the 63,670 customers who stayed at the hotel are analyzed. An 
example of the dataset after data processing is shown in Table 5.2.
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5.3.2 Data Transformation 

The parameters of the RFMB model are obtained using Eqs. (5.1)–(5.4). Table 5.3 
shows some computation results for the customers’ recency, frequency, monetary, 
and bonding. 

In this paper, five terms—Very Low (VL), Low (L), Average (A), High (H), and 
Very High (VH)—form the linguistic term set S to demonstrate customer value. Let 
S = {

s0, . . . ,  sg
}
with g = 4: s0 = V L , s1 = L , s2 = A, s3 = H , s4 = VH, as  

shown in Fig. 5.2. Thus, based on Eq. (5.7), the 2-tuple values of the customers’ 
recency, frequency, monetary, and bonding are obtained. Table 5.4 illustrates how 
the customers’ recency, frequency, monetary, and bonding are expressed in 2-tuple 
values. 

The 2-tuple value distribution of recency, frequency, monetary, and bonding for 
the 63,670 customers is shown in Fig. 5.3, with the majority of their frequency and 
bonding belonging to the 2-tuple value with the linguistic term VL.

Table 5.3 Example of customer “RFMB” data 

CustomerID Recency Frequency Monetary Bonding 

3076 1022 1 369.3 0 

9865 905 1 161.6 0 

54772 118 5 369.6 124 

11426 883 1 692.9 0 

54505 177 2 455.8 68 

61562 187 1 152.5 0 

33146 529 1 741 0 

30506 565 1 184.2 0 

31469 551 1 388.5 0 

53974 167 7 613 82 

Fig. 5.2 Linguistic term set S
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Table 5.4 Example of customer “RFMB” data expressed in 2-tuple values 

CustomerID Recency Frequency Monetary Bonding 

3076 (VL, + 0.2972) VL (A, -0.0476) VL 

9865 (L, −0.2788) VL (L, -0.4468) VL 

54772 (VH, −0.4276) (VL, + 0.246) (A, -0.0456) (VL, + 0.4732) 
11426 (L, −0.1992) VL (H, + 0.31) VL 

54505 (H, + 0.3588) (VL, + 0.0616) (A, + 0.4888) (VL, + 0.2596) 
61562 (H, + 0.3224) VL (L, -0.492) VL 

33146 (A, + 0.0832) VL (H, + 0.404) VL 

30506 (A, −0.0472) VL (L, -0.3036) VL 

31469 (A, + 0.0036) VL (A, + 0.0788) VL 

53974 (H, + 0.3948) (VL, + 0.3692) (H, + 0.1188) (VL, + 0.3128)

Fig. 5.3 Distribution of customer “RFMB” data expressed in 2-tuple values 

5.3.3 Calculation of the Objective Weights for Each Indicator 

The integrated Entropy-CRITIC method is applied to calculate the objective weights 
for each indicator in the 2T-RFMB model. 

In the previous section, the 2-tuple values of the customers’ recency, frequency, 
monetary, and bonding are obtained. Therefore, before calculating the weights of 
these four indicators, the 2-tuple values need to be converted into their numerical 
values using the function Δ−1. Table 5.5 shows their objective weights obtained 
using Eq. (5.14).

As shown in Table 5.5, using the Entropy method or the CRITIC method alone 
would result in an uneven distribution of weights between indicators. The benefit of 
combining these two methods is that the weights obtained will be relatively more 
even, as it considers both the relationship between indicators (CRITIC method) and 
the degree of diversification of data contained in each indicator (Entropy method).
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Table 5.5 Objective weight for each indicator of the 2T-RFMB model 

Indicator Weights obtained by the 
Entropy method (%) 

Weights obtained by the 
CRITIC method (%) 

Integrated 
Entropy-CRITIC weights 
(%) 

Recency 1.62 45.4 20.28 

Frequency 45.64 1.32 18.36 

Monetary 2.02 48.18 23.33 

Bonding 50.72 5.1 38.03

5.3.4 Customer Value and Ranking 

This section shows how to calculate each customer’s 2T-RFMB overall value and 
rank them. The values of the customers’ recency, frequency, monetary, and bonding 
are aggregated using Eq. (5.8). Table 5.6 lists several customers’ 2T-RFMB overall 
values and related rankings. The cluster IDs to which these customers belong are 
also included in Table 5.6. More details about the characteristics of each cluster can 
be found in Sect. 5.3.5 (see Tables 5.7 and 5.8). 

The following example shows how to calculate the 2T-RFMB overall values for 
customer 54772: 

V 2T −RFMB 
54772 = Δ(20.28% · Δ−1 (V H, −0.4276) + 18.36% · Δ−1 (V L  , +0.246) 

+ 23.33% · Δ−1 (A, −0.0456) 
+ 38.03% · Δ−1 (V L  , +0.4732)) 

= Δ(20.28% · 3.5724 + 18.36% · 0.246 
+ 23.33% · 1.9544 + 38.03% · 0.4732) 

= Δ(1.406) = (L , +0, 406)

Table 5.6 2T-RFMB overall 
value, ranking, and cluster ID 
for some customers 

CustomerID 2T-RFMB overall value Ranking Cluster ID 

3076 (L, −0.4842) 52,283 9 

9865 (VL, + 0.2753) 60,512 3 

54772 (L, + 0.406) 5980 6 

11426 (L, −0.0654) 29,686 1 

54505 (L, + 0.3718) 7084 4 

61562 (L, −0.2077) 38,133 2 

33146 (L, + 0.2166) 13,996 5 

30506 (L, −0.4415) 50,284 7 

31469 (L, −0.1087) 32,085 8 

53974 (A, −0.3972) 1302 10
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Table 5.7 2-tuple values for each cluster centroid 

Cluster ID Number of 
customers 

Recency Frequency Monetary Bonding 2T-RFMB 
overall 
value 

1 6112 (L, − 
0.1638) 

(VL, + 
0.0016) 

(H, + 
0.2378) 

(VL, + 
0.0025) 

(L, −0.074) 

2 4951 (H, + 
0.3257) 

(VL, + 
0.003) 

(VL, + 
0.4916) 

(VL, + 
0.0219) 

(L, −0.202) 

3 7330 (L, − 
0.277) 

(VL, + 
0.0005) 

(L, − 
0.4096) 

(VL, + 
0.0018) 

(VL, + 
0.285) 

4 5990 (H, + 
0.3226) 

(VL, + 
0.0025) 

(H, − 
0.4313) 

(VL, + 
0.0115) 

(L, + 0.278) 

5 6846 (A, + 
0.0995) 

(VL, + 
0.0032) 

(H, + 
0.388) 

(VL, + 
0.0117) 

(L, + 0.221) 

6 5382 (H, + 
0.3057) 

(VL, + 
0.0018) 

(A, − 
0.4269) 

(VL, + 
0.0131) 

(L, + 0.043) 

7 7480 (A, − 
0.0138) 

(VL, + 
0.0008) 

(L, − 
0.2442) 

(VL, + 
0.007) 

(L, −0.418) 

8 7160 (A, + 
0.0093) 

(VL, + 
0.0009) 

(A, + 
0.1321) 

(VL, + 
0.0043) 

(L, −0.093) 

9 6539 (L, − 
0.2237) 

(VL, + 
0.0007) 

(A, − 
0.1794) 

(VL, + 
0.0014) 

(L, −0.417) 

10 5880 (H, + 
0.3805) 

(VL, + 
0.0133) 

(VH, − 
0.4546) 

(VL, + 
0.0474) 

(A, −0.467) 

AoD* 63,670 (A, + 
0.0912) 

(VL, + 
0.003) 

(A, − 
0.0012) 

(VL, + 
0.012) 

(L, −0.105) 

*AoD shows the average of the 63,670 customers

5.3.5 Customer Segmentation and Strategies 

Customer segmentation is done using K-means clustering. The Elbow Method indi-
cates that the optimal number of clusters is 10. Table 5.7 shows the 2-tuple values 
for the cluster centroid of each customer group. 

As can be seen in Table 5.7, the frequency and bonding of these ten customer 
groups are very low, indicating that this hotel does not maintain close contact with 
customers and does not engage in long-term management with them. In actuality, 
more than 97% of the customers in this Lisbon hotel dataset have only ever stayed 
there once (see Fig. 5.3). It means that this hotel does not have many repeat customers. 

By analogy, the bonding of the customers is also very low. This hotel has not even 
established a long-term relationship with most of its customers. The probability 
that the customer will stay at the hotel again is very low. Therefore, to establish a 
long-term relationship, customers should be encouraged to stay at the hotel again, 
regardless of the cluster to which they belong. Strategies that could be done include,
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Table 5.8 Description for each group of customers 

Cluster ID Description 

1 It consists of customers who have not stayed in the hotel for a long time but used to 
spend much money in the hotel (just lower than the monetary value of clusters 5 and 
10). The other two elements are virtually the same as the average of the 63,670 
customers at this hotel. This type of customer has a high possibility of churn and 
needs to use some strategies to make them live in the hotel again 

2 It consists of customers who recently stayed in the hotel but spent very little money 
during their stay. The other two elements are virtually the same as the average of the 
63,670 customers at this hotel. The overall value of this group of customers is low 

3 It consists of customers who have not stayed in the hotel for a long time and spent 
little money during their stay. The other two elements are virtually the same as the 
average of the 63,670 customers at this hotel. This group of customers has a lower 
overall value than the other nine groups. It can be temporarily set aside, so that 
limited CRM resources can be invested in more valuable customers 

4 It consists of customers who recently stayed in the hotel and spent a lot of money 
there. The other two elements are virtually the same as the average of the 63,670 
customers at this hotel. Although the overall value of this group of customers is not 
very high, the hotel should allocate some efforts to managing relationships with 
them to turn these new customers with relatively high spending power into hotel 
loyalty customers 

5 It consists of customers who spent a lot of money in the hotel, although the other 
three elements are virtually the same as the average of the 63,670 customers at this 
hotel. The overall value of this group of customers is not high 

6 It consists of customers who recently stayed in the hotel, although the other three 
elements are virtually the same as the average of the 63,670 customers at this hotel. 
The overall value of this group of customers is not high 

7 It consists of customers who spent little money in the hotel, although the other three 
elements are virtually the same as the average of the 63,670 customers at this hotel. 
The overall value of this group of customers is low 

8 It consists of customers who slightly spent above-average amounts of money at the 
hotel, although the other three elements are virtually the same as the average of the 
63,670 customers at this hotel. The overall value of this group of customers is low 

9 It consists of customers who have not stayed in the hotel for a long time, although 
the other three elements are virtually the same as the average of the 63,670 
customers at this hotel. The overall value of this group of customers is low 

10 It consists of customers who have recently been to the hotel and spent a large amount 
of money there. The other two elements are virtually the same as the average of the 
63,670 customers at this hotel. This group of customers has a higher overall value 
than the other groups. Hence, it deserves to be invested in more CRM resources

for example, telling customers that they will receive a 20% discount on their second 
stay, giving them free flowers on their birthday, etc. 

Table 5.8 shows the descriptions of the characteristics for each cluster, based 
on which hotel managers could take appropriate actions for each cluster to keep 
and strengthen the relationship with customers. For example, the values of recency, 
frequency, and bonding belonging to clusters 2 and 4 are very similar. However,
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the monetary value of customers in cluster 4 is much higher than that of customers 
in cluster 2. In this case, if the hotel’s CRM resources are limited, it should prior-
itize providing more personalized service and in-depth communication to its most 
valuable customers to keep them coming back. That is, the limited resources should 
be invested in highly valued customers. In contrast, for those customers with low 
spending (e.g., cluster 2), relatively low-cost email mass coupons could be used to 
stimulate consumption. 

5.4 Conclusions and Future Work 

This paper improves the original RFM model by including the potential loss to 
the hotel if a customer cancels their reservation into the indicator “Monetary.” In 
order to indicate the degree of customer bonding with the hotel, a new indicator 
“Bonding” is added to the RFM model. The proposed model also incorporates the 
2-tuple linguistic model to give decision-makers more precise and understandable 
results. Furthermore, the Entropy and the CRITIC methods are integrated to obtain a 
more reasonable objective weight assignment to the four indicators of the 2T-RFMB 
model. Therefore, a novel method of segmenting and evaluating customer value 
has been developed utilizing the 2T-RFMB model, the integrated Entropy-CRITIC 
method, and K-means clustering. 

The applicability of the proposed model has been assessed using a real dataset from 
a hotel in Lisbon. More than 63,000 customers are classified into ten groups based on 
their behavioral data during their stay at a hotel in Lisbon. The results show that the 
main benefit of the integrated Entropy-CRITIC method is that it calculates a more 
reasonable 2T-RFMB overall value for each customer by considering the relationship 
between different indicators and the level of data diversification contained in each 
indicator. Moreover, hotel managers can develop more efficient strategies to distribute 
their CRM resources by analyzing the 2-tuple value of each group of customers. 

However, some drawbacks of this paper should be mentioned. First, in the 2T-
RFMB model, customer demographic data like gender, age, and race are not consid-
ered. Second, the proposed model is unable to forecast the behavior of customers. 
Third, this paper only employs the objective weighting approaches to calculate 
the weight of each parameter in the 2T-RFMB model, without considering the 
decision-makers’ opinions. 

Therefore, some weaknesses of the proposed model should be addressed in later 
research. For instance, the proposed approach could be combined with machine 
learning forecasting algorithms to increase predictability. Additionally, the Entropy-
CRITIC method could be combined with other methods to consider the subjective 
weights given by experts or decision-makers, such as the Analytic Hierarchy Process 
(AHP) method, Point Allocation method, Delphi method, etc. To gain a comprehen-
sive picture of the customers, variables like age, occupation, family status, etc., could 
be incorporated into the customer segmentation.
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Chapter 6 
Intellectual Capital Versus Competitive 
Advantages: Together Which Underlines 
Some Relevant Literature? 

Óscar Teixeira Ramada 

Abstract The goal of this paper is to present the essential features of the literature 
review that relates the intellectual capital and the competitive advantages. On the 
other hand, it is still an idea, to know if there something that can be interpreted as 
being particularly noteworthy. In a synthetic way, this idea is that, only one, human 
capital, of the 3 components of intellectual capital, creates competitive advantages, 
playing an essential role, training and qualification, together with the innovation and 
entrepreneurial capacity of the same. If there is more qualification, better manage-
ment of human capital, more and better competitive advantages will be obtained. The 
biggest gap in this research is related to the geographic contexts it covers (countries 
with a lower level of development) and the fact that it concerns with activity sectors 
of lesser relevance in terms of competitive advantages. Innovation needs further 
conceptual specification and its relationship with intellectual capital and competitive 
advantages. 

6.1 Introduction 

It has been generally recognized by several authors such as [10, 11] and [12], that 
one of the virtues of intellectual capital is to provide companies, in particular, with 
better performance and, above all, better competitive advantages. These can value 
the same companies, market shares and the position of nations in the international 
theater, with regard to international trade, both in products and services. If we add 
innovation to this, then this effect, which also stems from the intellectual capital, is 
even more pronounced. 

Being of superior importance, the possession of competitive advantages, its 
improvement and increase, in any activity sector, of a country, it is necessary to 
know, what relationship exists, in the literature related to this topic, conjugated with 
the intellectual capital, among these pillars of knowledge, technological evolution, 
innovation, among others, namely.
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It is observed that knowledge of this relationship, initially unknown, can often 
be seen as having associated other topics: see the case of [13–16] and [17]. In these 
cases, there is an association with the car production sector, with brands, with start-
ups, in particular, which goes far beyond an approach limited only to the intellectual 
capital with the creation of competitive advantages. 

This variety of topics, makes clarity and transparency less than would be desirable, 
the contribution to scientific knowledge, also less than would be expected in terms of 
its associated broadening, to its knowledge that allows application in the real world. 

Furthermore, the 3 notions associated with the intellectual capital, definition-
measurement-value and the notion of competitive advantages, are not always clarified 
in their semantic sense, so the scientific basis is not always the same: for some 
authors the definition, although having the same components, has different semantic 
meanings or has different components and also different semantic meanings, [18] 
and [19]. 

Thus, there is an obvious difficulty in applying the intellectual capital, combined 
with competitive advantages, so that it can be applied in practice and have a value of 
intellectual capital and competitive advantages as if it were a price of any product. 

The research question that arises is: what does the literature review that relate 
intellectual capital to competitive advantages say? Do you evidence any particular 
idea? 

About this pair, the essential idea is to know, at the heart of the brief literature 
review, what it underlines in particular, with the 2 concepts, simultaneously. 

This research is divided into 3 Sections: in the first, an Introduction to the theme of 
intellectual capital and competitive advantages is carried out, framing these 2 topics 
with essential aspects associated with it; in the second, a Literature Review is carried 
out, in which 6 authors present their research on this pair, emphasizing the fact that 
this is not a mere collection of papers, but rather papers selected from the few existing 
ones center of the nucleus intended by the research; in the third, the Conclusions are 
presented, the essential points to be taken from the previous section are presented; 
also refer to the References, which served as the basis for the preparation of the 
paper. 

6.2 Literature Review 

Mubarik et al. [1] these authors address the relationship between the intellectual 
capital from the perspective of the relationship with competitive advantages. In fact, 
say the authors, nowadays, given the uncertainty and ambiguity of business activity, 
most companies strive to improve their degree of competitiveness. To achieve this, 
for these authors, they must develop capacities to be innovative, while exploring 
other capacities in such a way as to make companies ambidexterity. This research 
seeks to know the role that ambidextrous companies play in the relationship between 
these 2 aspects.
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With regard to the methodology adopted, all medium-and-large-size companies 
in the Pakistani textile industry were considered. Companies with a workforce of 
between 100 and 250 workers are in medium size, while those with more than 250 
workers are in large size. According to the sources consulted for this purpose by the 
authors, around 390 companies are included in this sample and are located in the 
cities of: Karachi, Lahore, Faisalabad and Gujranwala. A close-ended questionnaire 
was designed to collect data that allowed for constructs adopted by the previous 
literature consulted by the authors. The items had to do with the intellectual capital 
and its dimensions such as human capital, relational capital, structural capital, with 
competitive advantages and with ambidexterity in companies. A number of 580 
questionnaires were distributed by 290 companies (2 questionnaires per company) 
selected at random. Regarding the respondents, directors, generic managers, human 
resources managers and managers with the tasks of planning activities or business 
tasks stand out. 

Regarding the general conclusions, the authors emphasize that business ambidex-
terity is instrumental in channeling the effects of intellectual capital toward competi-
tive advantages. The results also reveal that significant effects of human development 
capital and relational capital on competitive advantages were obtained. However, 
they observed a non-significant effect of the relational capital, per se. In general, the 
results were in line with previous literature. Even so, some results were divergent. 
It is a case of suggesting that the intellectual capital and business ambidexterity are 
important requirements to achieve competitive advantages. The human development 
capital, revealed itself as the biggest contributor, directly and indirectly. Which calls 
for companies to rethink their strategies in relation to intellectual capital. 

As main implications, we highlight the fact that the factors of intellectual capital 
that lead to ambidexterity have been identified, as an instrumental capacity that allows 
achieving sustainable competitive advantages, which means that each component of 
intellectual capital needs to be systematically built within of business strategies. 

Bakshi [2] this is an author who introduces research on the relationship between 
the intellectual capital and competitive advantages regarding the role of innovation 
and learning within organizations, in general, and companies, in particular. 

In summary, research is based on the following 2 goals: to prove the level of 
intellectual capital in developing contexts and not in developed contexts, as is the 
case in most studies; on the other hand, knowing the impact of intellectual capital 
on competitive advantages being mediated by the role of innovation and moderated 
by the role of learning in organizations, which contributes to and strengthens the 
concept of intellectual capital in business literature. 

With regard to methodology, the author constructed 4 constructs with items related 
to intellectual capital, innovation, organizational learning and competitive advan-
tages, based on different studies, especially with regard to qualitative interviews, in 
which the respondents were the managers of 5 banks as well as 4 specialists. Items 
relating to intellectual capital cover human capital, relational capital and structural 
capital. Those of innovation, relating to radical innovation and incremental innova-
tion. Self-development items were also included to measure bank workers’ propen-
sity for innovation. In order to measure organizational learning, a scale was used,
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having finished the items, with 64 on the intellectual capital, 10 on innovation, 16 on 
learning in organizations and 38 on competitive advantages. In terms of the sample 
used, it should be noted that it consisted of 144 branches of 21 public banks, 7 
private banks operating in India, in the city of Jammu. From each branch, 3 execu-
tives (one manager and 2 senior workers), with more experience and knowledge, were 
contacted for the purpose of the study. A total of 5 questionnaires were distributed 
to respondents to answer, of which 339 questionnaires were answered, which corre-
sponded to a response rate of 62.08%. As auxiliary analysis techniques, the author 
used Exploratory Factor Analysis (EFA) for data reduction, Confirmatory Factor 
Analysis (CFA), to confirm the measurement of the constructs. 

In terms of more relevant conclusions, the author found that the intellectual capital 
affects competitive advantages and this relationship is moderate but significant. The 
results are consistent with other previous studies: This research established that 
human capital consisted of an important item such as worker creativity, staff commit-
ment, training and education, experience, attitude and innovation of workers. The 
structural capital revealed to be composed of several items, such as the systems struc-
ture, information technologies, capabilities and culture, improvements and quality 
of service. It also concluded that at an organizational level of learning, it moderates 
the relationship between the intellectual capital and competitive advantages and that, 
seen individually, it improves human capital. The organizational culture proved to 
be innovative and strong, whereby the development of intellectual capital increases 
and is simultaneously influenced by learning in organizations and knowledge produc-
tivity. These are consistent practices across cities, regions and the culture in question, 
from all banks, can be considered similar. 

Indiyati [3] in this research, its author analyzes the role of organizational culture, 
intellectual capital, competitive advantages in supporting government policies in 
education. Thus, the purpose is to examine and analyze the effects of organizational 
culture on the intellectual capital and its influence on competitive advantages in 
private universities in Indonesia, to support educational public policies. 

With regard to the adopted methodology, it was the study of an explanatory survey, 
in which the type of research in question is the causal relationships. It focused on 
157 private universities. 

The sampling technique is that of sampling in probabilities in which the number 
of samples is decided by using the power of the power-analysis test, which resulted in 
157 PTS in Region IV of Kopertis. The respondents were the heads of departments, 
or the deputy directors, or the deans or the students. Data collection was conducted 
using the technique of observation, interview and questionnaire. The analytical test 
used was the Structural Equation Model (SEM)-LISREL 8.3., via a second order 
approach. 

In the main conclusions, the author concluded that organizational culture has a 
relevant influence on intellectual capital in private universities. This indicates that 
this improvement is strengthened if it is strengthened by the organizational culture via 
integration, direction, risk tolerance, individual initiative, control, identity, manage-
ment support, reward system, communication patterns and tolerance of conflicts. 
The intellectual capital has a significant influence on the competitive advantages
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of private universities. This suggests that the production of innovation, innovation 
processes, innovation management and the quality of services provided improve and 
the cost is more efficient if the intellectual capital (human structure and customer) 
gives more value to consumers. Finally, the synergy between organizational culture 
and the intellectual capital can have a significant effect on improving the competi-
tive advantages of private universities that are able to support government policies 
and have significant contributions to education in Indonesia. Relations with other 
universities and non-universities institutions are shown to be worthy of improving 
the reputation and motivation of its members. 

Liu [4] this is an author who carried out research on the creation of competitive 
advantages and the perspectives of linking the learning of organizations, innovative 
behaviors and the intellectual capital, within the context of the hospitality industry 
in China. In the background, the author discusses the benefits of looking for market 
opportunities and maintaining competitive advantages in dynamic environments. 
The previous literature consulted to explain organizational performance and survival 
focused mainly on what organizations do but failed on how and what they should do. 

From a methodological point of view, the hospitality of hotels in China provides 
a good example, insofar as this research requires open mindsets to absorb internal 
and external resources and even broaden their knowledge capabilities and increase 
innovation. Both this and the competitive advantages help to maintain the competi-
tiveness that results from explorative and exploitative learning. Thus, hotel managers’ 
perspectives were collected and the processes of how they use explorative and 
exploitative learning to influence workers’ innovations and behavior and accumulate 
human capital in order to generate competitive advantages were examined. These 
traits proved to be critical for the hospitality industry in China. The research collects 
data from hotels with stars, suggesting that these provide insights to study the manage-
ment of hotel human resources, and reflect the phenomenon of the development of 
hospitality sector in China. From a sampling point of view, data collection took place 
between July and August 2015 and involved 595 respondents (272 males and 323 
females). 

As main conclusions drawn by the author, we highlight the fact that this research 
of the literature on hospitality in the theorizing of learning in organizations, consti-
tutes a fundamental attribute, in the transfer of innovative behaviors and in human 
capital, which makes the focus in hotel approaches can maintain competitive advan-
tages. The research examines learning mechanisms as constituting a door that hotels 
can open to acquire information and knowledge that lead to positive results for the 
organization, in terms of their role as a buffer, social and organizational capital 
in the processes of performance creation. In the sample, research suggested that 
exploratory and exploitative learning can generate desirable results, such as the 
encouragement of creative and innovative behavior of workers, increasing the accu-
mulation of human capital in organizations. The results also suggest that organiza-
tional learning can simultaneously increase opportunities to identify opportunities 
and competitive advantages through the behavior of innovation and human capital. 
On the other hand, the results also underline that the social capital of hotels and 
the capital of organizations play an important role in moderating these processes of
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creating complex competitive advantages. Social and organizational capital enhance 
the effects of innovative behaviors by external and internal linking resources in such 
a way that innovative behavior is related to increasing human capital only when there 
are high levels of social and organizational capital. 

Dahash and Al-Dirawi [5] carry out research related to investment in the intel-
lectual capital and the achievement of competitive advantages in the hotel sector in 
Iraq. The goal is to assess the role of intellectual capital in achieving competitive 
advantages, exploring the contributions of each component of intellectual capital 
that, in the end, improve business performance. 

With regard to methodology and data analysis, the components of intellectual 
capital, human capital, relational capital and structural capital were considered and 
with the help of Partial Least Squares Method, the authors analyzed the contribution 
of each of these to the creation of advantages competitive. In terms of the sample, 
4 and 5 stars hotels, were selected and data were collected through questionnaires 
based on past literature. In human capital (20 items), in relational capital (25) and 
in structural capital (16). Competitive advantages were obtained by developing a 
scale by Chahal and Bakshi [9]. The answers were rated on a Likert scale (5 points) 
with the hotels chosen in Iraq being the Basrah Hotel, Basrah International Hotel, 
Ishtar Sheratob Hotel Baghdad, Erbil International Hotel, Babylon Warwick Hotel 
Bagdhad, Al Mansour Melea Hotel, Royal Tulip Al Rasheed Hotel Bagdhad and the 
International Palestine Hotel Bagdhad. The data was based on the responses of top 
and mid-level managers as well as self-administrators. In total, 118 managers were 
chosen and 93 questionnaires were used. 

In terms of conclusions, the authors emphasize that there was a lack of evidence 
in the hotel sector. Therefore, it was not obtained as a result that the intellectual 
capital had positive effects on competitive advantages. The human capital component 
revealed to have the greatest influence on competitive advantages and the structural 
capital the smallest. As Iraq is a developing country, the results obtained need further 
verification due to this. In different work contexts and socio-economic environments 
different results can be expected. 

Jardon [6] is an author who has focused on obtaining and using the intellectual 
capital, by entrepreneurs, to obtain competitive advantages in regional small and 
medium-sized enterprises (SMEs), in the region of Galicia, in Spain. 

From a methodological point of view, the author sought to isolate the effect of 
context dependence, reducing the geographic area of the sample. In fact, this area 
experienced a great development, especially from the 60’s when the establishment of 
a multinational related to the manufacture of cars, increased the activities associated 
with fishing, food and transport of equipment. Thus, the author understood, as the best 
scientific approach, the comparison of theories of the development of comparative 
advantages. The economic structure of an area shows some characteristics, so the 
sample, in its design, should be conceived with this structure in mind. With different 
possibilities, the author chose the approach of business clusters, that is, the analysis 
of all activities associated with the same value chain of a product or service. Thus, 
the author categorized companies into 11 clusters in this geographic area. The target
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population included companies that had the particularity of having more than 9 and 
less than 250 workers. 

A survey was carried out using a stratified random sample to obtain empirical 
data. The sample had the size of 400 companies, selected with a maximum error of 
5%. In each cluster, the author selected 20 companies at random. The interviewers 
collected the questionnaires 2 weeks after they were sent to the companies. A total of 
360 responses were valid, which corresponded to a response rate of 90%. The author 
found that the sample structure was consistent with the population study corroborated 
by the homogeneity test. 

The core competencies were built using items on a likert scale from 1 to 5 (where 
1 corresponds to not important as a competitive advantage and 5 as very important 
as a competitive advantage). SPSS Software (version 15) was used. 

In the main conclusions, the author underlines that it is important to explain 
the processes through which entrepreneurs organize their intellectual capital within 
the scope of their core competencies in order to obtain benefits. It is important to 
explain these processes because they allow entrepreneurs to structure and organize 
the constituent elements to generate better performance. The effects of intellectual 
capital on performance did not occur directly but via core competencies generated 
by the entrepreneur. These, not grouped all the elements of intellectual capital in a 
single way, but rather, in combination with other resources and business capabilities. 

The intellectual capital was used to build 2 core competencies: relationship 
management (RM), internal knowledge management (IKM) and innovativeness 
(INNO). It is the RM and IKM that improve INNO and, through it, the performance 
of companies. The effect of intellectual capital on INNO proved to be significant in 
this geographic area. The effect on RM was greater than the effect on IKM. Clus-
ters proved to be important for the creation of regional innovation systems that are 
the basis of many innovation policies proposed in the same area. If these resources 
are scarce in companies, they limit their innovation potential. Financial and natural 
resources proved necessary for future investments in innovation. Thus, cooperation 
between them emerges as an adequate strategy to build networks for the development 
and improvement of products, processes and services. 

The management of human and technological resources proved essential to 
promote INNO. This confirms that training, culture and technological processes 
are necessary to improve business innovation. 

However, the effects of intellectual capital do not occur individually. It is necessary 
to combine with other elements of the companies, in order to specify the core compe-
tence. Business success is associated with know-how and the ability to combine, in 
a balanced way, elements, according to specific needs. 

6.3 Conclusions 

The literature, selected and relevant, from the few existing ones, involving these 2 
interconnected concepts, states that the intellectual capital is composed of different
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components and each one also has different effects on the (creation) of competitive 
advantages of companies. 

In addition to competitive advantages, innovation, translated essentially into the 
skills of employees, also makes a contribution. In particular, learning plays a more 
concrete role in moderating the relationships between the intellectual capitals versus 
competitive advantages. 

Concretely, in the university context, the creation of competitive advantages 
through the intellectual capital involves the establishment of institutional relation-
ships, especially by instilling motivation. 

In the hotel sector in China, the role of learning is to be highlighted, in identi-
fying and increasing opportunities, in the context of innovative behaviors and the 
component of intellectual capital that is human capital. This component moderates 
the processes that create advantages. It should be noted that in the case of the Iraqi 
hotel sector, the dominant note is the absence of empirical evidence that enables 
results in line with what is desired. Finally, it should be underlined, in another way, 
that the question of learning is present again, but from a collective point of view, 
that is, from the point of view of the management of human resources combined 
with technological ones. Thus, training, culture and technological processes prove 
to be crucial in business innovation. The effects of intellectual capital in obtaining 
competitive advantages are affected not directly, but via entrepreneurial action. 

One of the limitations of this research is related to the fact that it focuses on 
countries that are not included in the most developed, except Spain. Thus, it would 
be very useful to cover countries such as Germany, France, United Kingdom, United 
States, among others. The notions of intellectual capital and innovation, perhaps, 
should be adjusted according to the activity sectors considered: more or less intensive 
in labor (or in capital). 

With regard to the implications, they allude to the fact that they do not allow 
the extraction of great generalizations, since they are limited to countries that have 
poorly developed statistical information, which is the basis of results that are not 
very credible and very limited in their scientific scope. 

As future avenues of research, it is worth mentioning, in addition to referring 
to countries, generally, developed, especially with regard to the European Union 
and the United States and, especially, to activity sectors where the aforementioned 
competitive advantages are more constituted as determining factors in the variation 
of market shares, in the leadership of the sectors, which involves considering sectors 
where each country has a stronger weight in the domestic market and in its relations 
with abroad (foreign trade). 

Regarding the research question, the only evidence, which appears to be more 
notorious, in general terms and the idea to underline, is the fact that the intellectual 
capital creates competitive advantages not in its 3 components but rather via human 
capital and how much the more qualified it is, the greater the competitive advantages, 
with the contribution of innovation.
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Chapter 7 
Press Consumption in Chile During 
COVID-19: Digital Marketing Variables 
at Analysis 

V. Crespo-Pereira, A. C. Vaca-Tapia, and R. X. Manciati-Alarcón 

Abstract The media in general and the press in particular have to adapt to the 
exceptional situation caused by COVID-19. The pandemic forced to stop the paper 
version in favor of the digital version. The new ways of doing media, as well as the 
routines of readers cultivated in this context, lead us to ask many questions about 
the future of paper and the type of post-pandemic information consumption. This 
article analyzes the reading habits in the press at different times during confinement 
and post-confinement times and makes a comparison between native digital media 
and digital migrants in Chile. Following a descriptive approach, the article offers 
an average analysis of five variables out of 22 Chilean newspapers and a detailed 
analysis of the positioning of ten of them. The data reflect a preferential use of the 
smartphone device for news consumption, as well as a consolidated influence of 
Facebook and Twitter in the traffic to the digital press. 

7.1 Introduction 

The COVID-19 health crisis invites a deep reflection on the relevance and power of 
the traditional media in the consumption of information and its credibility in public 
opinion. Press problems, such as print runs, the economic situation, lack of credibility, 
or new consumption habits, are aspects that require a deeper comprehension and 
analysis in the context of post COVID-19 confinement. Portraying today’s situation 
will allow us to understand future trends. These aspects are addressed below based 
on studies conducted in the context of the pandemic.
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Digital platforms facilitate constant updating, which is highly beneficial for news 
coverage compared to the limited capacity of the printed press [1]. As a result, 
digital media consolidated itself as one of the most priority medium for information 
in pandemic times [2]. 

Press Websites and apps, which are moving forward new consumption habits, 
could have transformed and accelerated the announced decline of print newspaper 
versions [3] and the transition to new business models as well as technological, profes-
sional, and business convergence [4]. The economic situation of newspapers world-
wide is worrying. Those newspapers that have not made progress toward digitaliza-
tion before COVID-19 might be dramatically affected when it comes to neutralizing 
the loss of readers and print version profits. 

Due to the pandemic, studies point out the renaissance of mass media consump-
tion among citizens, in special in the digital press and television [8]. Mass media 
has repeatedly demonstrated to be relevant for their value to the public. Press has 
confirmed to be one of the main tools to promote informal education, and its educa-
tional and pedagogical capacity during 2020 health crisis are beyond doubt. Its value 
as a public service has been essential to educate and warn about a multiplicity of 
issues that can affect society as a whole: diseases, natural disasters… . Despite this, 
newsrooms are facing difficulties and impediments that affect the production of infor-
mation and that are related to the explosion of the phenomenon of misinformation 
and fake news and sensationalism or the lack of journalists specialized in the area of 
health [2, 5, 6]. 

Journalistic rigor is an aspect continuously claimed by the profession. However, 
the emergence of new agents in the journalistic ecosystem modifies the existing status 
quo. The citizen journalism avoids the intermediation by information professionals 
and the press protocols. Despite the many benefits of this social movement, the lack 
of information of quality and rigorous health data on social networks was one of the 
challenges to be overcome during COVID-19 [7]. 

Today, the citizen becomes a gatekeeper characterized by the loss of trust in 
mass media. This disaffection is especially evident among young people [8]. The 
accessibility of news through social networks and private messaging is increasing [9] 
whereas competing with journalistic newsrooms. The citizen journalism movement 
in Latin American countries has been relevant during the health crisis for challenging 
traditional media bad habits. This social movement may become a suitable formula 
for countries with fragile democratic systems and political instability that affect 
journalistic action and censorship. 

Despite the distrust of media, it is necessary to point out that, during COVID-19, 
social networks have served to generate and disseminate disinformation and to turn 
the thematic agenda for political purposes [10]. Fake news is an aspect of criticism 
toward social networks and citizen journalism [11]. In times of crisis, discernment 
in the detection of this type of news and disinformation is greater [11]. 

No doubt, COVID-19 has transformed media consumption. During confinement, 
the demand for information grows exponentially. News consumption is higher (it is 
not just reduced to the headline) and more frequent for at least 78% of citizens during 
confinement [12]. At the same time, subscription to digital media increased [2].



7 Press Consumption in Chile During COVID-19: Digital Marketing … 85

However, a greater journalistic consumption during confinement does not translate 
into an improvement in trust, on the contrary, periods of crisis point to a decline in 
this index [2]. 

Press does not seem to have capitalized on the demand for information in terms 
of trust and credibility. The editorial line of the media does not go unnoticed by citi-
zens. A large part of society considers that the informative treatment is ideologically 
conditioned [2]. Although it is true that citizens have reservations about the accuracy 
of information in networks, this differs depending on the territories [9]. Moreover, 
the higher the educational level, the lower the credibility toward the media [11]. 
Certainly, newsroom routines have been modified due to the restrictions imposed 
by the pandemic. This imposed challenges have proved beneficial for journalism as 
a whole, since it increased the credibility and trust of the journalistic exercise in 
countries such as Chile [13]. 

7.2 Materials and Method 

COVID-19 is the backbone of most of the scientific publications of the last two years. 
Academic research from all kinds of disciplines has treated the virus. In communica-
tion too. Studies researched about methodological approaches and validated scales to 
the role of the media and social networks in the pandemic [14, 15]; media consump-
tion or misinformation in relation to social networks in the context of a pandemic 
[2, 8, 16]. 

In Latin America, journalism and COVID-19 are a topic lacking in the academia, 
and the existing research focuses on work practices, lack of media plurality, and 
professional ethics [13]. 

As mentioned above, confinement has driven alternative information consumption 
to print newspaper versions. Certainly, digital media consumption in the pandemic 
displaced the use of other mass media due to the capacity of the former to offer 
updated information. This research describes the patterns of press consumption in 
migrant and digital native newspapers during the COVID-19 crisis in Chile. 

For this purpose, a descriptive and comparative research were carried out. Data 
were obtained through similar Web from a total of 22 newspapers, namely El 
Mercurio, La Tercera, La Cuarta, La Segunda, Publimetro, Diario Financiero, El 
Ovallino, El Andino, El Racangûino; Diario VI Región, El Centro, El Heraldo, La 
Discusión; Cónica Chillán, El Insular, El Divisadero, Hoy x Hoy, El Día, El Trabajo, 
El Proa, El Tipógrafo, and Diario Concepción. The data obtained will allow us to 
understand the evolution of the following variables: positioning of the newspaper, 
origin by channels, search traffic, social network traffic, and access device. The anal-
ysis period corresponds to December 2020 and January, February, March, April, and 
May 2021.
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7.3 Data Analysis 

COVID-19 changed, although for a short time, people’s media consumption around 
the world. Informative demand and preferences shifted during the crisis, even among 
those individuals who usually are not interested in informing themselves [8]. Interest 
in the virus has prompted new routines among casual and regular readers. The 
pandemic emerged as an opportunity to launch new content strategies for connec-
tion and feedback between the media and society. Therefore, the pandemic forced 
newsrooms to rethink the objectives and strategies to connect directly to the needs 
of consumers via digital platforms. 

Information management by media during COVID-19 was capitalized very 
effectively. 

Given the right conditions, such as access to technological devices and Internet, 
digitization fosters total freedom of media consumption. Since the demand of global 
al local news increased exponentially during the health crisis, newspapers became the 
media of reference in Latin America. Media became the bridge between the media 
and society. 

Trust, a key value for any media, also proved to be an essential element for 
attracting audiences in uncertain times. Some articles confirm these ideas: “We almost 
doubled the rates of new digital subscribers and closed 2020 with 42 thousand digital 
subscribers” (La Tercera, Chile) (…) There was a record audience in digital traffic 
this year in Colombia, Chile, Brazil, Europe, and the United States. People turned 
to those big news media with their recognized brands that could generate trust, that 
which is called credibility “(El Tiempo, Colombia)” [13]. 

As a consequence of the specialization of information on topics related to popu-
larization and science and the verification of contents (fact check), some newspapers 
not only enriched their offer, but it was determined as a revulsive of great impact to 
maintain the audience’s attention (see Table 7.1).

“The pandemic forced us to concentrate and strengthen it a lot. Today, it is one 
of the most visited channels on the platform, which has to do with the demand for 
science (La Tercera, Chile) (...) The need to generate verification content had already 
happened to us with the social outbreak. I think this is also associated with one of 
the great aspects of the revaluation of journalism (La Tercera, Chile)” [13]. 

Certainly, the crisis has driven new audience behaviors, among which media 
subscriptions and increased news consumption stand out. COVID-19 crisis triggered 
many media transformations that were to happen in the medium term. Some authors 
mention that: “The health crisis included an increase in news consumption and 
production, so that the media had to adjust the operating and logistic model of 
journalists in relation to news coverage (...). It was a transformation we were going 
to make in a few years, but the pandemic forced us to anticipate it, mainly due to 
economic pressure. The income from subscriptions of the paper newspaper fell, it 
was reduced to 50% (La Tercera, Chile)” [13]. 

Traffic to digital newspaper Websites comes from different sources. Organic 
research (traffic sent via organic (non-paid) results on search engines such as Google)
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Table 7.1 Evolution of Chilean press traffic and engagement over time 

Newspaper Variables 2020 2021 

December January February March April May 

El 
Mercurio 

Category 
rank 

3408 23,565 24,918 N/A N/A N/A 

Percentage 
increase in 
visits 

−5.21% 134,59% −17.24% −12.00% 0.99% −4.81% 

Monthly 
unique 
visitors 

611,683 6461 5852 279,806 N/A N/A 

Average 
duration of 
visits 

0:05:52 0:33:34 0:45:08 0:06:14 0:06:33 0:06:22 

Pages/Visits 4.50 10.39 9.50 5.77 5.61 5.73 

La Tercera Category 
rank 

439,00 129.341 111,925 399 N/A N/A 

Percentage 
increase in 
visits 

0.56% −37.42% 60.69% 4.75% −2.39% 4.86% 

Monthly 
unique 
visitors 

9.787 M 5000 5.00 M 10.63 M N/A N/A 

Average 
duration of 
visits 

0:03:28 0:03:44 0:00:16 0:03:31 0:03:44 0:03:41 

Pages/Visits 2.18 1.33 1.10 2.08 2.07 2.10 

La Cuarta Category 
rank 

1371 1168 969 1138 N/A N/A 

Percentage 
increase in 
visits 

9.02% 21.51% 6.82% −10.03% −8.09% −3.48% 

Monthly 
unique 
visitors 

1.561 M 1.939 M 2.210 M 2.032 M N/A N/A 

Average 
duration of 
visits 

0:01:55 0:01:55 0:02:06 0:02:02 0:02:04 0:01:54 

Pages/Visits 2.58 2.60 2.53 2.52 2.47 2.42 

La Segunda Category 
rank 

7.919 7.870 7.793 N/A N/A N/A 

Percentage 
increase in 
visits 

15.77% 14.15% −15.14% 2.75% −10.27% −10.28%

(continued)



88 V. Crespo-Pereira et al.

Table 7.1 (continued)

Newspaper Variables 2020 2021

December January February March April May

Monthly 
unique 
visitors 

178.619 189.109 163.219 86.771 N/A N/A 

Average 
duration of 
visits 

0:02:56 0:02:46 0:02:53 0:03:55 0:03:35 0:03:49 

Pages/Visits 2.80 2.52 2.63 3.45 3.31 3.30 

Publimetro Category 
rank 

1.091 986 982 1.225 N/A N/A 

Percentage 
increase in 
visits 

−3.78% 15.93% −14.37% −10.76% −14.28% −3.77% 

Monthly 
unique 
visitors 

2.583 M 2.912 M 2.491 M 2.190 M N/A N/A 

Average 
duration of 
visits 

0:03:16 0:03:03 0:02:43 0:00:51 0:00:57 0:01:07 

Pages/Visits 2.84 2.82 2.80 2.48 2.47 2.55 

Diario 
Financiero 

Category 
rank 

N/A N/A N/A 2.441 N/A N/A 

Percentage 
increase in 
visits 

116.76% 543.72% −82.58 4.35% −4.04% 5.96% 

Monthly 
unique 
visitors 

< 5.000 7.525 5.000 1.640 M N/A N/A 

Average 
duration of 
visits 

0:07:32 0:00:23 0:01:49 0:01:56 0:01:46 0:01:41 

Pages/Visits 1.52 1.05 1.13 1.58 1.51 1.60 

El Ovallino Category 
rank 

25.746 27.863 24.835 27.908 N/A N/A 

Percentage 
increase in 
visits 

22.20% −5.95% 12.22% −9.25% −21.85% 30.86% 

Monthly 
unique 
visitors 

46.875 44.897 49.426 44.395 N/A N/A

(continued)
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Table 7.1 (continued)

Newspaper Variables 2020 2021

December January February March April May

Average 
duration of 
visits 

0:01:53 0:01:35 0:01:32 0:01:10 0:01:41 0:01:23 

Pages/Visits 1.89 1.96 1.82 1.76 1.97 1.78 

El Andino Category 
rank 

48.481 54.609 64.124 42.147 N/A N/A 

Percentage 
increase in 
visits 

−35.17% −19.30% −37.43% 228.01% N/A N/A 

Monthly 
unique 
visitors 

11.026 9.579 6.441 22.409 N/A N/A 

Average 
duration of 
visits 

0:01:50 0:02:17 0:01:41 0:01:51 N/A N/A 

Pages/Visits 1.99 2.43 2.24 1.66 N/A N/A 

El 
Rancagûino 

Category 
rank 

18.224 16.851 15.212 17.120 N/A N/A 

Percentage 
increase in 
visits 

−14.56% 17.58% 0.81% −8.74% −8.19% 47.35% 

Monthly 
unique 
visitors 

116.240 134.240 131.454 127.700 N/A N/A 

Average 
duration of 
visits 

0:00:55 0:01:13 0:01:02 0:01:11 0:00:39 0:01:16 

Pages/Visits 1.52 1.64 1.60 1.61 1.52 1.75 

Diario VI 
Región 

Category 
rank 

33.098 53.913 62.030 77.202 N/A N/A 

Percentage 
increase in 
visits 

18.63% −41.63% −35.50% −33.72 −19.59% −5.78% 

Monthly 
unique 
visitors 

15.343 7.848 5.709 5.00 N/A N/A 

Average 
duration of 
visits 

0:02:21 0:02:06 0:02:24 0:01:31 0:01:20 0:01:11 

Pages/Visits 5.00 2.37 2.13 2.02 2.44 1.84
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Table 7.2 Evolution of Chilean press: marketing channels 

Marketing channels 2020 2021 

Dec (%) Jan (%) Feb (%) March (%) Apr (%) May (%) 

Direct 36.59 40.72 43.70 42.96 41.25 33.84 

Email 1.30 1.59 1.43 1.17 1.01 1.22 

Referrals 9.84 9.34 4.93 6.72 4.33 4.13 

Social 5.98 4.95 6.67 5.59 5.08 4.40 

Organic research 46.29 43.39 41.55 43.53 39.20 47.27 

Paid research 0.00 0.00 0.00 0.04 0.02 0.03 

Display adds 0.01 0.01 1.71 0.00 0.01 0.03 

Table 7.3 Evolution of Chilean press: traffic search 

Search traffic 2020 2021 

Dec (%) Jan (%) Feb (%) March (%) Apr (%) May (%) 

Organic 100.00 95.45 95.45 99.89 0.00 99.89 

Payment 0.00 0.00 0.00 0.11 0.00 0.11 

is the most common formula to access Chilean digital press, followed by direct (traffic 
sent from users that directly entered a URL into a browser). Advertising (display adds) 
is the formula with the worst results when attracting people to the Website newspaper 
(Table 7.2). 

The role of paid traffic is not common at all in press, whereas the organic traffic 
is the only viable option for consumers. Paid content has no positive repercussion 
for attracting audience in Chilean press (Table 7.3). 

The appearance and democratization of instant messaging networks and platforms 
have generated profound changes in the traditional media-audience relationship and 
have probably affected media trust and usage. In fact, studies point out the conse-
quences of social media such as the spread of false news, the fragmentation, or the 
excessive supply of information [8]. However, social networks have also opened 
the opportunity to digital newspapers to make the news visible and accessible. The 
social media platforms that attract most traffic in Chilean newspapers are Facebook 
and Twitter. Interestingly, although WhatsApp Web directs traffic to Chilean press 
in a minor volume, it will be very interesting to track their evolution in the years to 
come since the growing prominence of private instant messaging apps (Table 7.4).

It is worth mentioning people have shifted the ways they access the news daily, 
mobile devices gaining much significance (Table 7.5). Mobile phone device attracts 
most of the traffics to the digital editions nowadays.
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Table 7.4 Evolution of Chilean press: social media traffic (traffic sent from social media sites to 
the analyzed domains) 

Social media 2020 2021 

Dec (%) Jan (%) Feb (%) March (%) Apr (%) May (%) 

DeviantArt.com 1.31 0.35 0.00 0.00 0.00 0.00 

Facebook 49.41 47.98 45.02 51.31 52.95 53.55 

Instagram 0.36 0.17 4.64 0.40 0.36 0.84 

LinkedIn 0.52 0.00 0.36 1.45 1.76 1.15 

Pinterest 0.07 0.01 0.10 0.00 0.07 0.00 

Reddit 0.42 0.04 0.02 0.76 1.44 0.67 

SoundCloud 0.00 0.00 0.00 0.00 0.00 0.00 

Twitter 24.12 21.21 23.74 21.11 14.43 15.12 

Whatsapp Web 2.24 4.04 4.42 2.05 2.01 2.68 

YouTube 2.86 3.06 3.49 3.79 3.84 2.84 

Otros 0.47 0.10 0.03 0.49 0.42 0.42

Table 7.5 Evolution of Chilean press: traffic per device 

Access device 2020 2021 

Dec (%) Jan (%) Feb (%) March (%) Apr (%) May (%) 

Desktop/computer 37.51 – 40.71 26.10 29.79 30.93 

Mobile 62.49 – 59.29 55.72 61.12 59.98 

7.4 Conclusions 

COVID-19 health emergency led to a great increase in news consumption. The need 
of data and information to orient people has increased news demand in digital media 
and on Web pages. In a context characterized by citizen journalism and media distrust, 
news media proved themselves highly relevant for their high social value in uncertain 
times. Occasional audiences could have generated a positive precedent regarding 
the stimulation of local news access. For sure, the widespread increase in news 
consumption during the coronavirus accelerated the media digital transformation of 
media worldwide. In Chile too. 

Chilean digital press has been monitored for months. Data offered in this paper 
allow researchers deeper analysis regarding Chilean native vs migrant newspapers. 

Results obtained show that smartphone has become the main device to read digital 
newspapers; social medias such as Facebook and Twitter are the main platforms that 
lead audiences to the digital newspaper. Organic search is the only formula to gain 
readers since paid traffic has been demonstrated inefficient, at least at the moment. 
Newspapers brands need to focus on positioning themselves due to the relevance,



92 V. Crespo-Pereira et al.

the organic research and direct search (marketing channels) have on traffic. Being 
on the top of mind of Chilean, readers are a must for obtaining success. 
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Chapter 8 
Information Visualization (InfoVis) 
in the Decision Process 

António Brandão 

Abstract This work studies the importance of information visualization and 
visual analysis, in the decision process, in the context of marketing and its tools. 
Researchers, marketing strategies, brand positioning, financial analysis, and many 
other needs, have goals for a better understanding and analysis of data and informa-
tion for understanding, growth, productivity, and innovation. Consumers and citizens 
analyze publicly and visually available data such as product specifications and price, 
via the web, websites, blogs, and online communities to choose the products they 
will be able to buy, when deciding to answer questions, voting through likes or other 
qualitative data, forms of voting and the search for related information. InfoVis and 
visual analytics technologies begin to provide an effective vision for the decisions, to 
deal with behavior analysis, general and specific patterns, data irregularities, lapses in 
information, and trends felt by users in society, in their intervention in social media, 
and in spaces physical and virtual. 

8.1 Introduction 

This work seeks to present the importance of information visualization and visual 
analysis, in the process of decision, in the context of marketing and its tools. 

The different aspects of information visualization, at different levels, operational, 
tactical, and strategic, are revealed to multiple actors, in the most varied ecosys-
tems, aggregating huge amounts of data, formulating numerous tables of indicators, 
synthesizing global indicators that allow performance comparisons, test and validate 
the application of strategies, policies and good practices. 

The text focuses on the future challenges of information visualization (InfoVis) 
and visual analytics (VA), as a way of integrating visual, interactive, and automatic 
methods to support multifaceted analysis, in ecosystems and in dynamically changing 
networks.

A. Brandão (B) 
UAberta, Lisbon, Portugal 
e-mail: ajmbrandao@gmail.com 

© The Author(s), under exclusive license to Springer Nature Singapore Pte Ltd. 2023 
J. L. Reis et al. (eds.), Marketing and Smart Technologies, Smart Innovation, Systems 
and Technologies 337, https://doi.org/10.1007/978-981-19-9099-1_8 

95

http://crossmark.crossref.org/dialog/?doi=10.1007/978-981-19-9099-1_8&domain=pdf
mailto:ajmbrandao@gmail.com
https://doi.org/10.1007/978-981-19-9099-1_8


96 A. Brandão

The quality and relevance of InfoVis may allow a clear view of the different 
ecosystems that make up a business, its network, and relationships, which will imply 
a careful analysis of tools and frameworks that allow the proper dynamic exploration, 
understanding, and analysis of data through progressive, iterative, and multi-device 
visual exploration. 

8.2 Objectives and Questions 

The decision-making process with the use of information visualization techniques 
must be consistent and goes through defining the problem, the data to be represented, 
the dimensions necessary to represent the data, the data structures, the required 
interaction of the visualization, and the synthesis needed to determine which model 
will be the most effective for decision-making. 

Decision-making is supported by exploring, discovering, and communicating 
visual information. Data analysis, the use of tools, techniques, and visualization 
methods provide applications for various areas such as business management, 
marketing, scientific research, financial analysis, market research, and many other 
applications. The questions start with the basic question: What is InfoVis and why do 
it? And, it goes through the following several others questions: Why have a human 
in the decision-making loop? Why have a computer in the loop? What resources are 
important? Why use an external representation? Why rely on vision? Why show data 
in detail? Why use interactivity? What is the design space of visualization languages? 
Why focus on tasks? How can we better be average? [1]. 

The central question in this work is to try to answer the question of how to simplify 
and optimize the visualization of information, to facilitate a decision-making cycle. 

The interaction with the user, the decision variables, and the objectives to be 
achieved should define which techniques to use. Thus, it is necessary to determine 
the objective of action and the means to carry out that objective, and the degree to 
which the artifact provides representations that can be interpreted. 

Effectiveness is the essential aspect, so you should define the objective correctly, 
the user or system tasks, apply the appropriate methods, and evaluate, promoting 
several iterations to achieve the defined objectives. 

The exploratory tasks of treating raw data with its visualizations allow finding 
causality and recreating hypotheses for systematic decision-making. Resources 
should facilitate hypothesis finding and hypothesis testing. Techniques, with multiple 
views and coordinates, can improve the discovery process. These activities should 
be oriented toward obtaining empirical evidence to inform and facilitate decision-
making processes.
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8.3 Information Visualization (InfoVis) 

The visualization of information reveals aspects combined in its definition of visu-
alization as an image and knowledge as data synthesis. To detail the scope of this 
concept, we start by finding the definitions that were added over time and then 
characterizing the variants that this area can assume. 

8.3.1 Definitions 

The following are the various definitions, which can cover the different aspects of 
visualization and visualization of information, in which: 

• It is the “transformation of the symbolic into geometry” [2]. 
• We are “finding the artificial memory that best supports our natural means of 

perception” [3]. 
• “Visualization is a method of computation. It transforms the symbolic into 

geometric research, allowing researchers to observe their simulations and calcu-
lations. Visualization offers a method for seeing the invisible. It enriches the 
process of scientific discovery and promotes deep,-- and in many fields, it is 
already revolutionizing the way scientists do science” —[3]. 

• “Is concerned with exploring data and information graphically to gain under-
standing and insight into the data” [4]. 

• “It means study, development, and use of graphic representation and support 
techniques that facilitate the visual communication of knowledge” —[5]. 

• This is “computationally intense visual thinking” [6]. 
• Information visualization (InfoVis) is the “communication of abstract data through 

the use of interactive visual interfaces” [7]. 
• “The use of computer-supported, interactive, visual representations of abstract 

data to amplify cognition” [8]. 
• “The interdisciplinary study of visual representation collects non-numerical infor-

mation on a large scale, such as files and lines of code in software systems, libraries 
and bibliographic databases, networks of relationships on the Internet, and so on” 
[9]. 

From these perspectives, InfoVis and VA are research domain that aims to support 
users in exploring, understanding, and analyzing data through progressive and itera-
tive visual exploration. The InfoVis produces interactive and visual representations of 
abstract data to enhance human understanding, allowing the observer to gain knowl-
edge about the internal structure of the data and the causal relationships within it. 
It is the representation of information using spatial and graphical representations. 
But, abstract data can refer to heterogeneous data that do not have an inherent spatial 
structure and do not allow a direct mapping to any geometry.
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The VA is the process of exploring, transforming, and representing data as images 
(or other sensory forms) to obtain information about phenomena and behavior. 
The VA and InfoVis use graphic techniques to communicate information, support 
reasoning, facilitate decision processing, and establish marketing strategies. 

8.3.2 Visualization Goals 

The objectives of information visualization are treating large sets of coherent data 
to provide information in a compact form; presenting information from multiple 
points of view; presenting information with various levels of detail, supporting visual 
comparisons, and telling stories about the data. 

Visualization allows you to use the vision system to process tasks faster, and 
more naturally, and to improve memory using external representations that support 
understanding, lessening the load on working memory. The visual representation can 
be a more natural and efficient way of representing data or problem space, through 
visual languages or symbols. 

8.4 Characterize the Variants of the Visualization Areas 

The various variants or expressions used to designate different areas of visualization 
are information visualization, scientific visualization, data visualization, and we can 
add infographics and visual analysis. We detail the last three below, due to the possible 
specific use in certain aspects of marketing applications. 

The visual analysis. Focusing on visual analytics as the science of analytical 
reasoning facilitated by interactive visual interfaces [9]. People use visual analysis 
tools and techniques to synthesize information and gain insights into massive data, 
dynamic, ambiguous, and often conflicting, to detect the expected and discover the 
unexpected, to provide timely, defensible, and understandable assessments, and to 
communicate assessments effectively for action [10]. 

Visual analysis is understood as the science of reasoning about visual information, 
using the “smart” of a computing machine with human intelligence, creativity, and 
visual representations. 

Visual analysis, as a multidisciplinary field, includes several areas of focus, which 
include analytical reasoning techniques that allow users to obtain in-depth informa-
tion that directly supports assessment, planning, decision-making, visual representa-
tions, and interaction techniques. They exploit the human eye and mind interaction 
to allow users to see, explore, and understand vast amounts of information. Simul-
taneously, by data representations and transformations that convert conflicting and 
dynamic data types into forms that support visualization and analysis and by tech-
niques to support the production, presentation, and dissemination of analytical results 
to communicate information in the right context to a variety of target audiences [10].
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Infographics. Information graphics or infographics are visual representations of 
information, data, or knowledge. Graphics are used where complex information needs 
to be explained quickly and clearly, such as in signs, maps, journalism, technical 
writing, and education and are used extensively as tools by computer scientists, math-
ematicians, and statisticians to facilitate the development process and communication 
of conceptual information [11]. 

Data visualization. Data visualization, as it is the study of the visual represen-
tation of data, translates into information that has been removed in some schematic 
way, including attributes or variables for the information units. 

The basic idea of data visualization is to use computer-generated images as a 
means to obtain a greater understanding and apprehension of the information that 
is present in the data (geometry) and in their relationships (topology). According to 
[12], seven basic data types are considered: one-dimensional, two-dimensional, three-
dimensional, multidimensional, temporal, hierarchical, network, and workspace. 

Human Perceptions. Human perceptions go through the use of the eye for pattern 
recognition, in which users are able to scan, recognize, and remember images, through 
graphic elements that facilitate comparisons through size, shape, orientation, and 
texture, with animations that show changes over time and color that helps to make 
distinctions. 

The importance of information visualization reflects the growing representation 
of data in digital format, the huge increase in data, and the number of types of data 
available, with more individualized information, making it difficult for a man to 
understand. 

With the need for improved visualization, to improve the understanding of the data 
and the speed with which we can understand it, interactive visualizations under the 
user’s control were added to customize their understanding. Information visualiza-
tion forms support communication, and understanding that amplifies understanding, 
exploration, discovery, and decision-making by filtering or dynamic queries. 

8.5 Visual Analysis in Dynamic Social Networks 

Visualization and analysis of dynamic networks are applied in fields such as sociology 
or economics, which, due to the dynamic and multi-relational nature of this type of 
data, make it a challenge to understand the topological structure and its change over 
time. The visual analysis presented in [13], to analyze dynamic networks, integrates 
a dynamic layout whose balance is controlled by the user between stability and 
consistency, and used three temporal views in combinations of node-link diagrams, 
with the visualization of analysis metrics networks and with specific interaction 
techniques to track node trajectories and node connectivity over time. The integration 
of visual, interactive, and automatic methods allows supporting the multifaceted 
analysis of dynamically changing networks. 

The approach followed for dynamic networks with the integration of interactive 
visualizations with analytical methods (algorithms and graph-theoretical metrics)
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was guided by basic perceptual principles. Also can be followed and explored 
through alternative representations, node-link diagrams, matrix-based representa-
tions, integration of visual and analytical methods, and moving from static metrics 
to dynamic algorithms. The application in social networks and in specific organiza-
tional networks can be extended to other concepts and ideas of dynamic networks 
in other contexts, such as businesses, in which relational and temporal aspects are 
important and graphic-graphic algorithms are applicable [13]. 

8.6 InfoVis Framework 

The improvement of interactive visualization and the exploration of the growing 
amount of data, of collaborative and multiplatform systems, have as challenges for 
information visualization and visual analytics the data exploration scenarios: multi-
user, multi-screen, and multi-device. 

InfoVis application development frameworks and toolkits (D3.js, Chart.js, 
Grafana, Kibana, Google Charts, ChartBlocks, Datawrapper, Sigmajs, Infogram, 
Tableau, Polymaps) provide solutions for importing, storing data and a variety of 
visualization techniques, which manipulate or simulate aspects, practices, and “ges-
tures” of touch that are required for mobile devices or cross-platform deployment. The 
example presented in [14], of the Tulip framework that comes with Tulip Graphics, 
has a complete OpenGL rendering engine adapted for the visualization of abstract 
data. This framework is efficient for creating research prototypes and developing 
applications for end users. 

The combinable multi-user, multi-screen, and multi-device scenarios in the future 
require requirements, which include the “cross-platform” frameworks and standards 
that will be required for native deployment of InfoVis systems, and present four 
challenges, combined with interactive exploration systems of data and that according 
to [14] go through: 

• Collaboration: To solve complex analysis tasks, the development of collaborative 
visual analysis systems, for users to share their knowledge, and cooperate during 
their work to find the best solutions for their problems or tasks. 

• The different platforms: The available systems must create new development 
structures that include the possibility of cross-platform compilation and on 
different operating systems, allowing the user to choose the device he prefers 
to solve his problem. 

• Synchronization: As InfoVis handles a large amount of data, the permanent 
transfer of analysis data will not be efficient and limited, overcoming through 
initial data synchronization with devices and followed by interaction synchro-
nizations, where each interaction must have a timestamp, a user id, and an inter-
action type, also facilitating synchronization with devices with unstable network 
connections.



8 Information Visualization (InfoVis) … 101

• History: With the synchronization described in the previous point, it will be 
possible for each device connected to the network group to have the same history 
in the backlog, making it easy to change devices, support undo, and do actions on 
each synchronized device. 

8.6.1 The Visualization Design 

Visualization design sits between what the designer does and the decisions the 
designer makes. The design process models are not linked to the models for visualiza-
tion design decisions, and it is necessary to introduce the design activity framework, 
with a process model that is established with the nested, design decision, and visual-
ization model. The four activities that overlap and characterize the design process go 
through understanding, ideating, doing, and implementing, in which each activity has 
a specific motivation to help place the visualization designer within the framework, 
with defined and tangible results. 

The design activity framework presented in [15] is the result of reflective discus-
sions of collaboration in a visualization redesign project, to ground it in a real design 
process. The two types of models focused on for visualization design are decision 
models and process models. The decision models capture what and why of design 
by characterizing the reasoning behind the decisions of what a designer does. The 
process models, on the other hand, capture the design mode, characterizing the actions 
a designer takes as a series of steps. Linking a process model to a decision model 
allows visualization designers to verify and validate the design decisions they make 
throughout each step of the design process. 

The overall objective guides visualization designers through the design process, 
encouraging them to consider new design methods for generating, evaluating, and 
aiding communication. 

Do visualization process models raise questions like where should I go in the next 
process? What is the best method for a given situation? When is the project known 
to be effective? 

8.6.2 InfoVis Evaluation 

According to [16], seven guiding scenarios for evaluating information visualiza-
tion are defined, which are divided into four for understanding data analysis, which 
are: understanding work environments and practices, evaluating visual data anal-
ysis and reasoning, assessing communication through visualization, and evaluating 
collaborative data analysis. 

Moreover, three scenarios for understanding visualizations, which are evaluating 
user performance, evaluating user experience, and evaluating visualization algo-
rithms. These scenarios are described through their objectives, types of research
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questions, and distinguish different objects of study, mapping of specific scenarios 
and can be used to choose suitable research questions and objectives and for the 
most effective evaluation of a given information view. The work described in [16] 
analyzed works that included assessments that were coded according to 17 tags, 
condensed into the seven scenarios described above, and used as a practical context-
based approach to explore assessment options, which serves as a starting point for 
broadening the range of assessment studies and open up new perspectives and ideas 
on information visualization assessment. 

8.6.3 InfoVis Decision Support 

The InfoVis evaluation has been referred to the user interface, to the perceptual 
function through the evaluation of the interface, of its cognitive support through the 
knowledge discovery process, but not to the evaluation of the effectiveness of InfoVis’ 
decision support. The article [17] intended to characterize and categorize InfoVis 
evaluation theories, with perceptual, cognitive, and decision support. The theoretical 
characterization took into account that these supports are sequential, interconnected, 
and of dependent phases for an adequate conceptualization of InfoVis support eval-
uation, presenting the proposal of an evaluation framework for the effectiveness of 
InfoVis decision support and an evaluation process experimental. 

The work analyzed the methodology for measuring the use and degree of integra-
tion of visual tools in integrated reports and examines the factors that affect visual 
disclosure, [18] applied to relevance for decision-making. It also analyzed the appli-
cation of the four decision-making stages, in the visualization of knowledge: the 
uniform classification to obtain decision alternatives, group choice to determine the 
decision attribute, choosing the final hypothesis, reporting the cognitive learning 
process to facilitate the collaborative decision-making process, and its optimization 
[19]. 

The steps of the decision-making process can be summarized as follows: defini-
tion, identification, evaluation, weighting, implementation, and evaluation. InfoVis 
and VA can be used in different stages, with different tools, techniques, and methods. 

8.6.4 Visual Comparison for Viewing Information 

Data analysis involves comparing complex objects to greater amounts and complexity 
of data. Information visualization tools support these comparisons and allow the user 
to examine each object individually. The design of information views of complex 
objects must be studied independently of what those objects are. According to [20], 
the general taxonomy of visual designs for comparison groups designs into three 
basic categories, which can be combined: juxtaposition (showing different objects 
separately), superposition (overlaying objects in the same space), and explicit coding
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of relationships, where all designs are assembled from the building blocks of juxtapo-
sition, overlay, and explicit coding, furthering the general understanding of compara-
tive visualization and facilitating the development of more comparative visualization 
tools. 

Comparison is not a single task, but a variety of tasks that a user may need to 
perform, given a series of related objects, where basic tasks can be enumerated, 
such as finding similarities, differences, and trends, detecting abnormal values, or 
determining the causality of the changes. 

Scalability is a major challenge for the new comparison problems, as there are 
more items to compare, and more complexity in the items to compare. Other chal-
lenges will be the problems of greater diversity in the types of data and in the types 
of relationships that users can seek to understand in the data. Solutions for visual 
comparison are to break them down into basic elements and put them together with 
interaction and analysis [20]. 

8.6.5 InfoVis in Mobile Environments 

The use of mobile devices, with the expansion and evolution of wireless communi-
cation networks, enhances access to a large amount of information available. 

These devices are used in mobility scenarios in very different contexts of use, 
which may limit the tasks of viewing information on these devices, sometimes 
implying an increase in the users’ cognitive load and making it difficult to perceive 
the data presented. The use of techniques that adapt the visualization to the context in 
which the user is to mitigate many of the existing problems will allow the reduction of 
the cognitive load necessary for a correct understanding of the information presented. 
In [21], an infrastructure was presented that intends to serve as a basis for the design 
of applications for adaptive visualization of information for mobile devices. This 
solution allows their reuse in different application domains and enables the use of a 
diverse set of contexts of use, with the use of a wider set of contexts and the calcu-
lation of more complex contexts, using the aggregation of contextual information 
from less complex contexts. Some aspects that could lead to future investigations 
were identified [21]: 

• The reuse of these components in a modular and extensible way, which can be 
used, concurrently, by more than one application; 

• The possibility of concurrent use raises issues that are particularly relevant for 
mobile applications for adaptive display of information, with the expansion of 
essential requirements, associating them with the privacy aspects of contextual 
information and its sharing with different applications; 

• Adapting to the user’s location and orientation, to exploit the automatic iden-
tification of the presence of points of interest in the device camera’s field of 
view; 

• The user’s current position in the detection algorithm inside the building;
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• Explore the integration of new contexts that allow capturing, in the greatest 
possible detail, the existing subtleties in the interaction of each user, in different 
situations. 

8.6.6 Viewing Defined Sets and Data 

In [22], the techniques are presented in seven categories according to the visual 
representations they use and the tasks they support, which are: 

• Intuitive diagrams (based on Euler), these are diagrams that, when well adapted 
(training required), represent all the established standard relationships in a 
compact way, limited to a few sets due to disorder and design problems, and 
where desired properties are not always possible (e.g., convexity). 

• Overlays, highlights elements, and define distributions according to other data 
resources (e.g., map locations), sometimes limited in several elements and sets, 
with unwanted layout artifacts (overlays, crossover, shapes, etc.). 

• Node link diagrams visually highlight elements as individual objects, and show 
clusters of elements with similar set members, with limited scalability due to 
boundary crossings and no representation of established relationships in element 
set diagrams. 

• Matrix-based techniques, which are reasonably scalable in both the number 
of elements and sets, do not suffer from boundary crossings or topological 
constraints, are limited in the established relationships they can represent, and 
the association patterns revealed are ordering sensitive. 

• Based on aggregation, which is highly scalable in the number of elements, some 
techniques can show how attributes correlate with the defined association, do 
not highlight sets and elements as objects, and are limited in the established 
relationships they can represent. 

• Scatter plots, which show groupings of sets according to mutual similarity, 
organized and scalable by showing sets only, do not represent standard set 
relationships, and points are often perceived as elements, not sets. 

8.6.7 Advances and Challenges 

Information visualization (InfoVis), the transformation of data into information 
and knowledge, through visual and interactive representations, for users, provides 
mental models of information. With big data, InfoVis was extended to several 
areas, through four main categories: empirical methodologies, user interactions, 
visualization frameworks, and applications. 

The latest trends increasingly focus on methodologies and empirical applications 
deployed in the “real” world. The InfoVis techniques developed each have objectives, 
fundamental principles, recent trends, and an approach to the state of the art. Several
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of these techniques have been applied in various uses such as network visualization, 
text visualization, map visualization, and multivariate data visualization [23]. 

Researchers, brand strategies, financial analysts and human resource managers, 
and many others need a better understanding and analysis of data and information 
for growth, productivity, and innovation. Consumers and citizens analyze publicly 
available data, such as product specifications, via the web, on websites, blogs, and 
online communities, to choose the products they will be able to buy, when deciding 
by answering questions, voting through likes, or other qualitative forms of voting and 
the search for related information. InfoVis technologies begin to provide an effective 
vision to deal with the lapses of information felt by users, in their daily lives and 
their physical and virtual spaces. 

8.7 Visual Analytics in the Future 

Four main areas were identified in [24] for visual analysis: the science of analytical 
reasoning; visual representations and interaction techniques; data representations 
and transformations; and the presentation, production, and dissemination. These four 
areas provide the foundation for visual analysis as the science of analytical reasoning 
facilitated by interactive visual interfaces. 

According to [24], the top 10 observations for visual analytics technologies and 
systems go through: 

• The relationship between parts, where visual analysis systems show scale-
independent visual representations of the entire information space to be analyzed, 
in addition to a detailed representation, by providing an interconnected context to 
the highest and lowest levels of understanding of the information and by involving 
multiple levels of abstraction of vision and interaction. 

• Relationship discovery, where systems with interaction techniques allow the 
discovery of relationships between people, places, and times, through iterative 
queries or through a full multidimensional exploration. The discovery is accom-
plished through the exploration of high-dimensional spaces; temporary subsets; 
the identification of groups, clusters, and rare events; and the use of search tech-
niques, including a Boolean keyword or phrase search and search for example. 
The combined exploratory and confirmatory interaction, where the exploratory 
interaction allows discovering relationships, developing and refining hypotheses, 
and confirming or refuting hypotheses, is the basis for a human cognitive model 
for analysis, which may include the beginning of predictive analyses. 

• Multiple data types, where systems tend to be media type specific, with a focus 
on unstructured text, video, transactions, or issue-specific data. The interactions 
in these tools are designed specifically for the type of data or applications. 

• Temporal views and interactions, where analytical systems have a degree of 
temporal dynamics, with representations of flow, timelines, and representations
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of events and milestones, other systems are strongly geospatial in context and use 
maps and cartography as their organizing principles. 

• Grouping and identification, in which the systems have analytical methods that 
allow the formation of individual items in groups and groups in macro groups 
with labeling and annotation. 

• Multiple views, where systems have multiple views active in a simultaneous 
display, with actions in one (in what? “in one view”?) being represented within 
other views. 

• Labeling, where systems develop extensive methods for labeling all information 
on screens, which conveys context and details that enable the analytical process, 
and multiple times labeling that is dynamic and that can provide users with control 
over items such as level of detail, size, and color. 

• Reporting, critical to analytical assessment is the ability to capture analytical 
processes and results that can become part of an assessment report, presentation, 
web communication, or another form of communication. 

• Interdisciplinary science, where these integrated systems and technologies are the 
products of highly interdisciplinary teams and often benefit from having direct 
and regular access to end users. 

According to [24], the main challenges of visual analytics are: 

• Device, network, or interaction independence, in that it does not depend on specific 
devices, network designs, or interaction schemes, and by allowing operation in 
the current or future multiplicity. 

• Linking to data or information, where the usefulness of visual analytics capabili-
ties is that they enable seamless use of various types, forms, and sources of data 
and information. 

• Undefined or undetermined data, where the actual datasets or information in use 
varies at any given time and in their content, forms, and value will be unknown 
or uncertain, but the tools will have to allow assessments of its usefulness which 
are made in real time. 

• Minimized transaction costs, where network bandwidth, computational 
processing power, and interaction and decision space are required for visual 
analytics capabilities, which must be minimized to allow immediate access and 
active use on multiple platforms. 

• Trust, in which the origin and validity of data must be known, and the security of 
sources and the privacy of individuals must be guaranteed, even for dynamically 
established access and interaction. 

According to [24], the top 10 applications in the future that can be leveraged through 
visual analytics are: 

• Discourse on human information, in which the interaction that supports effective 
visual analysis in systems supported by “reasoning”, with interfaces that support 
interactions of mixed-initiative and multi-devices and in interactive platforms that 
are usable in various types of systems even on mobile devices.
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• Collaborative analysis, where the new foundations of reasoning they support are 
not just evidential and confirmatory analyses, but also exploratory, hypothesis-
driven, predictive, and proactive research. 

• Holistic visual representations, where visual representations that tell a complete 
story with effective characterization must present multi-source, multi-type data, 
including structured and unstructured data from simulations, sensors, data 
structures, and broadcast data masses. 

• Scale independence, where scale-tolerant mathematical and visual approaches to 
analysis allow reasoning across large and diverse information spaces to facilitate 
analysis and refinement of uncertainty. 

• Information representations, where mathematically and semantically rich repre-
sentations preserve data, the synthesis of information from all forms of data, 
including model and sensor data into interrelated knowledge structures, and 
the representation of human appreciation, with the inherent representations of 
techniques to maintain privacy and security. 

• Information sharing, where effective decision-making toolsets support informa-
tion sharing in secure, privacy-protected technologies, with dissemination and 
sharing between visual analytics components and people. 

• Active information products, where the methods and science for capturing 
reusable analytical components in complete stories allow for effective commu-
nication of analytical results. The products must be active insofar as they must 
be able to support multiple levels of abstraction and allow users to get the logic 
within the product, add their reasoning and facts, and transform the results into a 
new product communication. 

• “Lightweight” software architectures, where effective standards and support 
rapidly develop visual analytics applications and create analytics tools specific to 
new applications, domains, and data types, with sharing across visual analytics 
technologies and components. 

• Utility assessment, where science, supporting framework, and data assess the 
utility of science, technology, and visual analytics systems, to provide basic 
methods for utility-based assessments that can be used to test applications for 
various audiences. 

• Talent base support, where growing and sustainable talent enables research, 
design, and application development and operations support and training for new 
applications and visual analytics tools [24]. 

• These general challenges are globally applicable in several of the concepts of 
society, namely in the promotion of active participation and in the collaborative 
and informed aspects of the citizen. 

The next visualization software, according to [25], goes through six categories: 
massive parallelization, emerging processor architectures, application architecture 
and data management, data models, rendering, and interaction, where each of these 
categories is advanced enough for the visualization software challenge. Visualization 
libraries are the foundation of most visualization applications such as the Visualiza-
tion ToolKit (VTK), Advanced Visual Systems (AVS), and Open Data Explorer
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(OpenDX), where visualization libraries provide three aspects: an execution model, 
a data model, and a collection of modules that input, process, or produce data. 

8.8 Conclusion 

Information visualization tools faced the challenge of supporting a wide variety of 
structured and unstructured data, from simple tables to complex graphs for unstruc-
tured data sampling. However, few visualization libraries are capable of addressing a 
larger subset of information visualization challenges by providing relatively simple 
data models along with flexible programming interfaces to shape the data structure 
to address a variety of problems. 

The software challenges associated with these emerging requirements are to main-
tain a programming interface that allows algorithm programmers easily produce 
general or special purpose algorithms while hiding the complexity of the underlying 
data structures. 

The process of decision-making requires the support of various tools and methods. 
The decision type has several types, namely based product focus, allocation of 
resources for marketing, and sales when market trends are identified. The decision 
type is based on customer focus based on allocation for marketing and sales when 
market trends are identified [26]. 

The impact of information visualization on decision-making can be seen as a 
debiasing technique, with cognitive adjustment, in a relationship between visual 
processing and decision-making processes, which use tools that combine symbolic 
and spatial, and narration, animation, and mental rehearsal for problem-solving [27]. 

Big Data is another challenge driving future changes in visualization software 
[25]. Data models can depend on changes in systems architectures, with core capa-
bilities increasing dramatically, total system memory increasing, and the addition of 
heterogeneous processing units and multi-core devices. 

The application of AI and machine learning also emerges as a challenge and 
potential to perform data transformation and assist in the generation and interpretation 
of visualization [28]. 

This work sought the themes presented to focus on the challenges that exist or 
may exist in the future and as future research paths for InfoVis and Virtual Analysis. 
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Chapter 9 
CRM and Smart Technologies 
in the Hospitality 

Rashed Isam Ashqar , Célia Ramos , Carlos Sousa , 
and Nelson Matos 

Abstract For more than five decades, experiences have been a significant concept 
in both tourism production and research. Creating positive experiences has been 
described as the essence of the hospitality industry. Personalization allows customers 
to access customized information more efficiently at any time. From a company’s 
perspective, personalization gives a way to build strong consumer relationships. 
The significance of using personalization in smart technology increased with the 
emergence of the COVID-19 pandemic. This paper aims to present the related liter-
ature regarding customer relationship management (CRM) and find the gaps in the 
literature. Also, we reviewed smart technologies and experience personalization in 
the hospitality industry context and present some recent techniques for using smart 
technologies and experience personalization. Most of the literature was limited to 
countries such as China, South Korea, and Malaysia or one case study such as a hotel 
in Switzerland. This research finds that the previous results might not be generaliz-
able to all consumers or hotels around the world. Hence, it is important to fill the 
gap in the literature by examining cross-cultural studies or to expand the case study 
to multiple cases in order to establish the generalizability of the findings to a larger 
industry context.
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9.1 Introduction 

Recent techniques such as Internet-based technologies, social networking tools, and 
mobile technologies have allowed businesses and consumers to connect, interact, 
and create experiences on an unprecedented scale [34]. Therefore, the marketplace 
has experienced a shift toward consumers gaining increasing power and control [1]. 
Because the customers play an involved role in the production and consumption 
process [8], it has become important for businesses to use technology to engage 
consumers in a more personal way [41]. In this regard, [18] focuses on the potential 
of intelligent systems in tourism to meet tourists’ personal and situational needs. 

Previous research has considered the potential of technologies for more person-
alized experiences, such as the role of smartphones in travel and the mediation of 
the tourism experience [50, 51], the use of context-aware mobile applications in 
tourism [22], the use of high-tech for high-touch experiences [33], and the adop-
tion of mobile tour guides for personalized routes and location-relevant information 
[44]. Businesses and consumers have become interconnected in the travel process 
through a range of hardware devices, software platforms, and applications, which 
led to more meaningful interrelations and convergence of people, technology, and 
more personalized tourism experiences [32]. 

The objective of this paper is to present the related literature regarding customer 
relationship management (CRM) and find the gaps in the literature. Also, we reviewed 
smart technologies and experience personalization in the hospitality industry context 
and present some recent techniques for using smart technologies and experience 
personalization. This paper is structured as follows. Section two presents the related 
literature regarding customer relationship management (CRM) and personalization. 
Section three shows the smart technologies and experience personalization and 
some recent techniques for using smart technologies and experience personalization. 
Section four concludes the paper. 

9.2 Customer Relationship Management (CRM) 
and Personalization 

Customer relationship management (CRM) has become a strategic imperative in 
tourism and hospitality, as it can address competition, create differentiation, and 
provide enhanced customer value [15, 46]. CRM is traditionally seen as a set of 
philosophies, strategies, systems, and technologies that help firms to manage their 
customers’ transactions and relationships [17]. 

There are several benefits to collecting and integrating customer information for 
personalizing customer transactions, tourism and hospitality firms, which can exploit 
CRM for improving their customers’ relationships and satisfaction [25, 54], iden-
tifying and retaining the most profitable customers and improving the profitability 
of less profitable customers [52, 54, 55], and increasing business performance such
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as customer lifetime value, customer satisfaction, and retention and business profits 
[14, 30]. 

CRM is the system that provides the empowerment of Hyper-Personalization at 
Hotels. There are lots of CRM systems, such as the generalists vs the CRM designed 
by and for Hoteliers, with obvious advantages to both sides of the “coin”. There 
are lots of CRM Books, in and outside of the Hospitality Industry. CRM needs to 
interact, via EXtended Markup Language (XML) Webservice, with the PMS System, 
and the CRM needs, as well, to interact, via XML Webservice, with different systems 
such as Outlook, BI Portal, SMS/eMail Gateways, Social Media Systems, and so on. 
The more platforms connected via XML Interface Webservice, the more powerful 
the CRM system, and more closely is to the Hyper-Personalization in the Hotel or 
Hotel Chain. So, the CRM systems must be linked to (1) marketing staff systems, (2) 
commercial staff systems, (3) operations staff systems, and (4) guests’ own mobile 
devices [20]. Table 9.1 presents the services offered to the guests when the Guest 
Mobile approach considered the Hyper-Personalization Services by [20].

Therefore, Hyper-Personalization, in this new normal in the Hotel industry, is a 
new way of modern Hotel Services, with real-time processes shared between the 
Guest and the Hoteliers, with a fundamental collaboration of a huge amount of XML 
Webservices interfaces. To achieve this new kind of Hotel Services, it’s mandatory 
to implement XML Webservices interfaces, that provide the necessary “glue” that 
interconnects the inevitable growing set of hotel systems, hardware plus software 
solutions that increase the quality of Hotel Services and facilitate the processes 
arising from the hotel service, with guests, whether repeated or new ones [20]. 

9.3 Smart Technologies and Experience Personalization 
in the Context of the Hospitality Industry 

There are several smart technologies that are used in Tourism such as the Internet 
of Things, the Internet of Everything, fifth-generation mobile network (5G), Radio 
Frequency Identification (RFID), mobile devices, wearable smartphones and devices, 
3D printing, apps along with APIs, cryptocurrency and blockchain, sensor and beacon 
networks, pervasive computing, gamification as well as enhanced analytical capa-
bilities supported by Artificial Intelligence (AI) and machine learning (ML) [9, 49]. 
All these technologies create the infostructure and the smart digital grid that support 
the seamless interoperability of all stakeholders [7]. 

In this section, we present one case from the literature regarding smart technolo-
gies. Neuhofer et al. [34] fill the gap between smart technologies and experience 
personalization to understand how smart mobile technologies can facilitate person-
alized experiences in the context of the hospitality industry. Therefore, [34] provided 
a practice example from Hotel Lugano Dante in Switzerland with its unique “Happy 
Guest Relationship Management system” (HGRM) platform. The HGRM system 
represents a comprehensive customer relationship management (CRM) database,
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Table 9.1 Services offered to the guests with Hyper-Personalization 

No. Types Services offered 

1 Pre-check-in and 
validate their 
personal data 

Starting from the very beginning of the Hyper-Personalization 
journey, upselling their Room typology, adding meal options, 
subscribing to SPA Services, and schedules for breakfast, lunch, or 
dinner. It is also possible, for the Guest, to acknowledge the GDPR 
Hotel Options. This kind of service also provides to a large cluster 
of guests, the confidence of knowing the booking is confirmed by 
the Hotel Services 

2 Check-in In this process, the Guest does not need to sign a significant set of 
papers, as he can validate, either on his mobile phone or on a tablet 
provided by the Hotel, the details of his reservation, digitally 
signing on the selected equipment. This digital functionality 
simplifies and improves data quality in the Check-In process, and 
the Check-In process in-self. There are a lot of Hoteliers that are 
adding another facility in the Check-In process: the Self-Check-In 
capability! Of course, there are much more hoteliers that consider 
that this hi-tech capability de-virtualizes the hotel service. If the 
Hoteliers consider applying this kind of solution, they need to 
implement XML interfaces between the Self-Check-In Kiosk, the 
PMS, the key-card machine (or smartphone mobile key-card 
solution), the ID-Card Reader machine, and the Payment Gateway 

3 e-Mobility, room 
guest entry 

In their Room, during the stay, with their smartphone, without the 
traditional Room key-card, minimizing the Guest’s contact with 
hotel furniture. This kind of solution also provides the hotelier, with 
the capability of understanding, in real-time, if the Guest is, or is 
not, in their Room, improving in this way the speed and the quality 
of service of Housekeeping, Food and Beverage, Reception, Guest 
Service and Maintenance, if necessary. This smartphone mobile 
key-card solution, nowadays, is the new normal of hospitality, 
providing a modern and safe approach that the Guest tend to 
appreciate 

4 Internet guest 
solutions 

Via the captive portal, is an “old way” to manage the Internet Guest 
that allows the hoteliers to interact with the Guest, in a secure way, 
in cases of captive portals with a digital and secure certificate. This 
kind of solution allows the hoteliers to implement IoT solutions, to 
better understands where the Guest are, in the Hotel area, and to 
better communicate with the Guest, i.e., this kind of solution, 
allows the Hotel, for instance, to send push notifications to the 
selected Guest that are not at the Swimming Pool Bar, to send them 
promotion of Daiquiri, because the Terrace Bar has already an 
occupancy of 80%, and the Swimming Pool Bar has only 35% of 
occupancy

(continued)
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Table 9.1 (continued)

No. Types Services offered

5 Hotel services portal To provide to the guest the capability of buying hotel services, in 
complement to the staff interaction, and, of course, increase the 
Hyper-Personalization at the Hotel, because the Hotel knows, in 
real-time, the needs of each Guest, the times of service, the 
complaints and specific requests of each guest, whether for food 
and beverages or other hotel services, as well as the specific 
allergies and preferences of each guest! These solutions, can also if 
requested by the Hoteliers, managed satisfaction surveys, and the 
ability to manage the relationship with the social networks of guests 
who decided to identify themselves at the hotel, during or after their 
stay at the hotel 

Source Gustavo et al. [20]

which functions as a meta-platform that combines several hotel operation systems. It 
merges the data received from the property management system (PMS) Fidelio, 
outlook, the guest’s intranet site MyPage, and all operations platforms into one 
database. Therefore, the HGRM provides a centralized solution that unifies all 
internal and external information exchanges, transfers, and interactions among the 
hotel staff and between the hotel and its guests. Table 9.2 presents the HGRM system 
that covers processes of the entire customer journey consisting of pre-arrival, arrival, 
and post-departure stages at the hotel.

Also, [34] suggested three main technological requirements for personalized expe-
riences, which include (1) information aggregation, (2) ubiquitous mobile connect-
edness, and (3) real-time synchronization of information. In addition, they suggested 
the goal of personalization is a twofold process of (a) customization of experiences 
and (b) one-to-one interactions that are facilitated by the support of mobile, dynamic, 
and smart technologies. 

In addition, [45] suggested that the concept of Industry 5.0 is useful for the hospi-
tality industry, as personalized service, an efficient supply chain, agility, a smart 
work environment, the use of big data for up-to-date information on customer pref-
erences, highly customized services at a lower cost, and digital enhancement can 
influence customer satisfaction, loyalty, and perceived service quality. Therefore, 
every client is unique and needs personalized and customized service, and hotel 
employees have to provide these services [26]. The five design principles of Industry 
5.0 are the following: interoperability, modularity, virtualization, real-time capabili-
ties, and decentralization, which can be extended to the hospitality industry, leading 
to Hospitality 5.0 [40]. Moreover, Industry 5.0 focuses on the personalized demand 
of customers. With mass personalization, there is customer delight with higher value 
addition through Industry 5.0. There is also a shift from mass customization to mass 
personalization, especially to fulfill the requirements of an individual customer [35]. 

Moreover, [3] examined the types of systems used and hoteliers’ main factors, 
drivers, and limitations to invest in information systems’ maturity using 195 hotels 
in Portugal based on the Network Exploitation Capability (NEC) model by [39]. The
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Table 9.2 HGRM system at the hotel 

Time stage Services offered 

Pre-arrival stage Guests receive an invitation upon confirmation to access their 
personalized guest website (MyPage). From this point onwards they are 
given a choice of whether or not they desire to personalize their stay. In 
case guests are willing to share personal information in exchange for 
experience personalization, they can independently manage their MyPage 
website to communicate with the hotel, virtually meet the team and 
engage with hotel employees, manage details of their stay, and select 
personal preferences. These include, for instance, the customization of 
room temperatures and beds, extra soft towels, organic bathroom sets, air 
cleaner, drinks and snacks in the mini-bar, special equipment for children, 
or the selection of the favorite newspaper 

Arrival stage A vast number of touchpoints are encountered in the different 
departments of the hotel, including the reception, housekeeping, 
restaurant, maintenance, bar, marketing, welcome, garage and parking. 
During these encounters, the hotel (and its individual employees) and the 
customer (the individual guest), interact for service experiences to be 
co-created (B2C). In adopting an employee-centric approach, each 
employee is empowered, equipped, and instructed to access and use the 
HGRM smart technology platform through dedicated mobile devices. In 
the service delivery process, the HGRM enables employees to retrieve 
guest names and profiles, service and communication history, room status, 
and personal preferences. By doing so, they can retrieve, modify and add 
up-to-date guest information obtained through one service encounter, 
which is instantly synchronized to all departments from one encounter to 
the next. In managing all service encounters on this integrated platform, 
employees are in full control to see what is happening and what action is 
required to turn a simple service routine into a personalized guest 
experience by proactively anticipating as well as dynamically responding 
to the emerging needs and preferences of the guest 

Post-departure stage Guests are sent a welcome-home message through their MyPage website, 
which includes a personalized thank-you note, a picture of the employee 
who has performed the check-out, a contact email address for concerns, 
and an invitation to leave a review on TripAdvisor. While in this stage no 
further personal information is collected, the principal purpose of this 
stage is to maintain the established relationship, reflect on the experience 
and keep the personal dialogue going on social media platforms 

Source Neuhofer et al. [34]

NEC model has five levels: Basic, Operational, Integrated, Analytical, and Opti-
mizing. António and Sá [3] found that hoteliers consider that their companies take 
more advantage of technology and information systems than they really do. 

Another example is the WeChat app that permits one-to-one personalized and 
dedicated interaction between brands and users [11] and has been heralded as an effec-
tive tool for luxury CRM, with its functionality allowing brands to develop a range of 
marketing initiatives from immersive branding campaigns to boutique appointment 
systems and integrated WeChat e-commerce [12]. Users simply scan their WeChat 
QR code to connect with another individual (e.g., luxury sales personnel), without
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needing to provide any other contact details [43]. This permits highly personalized 
brand-consumer communications, which is paramount for high-end consumers. 

In the following, we present some recent techniques for using smart technolo-
gies and experience personalization, namely Gamification, the Internet of Things 
(IoT), Chatbots, Augmented Reality (AR), and Virtual Reality (VR). Also, we offer 
smart technologies and experience personalization in the hospitality and customer 
knowledge framework. 

9.3.1 Gamification 

Deterding et al. [16] defined gamification as “The use of game design elements 
in a non-game context” (p. 9). Also, they include some mechanisms of gamifi-
cation, namely: self-representation with avatars, three-dimensional environments, 
narrative context, feedback, reputation, rank, and levels, marketplace and economies, 
competition under rules that are explicit and enforced, teams, parallel communication 
systems, and time pressure. 

There are some examples of online stores that have already used gamification 
such as the Starbucks rewards card is a prime example of the use of gamification to 
create consumer loyalty to the brand [47]. Also, the launch of Amazon Prime in the 
United Kingdom featured a promotion for one free delivery in exchange for signing 
up for a free one-month trial of their streaming services, in an attempt to expand their 
services portfolio and retain their current customers [2]. In addition, almost every 
bank in the world has an application for customers to manage their money, and 55% 
of European online banking users confirm that they had also used mobile banking 
services [23]. Loyalty or rewards programs were the most common previous use of 
gamification applied to consumer contexts [56], where consumers obtain points that 
they can redeem for products. 

9.3.2 The Internet of Things (IoT) 

IoT plays an important role in the conceptualization and implementation of smart 
environments by filling the gap between physical and mobile engagement [19]. There-
fore, it provides interconnectivity among people, systems, and products [42] by  
integrating the digital world with physical infrastructure (cyber-physical systems). 
Ashton [5] indicated that IoT can enable computers to “observe, identify, and under-
stand the world without the limitations of human-centered data”. Also, IoT devices 
have been adopted rapidly by all domains of industry in the past decade to improve 
business operational efficiency and reduce costs [6]. 

An IoT device involves mainly three elements: processing and storage unit, appro-
priate sensors, and communication interface [38]. However, they are assumed to be 
resource-constrained in terms of computation capacity. An IoT ecosystem can be
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described as a network of things that comprises the following three major layers: 
(1) data collection (i.e., sensing), (2) network and technologies (i.e., transport and 
platforms); and (3) data processing and applications [31]. 

9.3.3 Chatbots 

Chatbots have been used by destinations to integrate technology into customers’ 
frontline experiences [36]. Therefore, chatbots are machine conversation systems 
developed to evoke humanlike interactions [28] and might be considered virtual 
service agents or “e-service agents” [48]. Using chatbots in the service experiences 
by tourism organizations is an important attribute that improves customer satisfaction 
[36, 48]. Moreover, chatbots are programmed with selected skills to help customers 
find restaurants, make hotel reservations, and purchase goods [28]. 

9.3.4 Augmented Reality (AR) and Virtual Reality (VR) 

Although AR and VR are still new in the tourism field [13, 53], their popularity 
within the tourism industry, and the academic spheres, are rapidly on the rise [21]. 
AR indicates adding of digital information to the real environment [37] thus enabling 
consumers to view the real world in front of them, with the addition of a superimposed 
layer of information, including text and or images which enhances their experience. 
On the other side, VR is the use of digital technologies to create a simulated environ-
ment that customers can experience and explore through their various senses [37]. 
Therefore, both AR and VR involve interactive experiences, and VR goes beyond 
AR in creating a more immersive interaction [10]. 

Moreover, AR and VR can be considered radical changes in the tourism industry 
due to their ability to substitute actual tourism for virtual tourism [29]. From the 
perspective of destinations and tourism businesses, adopting VR provides opportuni-
ties for marketing, additional revenue generation, sustainability, and the preservation 
of heritage [49]. On the other side, from the perspective of tourists, AR and VR are 
useful as it improves tourism experiences through the simulation of a real physical 
environment interaction [29, 49, 53]. 

9.3.5 Smart Technologies, Experience Personalization 
in the Hospitality and Customer Knowledge Framework 

Figure 9.1 presents the framework for smart technologies, experience personaliza-
tion, and customer knowledge.
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Fig. 9.1 The framework for smart technologies, experience personalization, and customer knowl-
edge. Source Own elaboration 

In Fig. 9.1, we showed the framework for smart technologies and experience 
personalization during the customer journey consisting of five stages (Pre-stage, 
Check-In, During, check-out, and After). Therefore, in the Pre-stage, the customers 
enrolled by an app on the phone or website and they permit to have access to their 
social media. This information and the data from the PMS and CRM transform into 
the Database. Also, the Check-In can transform the details of services used by the 
customers into the Database. During the journey, the Database can receive infor-
mation from the recommendations and IoT. During the check-out, the system can 
refresh the information from the customers. After the trip, the system can provide 
recommendations by App for repeated guests. In addition, the system can use gami-
fication to engage with consumers, employees, and partners to inspire collaborate, 
share, and interact. In the case of new guests, we suggest the system use the cold 
start problem to predict the needs of customers. 

9.4 Conclusions 

To conclude, previous studies show that personalization plays an essential role in 
hospitality. However, most of the literature was limited to countries such as China 
[27], South Korea [24], and Malaysia [4] or one case study such as a hotel in Switzer-
land [34]. Therefore, the previous results might not be generalizable to all consumers 
or hotels around the world. Hence, it is important to fill the gap in the literature by 
examining cross-cultural studies or to expand the case study to multiple cases in 
order to establish the generalizability of the findings to a larger industry context. We 
suggest that future research address the following: (1) capture the adoption, imple-
mentation, and impact of smart technological solutions in the coming years. (2)
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Additional in-depth studies could focus on the emerged relational role of employee-
consumer interactions to highlight the interdependence between employee empower-
ment, technology, and experience co-creation practices. (3) Should examine the use 
of mobile apps and their interplay with face-to-face interactions in hotels. (4) Should 
also continue to compare the effects of different types of personalization strategies. 
(5) Future studies may collect data from different groups of participants. 
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Chapter 10 
A Systematic Approach to Segmentation 
Analysis Using Machine Learning 
for Donation-Based Crowdfunding 

Caroline Seow Ling Lim and Zhiguo Wang 

Abstract Donation-based crowdfunding rose in popularity in the last five years. 
Yet the lack of customer provided information crowdfunding platforms challenged 
segmentation analysis for marketing decision-making. Our study solved a common 
problem that many donation-based crowdfunding platforms faced in segmenta-
tion analysis in the absence of donor descriptive attributes as well as unobserved 
customer heterogeneity. Using data from the world’s only donation-based crowd-
funding charity, we segment online donors’ behavior with machine learning clus-
tering algorithms by combining recency, frequency and monetary values (RFM) 
metric with donors’ campaign preferences. We identify and compare the optimal 
number of donor clusters from different clustering algorithms. This segmentation 
analysis with machine learning, we termed ‘RFMP’ framework, offers a robust and 
novel approach to parsimoniously segment online behavior using observed and unob-
served customer heterogeneity when extant segmentation strategies typically apply 
RFM metric in combination with demographic and socio-economic attributes to 
infer and predict customer behavior. The resulting donor clusters inform marketing 
decision-making in the design and implementation of crowdfunding campaigns for 
charitable causes. Our project contributes to the application of machine learning in 
marketing strategy. 

10.1 Introduction 

10.1.1 Background 

Customer segmentation in marketing typically begins with collecting and analyzing 
customer socio-demographic, psychographic, behavioral and other descriptive infor-
mation. The underlying assumption is that the differences across customer segments 
are observable and can be explained by demographic and socio-economic attributes
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including personal characteristics like age, gender, ethnic groups, employment and 
marital status. In other words, customers who share common observable attributes 
are likely to behave similarly in response to marketing stimuli [1, 2]. The central aim 
is to employ the relevant strategy for each segment to improve customer retention, 
promote customer loyalty and enhance the customer lifetime value. 

Crowdfunding platforms that conduct their transactions online generate tremen-
dous digital footprint of their online users or contributors. The high volume of trans-
actions makes for a rich reservoir of data for crowdfunding platforms to collect 
information about their users, segment them for insight generation and grow user 
lifetime value. 

For pragmatic and practical reasons, most crowdfunding platforms do not collect 
sufficient demographic and socio-economic information about their platform users. 
The fact that these users are online and do not have physical interactions with the 
crowdfunding platform makes it resource-intensive to collect user data. Yet research 
using crowdfunding data mostly applied observed user characteristics like demo-
graphic and socio-economic attributes following traditional marketing segmentation 
analysis approach. These issues impact marketing decision-making particularly in 
user retention. 

Besides observed customer heterogeneity, there are unobserved attributes like 
psychographic information including personality traits, values, beliefs, needs and 
motivations of their behavior. Information on unobserved customer heterogeneity is 
often not measured because they are costly to collect and thus inadvertently omitted. 

Our goal in this project is to apply machine learning clustering algorithm to solve 
the problem with segmentation analysis in the absence of observed and unobserved 
customer attributes. We present a solution by using panel and user behavior data 
from a donation-based crowdfunding charity. By adopting clustering analysis algo-
rithm that combined recency, frequency and monetary value (RFM) variables and 
individual preferences, we parsimoniously segment the platform donors into four 
distinct clusters. 

We believe that this application of clustering tools, a form of batch and unsuper-
vised learning algorithms, can enable firms to extract online user preferences from 
individual behavior on the internet platform. The characteristic profile of distinct 
user clusters improves marketing decision marketing such as in employing suitable 
engagement strategies to grow customer lifetime value on platforms. 

In this paper, we begin with an illustration of the main challenge in segmentation 
analysis in the context of a donation-based crowdfunding platform. Next, we briefly 
review the literature related to our work. Following which, we present our RFMP 
framework, discuss various approaches to clustering analysis in machine learning 
and evaluate their limitations, respectively. We then apply our model in the context 
of the world’s only donation-based crowdfunding charity. Finally, we conclude with a 
discussion of implications, managerial relevance and future direction of our research.
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10.1.2 Donation-Based Crowdfunding Platforms 

Based on data compiled by Statista, the global crowdfunding market valued at USD 
13.64 billion in 2021 is projected to grow at a compound annual growth rate of 11.2% 
to a market size of USD 28.92 billion [3]. Through the minute contributions of many 
individuals online, project creators can finance their ideas in an open call through 
the internet without the need for financial intermediaries. There are four types of 
crowdfunding defined, namely equity-, reward-, lending- and donation-based [4]. 

Donation-based crowdfunding does not offer tangible returns or rewards to project 
donors or any expected return of equity or products. Instead, donation-based crowd-
funding relies on the altruistic motivations of individuals. The projects on donation-
based crowdfunding are created for philanthropic causes such as in humanitarian 
aid, poverty alleviation, children’s education, shelter for the formerly incarcerated, 
health or medical emergencies and environmental conservation. The funds raised 
would contribute to these causes to benefit vulnerable and marginalized persons. 

The explosion of COVID-19-related philanthropic, community and health-related 
online fundraising activities worldwide contributed to the jump of 160% in revenue on 
donation-based crowdfunding platforms between 2019 and 2020 [5, 6]. The project 
creators of donation-based crowdfunding can be individuals or organizations who are 
the direct beneficiaries of funds raised from the campaign or third parties motivated 
by philanthropic or civic causes. Donors who support these charitable crowdfunding 
campaigns mostly identified with the community; they are sensitive to community 
needs or responding to appeals from their social networks [7–11]. 

Donation-based crowdfunding democratized giving as almost everyone can partic-
ipate in giving on the worldwide web; individuals can give in any amount they wish 
to in relation to the charitable causes through a variety of electronic payment modes. 

10.1.3 Marketing Challenge in Donation-Based 
Crowdfunding 

A significant challenge with donation-based crowdfunding platforms is the lack 
of robust and accurate information about the donors who supported and gave to 
the fundraising campaigns [12]. Unlike offline or physical charitable fundraising 
campaign, individuals who participated in online giving through a crowdfunding 
platform are physically unobservable and they need not disclose information about 
themselves. 

To promote charitable giving, many crowdfunding platforms reduce the informa-
tion required of donors and offer access to new donors without the need for account 
creation. Crowdfunding platforms also experience high donor attrition. A study that 
analyzed data from DonorsChoose.org reported that 74% of donors never return to 
the site after one donation [13]. With little information about their donors’ profile,
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project creators rely on their social influence and social network to motivate prosocial 
giving. 

To address this challenge, our research examined the transaction data of the 
world’s only donation-based crowdfunding platform in Asia to profile donors from 
their online giving behavior and donation preferences. Like other donation-based 
crowdfunding platforms, there is no or minimal descriptive information about the 
online donors for customer segmentation to cultivate loyalty or increase retention. 

Using clustering tools, we combined observed heterogeneity in donation behaviors 
with unobserved heterogeneous attributes in donor campaign preferences to identify 
distinct donor clusters that provide a systematic analysis for donor engagement. 
Extant literature usually adopted a single clustering algorithm or at most compare 
two clustering tools. These attempts disregarded many alternative clustering algo-
rithms whose performance have not been explored. Our solution comprehensively 
compared the results of different clustering algorithms including K-means clustering, 
agglomerative, mean-shift, DBSCAN, OPTICS, GM and BIRCH, to determine an 
optimal number of donor clusters. We believe this is the first exploratory analysis 
in donor clustering for donation-based crowdfunding platforms which will provide 
a systematic guide to choosing the appropriate clustering algorithm in segmentation 
analysis. 

10.2 Literature Review 

10.2.1 Segmentation Analysis Using Socio-Demographic 
and RFM Metric 

Recency, frequency and monetary value (RFM) metrics are widely used in marketing 
segmentation analysis to identify and target customers and donors based on historical 
transaction behavior. Recency measures the number of days, weeks or months since 
the last transaction took place. Frequency refers to how frequently a donor performed 
a transaction or presented a monetary gift to a non-profit organization. Monetary value 
totals the overall amount that the donor has contributed in the past. 

Used in combination with customer descriptive variables like gender, age, educa-
tion level and income level, the RFM metric can segment donors, model to identify 
prospective donors and predict (1) likelihood of donation; (2) value of donation [1, 14, 
15]. The RFM metric has also been adopted to analyze donor lifetime value [16]. By 
computing donor lifetime value, marketers and fundraising managers of non-profit 
organizations gained insights into the donor segments for relationship management 
to inform donor engagement and stewardship strategy [17]. 

Observed donor attributes like demographic and socio-economic variables are 
often assumed to significantly predict new donors’ propensity to give and donors’
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giving behavior. For example, extant literature identified men with higher educa-
tional level to be more generous in prosocial giving than women of similar educa-
tional background; elderly women are more generous as donors than women who 
are younger [18, 19]. Therefore, marketers or fundraising managers of non-profit 
organizations could be more efficient in meeting their fundraising goals by targeting 
donor segments of specific socio-demographic profile. 

However, this underlying assumption that donors of similar observable profile 
behave similarly warrants further investigation. Specifically, customer segmentation 
based on socio-demographic variables has theoretical and practical limitations. We 
argue that demographic and socio-economic profiles only partially explain donor 
heterogeneity since there are unobserved donor heterogeneity in the data. 

10.2.2 Theoretical and Practical Limitations 

In segmentation analysis, donor demographic and socio-economic variables are 
combined with their transaction behaviors like RFM variables. This assumes that 
the sources of heterogeneity in donor behaviors are fully observed and explained 
by donor demographic and socio-economic attributes. This assumption can lead to 
sub-optimal marketing strategies in instances when we attribute the behavior of high 
donation frequency to higher income level, incremental donation value with a certain 
gender group. 

Descriptive data like demographic and socio-economic information are observ-
able heterogeneity; there are unobserved heterogeneity in customer data. By unob-
served donor heterogeneity, we refer to systematic but not observed or unobserved, 
differences between donors and among donor segments that influence their donation 
behaviors. 

Several factors are associated with unobserved heterogeneity. The donor hetero-
geneity is not observed because the marketer or analyst had not identified the effect 
of such an attribute in explaining donor behaviors; or not observed because such 
attributes are not measurable, hard to measure or too costly to collect and measure. For 
instance, moral identity and personality traits might explain an individual’s propen-
sity to donate in response to donation solicitations. Life experiences also shaped 
ones’ propensity in prosocial giving such as one who donates regularly to causes in 
support of medical research in muscular dystrophy due to the loss of a loved one 
to the disease. Such unobserved differences among donors are hard to measure and 
quantify. 

The second is a practical limitation. In practice, it is hard and costly to collect 
accurate demographic and socio-economic information from donors. Most online 
users would prefer not to disclose their personal information including data related 
to their demographic, socio-economic and psychographic profile. Hence, online plat-
forms faced a real obstacle in collecting genuine insights into their user profile. Unlike 
face-to-face charitable fundraising events like a charity gala dinner, where the respec-
tive donor’s identity is registered and known to the fundraising charity organization,
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online users need not disclose their personal information when giving to a charitable 
cause. 

Online donors may prefer to maintain privacy and confidentiality. Alternatively, 
they may be concerned with data security and risks of data breach. In certain instances, 
online donors may wish to disclose their information for tax deduction purposes 
to obtain the donation receipts from crowdfunding platforms for file and submis-
sion to the relevant tax authorities. Irrespective, online donors have the option of 
being excluded from the database for customer relationship management since the 
provision of an individual’s personal information is irrelevant to the fundraising 
campaign. 

Should a donation-based crowdfunding platform or charitable organization make 
the data fields compulsory for donors to complete, some may furnish dummy data 
and it would be impossible to verify the data integrity. Thus, the analysis of online 
donors derived from unverified input data may no longer be reliable. There will 
be some online donors who prefer to give anonymously for various reasons and 
the donation platform often respect the donors’ choice, where required request for 
donor information minimally satisfies regulatory and compliance purposes. There is 
legislation in certain jurisdictions to protect the privacy and safety of personal data 
online. In 2021, United Nations Conference on Trade and Development reported 
that 71% of 194 countries worldwide have implemented legislation to secure the 
protection of data and privacy. Thus, donation-based crowdfunding platforms and 
charity organizations operating in these countries or regions would need to implement 
robust data governance and cyber security systems and infrastructure when collecting 
critical personal information. 

Given both theoretical and practical limitations, we propose an alternative model 
using RFM metric and preference; the ‘preference’ (P) pillar represents a donor’s 
campaign preference represented by the campaign’s target beneficiary. 

10.3 Empirical Application and Methodology 

10.3.1 Data and Model Specification 

We obtained the data from the world’s only donation-based crowdfunding charity 
for vulnerable and marginalized persons in Asia. This donation-based crowdfunding 
platform is founded in 2012 and based in Singapore.1 As a registered charity, the 
platform does not charge donors a fee for giving to campaigns nor charge benefi-
ciaries for funds disbursed. All donations raised from crowdfunding campaigns are 
transferred to the respective target beneficiaries. Project creators are not campaign

1 The authors are grateful to the crowdfunding charity for providing the data used in this empir-
ical application. Both authors received no financial support for the research, authorship and/or 
publication of this article. 
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beneficiaries but they are professionally trained social workers employed by of this 
crowdfunding charity, unlike other donation-based crowdfunding platforms. 

The target beneficiaries of this crowdfunding charity include migrant workers, 
persons with life-limiting conditions, single mothers, families with sole breadwinner 
who had suffered incapacitation or sudden death. An example of a campaign for a 
migrant worker would be one who was hired and paid by the hour at the construction 
site but lost his sole source of income due to work injury; while awaiting repatriation 
to his home country, he needed funds to be disbursed to his family in urgent need. 

Before the launch of a campaign, project creators conduct home visits and back-
ground verification of prospective beneficiaries to derive the fundraising goals. These 
beneficiaries are not eligible for other forms of state assistance and support or are 
in need of urgent short-term financial assistance. A family with young children may 
be in desperate need of financial assistance due to an untimely incapacitation of the 
family’s sole breadwinner, while the surviving parent to seek employment. 

With the information collected from home visit, checks and verification, the 
project creator prepares the campaign narrative, sets the campaign duration and 
launches the campaign on the charity’s crowdfunding platform. Each campaign 
solicits donations from the wider public by social media posts or by email distri-
bution to registered donors. Excerpts of each campaign are posted on the charity’s 
social media channels and online users are channeled to the crowdfunding platform 
from these posts. 

Individuals need not register with this donation-based crowdfunding charity 
to participate in their fundraising campaigns. Additionally, this crowdfunding 
charity does not collect demographic or socio-economic information from their 
donors. Recent attempts to survey existing donors for information about their 
socio-demographic profile did not return adequate response for statistical analysis. 

We analyzed 41,083 recorded donations on the focal crowdfunding platform 
completed by 17,720 unique donors between January 1, 2020 and May 31, 2022. 
Donors included those who registered their email addresses as well as those who are 
not registered with the crowdfunding charity. We analyzed 466 campaigns equivalent 
to $2,224,122.32 in donation value. Table 10.1 gives a breakdown of these campaigns 
by beneficiary types or donor campaign preferences.

10.3.2 Model Development 

In Fig. 10.1, we illustrate our proposed machine learning-based approach using RFM 
and P variables or ‘RFMP’ framework, in a flowchart that would support marketing 
decision-making.

The available input data included: (1) donor transaction data (e.g., donation date, 
donation amount, donation frequency) in RFM metrics, and (2) campaign prefer-
ences or beneficiary types (e.g., campaigns each donor had participated). The donor 
transaction data represented donor behavior patterns on the crowdfunding platform 
from which we derive the R, F and M variables while we drew insights into the
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Table 10.1 Count of campaigns by beneficiary types or donor campaign preferences 

Campaign theme Count 

Migrant workers 112 

Single mothers 70 

Economically disadvantaged 63 

Caregivers 50 

Formerly incarcerated 40 

Persons with life-limiting/terminal illnesses 51 

Sole breadwinner medically unfit for work/incapacitated 18 

Children 16 

Youth 11 

Elderly 10 

NGO 10 

Miscellaneous including persons stranded overseas, homeless, freelance artistes 6 

Foreign student 3 

Overseas mission 2 

Health care workers 2 

Athletes 2

Fig. 10.1 RFMP Framework: A systematic analysis to segmentation analysis

donor’s campaign preferences from the campaign categories and duration (‘time’). 
The donor behavioral patterns are further analyzed and segmented into clusters using 
clustering algorithms.
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We used both quantitative metrics and qualitative interpretations to evaluate the 
clustering performance. In the campaign details, each donor’s campaign preferences 
contains two dimension, namely the campaign category (by beneficiary type like 
migrant worker, children, single mothers, etc.) and duration of campaigns. Analyses 
of donor’s preferences were integrated with output from clustering algorithm. This 
complements the unobserved customer heterogeneity which are unobserved factors 
associated with donor behavior. 

Following this model estimation, we develop a comprehensive understanding 
of the donor behavioral patterns (from RFM variables) as well as their respective 
preferences from the campaign categories (or target beneficiaries) the donor had 
supported. The resultant donor clusters would support marketing decision-making 
like donor valuation, marketing strategy and donor relationship management. We 
discuss the details about the proposed model in the following subsections. 

10.3.3 Model Estimation Using RFMP Framework 

Our estimated model clustered donors on four pillars in the RFMP framework: 

• Recency: Time lapse (in days) since the last most recent donation made by the 
donor. It indicated individual donor’s state of activity. The recency value (in days) 
is computed relative to the benchmark date June 26, 2022 when the data was 
initially ready for analysis. A long recency suggested a historical distant date 
from the benchmark date, while a short recency referred to a data nearer to the 
benchmark date. 

• Frequency: Number of times a donor participated in any of the 466 campaigns 
launched by the crowdfunding charity. It indicated how frequently a donor partic-
ipated in a crowdfunding campaign during the period of analysis. A higher 
frequency suggested a higher number of donation activity relative to a lower 
frequency figure. 

• Monetary value: Total donation amount by a donor across all crowdfunding 
campaigns expressed in the domestic currency where the crowdfunding charity 
is based. 

• Preference: Contains two dimensions. One dimension measured the campaign 
categories which is the beneficiary type whom the donors had supported. The 
second dimension measured the time axis of donation transactions made by the 
donors, i.e., date of the donation. 

The RFMP framework reviewed online donation behaviors and preferences 
directly instead of relying on individual profile data akin to the analysis of customer 
preferences based on product purchased on e-commerce platforms. 

We introduced pillar ‘P’ for preference which described the campaign for a bene-
ficiary type. Extant literature found that empathic concerns positively impact one’s 
donation decision [20, 21]. For instance, parents of young children would be more
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empathetic toward kids compared to adults without. This reflected a donor’s moti-
vation for prosocial giving, and explained the reasons for empathy [22]. The second 
dimension is the time axis. Studies have shown that donation behaviors can be related 
to seasonal effect; Christmas or year-end festivities tended to record higher donations 
[23]. Another example of the seasonal effect was the COVID-19 pandemic in 2020 
[5, 6]. In some countries, charitable donations increased just before the end of tax 
paying season since donations could be used for tax rebates [24]. 

In the RFMP framework, the pillars, namely ‘R’ and ‘F’ are time-based. In 
contrast, a donor’s demographic and socio-economic data can hardly capture and 
explain time-based behaviors. In fact, the proposed ‘P’ pillar which contained time 
preference may serve as a promising integration to the existing RFM framework. 

‘P’ is more robust and reliable as it can be considered a collective reflection of 
a donor’s behavior shaped by the donor’s demographic profile and socio-economic 
status, personality traits, reasons for empathy, seasonal effect and possibly other 
unobserved factors associated with prosocial giving. 

From a practical standpoint, data for the ‘P’ pillar is automatically recorded with 
each successful donation. This is unintentional data and easily available, which 
suggests that our proposed RFMP framework is applicable to all donation-based 
crowdfunding platforms without data restriction. 

In summary, the proposed RFMP framework adopts actual transaction behavior 
data in return for a more robust and reliable results from segmentation analysis. With 
the adoption of unintentional data, our proposed model would benefit organizations 
that have yet access to their online users’ profile. This RFMP framework could 
generate a wide range of applications given the surge in abundant data with digital 
transformation. 

10.4 Model Performance and Result Analysis 

10.4.1 Donor Segmentation 

Machine learning-based clustering models are increasingly popular in the recent 
years as the model can learn to identify patterns on their own. This is known as 
an unsupervised learning algorithm as the classifiers are not scored or labeled. For 
instance, there are studies which explores the use of K-means clustering [25, 26], 
agglomerative clustering and Gaussian mixture clustering [27]. 

Our proposed clustering algorithm for donor segmentation aims to group donors 
with high degree of similarity by RFMP behavioral patterns into the same cluster, 
while distinguishing donors with low degree of similarity into distinct clusters. The 
goal is to understand donor behavior from hidden patterns across distinct clusters 
of donors, that would which facilitate the design and implementation of tailored 
marketing strategies and relationship management.



10 A Systematic Approach to Segmentation Analysis Using Machine … 135

Suppose a data sample of n observations are given as X = X1, . . . ,  Xi , . . . ,  Xn , 
where each Xi = xi1, . . . ,  xij, . . . ,  xiq, is a vector of dimension q. Denote the sets 
containing the observations in each cluster as C1, C2, . . . ,  CK , which need to satisfy 
the following two conditions: (1)C1 ∪ C2 ∪  · · ·  ∪  CK = X; (2)Ck ∩ Ck ′ = ∅. 

The within-cluster sum of squared distance (WCSSD) is defined by 

W (Ck) = 
1 

|Ck |
∑

Xi ,Xi ′ ∈Ck 

p∑

j=1

(
xij − xi ′ j

)2 
, (10.1) 

where 1 
|Ck | represents the number of observations in cluster k. In words, Eq. (10.1) 

computes the sum of squared Euclidean distances between all pairwise observations 
in the kth cluster, divided by the size of the cluster. The key idea of donor clustering is 
that a good clustering is achieved when the total WCSSD across all clusters is mini-
mized, i.e., the donor segmentation analysis is defined by solving the optimization 
problem. 

min 
C1,...,CK 

⎧ 
⎨ 

⎩ 

K∑

k=1 

1 

|Ck |
∑

Xi ,Xi ′ ∈Ck 

p∑

j=1

(
xij − xi ′ j

)2 
⎫ 
⎬ 

⎭. (10.2) 

As can be seen from the mathematical formulation of this algorithm, it works 
generally well for convex and isotropic clusters and works poorly for elongated 
clusters. It also requires some data preprocessing like normalization, dimension 
reduction, to achieve better performance. 

Evaluating the performance of a clustering algorithm is not as simple as counting 
the error rate in prediction. On the one hand, the knowledge of ground truth labels 
is almost never known in practice or requires manual assignment by analysts or 
human annotators [25] which usually rely on the customer observable attributes 
like demographic profile. On the other hand, an evaluation metric should not take the 
absolute values of the cluster labels into account. Instead, the clustering should define 
separations of the data similar to some ground truth set of classes or satisfying some 
assumption such that members belonging to the same class are more similar than 
members of different classes following some similarity metric. In view of this, three 
relevant metrics are identified to compare across clustering algorithms to determine 
the optimal clusters. 

The silhouette coefficient is a measure of similarity within the same cluster (cohe-
sion) and the dissimilarity across different clusters (separation). It is computed based 
on two scores, a and b. For any data point Xi ∈ Ck (cluster k), the mean distance 
between Xi and all other data points within the same cluster is computed as 

ai = 1 

|Ck | − 1
∑

X j∈Ck ,Xi �=X j 

d
(
Xi , X j

)
, (10.3)
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where d
(
Xi , X j

)
is the distance between two data points. 

The mean dissimilarity is defined as the smallest mean distance from a data point 
Xi to all points in other cluster Ck ′(Ck �= Ck ′). That is 

bi = min 
k �=k ′

1 

|Ck ′ |
∑

X j∈Ck′

d
(
Xi , X j

)
. (10.4) 

The silhouette value of data point Xi is then computed as 

si = bi − ai 
max{ai , bi } , (10.5) 

and the silhouette value of the entire data set is the mean value of si over all points. 

10.4.2 Segmentation Analysis 

Following the clustering results from segmentation analysis, the optimal number of 
clusters chosen is four, namely cluster 1, cluster 2, cluster 3 and cluster 4. Table 
10.2 gives the key attributes of all four identified clusters and Fig. 10.2 visualizes 
the distribution of RFM values in each identified cluster in a bubble plot. 

Figures 10.3 and 10.4 present two axes of donors’ preferences, namely the 
campaign preferences and the time of donation during the period of analysis of 
each donor cluster. Figure 10.3 illustrates the distribution of preferred campaign 
categories by each donor cluster or the campaign categories that each cluster had 
supported by proportion. Figure 10.4 charts the distribution of donation activities 
over the months during the period of analysis.

On the crowdfunding platform, donors may choose to support campaigns for indi-
vidual beneficiaries or groups of beneficiaries. For example, a campaign to crowdfund 
for a migrant worker would be classified as an individual beneficiary while one that 
crowdfunds for groups of migrant workers would be considered ‘group’. Figure 10.5 
is a diagrammatic representation of the number of ‘individual’ or ‘group’ campaigns 
supported by each donor cluster.

The next section analyzes each cluster’s behaviors holistically.

Table 10.2 Attributes of different clusters 

Cluster Cluster size R (in days) F (per year) M (in  $) Total donation ($) 

1 674 (3.80%) 388.9 4.04 652.93 741,462.56 

2 6203 (35.01%) 84.08 1.07 84.34 523,187.28 

3 3908 (22.05%) 315.02 1.18 132.91 519,398.88 

4 6935 (39.14%) 684.46 1.16 106.92 440,073.60
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Fig. 10.2 Bubble plot of clusters. The optimal number of clusters chosen is 4, namely dominant, 
new, active and dormant donor clusters

Fig. 10.3 Distribution of donor preferred campaign themes within each cluster

Cluster 1: Dominant donors. Cluster 1 is characterized by ‘medium-to-long’ 
in recency (R), high in donation frequency (F) and monetary value (M) following 
the RFM variables. We labeled this cluster of individuals—‘dominant’ donors. The 
recency value of cluster 1 averaged 388.9 days; this suggests that the last donation 
by a ‘dominant’ donor occurred more than a year ago from the benchmark date of 
June 26, 2022. 

The donation frequency for cluster 1 averaged 4.04 or more than 4 donations 
annually; the highest among all four clusters. Each donor in the cluster donated 
$652.93 on average; representing 4–7 times higher than clusters 2–4. From Table 
3, cluster 1 constituted the smallest proportion of donors (674 donors or 3.80%
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Fig. 10.4 Distribution of donation activities peaked in different months for each donor cluster

Fig. 10.5 Beneficiary types across campaigns within each donor cluster

of all donors). Although the smallest, this cluster contributed the largest amount of 
donations or one third of total funds raised on the crowdfunding platform in the period 
under analysis. Cluster 1 is therefore the most valuable donor segment and should be 
accorded top priority for engagement and donor stewardship by the crowdfunding 
charity. 

Given the medium-to-long recency value of cluster 1, this crowdfunding charity is 
at risk of losing donors from this cluster. The donor stewardship strategy should aim 
at reducing the recency value. Hence, the campaign preferences of cluster 1 donors
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are helpful. These donors can be apprised of most recent crowdfunding activities 
especially those aligned to their preferences. 

As evident from Fig. 10.3, cluster 1 donors preferred specific categories of crowd-
funding campaigns, the top 3 preferred ones are: ‘Sole breadwinner medically unfit 
for work’ (48.93%), ‘migrant workers’ (22.53%) and ‘athletes’ (9.53%). Relative to 
other clusters, cluster 1 donors gave the least to groups of beneficiaries (Fig. 10.5). 

We further analyzed the donation activities of cluster 1 and observed an even distri-
bution of donation activities across all months as shown in Fig. 10.4. This explains 
the high frequency and ‘medium-to-long’ in recency behavior. From Fig. 10.4, the  
donation activities peaked in April 2020 and August 2021. The first peak corresponds 
to the commencement of lockdown measures that occurred during the pandemic 
which impacted vulnerable persons in the society. The second peak in August 2021 
corresponds with campaigns that appealed to this donor cluster. More seasonality 
tests can be conducted with a longer period of data to draw conclusions from these 
observations. 

Donors from cluster 1 gave throughout the year; an ongoing engagement would 
improve donor retention. Other objectives of engagement with cluster 1 donors may 
include updates of beneficiaries whom they had supported after campaign had closed. 

Cluster 2: New donors. We label cluster 2 ‘new donors’. The average recency 
of this cluster is 84.08 days; this is the shortest relative to the other 3 clusters. This 
average recency value translates to a donation in the recent 2–3 months. The average 
frequency of donation in a year is 1.07 times. From the distribution of donation 
activities over the period of analysis, the activities of this cluster started only in 
August 2021. 

This cluster of first-time or new donors to the crowdfunding charity has the lowest 
number of donations in a year. Besides donation frequency, the value averaged $84.34 
was the smallest relative to the remaining three clusters or equivalent to one-eighth 
of average monetary value contributed by cluster 1. The total monetary value of 
donation from this cluster at $523,187.28 was under a quarter (or 23.52%) of total 
funds raised on the crowdfunding platform in the period under analysis. Following 
the RFM variables, the behavior of this ‘new donor’ cluster is low on all three RFM 
variables. 

Irrespective, cluster 2 donors represented 39% of all donors. The crowdfunding 
charity was effective in attracting new donors to its platform. More data and further 
analysis are required to monitor and determine if these new donors were converted 
into recurring donors at a later stage. This is also the cluster at a high risk of attrition 
or remaining as only one-time or dormant donors. For the crowdfunding charity, the 
goal would be to convert these new donors to recurring ones like cluster 3. 

From Fig. 10.3, almost three quarters or 74.22% of donors in cluster 2 had 
supported campaigns related to ‘elderly’ (42.25%), ‘migrant workers’ 24.99%, 
followed by ‘persons with life-limiting/terminal illnesses’ (17.47%). 

Being new to the platform, there is not enough data about this cluster to infer 
any seasonal effect. Regardless the size of this cluster portends, the need for the 
crowdfunding charity to engage with new and first-time donors to drive recency
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and increase frequency of giving such as introducing impact stories of beneficiaries, 
launch of campaigns aligned with donor’s preferences. 

Cluster 3: Active donors. Cluster 3 referred to as ‘active’ donors, consisted of 
mostly individuals who have donated in the last 12 months. The average recency 
value of cluster 3 is 315.02 days, longer than the recency value of new donors. The 
mean frequency of cluster 3 at 1.18 suggests more than one donation in a year. 

Donors in cluster 3 are recurring givers; the average monetary value of donation 
was $132.91, 58% higher than the new donors. Collectively, this cluster contributed 
$519,398.88 in donation value. By increasing the frequency and monetary value of 
donation, cluster 3 can be converted into ‘dominant’ donors like cluster 1. The goal 
of engagement for cluster 3 would be to keep them actively engaged with campaigns 
that they prefer. These ‘active’ donors have a preference for campaigns related to 
‘migrant workers’ (44.51%), the ‘economically disadvantaged’ (14.24%) and the 
‘elderly’. 

Over the period of analysis, we observed a significant peak in donation activities 
of cluster 3 donors in August 2021, but not in August 2020. This may coincide 
with campaigns launched in the period that are aligned with their preferences. For 
example, migrant workers were affected during the pandemic causing many to be 
medically unfit for work and suffered a loss of income. In response, this crowdfunding 
charity had intervened with crowdfunding campaigns to provide financial assistance 
to migrant workers who were impacted and hence the increased participation from 
cluster 3 donors. 

Cluster 4: Dormant donors. The fourth cluster is the largest, representing 39.14% 
of total donors but the smallest in total donation value. The average recency value 
is the longest at 684.46 days—the most recent donation made by cluster 4 donors 
occurred more than one and a half years ago. The average frequency value is 1.16 
times, or more than a donation within a year. Each donation averaged $106.92 or 
collectively $440,073.60 for the period under analysis. From RFM variables, long 
recency, low frequency and low monetary value, we labeled cluster 4 ‘dormant’ 
donors. 

There was minimal donation activity from cluster 4 donors since December 2020. 
Although dormant, cluster 4 donors can be converted into active ones by shortening 
the recency value and increasing the frequency of giving by engaging them with 
campaigns according to their preferences. As shown in Fig. 10.3, the donation pref-
erences for cluster 4 donors were mostly for ‘migrant workers’ (31.20%), the ‘elderly’ 
(14.62%) and ‘economically disadvantaged’ (13.13%). Donors are motivated when 
they learned of how their donation had helped the beneficiaries. Such impact stories 
can be created for donors after the campaign has ended. 

10.4.3 Campaign-Wise Analysis 

We shortlisted the top eight campaign categories that represented more than 90% of 
campaigns analyzed and conducted a campaign-wise analysis by investigating into
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the donor clusters within each campaign category. These categories represented the 
target beneficiary of the respective campaign (refer Table 10.1). 

Figure 10.6 presents four metrics from the donation activities in each campaign, 
namely campaign duration by days, proportion of actual funds raised against target 
campaign goal in percent, average amount of funds raised per day throughout the 
duration of each campaign and donor composition (in percentage) across each donor 
cluster.

In the first metric, the frequency distribution chart visualized the duration of each 
campaign in the same category from start to end in days. A campaign closes when 
the campaign goal is achieved, and this can occur before the scheduled campaign end 
date. Alternatively, a campaign would end when it no longer received any attention 
from prospective donors on the crowdfunding platform. A shorter duration suggested 
that a campaign attracted more donation and had achieved the campaign goal in a 
shorter time than those with longer duration. From the histograms, campaigns for 
‘migrant workers’ lasted between 90 and 150 days (or 3–5 months). There were 
campaigns of under 90 days duration but few campaigns like those for ‘children’, 
lasted more than 180 days. 

However, this metric on campaign duration can be biased as campaigns differ 
in scale by target donation value. A campaign of a low donation target should be 
more attainable within a short duration compared to another with a higher donation 
target, although there may be other drivers that impact the speed of campaign goal 
attainment. 

Hence, the second and third metric are computed to mitigate the potential 
bias. The second metric is the fundraising percentage, computed as a ratio: 
actual amount of donation raised 

targeted amount of donation needed × 100%. This measures the level of success of a campaign 
adjusting for its scale. The charity was successful in achieving most campaign goals 
since across all campaigns, and the fundraising percentage were mostly 100%. 

The fundraising percentage exceeded 100% for a few reasons. By design, the 
project creators had to close their respective campaigns on the platform and might 
delay closing unintentionally after the campaign target was met. Another reason 
pertained to the monetary value of the last donation received for the campaign. The 
value of the last donation may be large causing the accumulative donation to exceed 
the campaign goal. The variation in the speed for attaining campaign goals was wide 
and a large portion of ‘formerly incarcerated’ campaigns failed to achieve the target 
campaign goal. 

The third metric donation amount raised 
campaign duration computes the average donation collected per 

day on the crowdfunding charity platform. This standardized rate of donation is also 
a measure of fundraising speed on the crowdfunding platform. From the box plot, 
daily donation on this donation-based crowdfunding platform ranged from $1 to 
about $250. The small value is consistent with our understanding of donation-based 
crowdfunding platforms as crowdfunding democratized prosocial giving and donors 
give at discretion without the pressure to conform to social norms [11]. In the box 
plot of Fig. 10.6, the median value of campaign for the ‘formerly incarcerated’ at 
$9.95 per day is the lowest compared to the rest of the campaign themes. The median
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Fig. 10.6 Campaign-wise analysis of the top campaigns
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donation value of campaigns for ‘children’ was the highest at $33.89 followed by 
‘migrant workers’ at $28.11. 

We then plotted the distribution of donor clusters by campaign preferences. 
Accordingly, ‘dominant’ donors dominated five of the 8 campaign categories, 
namely ‘single mother’, ‘economically disadvantaged’, ‘caregivers’, ‘sole bread-
winner medically unfit for work’ and ‘children’. The ‘active’ donors were the key 
donors for campaigns that benefitted ‘migrant workers’ and ‘persons with life-
limiting/terminal illnesses. The ‘formerly incarcerated’ drew most support from 
‘dormant’ donors and ‘new’ donors represented the lowest proportion of donors 
across all campaign categories. 

10.5 Conclusion and Future Research 

We have developed a RFMP framework to parsimoniously segment customers into 
meaningful clusters to inform marketing decision-making for a crowdfunding charity, 
overcoming the problem with missing descriptive information about customers. 
Customer segmentation analysis typically uses customer provided data to inform 
customer relationship management strategy. In this project, we leveraged existing 
unintentional data on the donation-based crowdfunding platform to segment the 
online donors. 

We further illustrated the benefits of clustering using the RFMP framework for 
managerial decision-making in developing marketing strategy, increasing donor life-
time value and donor relationship management. From four distinct clusters, we iden-
tified that the ‘dominant’ donors and the ‘dormant’ cluster, which is the largest in 
size among all 4 clusters, are at risk of attrition. This is consistent with extant liter-
ature where donor attrition rates on crowdfunding sites were significant [13]. The 
campaign-wise analysis performed offered insights into the campaign preferences 
of each donor cluster which the crowdfunding charity can use to promote retention 
and repeat donation. 

The structure of the RFMP framework is scalable that allows for the use of 
real-time data feed from the crowdfunding platform to present managers with 
cluster performance on demand. By leveraging on donors’ campaign preferences, 
the focal crowdfunding charity could launch campaigns align with the target donors’ 
preferences to improve the efficiency and effectiveness of online fundraising. 

With the rapid pace of digital transformation sweeping across industry sectors, 
firms can better leverage the data assets that are produced in abundance and uninten-
tionally for customer insights. There is value to be created from the analysis of abun-
dant available data generated online as customers grew accustomed to transacting in 
virtually. 

While our findings using our RFMP framework for segmentation analysis high-
lights the application of machine learning to marketing, we acknowledge the limi-
tations of our study. Firstly, our empirical application of the RFMP framework is 
confined to the focal donation-based crowdfunding charity. Our results are not yet
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generalizable to the worldwide population of online charitable donations although 
the outcomes contribute to the knowledge of applying machine learning to marketing. 

Second, we described the application of our estimated RFMP model framework in 
donor clustering and infer the donor behavior from their historical campaign prefer-
ences. The estimated model, however, does not answer why different donor clusters 
have different preferences. For example, our results indicated that ‘dominant’ donors 
preferred campaigns for ‘caregivers’, while ‘active’ donors preferred campaigns that 
benefited ‘migrant workers’. Our main goal of this project is to address the problem 
with the lack of customer information for marketing decision-making. Hence, the 
model we developed is descriptive and not yet predictive. 

In this project, we also had not integrated data from other contact channels like 
email management and social media to investigate into each donor due to operational 
limitations in the focal firm. Nevertheless, future studies can integrate unstructured 
data across different channels for a more holistic understanding of donors by cluster. 

Future research can additionally leverage our proposed RFMP framework to 
predict donor behavior toward the promotion of campaign categories based on their 
historical preferences. Our RFMP framework is computationally feasible to be pack-
aged for application in different crowdfunding platforms. Moreover, a simulation 
model following the variables in RFMP can be developed that would quantify and 
predict the effect on overall campaign goal—target versus actual. Hence, enabling 
more individuals to contribute to campaign causes and empowering a more organiza-
tions in the community to effectively support needs of vulnerable and marginalized 
persons. 

Our project contributes to the application of machine learning in solving marketing 
problems in a donation-based crowdfunding charity. The advent of computing power 
will fuel the applications of machine learning algorithms to overcome problems 
related to large-scale unstructured data generated from digital transformation today. 
Future application of deep learning models can examine the use of natural language 
processing like Bidirectional Encoder Representations from Transformers (BERT), 
to model campaign narratives that would multiply positive outcomes and improve 
crowdfunding efficiencies. Text, image, audio and video files that accompany the 
campaign narratives in crowdfunding platforms can be integrated to improve the 
interactions between project creators or beneficiaries and donors that would optimize 
crowdfunding outcomes. 

It is our hope that this research can encourage more studies into the use of machine 
learning in marketing that can advance evidence-based strategies particularly in 
addressing the needs of the underserved and underprivileged.
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Chapter 11 
Models of Destination Loyalty 
at Heritage Sites: Are We There Yet? 

Simona Mălăescu , Diana Foris , and Tiberiu Foris 

Abstract Tourism heritage sites benefited in the last years from a consistent atten-
tion from scholars trying to explain when, why and how visitors form a destination 
loyalty. As a result, numerous models and variables in different roles were proposed. 
This paper aims at critically review the literature and argue for four directions of 
action. One argues for a need to explore in-depth the nature of the link between 
certain variables, and explaining the decision of using in new contexts less dimen-
sions of the same construct tested in previous literature, before proposing a new 
comprehensive model. A second one pertains to building a volume of empirical data 
and arguments why previous models or variables does not apply to a certain context. 
Another one championships the idea of creating a taxonomy of categories inside the 
context of heritage sites more homogenous in nature, followed by the need to build 
models operating inside the different types of heritage tourism based on different 
tourists’ satisfied needs, different resources, different motivations to visit and activ-
ities proposed at heritage sites. We also bring empirical evidence from visitors of 
20 different heritage sites measuring place attachment, destination loyalty and other 
variables contextual in nature, using correlation and regression analysis to support 
the theoretical conclusions. Almost half of the variance registered in visitors’ desti-
nation loyalty was explained by place dependence (as a functional dimension of 
place attachment), the level of national identification strength and perceived role of 
reenactment in enhancing patriotic feelings at heritage sites.
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11.1 Introduction 

Tourism and hospitality have been in recent years and still are in a process of profound 
transformation with increasing dynamics. In the context of increasing the diversity of 
services in the tourism industry and the requirements of tourists, continuous transfor-
mations are needed in the management of tourist destinations in order to increase their 
competitive advantage. Tourist Destination Loyalty (DL) received in the last years 
considerable attention from heritage tourism scholars [1, 2] after decades of research 
in consumers’ loyalty in general, and on the “sunny side of tourism” (contexts like 
beach mass tourism and recreational tourism destinations). The range of research 
contexts for studying when and how tourists form a loyalty bond to a tourism desti-
nation is expending: national parks [3], fishing recreational destinations [4], religious 
tourism destinations [5, 6], adventure tourism [3], etc. Therefore, the number of vari-
ables related to DL is also growing. It is a natural process to adapt existent models 
or propose new models on how DL forms, with new antecedents, when the tourism 
resources in the destination or the type of tourism is different, even when the context is 
different but the resources and the tourism activities proposed in the destinations are 
similar. A salient number of studies in recent literature propose and test new models. 
However, the volume of empirical evidence testing and supporting core variables 
or arguing why certain antecedent variables of DL previously proposed by largely 
cited studies are not relevant for a certain context, and it is not growing in the same 
exponential proportion. Moreover, a recent meta-analysis examining the relationship 
between a largely acknowledged antecedent of DL on tourism destinations—place 
attachment (PA) concluded: “there is still insufficient evidence to prove the posi-
tive impact of local attachment on tourist loyalty” [2]. As meta-analysis usually do, 
the study took into consideration the statistical indexes (correlation and size effect) 
and based the conclusions on findings that contradict previous results such as PA 
has no positive effect on tourist loyalty [7] or the impact or role played by PA on 
DL, which also differed. Previous studies tested on consumers of beach tourism or 
skiing resorts, revealed that PA’ components are antecedent to DL (mediated or not 
by tourist satisfaction) [8, 9]. Zou et al. [2] mentioned PA studied as a mediator in 
Strandberg et al. [10] work, respectively, as moderator [11] and the reverse role of 
DL: PA having DL as an antecedent (DL significantly and positively affects PA) 
in Plunkett et al. [12] study. Two decades ago, Chen and Gursoy [13] stressed the 
necessity that tourist loyalty should be determined according to the type of tourism 
products. Maybe so it should be when compare and interpret the results. Plunkett 
et al. [12] tested the previous and the new model on the consumers of a very different 
space in terms of place dependence [8, 14] or  functional attachment [15] as the  
capacity of the place under scrutiny to provide conditions and features to support 
specific activities or goals [16]. They measured the park use frequency and propor-
tion of use in relation to other settings in the case of visitors of eight urban parks in 
Manhattan Beach [12]. The cognitive component of both PA (place identity—PI) and 
DL (cognitive loyalty—CL) had conditions to result in different outcomes on the two 
different contexts due to different type of space’ attributes and different consumer
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needs fulfilled. It might reveal the most natural argument that the impact of certain 
variable is relevant for a context but inconclusive for another. The needs that parks 
usually fulfil for their visitors, viewed by the perspective inspired by the transac-
tional analysis, could be very different from the role played in self-identity forging 
(reflected by PI usually) by a heritage site for example. It is also different from the 
context of extreme sporting events on which Raggiotto and Scarpi [17] tested their 
model, or the context of beach tourism [8] where the authors placed in the model 
PA as an antecedent of DL and found a positive relation. From the same perspec-
tive, also, the context of cultural creative districts in the manufacturing hub (Redtory 
Art & Design Factory, China), where no positive impact of PA on consumer’s loyalty 
was found [7], creates the premises for different outcomes in many aspects of PA 
and DL (as PI and CL) compared to the studies above, representing a particular case. 

The number of dimensions assessed for PA and consumer loyalty manifested 
towards a space, in each study should also be considered when interpreting the 
conclusions of the studies. For the urban park, Plunkett et al. [12] were interested 
only in the behavioural loyalty. The loyalty towards a space usually is conceptualized 
as a bi- or three-dimensional concept (cognitive, behavioural and affective) being an 
attitude–as a psychological factor–attitude is conceptualized as a three-fold concept 
[18, 19]. Therefore, in the Plunkett et al. [12] study the impact of PA in findings 
should be interpreted as limited to the behavioural dimension of DL. To conclude, 
when testing and comparing models, it seems to be the right time to consider the 
research context in terms of type of (tourism) resources, the type of (tourism) activ-
ities proposed by the destination and tourism motivation to visit. By growing the 
corpus of research evidence in a certain tourism context, refine intra-context the 
variables and their role, we might obtain models that are more robust. Moreover, 
we argue for the necessity that the growth will be intra-contextual in literature and 
build on the previous literature bringing more empirical evidence and arguing for 
the (real) necessity of new models, because the limitless powers that statistics and 
big data mining bring nowadays to scholars could be luring and difficult to resist 
sometimes. 

Rapid changes in the production and consumption of tourism services, increased 
competitiveness and the emergence of new tourist destinations, together with all 
the implications of information technology development, require a new approach to 
implementing modern management strategies and tools to ensure efficient manage-
ment and sustainable development at the level of tourist destinations [20]. Although 
heritage tourism might seem as a homogenous context, in this category, the type of 
heritage, the emotions experienced by visitors at sites [21], and the personal rela-
tionship tourists have with the site, represent at least several factors determining 
different attitudes and different levels of DL for tourists. The heritage tourism liter-
ature mimics, in a smaller scale, the enthusiasm for proposing new models and the 
number of antecedents for DL is also growing. We argue in favour of refining this 
list of antecedents and mediators, more testing for the previous models instead of 
new ones, gather more empiric evidence and statistical support for the core variables 
of the model and shorten the list of variables related to DL. The methodology used
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in the recent heritage literature seems also dominated by model-building and testing 
analysis, especially structural equation modelling. 

This paper aims to critically analyse the state of the art of heritage DL literature 
and bring an empirical argument for the need to explore more in-depth the nature of 
the link between certain variables in this context, such as PA and DL. It also argues 
for two aspects. On one hand, it stresses the need for reconsidering the evolving phase 
in which the research on heritage sites it really is, and the pertinence for multiplying 
the DL models on this particular context. On the other hand, it argues in favour of the 
imperative to build models operating inside the different types of heritage tourism, 
considering the satisfied needs, the resources, the motivation to visit and the activities 
proposed at heritage sites. 

With this purpose in mind, the introduction of the paper will be followed by (1) 
the analysis of the recent literature on tourists’ destination loyalty in terms of the 
antecedents, moderators and mediators evidenced by the studies and the method-
ologies used in order to reach their conclusions; (2) the analysis on the construct 
of DL in tourism literature; (3) the literature review on the construct of PA; (4) the 
description of the methodology of the study; (5) the results on the empirical evidence 
from the research field followed by conclusions and implications of the paper. 

11.2 Recent Literature of Destination Loyalty 
on the Context of Heritage Tourism 

11.2.1 A Bird-View of Destination Loyalty’ Related Variables 
and Methodologies Used in Heritage Tourism 

Heritage tourism literature was interested in factors increasing visitors returning 
intentions in a destination and studied DL mainly as a dependent variable. Therefore 
it was evidenced a list of variables connected to the genesis of tourists’ DL or its 
antecedents (Table 11.1). Other studies evidenced also mediators and moderators 
of the antecedent variables on the DL. Tourist’ satisfaction as a key antecedent of 
loyalty [8, 22] was confirmed also on the heritage context. Hernandez-Rojas et al. 
[21] studied perceived value, perceived heritage quality as moderators of visitor 
satisfaction and perceived cultural quality as moderator of visitors’ satisfaction and 
DL.

The most popular variable connected with DL was visitor satisfaction [30, 40– 
42] tested in different roles, on different contexts and even found as having less 
impact [33]. The other antecedents considered and tested in more than one study 
were: perceived quality [30] as a mediator [23], perceived heritage quality as a 
moderator [21], perceived cultural quality as a moderator [21], perceived value [30] 
as a mediator [28], respectively, moderator [21], destination’s brand [23, 28, 32], 
authenticity perception [34, 42], cultural identification with the destination [34, 39]. 
The majority of the studies took under consideration models with 3–5 variables or
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Table 11.1 The antecedents and factors linked to destination loyalty in heritage tourism recent 
literature 

Antecedents Moderator/mediator 
variable/role 

Context Authors Analysis method 

Destination image 
Perceived health 
safety 

Perceived 
quality–mediator 
(Med) 

Lima (Peru) [23] Partial Least Square  
(PLS) path 
modelling 

Covid Cordoba (Spain) [24] PLS- Structural 
Equation Modelling 
(SEM) 

Type of 
motivations 

Mecca (Saudi 
Arabia), religious 
tourism 

[5] Factor and K-means, 
clusters analysis 

Experiential 
loyalty 

Religious 
destinations: 
Pakistan, Kedah, 
Malaysia 

[6] PLS-SEM 

Visitor satisfaction Perceived value 
Perceived heritage 
quality (moderator 
variable–Mod) 

Visitors of The 
Citadel of the 
Catholic King 
(Cordoba Spain) 

[21] SEM using 
Warp-PLS 7.0 

Perceived cultural 
quality (Mod) 

PLS-SEM 

Satisfaction with 
traditional 
restaurants 

Cordoba (Spain) [25] SEM 

Tourists’ emotions 
Image of the 
destination and the 
restaurants 

Cordoba (Spain) [26] SEM 

Tourists’ heritage 
Brand experience 

Cultural intelligence 
destination loyalty 
(Med) 

[27] SEM 

Brand legitimacy Brand authenticity 
perceived value 
(Med) 
Brand trust (Med) 

Cultural heritage [28] 

Experience of 
tourist 
Socio-cultural 
variables 

Heritage 
destinations, Spain 

[29] SEM 

Perceived quality 
and value of the 
visit 

Visitor satisfaction Cordoba (Spain) [30] SEM

(continued)
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Table 11.1 (continued)

Antecedents Moderator/mediator
variable/role

Context Authors Analysis method

Customized 
authenticity 

Heritage 
destinations, Old 
Town of Lijiang, 
(China) 

[31] SEM 

Brand love and 
respect 

Cultural heritage, 
night tourism 
(“Cultural Heritage 
Night”, South 
Korea) 

[32] SEM 

Satisfaction (less 
impact on) 

Kali Besar Corridor 
(Jakarta, Indonesia) 

[33] Cross-tabulation 
analysis 

Cultural identity, 
authenticity 
perception 

Destination 
satisfaction 

Intangible cultural 
heritage (Celadon 
Town, China) 

[34] SEM 

Perceived quality 
and value 

Satisfaction Synagogue of 
Córdoba (Spain) 

[35] SEM 

Customer-based 
loyalty (in 
customer-based 
brand equity) 

Maimun Palace 
(Medan City) 

[36] Regression analysis 

Mixed reality 
(interactivity, 
vividness) 

Visitor attractions 
with XR 
technologies in 
Seoul (Korea) 

[37] PLS-SEM 

Perception of the 
processions 
Evaluation of the 
elements of the 
destination 

Intangible Cultural 
Heritage (Popayán 
(Colombia) 

[38] Mediation analysis 
(Smart PLS) 

Tourist’ 
engagement 
cultural 
identification with 
the destination 

Intangible cultural 
heritage (Porto, 
Portugal) 

[39] 

Tourist 
satisfaction 

Tigrai, Ethiopia [40] 

Self-congruity 
functional 
congruity 

Tourist satisfaction Shaoshan city 
(China) 

[41] 

Constructive and 
existential 
authenticity 

Tourist satisfaction Hahoe village in 
South Korea 

[42]
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under. Although we argue against treating all heritage sites as a homogenous context 
and in favour of the imperative to explore models on different heritage contexts, 
several variables should constitute, in our opinion, the salient core of the model on 
the heritage sites and should be the common denominator, and a few others could 
be varying depending on the context. This is not the case in the present in heritage 
literature, except maybe for one variable: tourist satisfaction. Although the empirical 
evidence came from different research contexts, ninety per cent of the studies tested 
their models on visitors of 1–3 objectives or, in just one heritage destination, so one 
can argue that we have limited evidence for extrapolation. Regardless of the fact 
that the number of variables in the model is reduced, and very few variables are 
common or tested on more than one destination, sixty three per cent of the studies 
are using Structural Equation Modelling simultaneously which it is pertinent to the 
objective to “model and estimate complex relationships among multiple dependent 
and independent variables” [43, p. 1], especially PLM which “focuses on explaining 
the variance in the model’s dependent variables” [44] quoted in [43, p. 1].  The  
question is, in our opinion: Are we there yet? Do we have enough evidence from 
replicating the initial proposed models and the theoretical arguments to back-up 
the decision to exclude/include certain variables, or the consensus on a number of 
variables, which should represent the core-nucleus of the antecedents of DL in the 
model? The motive for which we did not propose and test a new model is that we 
don’t think we are quite there yet. Apart from not having all the pieces of the puzzle, 
we also feel the need to have “the bridge studies” testing and explaining why the 
variables in the models that acquired a certain notoriety in other fields of tourism 
literature are not (all) relevant for heritage sites. For some variables the lack of 
relevance in not self-explanatory. 

11.2.2 The Construct of Destination Loyalty in Tourism 
Literature 

Previous studies were preoccupied with testing the dimensions of DL as much as 
to develop a model for its relevant interconnected variables. The construct of DL is 
usually conceptualized as a three-fold concept due to a sequential process in which 
consumers’ firstly become loyal in a cognitive sense, furtherly in an affective sense, 
and later in a conative manner [45]. The first decade was however dominated by 
studies seeing DL as a unidimensional concept [8] and that was the behavioural 
intention to revisit [9, 22] or the word-of-mouth communication intention [46]. The 
three-fold conceptualization was used by numerous studies and the labels varied: 
cognitive loyalty, affective loyalty, conative loyalty [8], the cognitive and affective 
loyalty sometimes termed as attitudinal loyalty [8]. The three-fold conceptualization 
of DL acquires more empirical support considering that DL it is, after all, the atti-
tude of tourists towards destination. An attitude as a construct in social and cognitive 
psychology is a three-fold conceptualization [18, 19]. The majority of individuals
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perceive, at the cognitive level, certain attributes/adjectives associated to the desti-
nation as an output of a comparative analysis of the respective destination against 
other competing destination (the cognitive component). All consumers manifest, in 
general, an affective component (positive or negative) of the attitude towards desti-
nation: for example, no matter how expensive, far or rocky we acknowledge a beach 
destination to be at the cognitive level, compared with other more affordable and 
accessible destinations, we could still feel great in that place, and we favour it against 
rational arguments. We could feel strongly about something, without even having the 
rational arguments. The attitude implies also the behavioural component (the return 
in that destination, the positive verbal appraisal, etc.). All these components are easy 
to discriminate and need to be assessed: at the cognitive level, a tourist can evaluate 
a destination as presenting the most favourable cost/benefit ratio, he/she felt great in 
that particular destination, and still feel nostalgic about it, but at the behavioural level 
he/she decide to go and see other destinations. In time the three components of DL 
received different labels and different conceptualizations: Oppermann [47] proposed 
a DL conceptualization consisting in: attitude loyalty (represented by intention to 
revisit), behaviour loyalty (which refers to consumers’ repeat purchase behaviour) 
and composite loyalty. The cognitive component of loyalty is described as the desti-
nation attributes ordered on a ordinal scale after being compared and contrast with 
other attributes of similar destinations [8, 48]. The affective loyalty is seen as “the 
degree to which a customer ‘likes’ the destination and its services [8, 28] and cona-
tive loyalty referring to commitment and purchase intentions “used to determine if 
participants were conative loyal” [8, p. 278]. 

In general recent studies stress the importance of tourists’ engagement [39] and 
the emotions experienced by tourists at heritage sites in relation with the genesis of 
destination loyalty [27, 29]. Hernandez-Rojas et al. [21] found that visitor’s emotions 
are the most important factors in explaining the overall experience and tourists’ 
loyalty. 

Other studies moved the focus of the implication of reenactment performances 
during reenactment festivals at heritage sites in stirring visitors’ emotions [49, 50] and 
in increasing their level of engagement with the destination [1]. Continuing to explore 
how the level of implication and emotions tourists experience at heritage sites reflects 
on the destination loyalty, Mălăescu [1] confirmed the relevance of PA’ components 
as antecedents of destination loyalty also on the heritage sites context stressing the 
necessity of a closer examination of the intangible elements influencing destination 
loyalty formation at heritage sites. Moreover, the study brought evidence that tourists 
visiting different heritage sites (two subsamples: visitors at sites more linked with 
national historiography and other heritage sites), could register different level of 
motivation, implication, AL or perceived psychological impact and heritage sites are 
not as homogenous as we imagine. We have to treat these contexts consequently. 
Different heritage sites can steer different emotions in tourists and they can register 
different connotations for different people (in terms of social or ethnic groups). In the 
case of heritage sites strongly connected with national identity, variables like affective 
attachment (AA), place identity (PI), the strength of visitor’s national identification 
and the destination’s identification as a reenactment destinations seemed to explain
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near half of the variance of the visitors’ AL for the destination. In the respective 
study, the visitors’ level of AL, PI and independent motivation to visit registered was 
slightly higher. 

Heritage sites closely linked with personal history and strongly implicated in the 
self-identity defining process (as PA literature revealed) could register different levels 
of correlation with certain components of DL as opposed to other cultural heritage 
destinations where the link and personal significance is not that profound. 

The most recent studies, in the context of the Covid-19 pandemic, are preoc-
cupied by the perceived health-risk and the destination image’s impact on the DL 
[23], with perceived quality as a mediator. Other studies focussed on extending the 
context of DL research at recreational fishing destination [4] the variable empha-
sized as relevant to DL being the centrality of the angling activity. On the context 
of the parks Plunkett et al. [12] found self-development, strengthening interpersonal 
relationships with family and friends and the level of education being linked to 
positive image and intention to recommend. On the context of adventure tourism, 
Carvache-Franco et al. [3] emphasized learning, social, biosecurity, relaxation and 
competence mastery as variables impacting the intention to return, recommendation 
and saying positive things. Liu et al. [51] studied the variables involved in tourists’ 
loyalty genesis in the case of minsu (homestays) accommodation (China) and found 
that spatial, cultural and social environment perception play the role of antecedent 
variables with emotional experience as mediator and personality traits as moderators 
of the impact of antecedents on consumer’s loyalty. 

11.2.3 Place Attachment Literature 

When tourists visit a place they like, visitors form a long-term emotional bond with 
the place. Chen et al. [14] consider that this process is unfolding no matter how short 
the visit, and sometimes, it begins prior to their visit. The literature on PA registered a 
vibrant conceptual debate regarding the dimensions of PA (for a recent meta-analysis 
on PA see Dwyer [52]). PA was successively seen as a bi-dimensional concept, 
composed by the physical attachment and the social/interpersonal relationships [53, 
54]. Later, the affective component gained recognition and PA became a three-fold 
concept [8, 55, 56]. Studies continued to restructure it in a four-dimensional and the 
more comprehensive model: six-dimensional construct [14]. The conceptualization 
gaining popularity seems to be the three-dimensional model [8, 14, 52] with place 
identity as a cognitive component, affective attachment (AA) and place dependence 
(PD) [8, 14] or functional attachment [15]. PI was seen as a component of self-identity 
including beliefs about one’s relationship with the place [57]. From the three dimen-
sions of PA, PI represents the component more vulnerable to modifications during 
visits at a heritage site [50], considering its role in self-identity definition, especially 
in helping an individual define his/her social identity [58]. In the particular case of 
heritage sites associated with crucial historical events for the definition/genesis of a 
social group or a nation, periodical trips in this destinations could contribute to the
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crystallization of self-identity and the preservation of self-congruity. Williams and 
Vaske [16, p. 831) saw the place as a “repository for emotions and relationships that 
give meaning and purpose to life”. Wickham [58] emphasized the cyclic, interac-
tional, emotional dynamic of the contribution of being at a particular place in the 
process of self-defining. In return, the identification with a place, and belonging to 
that particular place could reinforce positive appraisal of the destination [59]. 

11.3 Methodology 

The main objective of the present research was firstly a theoretical review. The papers 
included in the review of heritage tourism literature where retrieved from Scopus 
bibliographic database using the key terms “destination” AND “loyalty” + “her-
itage” AND “tourism” in Title + abstract + keywords field. A hundred articles were 
automatically retrieved and after the primary abstract analysis, a number of 23 papers 
and documents where included in the analysis. We have retained in our preliminary 
database the independent variables, the antecedents, mediators and moderators when 
present, the dependent variables and selectively, when explicitly stated, the dimen-
sions of the DL measured, the methodology used in data analysis, the authors and 
research context. For the integration of the heritage tourism DL review in the general 
state of the art on DL or PA, we based the reflections on the classical selection of 
relevant literature and our previous bibliographic analysis. 

Secondly, the empirical data resulted from a preliminary analysis retrieved from 
a more complex, multi-phase research on tourists’ experience at heritage sites where 
reenactment performances take place. For the present purpose, we used the data from 
a survey based on 258 intercept and online questionnaires on visitors at 20 tourism 
destination heritage sites in Romania presenting a historical and cultural heritage as 
a part of their tourism resources, from different historical periods (from Antiquity, 
and Middle Age to the creation of Romania as a modern state). The intercept survey 
was carried during reenactment festivals or celebratory events in general (such as the 
celebration of the National Day on the site Romania as a modern state is born) as the 
research technique most appropriate when capturing on-site tourists opinions and raw 
emotions during an event [60]. The sample of visitors was a convenience one based 
on the availability of the on-site subjects. In their case the availability for research 
purposes is scarce considering that during festivals, the schedule is almost packed 
with activities. The instrument included a close-ended section of items assessing the 
dimensions of PA and DL and variables related to the perception of the heritage 
sites, the events in the destination and personal characteristics that could alter or 
enhance visitors’ experience at a site linked with their personal history or national 
historiography. For PA we used the three-fold conceptualization proposed by Chen 
et al. [14] and for DL the conceptualization proposed by Oliver [45] with the items 
adapted from the instrument that Yuksel et al. [8] used, adapted from Williams and 
Vaske [16] with modifications by Alexandris et al. [9] for PA, respectively, from 
Back [48] and Back and Parks [60] for  DL.
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11.4 Results and Discussion 

The correlation analysis on the main components of PA, DL and other relevant 
variables for the research contexts (Table 11.2) showed rather medium correlations 
of PA with DL (0.64). When exploring the correlation indexes of the relevant variables 
in the case of visitors at heritage sites with different type of heritage, the results are 
prudent in encouraging further analysis. Several sites included in the survey, present 
a mix of cultural heritage with historic heritage, some possessing different period-
layered historic heritage or, one uniquely connected with national historiography, 
others, during reenactment festivals on the antiquity period, even connected with 
nationalist manifestation [49]. The nature of heritage sites by default implies different 
meaning and different personal value and attachment for different individuals. That 
means that the cognitive and the affective component of PA and DL would differ. 
Poria et al., 2001 quoted by Timothy and Boyd [61, p. 7) define heritage tourism as 
a subgroup of tourism in which case the principal motivation for visiting a site is 
based on the heritage characteristics with respect for tourist’s perception on his/hers 
own heritage. Smith [62, 63], sees it as a branch of cultural tourism preoccupied by 
the interpretation and representation of the past and includes as tourism resources 
castles, palaces, archaeological sites, entire cities, monuments and museums. 

In the case of heritage tourism destinations, which present a range so various of 
tourism resources and tourism activities proposed in a destination, from reenactment 
performances to XR-based devices (meant to improve the experience at the site) the 
functional component of PA and the cognitive component of DL’ genesis varies. As 
outputs of the contrast and compare process of the attributes in the respective desti-
nation (usually against alternatives and generating an ordinal scale of the possible 
evocated set of destinations to go) these components are definitely affected by the 
variance in attributes and functionalities when different heritage sites are treated as 
a homogenous categories.

Table 11.2 Correlation indexes of the relevant variables measured at the level of the entire sample 

Variables DL PA AL AA CgL CnL PI Motv RP 

DL 0.64 0.86 0.56 0.43 0.41 

PA 0.64 0.85 0.56 0.43 

AL 0.51 

AA 0.85 0.51 0.55 0.4 

CgL 0.86 0.55 

CnL 0.56 

PI 0.43 0.56 0.43 0.43 0.42 

Motv 0.41 0.43 0.42 

RP 0.4 

All correlations are significant at the level of 0.01 level (two tailed) 
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Previous studies showed that if visitor’s data are categorized in more homogenous 
samples in terms of main type of heritage and tourist motivation, in the case of sites 
like the ones more strongly connected with national identity forging, the average level 
of PI, AL and independent motivation to visit registered were slightly higher than the 
average value on the sample of other types of heritage sites [1]. The emotional bond, 
but especially the identification with the place (measured in PI) when the place is 
deeply weaved as part of their identity, it is stronger, and visitors develop a stronger 
PI than in other cases due to the role that particular heritage site plays in helping an 
individual define his/her social identity [58]. In this particular case, where visits at 
heritage sites are a part of the self-identity forging process described in the literature 
[58, 64, 65] the transactional analysis of contrasting and comparing the attributes of 
a destination against a competitive one, will might not take place [50], conducting to 
different values of PD and CL registered by the visitors in these cases. The cognitive 
component of PA and DL is dominated by the unique significance the site holds 
for their social or cultural in-group, their history or emancipation in terms of social 
identity. However, this is not the case for all types of heritage sites. This is the main 
argument why, we argue in favour of creating more homogenous categories inside 
heritage tourism destinations (Table 11.3). 

With no intention of revisiting the models on destination loyalty, but to explore 
what variables will be retain by the model in order to explain the variance of DL on this 
contexts, we run a regression analysis in exploratory purposes. The indexes revealed 
that almost half of the DL variance was explained by predictor variables relevant 
for the context of visitors at heritage sites (Table 11.4). The variable with the most 
explanatory power was place dependence, so the functionality of the destination in 
visitors’ personal equation was the most important. With a diverse range of heritage, 
the sites visited by the tourists included in the sample, the common denominator of 
the variance in DL was the functionality of the visit in the destination. In the case

Table 11.3 Descriptive characteristics of the relevant variables measured at the level of the entire 
sample 

Variables Mean Std. deviation 

Destination loyalty 4.41 1.76 

Place attachment 18.9 5.49 

Affective loyalty 4.43 1.47 

Conative loyalty 4.58 1.74 

Cognitive loyalty 4.57 3.01 

Independent motivation to visit 4.72 1.78 

Exclusive reenactment motivation 3.63 2 

Affective attachment 14.05 4.68 

Place identity 4.74 1.74 

The level of superposition of the destination with reenactment 9 2.68 

The role of reenactment in the enhancement of national pride 4.81 1.86 
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Table 11.4 Destination loyalty’ variability explained 

Predictors in 
the model 

Variable 
predicted 

R R2 Adj R2 Std. Est. Err F Sig. Method 

Place 
dependence, 
National 
identity 
strength, 
perceived role 
of 
reenactment 
in enhancing 
patriotic 
feelings 

Destination 
loyalty 

0.711 0.505 0.485 2.20296 25.165 0.000 Stepwise 

of sites more connected with their personal identity the cognitive component could 
be more prominent, but in others had less relevance, the most relevant predictor of 
DL regardless of the type of heritage and its (personal) significance, prove to be the 
functional attachment or place dependence. The last two variables were represented 
by personal factors like the social identification (the level of national identity strength) 
and perceived role of reenactment in enhancing patriotic feelings at heritage sites. The 
strength of social identification has probably an impact on the cognitive component 
of DL, which again in the case of certain heritage sites register more unique personal 
significance but in others no. The level of national identity strength was adapted 
to the purpose of this study from [66] social identification strength. The results are 
consistent with previous studies that DL is dependent on the functionality met by 
different heritage sites, different sites fulfil different psychological, emotional or 
knowledge related needs of visitors. 

11.5 Conclusions 

In the research literature on tourism heritage destinations, the models and the list of 
variables connected with destination loyalty is continuously growing. In the mean-
time in destination loyalty research, some relationships with classic antecedents of 
DL like place attachment, are found inconclusive. The results of the paper are consis-
tent with previous studies that satisfaction becomes a less significant step in loyalty 
formation as loyalty begins to set through other mechanisms which include the roles 
of personal determinism (“fortitude”) and social bonding at the personal level and 
their synergistic effects [45, p. 1]. We argue that this is the case at least of heritage 
sites perceived as strongly connected with personal identity forging as a member of 
a cultural or ethnic group. In these particular cases, the place identity component and 
the cognitive loyalty will crystallize around unique personal significance instead of 
the ordinal top of best destinations as an outcome of the comparative analysis of the
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destination attributes that takes place in the case of beach tourism. The conclusions 
are consistent also with the need for more empirical evidence on the relationship 
between PA and DL [2], and the necessity to create more homogenous categories of 
heritage sites as a context for studying the relevant variables to destination loyalty 
[1]. The most predictive factor of destination loyalty on the different heritage sites 
the visitors considered in the sample was place dependence stressing the impor-
tance of the functionality of the destination in visitors personal equation. The place 
dependence was complimented by personal factors like the level of national identity 
strength and perceived role of reenactment in enhancing patriotic feelings at heritage 
sites consistent with previous results that the importance of tourists’ engagement 
[39] and the emotions experienced by tourists at heritage sites are the most impor-
tant factor when explaining the overall experience and tourists’ loyalty [21]. The 
study stress the need to reconsider the evolving phase of the research the literature 
on heritage sites–respectively of the need for more in-depth exploring and testing 
of the relationships between variables—and the pertinence for multiplying the DL 
models on this particular context. On the other hand, it argues in favour of the need 
to build models operating inside the different types of heritage tourism, considering 
the satisfied needs, the resources, the motivation to visit and activities proposed at 
heritage sites. The potential added-value of the paper resides in launching a reflection 
theme regarding the necessity of a more strong empirical and theoretical argumen-
tation in the case of future research proposing new DL models on similar contexts 
to prior proposed DL models and the existence in the future of a core variables 
representing the common denominator of all heritage context DL models besides 
other variables varying from context to context but more enlarged in nature research 
context within the heritage sites as a general framework. 
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Chapter 12 
Develop a Virtual Learning Environment 
(Eva) to Train Agents in Security 
and Private Surveillance 

Nelson Salgado Reyes and Graciela Trujillo 

Abstract Constitutes the planning of a software development project characterized 
mainly by the detailed identification of requirements, description of the activities of 
the process, distribution of efforts and tasks, scheduling of tasks, budget and analysis 
of risks. The project aims to cover the existing demand in Ecuador for Security 
Agents, the same ones that cannot currently be covered in the existing Training and 
Improvement Schools. The EVA Virtual Learning Environment is based on existing 
Learning Management Systems (LMS) that exploit web 2.0 tools, but with additional 
innovative and disruptive features such as biometric security and the use of 3D virtual 
reality environments for teaching and learning. e-learning learning. For total control 
of the EVA project from the Project Management, the PMBOK Guide was used; In 
terms of software development planning, Scrum, an agile framework, was used. 

12.1 Introduction 

The current world presents social, political, economic and cultural conditions that 
have allowed the development of the digital society, characterized by the use 
of Information and Communication Technologies (ICTs), the dominant form of 
communication, sharing of information and knowledge. 

In the educational field worldwide, as well as in Ecuador, ICTs have produced 
great changes in the dynamics of traditional teaching and learning processes, through 
the design, creation and use of educational platforms, they have allowed the student 
to disappear the barriers of space and time. These educational platforms are based on 
the use of the Internet and involve the exchange of information between the Instructor 
and the students, in an asynchronous manner, where the student does not coincide 
in time or virtual space with the Instructor for the development of their activities,

N. Salgado Reyes (B) 
Pontificia Universidad Católica del Ecuador, 12 de Octubre, 1076 Quito, Ecuador 
e-mail: nesalgado@puce.edu.ec 

G. Trujillo 
Instituto Superior Tecnológico Japón, Marietta de Veintimilla, 170120 Quito, Ecuador 
e-mail: gtrujillo@itsjapon.edu.ec 

© The Author(s), under exclusive license to Springer Nature Singapore Pte Ltd. 2023 
J. L. Reis et al. (eds.), Marketing and Smart Technologies, Smart Innovation, Systems 
and Technologies 337, https://doi.org/10.1007/978-981-19-9099-1_12 

167

http://crossmark.crossref.org/dialog/?doi=10.1007/978-981-19-9099-1_12&domain=pdf
mailto:nesalgado@puce.edu.ec
mailto:gtrujillo@itsjapon.edu.ec
https://doi.org/10.1007/978-981-19-9099-1_12


168 N. Salgado Reyes and G. Trujillo

or synchronously, where students attend classes live and match their classmates and 
the Instructor. 

In the professional field, especially private security in Ecuador, there is still resis-
tance to the use of technology and e-learning teaching and learning, maintaining 
face-to-face training in the Security training and improvement schools. However, 
the new vision of the National Association of Comprehensive Security and Inves-
tigation Companies ANESI seeks to streamline the process of registering, training 
and updating private security agents through the use of web software such as EVA 
virtual learning environments. This “Plan to develop a Virtual Learning Environment 
(EVA) to train agents in Security and Private Surveillance” is a proposal that aims to 
take advantage of Tics and web 2.0 tools to implement virtual teaching and learning 
processes, the same ones that have never been have implemented in this professional 
branch. 

12.2 Methodology 

The planning of the EVA project implemented the PMBOK Project Management 
Fundamentals Guide, which would allow, among its activities, mainly to identify 
requirements, establish communications between stakeholders, manage the scope, 
quality and risks of the project, as well as establish a schedule of work, budget and 
resources. 

For the planning of the product development, the agile Scrum framework will be 
used, which will allow responding to unforeseen changes beforehand and being able 
to make much faster deliveries. 

12.2.1 PMBOK 

The Guide to the Fundamentals of Project Management PMBOK (“Project Manage-
ment Body of Knowledge”) [1], includes a set of good practices and standards for 
project planning. 

With PMBOK, the entire life cycle of the project is managed with the achievement 
of process activities corresponding to Project Management, whose results define the 
end of one process and the start of another. As can be seen in Fig. 12.1, PMBOK  
concentrates the Project Management processes in 5 groups:

12.2.1.1 Start Process Group 

They are a set of processes that officiate the beginning of the project, stating in a 
Project Constitution Act, relevant information such as the purpose and scope of the
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Fig. 12.1 PMBOK project 
management process groups

project; Identification of the Interested Parties; assumptions and restrictions; financial 
resources to commit and designation of the Project Director. 

The information that appears in the start-up processes is of the utmost importance 
since any activity or decision that you want to take revolves around the business need 
that was established in the articles of incorporation. 

12.2.1.2 Planning Process Group 

It comprises a large set of processes that will define the scope of the project and 
detailed actions to be taken to achieve the objectives in terms of time, cost and 
quality. 

The activities of the Project Management processes are:

• Project Scope Management: Plan Scope Management, Gather Requirements, 
Define Scope, Create WBS/WBS Work Breakdown Structure.

• Management of the project schedule: plan the management of the schedule, 
define activities, sequence the activities, estimate the duration of the activities 
and develop the schedule.

• Project cost management: plan cost management, estimate costs, determine 
budget.

• Project quality management: plan quality management.
• Project resource management: plan resource management, estimate activity 

resources.
• Project communications management, plan communications management.
• Project risk management: plan risk management, identify risks, perform quanti-

tative risk analysis, plan risk response and perform qualitative risk analysis.
• Management of the Stakeholders of the project: plan the management of the 

interested parties.
• Project procurement management: Plan project procurement management.
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12.2.1.3 Execution Process Group 

For this group of processes, the Scrum agile framework will be implemented in order 
to obtain a product based on defined iterations with specific objectives and tasks. 

12.2.1.4 Group of Monitoring and Control Processes 

They are a set of processes dedicated exclusively to Monitoring project performance, 
taking action, reporting and disseminating; Control refers to comparing actual and 
planned performance, evaluating alternatives and recommending corrective actions. 

The activities of the Monitoring and Control processes are:

• Project scope management: validate and control the scope.
• Project schedule management: controls the schedule.
• Project risk management: monitor risks. 

12.2.1.5 Closing Process Group 

They are processes that determine the formal closure of the project based on a 
verification of each process of each group. 

12.2.2 Scrums 

The Scrum Guide clearly and simply defines Scrum as a process framework that has 
been used to manage the development of complex products since the early 1990s, 
within which various processes and techniques can be used [1, 2]. Scrum is based 
on the Scrum Team and its roles, artifacts and events. We can see in Table 12.1 the 
roles, artifacts and events: 

Table 12.1 Scrum 
framework 

Scrum team Artifact Event 

Product Owner *Product Backlog *Sprint Planning 

Scrum Master 
Development Team 

*Sprint Backlog *Daily Scrum 
*Sprint review 
*Sprint retrospective
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Table 12.2 Artifacts of Scrum 

Artifact Event 

Product Backlog It is the ordered and prioritized list of product requirements, it contains 
characteristics, functionalities, product requirements to be carried out. Some 
attributes of the Product Backlog are: description, order, estimate and value 
The Product Owner is responsible for managing the Product Backlog 

Sprint Backlog It is the list of elements of the Product Backlog selected for the Sprints, plus 
those product increments made by the Development Team 

12.2.2.1 Scrum Team 

The Scrum Team is made up of:

• The Product Owner is in charge of optimizing and maximizing the value of the 
product and the work of the Development Team. The Product Owner’s deci-
sions are respected and should be reflected in the content and prioritization of the 
Product Backlog.

• The Scrum Master has the main function that the entire Scrum Team understands 
and adopts the Scrum; its theory and rules. Maximizes the value created by the 
Product Owner and the Development Team.

• The Development Team or development team is a group of highly technical 
professionals responsible for creating a high-quality product. 

12.2.2.2 Artifacts 

They reference key information that maximizes work, provides transparency and 
opportunities for product development. A description of the artifacts is shown in 
Table 12.2. 

12.2.2.3 Events 

Events are blocks of time (time box) that allow the Scrum Team to hold work meet-
ings. The Sprint represents a container of events and each event constitutes a tempo-
rary block (iteration), the result of the Sprint is an increment of finished product. 
Table 12.3 shows a description of the events:

12.2.2.4 Scrum Cycle 

The Product Owner, Scrum Master and the Development Team are involved in the 
process. The characteristics of a product are reflected in the Product Backlog, whose 
order of priority is determined by the Product Owner, the Scrum cycle can be seen 
in Fig. 12.2
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Table 12.3 Events in Scrum 

Artifact Event 

Sprint planning It is a meeting that allows planning the tasks that will be carried out in an 
iteration divided into 2 parts 
1st part of the meeting with a maximum Timebox of 4 h 
• The Product Owner presents the prioritized Product Backlog 
• Name the goal of the iteration 
• Proposes the highest priority requirements to be developed in the 
iteration 

• The Scrum Team verifies the Product Backlog 
• Questions are asked to the Product Owner about concerns 
• The Scrum Team adds: satisfaction conditions and selects the highest 
priority objectives/requirements 

2nd part of the meeting with a maximum Timebox of 4 h 
• The Scrum Team plans the iterations, prioritizing themselves to obtain 
the best possible result and with minimal effort 

• The Scrum Team defines the tasks that complete each requirement, the 
estimation of each task is made 

• The members of the Development Team assign themselves tasks 
according to their specialty 

Daily scrum They are Scrum Team meetings with a 15-min Timebox, whose purpose is 
to combine activities, transfer information and establish commitments to 
fulfill in a work plan for the next Daily Scrum 
The inevitable questions in this type of meeting are: What was done 
yesterday? What was done today? What will you do tomorrow? and what 
problems did you find? 

Sprint review They are informal meetings between the Scrum Team, Product Owner and 
Stakeholders with a Timebox of 4 h for Sprints of 1 month and shorter 
Timebox depending on shorter Sprints 
The meeting is for feedback on the Sprints and the Product Backlog 

Sprint retrospective They are formal meetings between the Scrum Master and the Development 
Team with a Timebox of 3 h for Sprints of 1 month and shorter Timebox 
depending on shorter Sprints 
The retrospective Sprint continually seeks to improve the performance and 
quality of the product, and improvements are defined for the next Sprint

The Product Owner subsequently transmits the Product Backlog to the Scrum 
Master and the Development Team in a Sprint Planning, where it is planned how to 
provide a solution to the product in the first phase, the result of which is the obtaining 
of a list of functionalities, Sprint Backlog; the product development process called 
Sprint continues in which the Scrum Master and the Development Team participate; 
During the Sprint, other events take place, such as the Daily Scrum, daily 15-min 
follow-up meetings. At the end of the Sprint, another event called Sprint Review 
occurs, which creates a moment for the Scrum Team to verify compliance with 
the goals and assigned development times; it ends with a last event called Sprint 
Retrospective that looks for improvements that can be applied to the next Sprint, the 
fulfillment of all the Sprints forms the final functional product.
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Fig. 12.2 Scrum cycle

12.3 Results 

12.3.1 Start Phase 

The National Association of Comprehensive Security and Investigation Compa-
nies—ANESI authorizes a project according to a business need and appoints Mr. 
Robert Cedeño as Project Director, who must comply with different processes that 
define the beginning of the project: 

12.3.1.1 Project Constitution Act 

The beginning of the project is endorsed or made official by the organization, the 
ANESI in a Project Constitution Act that generally contemplates:

• Description of the product to be obtained, purpose and scope of the project.
• Business need and cost–benefit analysis
• Internal agreements to ensure proper delivery of the project. 

12.3.1.2 Purpose of the Project 

The purpose of the project is to plan the development of a web platform that works 
in the cloud, provided with a set of computer tools that are easy to access and use 
for teaching e-learning to agents in Security and Private Surveillance. 

The project must contemplate different pedagogical and technological compo-
nents of an LMS learning management system, but with innovative implementations 
of biometric security and exploitation of 3D environments.
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The implementation of the project in the cloud would imply the elimination of 
unnecessary geographical displacements on the part of the users, saving time and 
reducing travel and travel expenses; likewise, access to training in private security 
would increase. 

12.3.1.3 Description of Roles and Responsibilities 

The organizational structure for the project is shown in Fig. 12.3: 

• Project manager: is the guide person, responsible for managing and evaluating 
the development of the project, achievements and compliance with the schedule; 
plans and monitors the project; manages the internal communication of the work 
team. Promote practices that reflect teamwork.

• Project Coordinator: is responsible for ensuring the scope and success of the 
project. Its functions are to coordinate all project activities, manage budget, ensure 
risks and quality of the project. Maintains communication with Stakeholders and 
Work Package Leaders.

• Stakeholders: The stakeholders of the project maintain communication with the 
Project Coordinator and the leaders of the WP work packages; The greatest contri-
bution to the project is the promotion of participation, involvement and acceptance 
of work approaches with the purpose of achieving the success of the project.

• WP Work Package Leader: is the person responsible for the administration of each 
work package and all its tasks. Its functions are to organize and manage the tasks of 
the work package, coordinate delivery of work packages, ensure compliance with 
objectives and results of the work package. Delivery to the Project Coordinator 
information regarding the work package.

• Task Leader: is the person responsible for managing a task belonging to a WP 
work package. Its main functions are to coordinate delivery of tasks, maintain

Chief Executive 

Project Manager 

Senior Leader WP1 
start pase planning 

phase 

Senior Leader WP2 
planning phase 

Senior Leader WP3 
execution pase 

Senior Leader WP4 
monitoring pase 

Senior Leader WP5 
closing phase 

Stakeholders 

Fig. 12.3 Organizational structure of the project
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communication with the WP Work Package Leaders by delivering information 
related to the task.

12.3.1.4 Assumptions and Restrictions

• The project aims to boost the education and training of security agents virtually, 
to provide a greater number of professionals in security and citizen surveillance 
available to private companies and civil society.

• The project implements new implementations to the existing LMS with the 
purpose of complying with the requirements of the Ministry of Government to 
the Training Centers of security and surveillance agents.

• There is a commitment by the Stakeholders to participate in the project in 
accordance with the provisions of the Work Plan.

• The start and end time of the project should not exceed 12 months.
• The project must consider functional and non-functional requirements. 

12.3.1.5 Interested Parties 

The Stakeholders or stakeholders of the project are the organizations with which 
ANESI has some type of interrelation, these organizations can be influenced by the 
implementation of the project, as shown in Fig. 12.4.

The level of interest in the project is analyzed once the stakeholders have been 
identified, for which it can be determined by using a Relevance Matrix [1, 3], see 
Fig. 12.5: Relevance Matrix.

Stakeholders with interest and influence in the project can also be identified 
according to the Influence-Impact Matrix, see Fig. 12.6.

12.3.2 Planning Phase 

12.3.2.1 Scope Management Plan 

Requirements Management 

Through the active participation of the Stakeholders, it is possible to determine the 
needs in product requirements, the documentation of these conditions or character-
istics of the product are known in the agile Scrum framework as User Stories. Based 
on the PMBOK Guide, Table 12.4 was built: Project Requirements, which includes 
the different functional and non-functional requirements of the project:
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Fig. 12.4 The stakeholders

Fig. 12.5 Relevance matrix

Strategic Objectives of the Organization 

Provide quality service: customers must receive a quality service through specialized 
and trained security and surveillance personnel, with a great sense of belonging. 

Meet customer expectations: the organizational structure of ANESI [1] and 
the security companies with their personnel must demonstrate with actions the 
services they offer to customers to generate trust and fulfillment of expectations
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Fig. 12.6 Influence-impact 
matrix

for the service. Compliance with requirements: security companies must comply 
with current regulations in the preparation of their security personnel. 

Maintain necessary infrastructure: ANESI must plan and invest in updating its 
technological infrastructure at the service of security companies. 

Purpose of the Project 

Systematization of services: the project will implement e-learning services available 
to users, replacing the face-to-face study paradigm currently in use. 

Continuous service: the use of cloud services reduces ongoing costs of physical 
infrastructure, software update and guaranteed security for the operation of the web 
platform. 

Additionally, it guarantees access to the system from any physical location and 
its continuous operation. 

Implementation of services: e-learning services in this area of security and private 
surveillance are outstanding in the country. 

Product Description 

The EVA Virtual Learning Environment is designed to educate and train agents in 
Security and Private Surveillance. It is based on existing Learning Management 
Systems (LMS), but has additional features such as biometric security and the use 
of 3D virtual reality environments for teaching and e-learning. 

The project is a web-type software that works with services in the cloud, taking 
advantage of the accessibility that it would allow from any geographical location, 
accessibility from any computing device, service availability 24 h a day, 365 days 
a year, availability of software updates, Hardware and Software scalability, data 
security. 

For the design and subsequent development of the project, the use of free software 
has been planned to reduce costs.



178 N. Salgado Reyes and G. Trujillo

Table 12.4 Project requirements 

Functional requirement Non-functional requirement 

RF001-Authentication: user access to the 
study platform is through a username and 
password, through user biometrics 

RNF001-Accessibility from any location: must 
have Cloud Computing services 

RF002-User profile: information management 
of each user 

RNF002-Accessibility from any computing 
device: accessible through desktop computers, 
laptops, tablets, smartphones 

RF003-User administration: administration of 
user accounts, roles and permissions 

RNF003-Service availability: with Cloud 
Computing services, service availability is 24 h 
a day, 365 days a year 

RF004-Study cycle administration: the timing 
of the course to be taught is established 

RNF004-Availability of updates: with Cloud 
Computing services, updates are instantaneous 
and indivisible for the client 

RF005-Virtual Classroom Administration: 
virtual classroom management, user 
assignment according to role 

RNF005-Hardware Scalability: Cloud 
Computing services, Infrastructure as a Service 
(IaaS) are scalable in terms of the 
characteristics of the servers, storage and data 
security 

RF006-Administration of study subjects: 
management of study subjects, assignment of 
users according to role 

RNF006-Software Scalability: Cloud 
Computing services, platform as a service 
(PaaS) maintain availability of components, 
services, configured APIs available at all stages 
of development and testing 

RF007-Task management: it is the task 
management for the course 

RNF007-Data security: maintain security in the 
data transport layer through TLS/SSL 
certificates 

RF008-Activities administration: it is the 
activities management for the course 

RNF008-Development with free software: base 
operating system, framework, server, database, 
web server and free code libraries will be used 

RF009-Assessment administration: it is the 
evaluation management for the course 

RNF009-Web design: the web design is 
responsive, friendly and easy to use 

RF010-Administration of self-assessments: it 
is the management of self-assessments for the 
course 

RF011-Test administration: it is the test 
management for the course 

RF012-Exam administration: it is the 
administration of exams for the course 

RF013-Notes: control of notes of all tasks, 
activities, evaluations, self-assessments, tests 
and exams taken in the study cycle 

RF014-Resource Administration: includes the 
management for the administration of 
resources such as aids, questions, documents 
and outstanding works, digital libraries, digital 
repositories, wikis, blogs

(continued)
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Table 12.4 (continued)

Functional requirement Non-functional requirement

RF015-Communication: includes 
asynchronous learning-oriented tools such as 
forum, email, calendar; and synchronous as 
chat, video conference

Fig. 12.7 Work Breakdown Structure (WBS) 

The EVA Virtual Learning Environment will include an informative web portal, 
student registration and enrollment, as well as modules for Content Management, 
Administrative Management, Communication, Collaborative Work and Evaluation. 

Work Breakdown Structure (WBS) 

The work plan of this project is defined by a WBS—Work Breakdown Structure 
(EDT) divided into 5 Work Packages WP (Work Packages PT), the same ones that 
contain Task T, see Fig. 12.7: 

WP1—Initiation Phase: the organization authorizes the planning of the project 
according to the business need. In a Constitution Act they define the purpose of the 
project, description of roles, success criteria and responsibilities, identification of 
interested parties and environmental factors. 

WP2—Planning Phase: a Scope Management Plan is delivered containing the 
functional and non-functional requirements, strategic objectives of the organization 
and purpose of the project.
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Table 12.5 Human resource 

No. Role Quantity Planned days Cost days Amount 

1 Product management 1 119 $90.00 $10,710.00 

2 Product Director 1 110 $80.00 $8800.00 

3 WP Work Package Leader 5 100 $60.00 $30,000.00 

4 WP Work Package Task Leader 4 100 $45.00 $18,000.00 

5 Scrum Master 1 68 $60.00 $4080.00 

6 Multidisciplinary professionals 3 68 $40.00 $860.00 

Total $79,750.00 

Table 12.6 Hardware resource 

No. Description Quantity Unit value Amount 

1 Laptops 12 $1200.00 $14,400.00 

2 Server 1 $15,000.00 $15,000.00 

3 Terminals 3 $1000.00 $3000.00 

Total $32,400.00 

WP3—Execution Phase: the Scrum agile framework is used exclusively for 
software development planning. 

WP4—Monitoring and Control Phase: project monitoring and control activities 
are displayed, the inputs are specified: scope control flow chart, schedule diagram 
and risk diagram. 

WP5—Closure Phase: the formal closure of the project is established. 

12.3.2.2 Budget Development 

Budget Calculation 

The budget estimate focuses on various costs of human resources, hardware 
resources, software resources and other expenses. The budget in Human Resources 
for the project is displayed in Table 12.5. 

Regarding the Hardware Resource, the information is displayed in Table 12.6 

12.3.2.3 Quality Management 

PMBOK in its Quality Management addresses policies that seek to implement a 
Quality Management System in the context of the project, defining 3 clear processes 
as can be seen in Fig. 12.8.
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Fig. 12.8 Quality 
management processes 

However, the very nature of the Scrum agile framework, in the face of constant 
changes throughout the project life cycle, incorporates periodic controls in the Sprint 
Retrospective meetings with the purpose of discovering inconsistencies and quality 
problems early. 

Plan Quality Management 

The planning of the Quality Management of the project begins by identifying 
requirements by gathering information such as:

• Act of constitution of the project.
• Registration of interested parties.
• Documentation of requirements.
• Norms and evaluation standards. 

Quality Assurance 

The quality assurance of the project is carried out by defining and fulfilling the 
following activities shown in Table 12.7:

12.3.3 Monitoring and Control Phase 

12.3.3.1 Scope Control 

It is the process that monitors the status of the project and product scope. Scope 
Control is also used to manage changes, the same ones that are inevitable in any 
project, see Fig. 12.9 for the process and actions to be taken:
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Table 12.7 Activities for quality assurance 

No. Activity Description 

1 Review of deliverables • Review by a team member 
• Testing of deliverables by Development Team 
• Review to verify compliance with defined standards and 
checklist 

2 Project fit review • Review of critical products 

3 Technical review • Reviews in Scrum Team meetings 

4 Critical documentation Quality requirements on the use of the platform: 
a. Functionality 
b. Reliability 
c. Usability 
d. Efficiency 
e. Maintainability 
f. Portability

Fig. 12.9 Project scope control source: self-made 

12.3.3.2 Schedule Control 

It is the process that monitors all the activities planned in the work schedule in order 
to control and manage any changes, see Fig. 12.10 for the process and actions to be 
taken:

12.3.3.3 Risk Control 

It is the process that allows risk response plans to be used, identified and monitored 
throughout the life cycle of the project. See Fig. 12.11 for the process and actions to 
be taken:
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Fig. 12.10 Project schedule control

Fig. 12.11 Project risk control source: self-made
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12.4 Conclusion 

The ANESI with the fulfillment of the planning of the project in investment in 
technological, technical, logistical and pedagogical infrastructure will be able to 
become Education and training centers with the virtual study modality. 

With the fulfillment of the planning of the present project, it will allow to establish 
a base work for build and implement a Virtual Learning Environment for the new 
Training Centers for Security and Private Surveillance agents. 

The project meets the requirements and needs of users to be able to train virtually 
by integrating synchronous and asynchronous communication tools. 

Implementing a Virtual Learning Environment in the country will promote the 
decentralization of the service, eliminating barriers of time and distance, econom-
ically benefiting users, reducing transportation costs and improving the flow of 
applicants for security and surveillance agents. 

The project supplements with the use of 3D virtual reality immersion tech-
nology, practical modules of the curricular mesh that represents 10% of the required 
workload. 
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for Developing Smart Railway Services 
Through Crowd-Based Open Innovations 
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Abstract The railway is large and complex traffic and business system. That is why 
solving specific problems in the business and functioning of railways through classic 
business processes is difficult, expensive, and slow. The development of the Internet 
of things has enabled the wider social community to identify problems and find 
solutions in many areas of life, including on the railways. Thanks to this, opportunities 
were created for the railway to approach the solution of specific problems through 
open innovation as a more flexible, faster, and cheaper business concept. While 
foreign railways apply open innovation to improve smart railway traffic in smart 
cities, this concept has hardly been applied to Serbian Railways until now. The authors 
of the paper researched railway companies in Serbia to analyze internal stakeholders’ 
interest and readiness as possible participants in the process of open innovation in 
Serbian Railways to accept a new business concept and contribute to innovations 
in this area. The research showed that railway workers lack experience in applying 
open innovation and that there are unknowns in this area. They are also familiar with 
the possibilities, advantages, and importance of applying this business concept. With 
proper information to the employees, good conditions could be created to use open 
innovations on Serbian Railways successfully. The results of this research represent 
a reasonable basis for the application of open innovation on Serbian Railways.
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13.1 Introduction 

When introducing new technologies or business approaches into a company, it is 
beneficial to investigate the readiness of relevant stakeholders to accept the innovation 
[1, 2]. 

This paper investigates the readiness of internal stakeholders and possible partic-
ipants in developing open innovation on Serbian Railways to show their interest in 
introducing and contributing to this new business concept. 

The research aims to conduct a preliminary survey of the readiness of employees 
in railway companies in Serbia to introduce the business concept of “crowd-based” 
open innovation. By applying open innovations in railways, conditions are created for 
faster, easier, and better solving some specific issues in the functioning and business 
of this transport system [3, 4]. At the same time, open innovations in railways create 
opportunities for improving smart railway traffic, as one of the important services of 
a smart city [5, 6]. And finally, the application of “crowd-based” open innovations 
in railways provides the opportunity for citizens, the economy, and other external 
stakeholders to improve railway traffic in smart cities [7]. 

The authors described and defined internal stakeholders in railway companies, 
whose readiness depends on the acceptance and application of “crowd-based” open 
innovations on Serbian Railways and their place and role in developing this business 
concept. Then, the paper presents the model of application of open innovations in 
Serbian Railways, in which each of the internal stakeholders in the implementation 
of this project is defined. 

In the paper, the authors presented research that included 54 employees of the 
“Infrastructure of Serbian Railways,” and a railway company in the railway sector that 
is responsible for the safety and functioning of railway traffic has the most employees 
and implements the most significant infrastructure and investment projects in the 
railway sector, due to which is representative for the entire railway sector in Serbia. 
The research goal was to determine internal stakeholders’ readiness for developing 
smart railway services through open investments. In the paper, the author was first 
presented with the methodology by which the research was carried out and then 
the research results. And finally, based on the results of the conducted study, the 
authors announced future projects and analyze that they will deal with in the field of 
application of “crowd-based” open innovations as a new business concept of Serbian 
Railways, in the function of developing smart cities and smart rail traffic in them. 

13.2 Literature Review 

Until two decades ago, innovative activities took place within companies and were 
realized with internal resources, knowledge, and capacities. For the first time in 2003, 
Chesbrough used the term “open innovation,” defining it as the use of knowledge from 
the company and its environment, in order to increase internal innovation processes
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thanks to external knowledge, and to increase the market for plasma of existing 
internal innovations [8]. 

Thanks to the development of Internet intelligent devices, opportunities have been 
created for the wider social community in many areas of social life to define problems 
and offer solutions [9]. 

Thus, in the analysis of the readiness of telecommunication operators in Serbia 
for the application of crowd-based open innovations in the development of smart city 
services, internal and external stakeholders showed great interest precisely in smart 
traffic [10]. 

The railway sector has a significant impact on the European industry, so it is 
important that the railway follows the current innovative trends and adapts to the 
new digital revolution, in order to remain competitive. The RailActivation project 
investigated innovations in small and medium-sized enterprises for the needs of 
rail transport [3]. The development of the service sector and its improvement in 
meeting social needs, as well as the competitiveness of services, are directly related 
to innovations and the level of innovation [11]. 

When it comes to the railway sector, the authors investigated non-technological 
innovations, especially workplace innovations in 203 railway entities across the Euro-
pean Union, defining ways to implement them [12]. Some authors also propose the 
formation of an innovative transport-logistics cluster as an organizational basis for 
the collection and development of scientific ideas and knowledge for the needs of 
industrial railway transport companies [13]. 

Organizations must be able to attract external knowledge, which is extremely 
related to an open innovation approach. Through semi-structured interviews with 
eight railway traffic experts, it is confirmed that open innovation and knowledge 
management are complementary in various aspects, and that internal mechanisms 
at the railways can influence the integration of knowledge by using the online 
community [4]. 

Companies are reorienting from an exclusively internal type of organization of 
innovation activities to mainly external ones due to the mass digitization of all aspects 
of the activity and the reduction of the duration of the equipment and technology 
update cycle. That is why some authors researched the forms of innovation in selected 
world railway companies, with the aim of looking at the tools, methods and its 
most common forms [14]. The modernization of railway transport encourages the 
development of innovative activity in the wider social community, so the construction 
of the high-speed railway in China contributed to an increase in the number of 
registered patents in the cities connected to the high-speed railway [15]. 

The digitalization of the railway industry and its future challenges was among the 
main topics at the International Transport Technology Fair (Inno Trans) 2016. It is 
an opportunity for the future and competitiveness of the European railway industry, 
based on an intelligent railway system and artificial intelligence [16]. 

A true example of the connection between open innovation and artificial intelli-
gence in the railway system is the “ATUVIS” project (autonomous robot for visual 
inspection of train undercarriage), which was implemented by professors from the
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Faculty of Mechanical Engineering at the University of Niš, led by Professor Alek-
sandar Miltenović. The prototype was made at the request of private railway operators 
with the aim of controlling trains and was financed thanks to the European Union 
program [16]. 

And the application of open innovations contributes to the development of intelli-
gent railway systems. Thanks to this, rail transport is becoming an important function 
of smart cities today. 

13.3 Roles and Stakeholders in Crowd-Based Open 
Innovation in Railway Context 

The beginning of open innovation on Serbian Railways dates back to the mid-eighties 
of the last century. Thus, in 1984, the Active Inventors of the Railway Transport 
Company “Belgrade” was founded, which in 1998 was transformed into the Organi-
zation of Inventors of Railwaymen of Serbia. The founders of this organization were 
inventors and authors of technical improvements to the railway. 

Of course, then, the global development of the Internet and the Internet of things 
(hereinafter: IoT), and therefore also on the Serbian Railways, did not enable the 
application of the “crowd-based” business model of open innovation in today’s 
classical sense. 

Until two decades ago, their employees implemented innovative activities and 
development projects exclusively within the companies, under controlled conditions, 
and without competition. 

At the end of the twentieth century, Serbian Railways lacked only Internet plat-
forms to apply “crowd-based” open innovations. In designing, developing, and imple-
menting innovations, the employees of Serbian Railways had complete indepen-
dence, innovative activities were not part of their work duties and tasks, and experts 
from outside the railways, most often from business or educational institutions, could 
be involved in those development projects. With their innovations and technical 
improvements, they resolved issues of efficiency, safety, and working conditions on 
the railways. Their status was determined by normative acts of Serbian Railways, 
including monetary compensation. This resulted in close to a thousand technical 
solutions, of which about 60% were accepted, resulting in savings of several million 
euros in the previous three and a half decades [17]. 

However, the restructuring of “Serbian Railways” into four railway companies, 
which was implemented in 2015, was accompanied by a loss of business interest in 
innovative processes, so the three newly founded railway companies “Infrastructure 
of Serbian Railways,” “Srbija Voz,” and “Srbija Cargo” were not even until today 
defined the status of innovators and innovations in the railways. Unlike many other 
railways, which in the innovative field followed the global technological development 
of the Internet and IoT, this was not the case for Serbian Railways. All this resulted 
not only in the fact that the business system of open innovation did not take off but in
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the gradual shutdown of the innovative process on Serbian Railways. Nevertheless, 
past experiences in innovative work can certainly contribute positively to the future 
development of the “crowd-based” of open innovations in the railway sector in Serbia. 

By adopting the “crowd-based” model of open innovation, Serbian Railways can 
simply and efficiently expand their opportunities for new ideas, research, innovation, 
and company development and increase savings and revenue. 

13.3.1 A Model for Introducing the Concept of Open 
Innovation in Serbian Railways 

For the concept of open innovation to be introduced in Serbian Railways, it is 
necessary to fulfill the following conditions: 

1. Formal–legal and normative 

(a) The Board of Directors of the railway company should adopt the rulebook on 
open innovation. This rulebook would fully regulate the area of open innova-
tion in the railway company, among other things, the procedure for starting an 
initiative to solve specific issues through open innovation, the flow of innova-
tive activities, then the deadlines for implementation, methods, and sources of 
financing, financial incentives for innovators, as well as the procedure for the 
practical application of innovations and copyright protection. 

2. Technical–technological 

(a) Construction of an Internet platform will enable the railway company to find 
sources of innovation and participants in the innovation process in the business 
environment and among citizens, not only among its employees. 

The open innovation platform provider would have the task of providing the technical 
infrastructure and Internet platform. Internet services for the operation of the plat-
form, setting up an internal organization and hiring human resources for marketing 
the platform, implementation of business processes, user support, service billing, as 
well as copyright and other rights protection participants in the work of the platform, 
which is a very complex set of tasks. 

3. Organizational and personnel 

(a) Establishment of the Department for Open Innovation. 

The department for open innovation would be established based on the decision of the 
Board of Directors of the railway company on changes in organization and system-
atization. The department could be organized within the development or human 
resources sectors.
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The department for open innovation would perform all administrative and profes-
sional tasks related to innovative activities and their application, which the decision 
would precisely define on changes to the organization and systematization of the 
railway company and the rulebook on open innovation. 

(b) Appointment of the Expert Committee for Innovation. 

The Innovation Commission would be formed by the Appointment Decision, which 
the General Manager makes of the railway company. The Appointment Deci-
sion defines the tasks, obligations, and responsibilities of the members of this 
Commission. The Commission would be composed of railway experts from various 
fields (traffic, electrical, mechanical, construction, legal, economic, information 
technology, etc.). 

This Commission would have the task of defining issues and problems in the 
functioning and operation of railway systems, which should and could be solved 
through open innovation. Also, this Commission would resolve requests submitted 
in the open innovation system. 

The Commission would submit all its decisions to the Board of Directors for final 
decision-making, and its work would answer to the general director of the railway 
company. 

4. Financial 

As its management bodies, the Board of Directors and the Assembly of the railway 
company would define the financial resources necessary for establishing and applying 
the principle of open innovation on an annual basis through the business program 
approved by the Government of the Republic of Serbia. 

13.3.2 Stakeholders in Serbian Railways 

For the “crowd-based” business concept of open innovation to be successfully imple-
mented in Serbian Railways, it is necessary to define the stakeholders and their roles 
in this process. 

Stakeholders in “crowd-based” open innovations on Serbian Railways can be 
internal and external. 

Internal stakeholders 

Internal stakeholders in Serbian Railways contribute to the launch of the business 
concept of open innovation by making appropriate decisions. They are looking for 
partners with ideas and knowledge for specific issues through the platform. With 
their work and actions, they contribute to the development of “crowd-based” open 
innovation.
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The internal stakeholders of Serbian Railways are as follows: 

(a) Management bodies of Serbian Railways, 

– the general director, the Board of Directors, and the Assembly are manage-
ment bodies that make appropriate decisions regarding the implementation 
of open innovations; 

(b) Managerial level of the company, 

– this management level should create conditions for the application of the 
concept of open innovation; 

(c) Expert services of Serbian Railways, 

– departments of traffic, construction, electrotechnical, investment, informa-
tion, and other professional activities on railways, which should identify and 
define specific issues, problems, and areas that can be solved with the business 
concept of open innovation; 

(d) Employees in the executive services of Serbian Railways, 

– we are talking about employees who should point out technical–techno-
logical difficulties and problems when performing daily work and work 
tasks, the solution of which will improve efficiency, improve operations and 
functioning and increase savings and revenues of the railway company. 

External stakeholders 

External stakeholders represent individuals, groups, or organizations interested in 
transferring their innovative ideas and knowledge to Serbian Railways through the 
Internet platform, for money, or to achieve some other interest. 

When it comes to Serbian Railways, external stakeholders can be: 

(a) state authorities (Ministry, Government of the Republic of Serbia), which should 
accept the concept of open innovation as a principle for solving specific problems 
on the railways; 

(a) employees in the railway sector. 

– considering the complexity and multidisciplinarity of railway traffic, 
we are talking about railway workers who would be engaged outside of 
their regular business obligations and work tasks; 

(b) Companies working for the needs of Serbian Railways–railway industry 

– about two thousand domestic and foreign companies that work for the needs 
of Serbian Railways;
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(c) Academic institutions (e.g., Faculty of Traffic, Mechanical Engineering, Civil 
Engineering or Electrical Engineering, Faculty of Organizational Sciences, 
Institutes, and the like); 

(d) Public administration and local self-government; 
(e) Entrepreneurs; 
(f) Freelancers; 
(g) citizens. 

And while there is no implementation of an open innovation project without 
external stakeholders, the “crowd-based” open innovation business concept cannot 
even be launched and implemented without internal stakeholders. 

13.4 Methodology 

The railway is a significant and technically-technologically complex traffic and busi-
ness system, which is why the definitive solution to specific problems in functioning 
is complicated, expensive, and slow. The improvement of infrastructure solutions and 
business processes in specific situations is usually limited and consequently difficult 
to apply globally on the entire territory of Serbian Railways. 

Thanks to the IoT devices, the broader social community has been allowed to 
define problems and offer solutions in many areas of social life [18, 19] which also 
includes railway traffic [20–22]. This enabled railway companies to not only look 
for solutions to specific problems and situations in classic and traditional business 
processes. 

Unlike classic solutions, the business concept of open innovation is much more 
flexible, effects can be achieved in a shorter period, and their implementation is easier 
to implement and costs less. 

That is why, thanks to the business concept of open innovation, specific problems 
and specific situations in railway traffic can be solved much better, faster, and more 
manageable than classic business mechanisms. In this way, open innovations based 
on IoT, with their innovativeness and comprehensiveness, can significantly contribute 
to the functioning and business of the railway transport system [23, 24]. 

In foreign railways, open innovation has been represented for a couple of decades 
as an innovative and high-quality way of solving specific problems in functioning 
and is widely used to improve operations [4, 25–29]. 

Unlike foreign railways, the application of the concept of open innovation has not 
yet taken root on Serbian Railways. 

The first research on the willingness to participate in open innovation projects on 
railways was conducted with students from the Faculty of Organizational Sciences 
of the University of Belgrade in cooperation with railway experts [23]. The research 
was conducted on solving characteristic situations on the railway in which traffic 
safety is threatened through open innovation.
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Students have shown willingness to participate in this type of open innovation 
and similar projects in future. During this research, it was confirmed that prototype 
solutions based on open innovation and the Internet of things could contribute to 
increasing safety in specific segments of railway traffic [24]. 

However, for the business concept of open innovation to be introduced in Serbian 
Railways, it is necessary to research and analyze their readiness to adopt, organize, 
and implement this type of project. 

The authors of this paper, bearing in mind the results of the previous research, 
surveyed the companies in the railway sector in Serbia dedicated to the analysis of 
their readiness to include an Internet platform for open innovation and the application 
of the “crowd-based” business model of open innovation in their services in future. 
The survey was conducted among employees of Serbian Railways in July–September 
2022 and was in written form and anonymous. 

The survey was dedicated to researching the readiness of possible participants in 
the process of open innovation in Serbian Railways to express their interest, accept 
this concept, and contribute to innovations in this area. 

The survey covered 54 employees of the “Infrastructure of Serbian Railway,” 
which is about 1% of the total number of employees in this railway company, which 
as of December 31, 2021 had 5,801 employees [30]. 

According to the structure, the employees who were surveyed belong to the 
managerial level of the company, which should create conditions for the application 
of the concept of open innovation on Serbian Railways, and professional services, 
which should identify issues and areas in which the quality and efficiency of work can 
be improved by applying t4 which is concept. Therefore, we are talking about internal 
stakeholders in Serbian Railways, whose influence is decisive in introducing and 
using the idea of open innovation in the business and practice of Serbian Railways. 

Before the survey itself, the participants had the opportunity to familiarize them-
selves with the goal of this project and the definition, application, and importance of 
the concept of “crowd-based” open innovation through written information. 

A total of 36 questions, grouped into twelve areas, were asked of the employees 
of the “Infrastructure of Serbian Railway.” In the survey, railway workers answered 
questions about open innovation on the railways, which related to the improvement 
of innovation activity, the added value of open innovation, reputation, and social 
responsibility, then income and costs, effort and time spent, risk and loss of knowledge 
power, experiencing the value of open innovations, as well as resources for the 
application of open innovations and interest in participating in the development 
of specific services. And finally, the participants in the survey could present their 
initiatives and suggestions that the services needed by the railways could be realized 
through open innovation. 

The participants in the survey could answer the questions with one of the five 
offered answers, which read: “completely agree,” “agree,” “not sure,” “disagree,” 
and “completely disagree.” 

In addition to demographic data, the surveyed railway workers had the oppor-
tunity to state whether they had the previous experience in open innovation, as
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well as what their desired role in the project was, with the answers offered: “par-
ticipant—proposing ideas and solutions,” “participant—solving tasks and devel-
oping prototypes,” “organization and management of open innovation projects,” and 
“manager—development of strategy and business models.” 

The survey and research aimed to examine railway companies’ readiness in Serbia 
to apply the “crowd-based” open innovation business model. 

13.5 Results 

Out of 54 respondents, 15 were aged between 25 and 40, 24 were between 40 and 55, 
and 15 were over 50. There were 15 men and 39 women. Only six respondents had 
an education up to the secondary school level, and 48 had a high school education 
and above. Thirty-three respondents had earnings more elevated than 70 thousand 
dinars (Table 13.1). 

Such demographic data are conditioned by the fact that the surveyed employees 
belong to the managerial level and professional services, which in the organization of 
the railway company significantly influences the application of the concept of open 
innovation. 

Confirmation that in Serbian Railways, “crowd-based” open innovations have 
almost no application so far is the data from the research that out of 54 respondents, 
only 9 (16.7%) had the previous experience in this field. Even though they are expe-
rienced and well-positioned employees in the company’s organization. It is precisely 
the lack of prior experience in open innovation on Serbian Railways that is most 
likely the reason that the most significant number of respondents—as many as 27 
(50%), decided to be involved in future projects in this area only as a participant, 
who will propose ideas and solutions. Only nine respondents (16.7%) want to partic-
ipate in open innovation projects as participants who will solve tasks and develop 
prototypes. In contrast, 15 of them (27.8%) opted for the functions of organizing 
and managing open innovation projects. And finally, only three respondents (5.5%)

Table 13.1 Demographic 
data 

Years 25–40 40–55 <55 

15 24 15 

Gender M F 

15 39 

Experience Yes No 

12 48 

Monthly earning >70.000RSD <70.000RSD 

21 33 

Level of education High school Secondary school 

48 6 
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Fig. 13.1 Desired role in the project 

would like to develop strategy and business models of open innovation on Serbian 
Railways as managers (Fig. 13.1). 

Regarding the improvement of innovative activity on the railways, as many as 
39 respondents (72.2%) declared in the survey that they fully agree or agree with 
the statements that open innovation improves the innovative activity and innovation 
potential of railway employees. In comparison, only 15 respondents (27.8%) stated 
that they were not sure of the accuracy of one or both of these statements. That 
the respondents know the impact of open innovation on innovation activity, and the 
innovation potential of railway employees is confirmed by the fact that none of them 
stated in the survey that they disagree with the above statements. 

The respondents did not show such certainty regarding the additional values of 
open innovations. Namely, with claims that the implementation of the concept of open 
investments in the railway will increase the efficiency, quality, and volume of work 
on the railway, then the competitive advantages of the railway over other modes of 
transport, and finally increase the safety of railway traffic, with “I completely agree” 
or “I agree.” Twenty-seven respondents (50%) answered. Not one of the respondents 
declared that they disagreed with the statements, which is why the remaining 27 
respondents (50%) were unsure about any or all of the three statements. As many as 
21 times, the respondents answered that they are not sure whether the application of 
the concept of open innovation increases the safety of railway traffic, and with the 
answer “I am not sure” 12 times, the respondents in the survey expressed their opinion 
on the claims that open innovations increase the efficiency, quality, and volume of 
work on the railways. That is, to improve the competitive advantage of railways over 
other modes of transport (Fig. 13.2).

In the survey, 36 respondents (66.7%) declared that they “completely agree” or 
“agree” with the statements regarding the impact of open innovation on the reputa-
tion of the railways. According to them, there is no doubt that participation in the 
development of innovative services has a positive effect on the importance of the 
railway, on existing railway services, and the improvement of relations with service 
users. Eighteen respondents for one or more such claims answered that they were “not
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Fig. 13.2 Number of respondents who “completely agree” and “agree” with the following 
statements about open innovation in railways

sure” of their accuracy. Three respondents declared that they “completely disagree” 
or “disagree” with the statement that participation in developing innovative services 
contributes to improving relations with service users. 

One of the statements in the survey where respondents had a minor dilemma refers 
to social responsibility. As many as 45 respondents (83.3%) fully agreed or agreed 
with the statement that railways should participate in the development of innovative 
services. Only nine respondents (16.7%) were unsure of such a statement. None of 
the interviewees disputed the accuracy of this statement and did not declare that they 
disagreed with it. 

The most doubts among the respondents were caused by survey questions related 
to the income and costs of open innovation and the effort and time spent to implement 
the concept of open innovation on the railways. Thus, only 18 respondents (33.3%) 
in the survey declared that they “completely agree” or “agree” with the statements 
that the railways will generate income or savings from open innovations, as well as 
that the open innovation program will be able to finance through external grants. 
None of the respondents disagreed with any of these statements. However, as many 
as 36 respondents (66.7%) declared that they were “not sure” about the accuracy of 
one, two, or all three stated statements. As many as 27 respondents said that they 
were “not sure” about the accuracy of the statement that the railways will be able 
to finance the open innovation program through external grants, and 24 respondents 
were not sure about the accuracy of the information that the railways would achieve 
savings through the application of open innovations. In comparison, 18 respondents
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were unsure whether the railway would generate income from the open innovation 
program. This means that two-thirds of the respondents have significant uncertainties 
and dilemmas regarding revenues and savings from applying open innovation in 
railways. 

On the other hand, when it comes to the costs required for the implementation 
of the open innovation program on the railways, the most significant number of 
respondents declared that a lot of investment will be needed to realize a business 
model based on open investments on the railways, but also that these investments 
will be cost-justified. The biggest dilemma for the respondents was whether it would 
be challenging to encourage interested parties within the railway to develop a busi-
ness model based on open innovation. Thus, 33 respondents “completely agreed” or 
“agreed” that a lot of investment will be needed to implement a business model based 
on open innovation on the railways. Still, 42 respondents agreed that the investment 
in the open innovation program was cost-justified. 12 or 3 respondents did not agree 
with these two statements, and nine were unsure about the accuracy of these two 
statements. The respondents had the most dilemmas regarding the survey question 
of whether the income from the implementation of open innovations will justify the 
costs, so 15 respondents agreed that they would, that is, they would not, and 24 
respondents were not sure of the accuracy of this statement. 

In contrast to these dilemmas, the respondents in the survey were quite sure that a 
lot of effort will be necessary to implement open innovation, that it will be challenging 
to encourage railway stakeholders to implement and develop the business concept 
of open innovation, and that it will take a lot of time. Thus, 36, or two-thirds of 
respondents (66.7%), “completely agreed” or “agreed” with these three statements. 
Three respondents were not sure of the accuracy of all three of these statements, 
the same number of them were not sure whether it would take a lot of effort to 
realize the business concept of open innovations on the railway, and 12 answered in 
the survey that they were “not sure” in the statement that it would be challenging 
to encourage stakeholders within the railways to apply open innovation. Unlike the 
other respondents, three disagreed with the claims that it will be difficult to encourage 
those interested in the railway and that implementing this program will take a lot of 
time. 

That the business concept of open innovation is new and unknown on Serbian 
Railways was also confirmed by the survey questions that concerned the possible 
risk and loss of power of knowledge due to the application of open innovation. Six 
respondents “completely agreed” or “agreed” with the statement that developing a 
business model based on open innovation will cause railways to lose specific knowl-
edge, while 21 disagreed. While 12 respondents believed that the application of open 
innovations would threaten individual jobs on the railways, only three respondents 
disagreed with that statement. Unlike 15 who thought that open innovations are risky 
for the railways, 18 respondents had the opposite opinion. A total of 14 respondents 
answered 52 times to one of these statements that they were “not sure” of their 
accuracy.
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Respondents had fewer dilemmas and unknowns regarding questions related to 
experiencing the value of open innovations. Thus, 30 respondents (55.6%) “com-
pletely agreed” or “agreed” with the statements that open innovations will bring 
value to the railway, as well as genuine value to the employee that it will be worth 
the effort invested and that it will pay off. Twelve respondents (22.2%) did not agree 
with these statements, while the remaining 12 respondents were “not sure” of the 
accuracy of the stated statements. 

Respondents had even fewer dilemmas with the survey questions related to the 
resources needed to implement open innovations. A total of 36 respondents (66.66%) 
“completely agree” or “agree” with the survey statements that the railways have the 
necessary knowledge, skills, and resources for the application of open innovation, 
while nine respondents (16 0.67%). In contrast, the same numbers of respondents 
are “unsure” of the above statement. 

In the survey, respondents were also offered the opportunity to state whether they 
are interested in developing specific services based on open innovations, solving 
particular problems and situations in the safety and functioning of railway traffic. 
Respondents were offered opportunities to develop the following services based on 
open innovation: traffic safety at road crossings, electric shock from the contact 
network above the railway, use of the railway for disabled people, protective fence 
along the railway, noise from railway traffic, theft of railway parts and equipment, 
accidents on the open railway, and the safety and quality of railway traffic functioning. 
In the survey, 42 respondents (77.8%) confirmed their interest in participating in 
the development of all these services, declaring that they “completely agree” and 
“agree” with the stated statements. Only six respondents said they are not interested 
in participating in developing a service, namely the one related to accidents on the 
open railway. A total of 12 respondents declared that they were “unsure” about their 
interest in participating in developing some of the services mentioned above (Table 
13.2).

And finally, the respondents had the opportunity to propose services that the 
railways need, which could be realized through open innovation. The respondents 
mentioned three essential services for railway traffic safety that could be solved 
with open innovations. It is about detecting landslides on the railway, bursting rails, 
and deformations on the track, which could be done much more efficiently with the 
application of open innovations and IoT, with better and earlier detection than with 
current, traditional, and classic methods. 

The research conducted among the employees of railway companies to analyze 
the readiness to accept open innovations showed that railway workers do not have 
much experience in applying this business concept and have a lot of dilemmas and 
unknowns. However, the analysis indicates that railway operators are familiar with 
the possibilities, advantages, and importance of applying the business concept of 
open innovation. With sufficient information related primarily to the impact of open 
innovation on the safety and functioning of the railway, the necessary costs and 
potential income from this business concept, as well as the risks to the railway and 
individual jobs, good conditions would be created for the successful application of 
the idea of open innovation on Serbian Railways.
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Table 13.2 Respondent’s interest in participating in the development of specific services 

A proposal for the services 
that the railway needs 

“Completely agree” or 
“agree” 

“Not sure” “Disagree” or “completely 
disagree” 

Traffic safety at road 
crossings 

54 (100%) – – 

Electric shock from the 
contact network above the 
railway 

54 (100%) – – 

Use of the railway for 
persons with disabilities 

48 (88.9%) 6 (11.1%) – 

Protective fence along the 
railway 

48 (88.9%) 6 (11.1%) – 

Noise from railway traffic 48 (88.9%) 6 (11.1%) – 

Theft of railway parts and 
equipment 

48 (88.9%) 6 (11.1%) – 

Accidents on the open 
track 

42 (77.8%) 6 (11.1%) 6 (11.1%) 

Functioning of railway 
traffic 

48 (88.9%) 6 (11.1%) –

The results of this research represent an excellent theoretical starting point for the 
practical application of the business concept of open innovation on Serbian Railways 
in the coming period. 

13.6 Conclusion 

This paper presents the research results into the readiness of the railway company 
“Infrastructure of Serbian Railways” and its employees to accept and apply the new 
business concept of “crowd-based” open innovation in solving specific difficulties 
and problems in the functioning and business of this complex technical–technological 
traffic system. 

The research results showed that the surveyed railway workers had no experience 
applying open innovation and lacked confidence in using this business concept on 
Serbian Railways. However, the research showed that the employees of this railway 
company recognize the qualities, advantages, and opportunities of the concept of 
open innovation in solving problems on the railway and are ready not only to accept 
this business concept but also to participate in it. 

For open innovation to be implemented as a concept for solving specific problems 
on the railways, it is necessary first to determine the readiness of critical internal and 
external stakeholders for this kind of business concept. 

In subsequent research, the authors will analyze state authorities’ readiness to 
accept open innovation to solve specific problems on the railways. This primarily
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refers to the Government of the Republic of Serbia and relevant Ministries, which 
should accept “crowd-based” open innovation as a new business concept for Serbian 
Railways. Apart from the fact that the state administration and the Serbian Railways 
would be presented to the public as modern, innovative, and progressive in this area, 
the application of open innovations would also create the conditions for allocating less 
money for the railway infrastructure in specific segments, and for specific problems 
to be solved more quickly and efficiently. 

In future steps, it will be necessary to research and analyze other external stake-
holders, primarily the railway industry and the academic community, to determine 
their readiness to participate in the business concept of open innovation of Serbian 
Railways. 

After a critical analysis of the willingness of stakeholders to initiate and participate 
in the program concept of open innovations on Serbian Railways, the authors of this 
paper are preparing a complete pilot project and then evaluating the solutions obtained 
by the pilot project “crowd-based” open innovations. 

Through the implementation of the research mentioned above and projects, the 
authors of this work gradually create conditions for applying the concept of open 
innovation on Serbian Railways, which can be considered the highest practical and 
theoretical goal of these activities. 

In a practical sense, applying the concept of open innovation on railways can 
contribute to the development of specific products or economic activities in this trans-
port system. In a scientific understanding, new theoretical research and assumptions 
can be presented through open innovations on Serbian Railways. 

Funding This work was supported by the Ministry of Education, Science and Technological 
Development of the Republic of Serbia (institutional funding of FON and IEN). 
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Chapter 14 
A Model for Municipality Buildings 
Renting Auction on Algorand Blockchain 

Miodrag Šljukić, Aleksandra Labus , Marijana Despotović-Zrakić , 
Tamara Naumović , and Zorica Bogdanović 

Abstract Blockchain is one of the vital supportive technologies of smart city 
services. Thanks to its characteristics, blockchain impacts almost all smart city 
services. Algorand network started working in 2019. Its speed of transactions and 
low cost makes it the platform of choice for a smart city blockchain implementation. 
This paper proposes a model for blockchain auction for renting real estate owned 
by the municipality. This service is part of the overall smart city services and relies 
heavily on other smart city governance services like identity information manage-
ment, land register, and others. Implementing such a system simplifies the process 
of land and real estate management in the smart city making it more transparent. It 
lowers the costs and increases the income municipality earns from renting the asset. 

14.1 Introduction 

Blockchain is a completely replicated distributed database that stores records of all 
network transactions [19]. It is the virtual chain of ordered blocks of data consisting 
of data about the transaction and the previous block [22]. Together these autonomous 
nodes make a P2P network with a mutually agreed protocol for intercommunication 
and validation [21]. Blockchain provides interoperability, decentralization, security, 
controllability, privacy, durability, and sustainability. It is considered that the tech-
nology itself is the root of trust, which enables the transfer of information between 
participants directly, without a mediator [4].
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The ecosystem for the development of blockchain applications is defined by the 
choice of distributed database technology, the range of access to the distributed 
database, the blockchain platform, and the consensus algorithm. Support for appli-
cation development includes an integrated development environment, software 
libraries, testing and debugging tools, programming languages for smart contracts 
creation, and applications and programs for data storage. The composition of every 
ecosystem depends a lot on the application’s target area [12]. 

Blockchain is one of the critical technologies in the smart city. To comply with 
smart city requirements, blockchain technology must protect user privacy, enable 
fast processing of transactions, and comply with legal requirements. Citizens should 
have quickly learned about the use of technology [15]. The main areas of smart city 
services impacted by blockchain are healthcare, transportation, agriculture, employ-
ment, economy, education, energy and waste management, housing, and public 
privacy and safety [13]. 

This paper proposes a model for organizing a public competition for renting the 
municipality buildings as a part of lend and real estate smart city service. The context 
in which the auction is running is given, together with the detailed activity diagram 
presenting the way such a system is supposed to work. Characteristics of the Algorand 
blockchain and its underlying consensus protocol make it suitable as a platform for 
such an application. 

14.2 Blockchain for the Smart City 

Blockchain is a mechanism for achieving an agreement about the order of events 
between a set of entities. It solves the problem which originates from the ideas of 
distributed computer systems and cryptography [14]. The essential characteristic of 
a blockchain database is that most network nodes verify each transaction, which is 
immutable and guarantees transparency and security of transactions [4]. The nodes in 
the network manage the exchange of messages and make local decisions that keep the 
integrity of data in the network [19]. Nodes do not trust each other, and the tolerance 
level for dishonest nodes depends on the consensus algorithm [21]. Although there 
are a lot of distributed database technologies based on a consensus, blockchain is 
the only one that can provide a system resistant to censoring and does not require 
mutual trust or gaining permission for participation in a network [20]. 

A blockchain is a ledger in which the data can be added at the end, while previously 
added data cannot be modified [14]. Data is always added in the form of a block 
linked to the previous block, making the chain of the blocks. Adding a block to 
the chain is called a transaction, which can be “in progress” or “validated.” The 
transaction validation process is called “mining,” which is done by selecting the 
set of transactions, ordering it, and verifying if all transactions follow the defined 
consensus rules. Once this process successfully finishes, the transaction is considered 
valid and becomes immutable.
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Table 14.1 Comparison of popular blockchain platforms 

Platform Consensus algorithm Time to generate a block (in 
sec) 

Number of transactions per 
sec 

Bitcoin PoW ~600 ~4.6 

Ethereum PoW ~13 ~7–15 

Algorand PPoS ~10 >1000 

Source Medury, L., Ghosh, S.: Design and analysis of blockchain-based resale marketplace. Smart 
Inno. Syst. Tech. 251(April), 481–490, p. 9 (2022). https://doi.org/10.1007/978-981-16-3945-6_47 

The major characteristics of the network are decentralization, security, and scal-
ability. Blockchain is considered decentralized if a single node cannot reach a 
consensus. The larger the number of participants in the consensus, the larger the 
degree of network decentralization. Blockchain security assumes that the attacker 
must control a large number of nodes participating in the consensus to change the 
correct functioning of the blockchain. Each consensus algorithm has its tolerance 
limit, which is usually about a third of the consensus participants. Scalability is the 
property of the blockchain to provide high throughput of transactions and future 
growth. Scalability is still a significant problem for blockchain networks. Scalability 
trilemma means that it is impossible to make the system scalable, decentralized, and 
secure at the same time, but concessions must be made in some aspects [21]. There 
are different ways networks fight for better performances, like limiting the number 
of new block creations, limiting the size of blocks, etc. [14]. The differences between 
different protocols and their variations and implementations on other platforms are 
significant. The comparison of the most popular platforms is shown in Table 14.1. 

Depending on who can read and write the data in the blockchain, it can be public, 
private, or consortia. In public networks, everybody can access the data and start 
a transaction. There is no trust between the nodes. The throughput of this kind of 
blockchain is limited, costs are high, and privacy and anonymity are missing. Only 
authorized users are allowed to access the private blockchain. The level of trust 
between the nodes and the speed of transactions is high, but these networks are 
highly centralized. Consortia chains link multiple companies, grow easily, and are 
easy to manage, but the problem is the lack of unique industrial standards [28]. 

Similar to the previous classification, networks can be permissioned and permis-
sionless. Only nodes with permission can participate in consensus in permissioned 
networks, while permissionless networks allow anybody to join the network. This 
causes different ways of enticing participants to participate in consensus: permis-
sioned networks usually do not offer a reward since the users already have a clearly 
defined goal. In contrast, permissionless networks lack this goal and must be provided 
some kind of reward for the users to participate in consensus. This reward is usually 
the native cryptocurrency of the network [21]. Since permissionless networks lack 
central authority, reaching consensus in this type of network is not a trivial task [22]. 

The consensus is a mechanism that blockchain network uses to keep data integrity 
and consistency, prevents errors, and maintains record immutability. It is the key

https://doi.org/10.1007/978-981-16-3945-6_47
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process in a blockchain because it provides chain security and reaches an agree-
ment about its content [4]. The differences in consensus throughput, security, energy 
consumption, and scalability directly affect the chain’s quality and usability for its 
intended purpose. The problem of consensus can be reduced to making a joint deci-
sion in the presence of a small group of traitors. Because of this assumption, a 
consensus has to be tolerant of errors [20]. There are many types of consensus algo-
rithms, the most popular of which are proof of work (PoW) and proof of stake (PoS) 
protocols. Each of them has its variations [19]. PoW is one of the oldest and most 
widely accepted protocols on which Bitcoin is based. One of the main problems of 
this protocol is its speed and energy consumption. It is estimated that the total energy 
consumption per year caused by mining is more than that of countries like Austria or 
the Netherlands [8]. PoS is an alternative to PoW protocol which tries to overcome 
the weaknesses of PoW. Here, instead of solving the complex problem, participants 
are obliged to possess a certain amount of native cryptocurrency. Block rewards are 
smaller because the costs are smaller too. Opponents of this protocol point out the 
“nothing at stake” problem, which means that since the participant has nothing to 
lose, he might record any block, regardless of its validity. Scalability and the capa-
bility of processing a large number of transactions with insignificant growth of the 
costs, in particular, enable expansion of the usage of PoS protocol to the areas like 
asset tokenization. At the same time, it increases the efficiency of settling transactions 
[22]. 

One of the most important blockchain functionalities today is a smart contract. 
These are computer programs embedded in a blockchain that consists of a set of 
protocols and the conditions for their activation [4]. They can operate only over the 
data which resides inside the network [21]. Since they function inside the blockchain, 
they are trustworthy by definition, eliminating the need for a mediator and making the 
transactions cheaper [20]. Smart contracts create, verify, and take care of the execu-
tion of agreements when the conditions are fulfilled, which makes them applicable 
in finances, supply chains, intellectual rights, etc. [4]. 

Although blockchain technology can be considered revolutionary in many aspects, 
numerous problems prevent its more intensive application. These problems can be 
classified as technical and non-technical. The most significant technical problems are 
scalability and interoperability. Non-technical issues relate to the decision makers’ 
lack of knowledge about technology and their reluctance to apply it until widespread, 
the lack of integration tools, and the lack of experts in this area. There is also a fear 
for data privacy and concern about the correctness of the data since, once added, they 
cannot be modified [12]. There are also a lot of legal problems, including anonymity 
of the participants, compliance with GDPR, and court jurisdiction [23]. 

14.3 Algorand Blockchain 

Algorand is a new public blockchain platform established in 2019. Its native cryp-
tocurrency is Algo. Algorand supports the creation of smart contracts and tokens
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that represent the property. Algorand standard assets (ASAs) are the concept that 
enables the simple creation of fungible (FT) and non-fungible (NFT) tokens and 
their management [16]. 

Consensus in Algorand is achieved using the pure proof of stake (PPos) protocol, 
whose author is also the founder of Algorand. It is based on Byzantine protocol but 
provides more equality than its predecessor [10]. The probability that a node in a 
network will be chosen to validate is proportional to its stake, i.e., to the amount 
of Algos, the user is willing to freeze for a certain period, giving them the right to 
validate. The goal of the freezing is to keep the currency on the platform while solving 
the “nothing at stake” issue. Two key concepts of Algorand’s consensus are verifiable 
random function (VRF) and participation keys. VRF is a function that takes a user 
key as an input and a value, producing pseudorandom output that everybody can use 
to verify the result. It is used for the choice of a leader who proposes the block of 
transactions and the members of the voting committee. Accounts with higher stakes 
have a higher probability of being chosen. This ensures that the fraudster cannot get 
any benefit from fake accounts [1]. 

Algorand accounts are entities linked to specific data from the block. Account ID 
is the Algorand address created by the user’s public key transformation. The account 
balance is initialized at the time of the first transfer of Algos to another account. The 
minimal balance is 100.000 microAlgos. It is possible to create an account using 
the TEAL program. Accounts can be online and offline accounts. Regarding the 
number of signatures, accounts can be single or multi-signature accounts requiring 
specific signatures from the list of all available signatures to initiate a valid transaction 
(Overview, n.d.-b). 

Algorand smart contracts (ASC1) are small distributed applications that work 
at the first level and do different functions. There are two main categories of 
smart contracts: smart contracts (stateful contracts) and smart signatures (stateless 
contracts). Both kinds of contracts are written in TEAL programming language and 
executed inside Algorand’s virtual machine (AVM). Since TEAL is an assembler-
like programming language, the Python library was written to make programming 
easier. When uploaded to the network, smart contracts are called applications and 
can be activated by any node in Algorand’s network. A special kind of transaction 
that activates them is called an application call. This is the way to handle the primary 
decentralized logic of DApps. Applications can modify the state of global and local 
variables and access the data in the blockchain, like account balance, asset parameter 
configuration, or the time of the last block validation. Applications are also used as 
a part of transaction execution logic, including application call transactions, which 
enables application chaining. Each application can have a linked account where 
Algos can be stored, ASA, or they can be linked to the account where Algos are 
kept. Smart signatures use logic to sign transactions in the situation of account rights 
delegation. The logic of a smart signature is activated at the transaction execution 
time; if it is not satisfied, the transaction will fail [11]. 

Stablecoins, loyalty points, system credits, game points, etc., are represented by 
ASA. Besides them, ASA supports NFTs, like collectibles, unique parts of supply 
chains, etc., and there is an option to restrict transactions with the asset, which
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enables the digitalization of securities and certificates. The type of asset depends on 
the parameters configurable at the time of the asset creation, while some parameters 
can be reconfigured later. Transactions with ASA include the creation, modification, 
acceptance, transfer, freezing, recalling, and canceling of the asset [2]. 

There are six types of transactions [26].

• payment, i.e., transfer of Algos between accounts
• key registration, i.e., account creation
• asset configuration, which includes creation, modification of parameters of 

removing the asset from the chain
• asset freezing, which gives or forbids the right to the user to transfer or accept the 

asset
• asset transfer, and
• application call. 

Before transactions are sent to the network, they must be authorized by signing. 
Signatures can be single, multiple, or logical. Logical signatures are used for autho-
rization of transactions linked to Algorand smart contracts in a situation where the 
spending is done from the account of the smart contract or delegated account [25]. 
Algorand transactions are valid at most during the 1.000 rounds. The minimal fee 
for transaction execution is 1000 microAlgos [26]. Transactions that are part of the 
transfer are executed in a group. If one of them fails, none is executed. This is the way 
to eliminate the mediator in a transaction. This way of transaction execution is called 
atomized transfer. It eliminates the need for more complex algorithms that exist in 
other blockchain networks. Atomized transactions are used in circular trades, group 
payments, decentralized exchanges, distributed payments, summary payments of fee 
when it is paid for multiple accounts from one account, etc. To implement atomized 
transfer, transactions are first grouped, and each of them is assigned a group ID. The 
individual transactions are separated again and sent to their creators for signing. In 
the final step, they are collected again and sent to the network as a group [3]. 

A new block is added in three steps executed by the randomly chosen committee: 
proposal, selection (also called soft vote), and validation (certify vote) of the block 
[9]. In the first step, a new leader is chosen, which will propose the block. Then, new 
committee is randomly chosen to reach the BA about the block proposed by the leader. 
A prescribed number of committee members digitally sign the block. In the last step, 
digital certificate and identity of the committee members who had signed the block, 
coupled with the hash, goes around the network so all the nodes can authenticate 
the new block. Compared to the PoW protocol, the Algorands protocol requires a 
minimal amount of energy, while the probability of forking is at the minimum [20]. It 
is estimated that Algorand is among the fastest permissionless networks with about 
1200 transactions per second capacity. The block is created on average in less than 
5 s [21]. 

Essential tools which provide nodes with the capability to perform their functions 
on the networks are [17].
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• goal—a command-line tool that enables interaction with the node and execution 
of basic functions like account creation, searching the ledger, and transaction 
creation

• algod—the main process for blockchain management, which processes the 
messages between nodes, executes protocol, writes blocks to the disk, and enables 
access to the REST API server used for network access in applications

• kmd—background process responsible for interactions with private keys, trans-
action signatures, and communication with hardware wallets

• algokey—command-line tool for the generation, export, and import of keys
• carpenter— debugger which enables visualization and monitoring of protocol 

execution 

Aside from these, there is a set of development tools that constitute the protocol 
and enable simple and efficient creation of applications for digital asset transfer, 
tokenization, issuing cryptocurrencies, transaction escrow, smart contract creations, 
access to historical data, metainformation addition, access rights delegation, access 
to the global variables or the combination of these functionalities. 

The search is usually very slow in the blockchain. Algorand solves this problem 
with the tool called indexer. It is a Postgres database accessed through REST API 
[5]. 

14.4 Problem Statement and Solution Design 

This paper focuses on the land and properties group of the smart city services, partic-
ularly the municipality buildings and their renting. To make use of the blockchain, a 
land registry needs to be put in the blockchain. It is useful to have all parcels of the 
land and all properties in the city in the register, not only the ones owned by the city 
itself. 

Municipalities make income from renting the properties and land they own. The 
process of choosing a renter should be transparent and guided by clear rules. That is 
why blockchain is the technology of choice when it comes to organizing auctions. 

Figure 14.1 shows the context in which the blockchain is applied to organize 
auctions. The main actors here are the municipality and bidder who communicate 
through the set of applications developed to enable citizens to lease the property.

Prerequisites of the auction process are as follows:

• The registry of all land and property intended for renting should be in the 
blockchain

• The bidder must be registered in the database and have an account in the blockchain
• The municipality must provide cryptocurrency in which the rent will be collected 

The steps of the auction are presented in Fig. 14.2.
Auction starts when the municipality defines terms. The most important of them 

is the real estate that is the object of the auction, the time for registration, deposit
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municipality 

bidder 

citizen SME 

Issue cryptocurrency 

Manage Land and Real Estate Register 

Rent municipality Building 

Manage Identity Information 

Fig. 14.1 Use case diagram for auction

amount, minimal price, starting and ending time for bidding, the types of participants 
who are allowed to participate in the auction, etc. 

To register, bidders must have a blockchain account and deposit a prescribed 
amount of cryptocurrency. By getting bidder detail, the municipality will compare 
prescribed terms for the auction with statutory and historical data about the bidder and 
validate them. In that process, the municipality uses identity information retrieved 
from databases that are also on the blockchain. These databases contain personal 
information about owners, statutory information about MSP, and the history of their 
transactions with the municipality. If there are some special conditions for the auction, 
for example, the request for a bidder to have special licenses, that information will 
be obtained from the identity management database too. If the data satisfies the 
conditions for the auction, the participant is registered and can bid as soon as the 
auction starts. 

At the scheduled time, the system should be ready to accept bids from registered 
users. Bids are put in the blockchain until the auction is closed. Upon the auction’s 
closing, the best bid will be pronounced, and the smart contract will be signed between 
the municipality and the winner. The system will return the deposit to other partici-
pants. For the winner, the system will include the deposit in the bid amount and wait 
for the time scheduled for the payment. It can be periodical payment, or payment in 
advance at some time after the auction is closed. 

The system will enable a municipality to monitor and audit the fulfillment of 
the contract. If the payment is not done following the contract, the contract will be
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Fig. 14.2 Activity diagram 
for the auction of the real 
estate

Real estate auction 

Municipality Bidder 

Define auction time Make deposit 

Start auction Bid 

Close auction 

Return deposit 

Audit 

Invalid contract 

Sign smart contract 

Continue lease 

Register 

Contract expired 

Contract still 
valid 

Installment  not paid 

Installment 
paid 

Best bid 

Bid is valid 

Invalid bid 

Registration ok 

Registration 
invalid 
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canceled automatically by the system. This process will continue until the time of 
expiration of the contract. 

14.5 Discussion and Conclusion 

This paper presents a model of an auction for renting municipality buildings. The 
proposed model enables the municipality to better manage properties it owns, 
makes higher revenue, lowers the auction cost, and monitors fee collection. Using 
blockchain makes the process more transparent and simpler. 

Similar solutions found in the literature can broadly be classified as general 
blockchain auction solutions and those put in the context of smart city services. 
Contrary to generalized solutions [18, 27, 24], the model presented here is put in the 
context of smart city services, particularly renting city property in relation to other 
smart city services. In the contrast to work related to smart city services [13, 15, 
6], this research gives more details, while still trying to keep the proposed solution 
general enough to fit different auction techniques or business models. The proposed 
model is created having in mind Algorand platform and PoS protocol, while similar 
solutions found in the literature rely on PoW protocol [18]. 

The practical contribution of this research is the model of the auction process. By 
implementing a system like the one proposed in the paper municipality managers 
will improve the record and management of the municipality’s properties and avoid 
conflict of interest in the process. It points out the necessity for transparency and 
automatization of the process, enabled by blockchain. 

The research is based on an analysis of the auction process in a small city in Serbia. 
That poses the main limitation of this research in a view of possible generalization 
of the conclusion. Country regulation, city size, or different type of asset that is 
the subject of auction can cause different business models. Also, the pilot project 
requires an implementation to get reliable data. 

Future research will be devoted to designing a more precise business model and 
developing a prototype implementation of the proposed system. Further research will 
also be focused on the integration of the proposed system with various smart city 
services [7]. 
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Chapter 15 
Rethinking Smart Mobility: 
A Systematic Literature Review of Its 
Effects on Sustainability 

Pedro Rodrigues , Elizabeth Real , Isabel Barbosa , and Luís Durães 

Abstract Smart mobility has been a subject of great interest among scholars, govern-
ments, and business. Although several studies have analyzed smart mobility strategies 
to develop sustainable cities, a gap has been identified about the effects of these initia-
tives. The purpose of this paper is to fulfill this gap by identifying the most frequent 
results on: (i) alternatives to private car; (ii) improvements of existing infrastruc-
ture; (iii) urban mobility policies; (iv) smart mobility environmental models. To 
achieve this purpose, a systematic literature review was performed using Web of 
science (WOS) database, and a total of 12 articles were reviewed. Results showed 
that reduction of traffic congestion, reduction of greenhouse gas emissions, and the 
improvement of life quality of citizens were the most recurrent effects on the promo-
tion of sustainability. The present study has important implications for academics 
researching on the subject and for policymakers and business managers who can 
apply the identified outcomes in their context. 

15.1 Introduction 

Urban population is increasing globally, and its effects are becoming evident [1]. 
Cities around the world are facing some kind of environmental or society crises, 
such as climate changes, natural disaster, ecosystem destruction, and socioeconomic 
inequity [2]. As a consequence, pressure on local authorities and governments is 
pushing them to find innovative ways of supporting the city’s economic development; 
at the same time, they preserve the environment and offer good living conditions 
to citizens. To make things worse, by 2050, it is expected that 88% of the world 
population will live in urban areas in high-income countries, aggravating the current 
urban development problems [3].
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However, recent technological advancements, more precisely, the information on 
communication technologies, are making the concept of smart cities as possible solu-
tion to the problems that arise in cities [4–6]. Nowadays, there are several smart cities 
initiatives worldwide, with substantial resources dedicated to them [7]. According to 
an online platform, investments in smart cities are expected to reach 189$ Billion in 
2023 [8], which give us a strong confidence that smart cities interest will not slowing 
down in the foreseeable future. 

Although the smart cities can be divided into different dimensions, namely 
economy, people, mobility, governance, environment, and living [9], we see smart 
mobility as one of the most prominents on creating sustainable cities since the trans-
port sector is responsible for 80% of air pollution in developing countries [10]. Thus, 
smart mobility is focusing on the use of information and communication technolo-
gies infrastructures and sustainable transport systems to better serve the citizens and 
improve the quality of life. 

Consequently, growing literature is being concerned about defining smart 
mobility, its area of action, and showing different types of smart mobility initiatives 
adopted by cities. However, the available literature do not pay explicit to attention to 
the association of smart mobility and sustainability. This way, our systematic litera-
ture review aims to investigate the potential contribution of smart mobility solutions 
and their impact on sustainability. 

This paper is structured as follows: Sect. 15.2 presents the necessary background 
to understand our main topics; Sect. 15.3 describes the methodology of the study; 
Sect. 15.4 highlights the results from our systematic literature review; Sect. 15.5 
discusses how smart mobility can impact the sustainable development of a city; the 
final section covers the main conclusions of the paper. 

15.2 Background 

15.2.1 Smart Mobility 

Several interpretations have been proposed to the definition of smart city. Some 
scholars identify smart cities as the application of information and communication 
technology [11]. Others, see smart cities as an economic growth strategy, generating 
jobs and increasing business indicators of the city [12]. Most recently, there have 
been proposed interpretations of smart cities associated to sustainability [13, 14]. 

Meanwhile, one highly accepted interpretation is the one presented by ITU-T [15, 
p. 2], defining the concept smart city as: “an innovative city that uses information and 
communication technologies and other means to improve quality of life, efficiency 
of urban operation and services, and competitiveness, while ensuring that it meets 
the needs of present and future generations with respect to economic, social, and 
environmental aspects.”
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Being a dimension of smart city, smart mobility inherits some of its characteris-
tics. This way, smart mobility is worried about the sustainability of the city and the 
enforcement of data and knowledge available to improve the efficiency and effective-
ness of transport systems [16]. Moreover, smart mobility is a crucial topic of smart 
cities since it impacts in several dimensions and could improve the citizens’ quality 
of life. 

According to Lawrence et al. [17], smart mobility initiatives aim to reduce pollu-
tion, reduce traffic congestion, increase people safety, reduce noise pollution, improve 
transfer speed, and reduce transfer costs. In this context, cities like Amsterdam, 
Copenhagen, Seattle, Curitiba, and Songdo have been carrying out an important role 
when it comes to the development and implementation of initiatives [18]. 

15.2.2 Sustainability 

Over the last 20 years, sustainability and sustainable development are becoming a 
popular topic not only for scholars but also for business, politicians, and govern-
ments. Due to the interdisciplinarity of domains contributing to the definition of 
sustainability, such as forest experts, political economists, natural scientists, ecolo-
gists, urban planners, and managers [19, 20], a common and unique definition could 
not be found [21]. 

One of the most popular and accepted definitions is the one present in the Brundt-
land Report where sustainability is the “development that meets the needs of the 
present without compromising the ability of the future generations to meet their 
own needs” [22]. It is also possible to recognize that environment, economy, and 
society are dimensions of sustainability well established in the literature [23, 24]. 
These dimensions are often presented in the form of three intersecting circles with 
sustainability being in the center of the intersections [19]. 

The environmental dimension describes aspects such as land use, waste manage-
ment, and use of natural resources. The social dimension entails the satisfaction of 
basic human needs encompassing issues like working conditions, product safety, 
and human rights. The economic dimension focuses on solving the limitations of a 
sustainable society being concerned with aspects like profit, innovation, economic 
growth, and job creation [23, 25]. 

It should be noted that although contemporary sustainability discussion is central-
ized on UN’s sustainable development goals, the three dimensions were explicit 
embedded in their formulation. The conception of these goals is grounded on 
economic development without compromising the prosperity of those with less 
resources and ensuring the conservation of the ecosystem [19]. 

Recent studies point out that smart cities have the potential to help cities achieving 
the UN’s goals [26, 27]. However, most of them focus on the topic of environment, 
without considering social and economic aspects [28, 29]. This study aims to identify 
the main articles that provide solutions on the social, economic, and environmental 
dimensions.
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15.3 Methodology 

15.3.1 Research Strategy 

A systematic literature review was conducted to find how smart mobility initiatives 
are helping cities achieving a better sustainable development. 

This methodology is characterized which has being rigorous, reproducible, and 
auditable. It helps academics and practitioners developing their investigation and 
needs to increase their knowledge since it allows to screen the most related studies 
to answer a particular research question or topic; extract its main contributions; 
synthetize the data and its results; and report the findings with objectivity [30]. Thus, 
the systematic literature review helps to bring evidence on a specific phenomenon, 
gathering disperse sources of knowledge to form clusters [31]. Moreover, this 
methodology allows the researcher to reduce bias during the selection process, since 
a pre-defined criteria are followed [32]. 

According to Lim et al. [33], smart city literature has increased significantly in 
the last decade. Several factors contribute to this development, in particular, the 
need for solutions to overcome population growth and climate changes. Although 
it is possible to find systematic literature reviews about the topic of smart city and 
sustainability (examples of some), to the best of our knowledge, it was not possible 
to find any systematic literature review specifically concerned with the objective of 
this study. This study adopts the “preferred reporting items for systematic reviews 
and meta-analysis” (PRISMA) method and uses the Web of science database. 

15.3.2 Screening Process 

To identify the population of publications for review, we used the systematic review 
process present on Fig. 15.1. The filtering procedure that was used has four different 
and intercalated screening stages. Initial search was conducted using the Web of 
science database. In total, 172 documents were identified using the string query 
[(“Smart Mobility”) AND (Sustainab*)]. 

The first screening procedure that was used was based on three specific criteria. 
As a quality of measure, only articles written in English with full text availability

Fig. 15.1 Stages of the study selection process 
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and from academic journals were selected. Consequently, a substantial number of 
articles were excluded (93), and a total of 79 articles have moved forward. 

From this moment, we copy the data if the first sample to an excel file, and we 
went through the titles of all studies in order to exclude the ones that were clearly not 
about smart cities, smart mobility, or sustainability. As a result, during the second 
screening procedure, 16 articles were excluded. 

At the third screening procedure, abstracts were read, and the studies were 
excluded if their topic, or main topic, was not specifically concerned about smart 
mobility and sustainability. Thus, 41 articles were excluded, which left 22 articles 
for full reading. After reading these articles, we excluded 10 articles. Although the 
excluded articles talked about smart mobility, they did not present the results of 
the smart mobility initiatives, or the results clearly did not have nothing to do with 
sustainability. Thus, as a result of the last screening, 12 articles were selected for 
further analysis. 

15.4 Results 

15.4.1 General Observations 

In order to ensure a standardized data extraction, a predesigned table (Table 15.1) 
was used during the analysis of the selected 12 articles. For each article, we noted 
the author, the year of publication, and the aim of the study, and in case of a case 
study, we also registered the region of the case study.

This classification brings to light that smart mobility and sustainability topics 
are relatively new, and it has increased over the last years. The oldest article of our 
analysis was published in 2014 and the newest in 2020. One quarter of the articles 
were published in 2018 (n = 3; 25%) and 2020 (n = 3; 25%), a bit over a one-seventh 
of them were in 2015 (n = 2; 16,7%) and the remaining in 2014 (n = 1; 8.3%), 2016 
(n = 1; 8.3%) and 2017 (n = 1; 8.3%). These findings show a parallelism to other 
review works stating the growth of literature over the last years [49–52]. 

In terms of field of study, based on the initial categorization of Web of science, 
we can observe five major fields as follows: engineering, business and economics, 
computer science, transportation, and urban studies. On the other hand, when it 
comes to the analysis of the journals, we could not find any pattern because almost, 
all articles were published in different journals. The only exception was the transport 
policy and the journal of land use, mobility, and environment with 2 articles each 
one. 

Almost, all of the articles have the case study as a principal research method. 
However, since no specific methods are excluded, we have 2 article that did not 
perform any case study. Among the 10 articles that conducted a single case study or a 
comparative case study, we identified a total of 15 regions. Following the categories of 
the World Bank, most of the regions in our sample are from the Europe (n = 12; 80%),
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Asia (n = 2; 13.3%), and North America (n = 1; 6.7%) contexts. Not surprisingly, 
and in line with the rising literature, most of the case studies are focused on high-
income or upper-middle-income regions. Furthermore, all the selected case studies 
are based on urban mobility solutions. 

After carefully reviewing the selected 12 articles, they were clustered under four 
groups based on the main types of smart mobility initiatives. The reviewed literature 
was categorized into the followings: (1) alternatives to private car; (2) improvements 
of existing Infrastructure; (3) urban mobility policies; (4) smart mobility environ-
mental models. It is important to note that although many of the articles could be 
related to other groups, only two of them were assigned to more than 1 group due to 
a high relation. The results of our research are presented in the following sections. 

15.4.2 Alternatives to Private Car 

One-third (33%) of the reviewed articles presented how different alternatives to 
private car could improve the sustainable development of the city. Cities worldwide 
are fighting to reduce climate changes by improving their mobility system. Predom-
inantly, countries strive to reduce car ownership and to change the use of private 
car as principal mode of transport, since it is the principal cause of traffic conges-
tion and, consequently, a great source of air, noise, and vibration pollution [41, 43]. 
Therefore, different alternatives to private car have been proposed and explored by 
different cities. 

Moscholidou and Pangbourne [40] analyzed the potential impact of bikesharing, 
carsharing, and ridesharing in two different cities, namely London and Seattle. 
According to their findings, with a correct implementation of these initiatives, London 
could reduce the number of cars in streets, the greenhouse emissions, and the first-
last mile travel time. Moreover, the use of this type of transports could increase the 
data shared across the city, the human health, and the efficiency of the urban space. 
On the other hand, the authors presented as potential contributions for Seattle, the 
increase of safety, dignity, race and social justice, and happiness. In addition, it was 
stated that bikesharing and carsharing could lead the Seattle’s mobility system to a 
cleaner version. 

Alternatively, the review of Nikitas et al. [41] has showed that with the advances 
of artificial intelligence over the past few years, new modes of transport have been 
proposed. In this way, the authors see that although in his infancy, personal aerial 
vehicles could be good solution to reduce traffic congestion in future, by making use 
of a free space in the air. 

More audacious, many cities all over the world are trying to employ more walk 
habits in society as an alternative form of smart mobility. One good example of 
the implementation of this strategic plan is Poland. In the work of Turón et al. 
[43], we can see that, for instance, by having more streets where people and cyclist 
have priority over other means of transport, by using all-green traffic lights at the 
pedestrian crossings and improving the pavements in areas covered with cobblestones



15 Rethinking Smart Mobility: A Systematic Literature Review of Its … 227

cities in Poland are experiencing better walk score index and, as a consequence, 
cultivating a sensation of safety on the streets, decreasing the environmental footprint, 
improving the attractiveness of public spaces, reducing spending on construction of 
road infrastructure, and improving the health of residents. Similarly, by reviewing 
the literature, Smith et al. [44] studied twelve walking school buses worldwide, 
involving a total of 9169 children. As a result, it was concluded that this way of 
traveling apart from saving car journeys could also improve children’s activity levels 
and socialization. 

15.4.3 Improvements of Existing Infrastructures 

Among 12 articles, four of them have present smart mobility initiatives that could be 
used to improve the existing infrastructures in cities. Taking in mind that changing 
human mobility behavior can take many years, there have been suggested improve-
ments of existing infrastructures in cities in an attempt to reduce their sustainable 
impact. 

For example, Maternini et al. [45] after carefully review the solutions implemented 
in South Korea, Canada, and New York conducted a case study to analyze the possible 
application of inductive recharge technology in the city of Brescia. This case has 
shown that this type of system could improve the quality of life and reduce the air 
pollution since the working time of the electric buses will be higher. 

Other prominent topic is the concept of connect autonomous vehicles. Despite the 
fact that this solution could not reduce the number of cars in streets, it is stated by 
Nikitas et al. [41] that using artificial intelligence to control our cars could eliminate 
the human error factor from driving leafing to traffic safety and security, reduce traffic 
congestion, saving time, reduce CO2 and greenhouse gas emissions, decrease noise 
nuisance, and shrink energy consumption. 

Another example of what is meant by improvements of existing infrastructure is 
the solutions for parking. Although we know the existence of more alternatives, our 
researcher just reveals the case developed by Shen et al. [42]. This may have happen 
because other parking models are mainly focused in travel distance or cost efficiency, 
instead of taking the CO2 emission as the optimization goal. Using data from Xiam 
City, this case clearly demonstrates the effectiveness of the parking model when it 
comes to reduce CO2 and traffic congestion relief. 

It is well known that many diseases can be caused due to bad air quality, and 
recent literature has been focusing in quality monitoring [46]. 

This can be seen in the case of Villani et al. [38] where a case study has been 
performed in the city of Áquila. By equipping a bus with a low-cost sensor during 
5 days, the authors were capable of identified the gas components experienced by 
buses users and the ones that most contributed for bad air quality status. With that 
data, city managers could take correction actions and citizens be aware of zones and 
times of the day with bad air quality. As a consequence, environmental and societal 
benefits can be attributed to this solution.
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15.4.4 Urban Mobility Policies 

Four of articles of our sample were related not only to one solution but to the overall 
city mobility strategies and policies. Thus, 6 cities were analyzed, and it can be 
stated that there is very important to have a clear and well-defined strategic plan to 
accomplish sustainable mobility goals. 

The work of Mohammadian and Rezaie [47] explains how Songdo and Copen-
hagen are adapting their strategies to make the world a better place to live. When it 
comes to the mobility dimension, the U-city of Songdo is trying to use clean energy 
in their transportation infrastructure, sustainable and smart vehicles, and implement 
multi-modal transportation including walking and biking. On the other hand, in order 
to become a smart city, Copenhagen wants to be independent of fossil fuels, makes 
bike as the main transport of citizens, improves public transport systems, and uses 
intelligent transportations systems for fleet management. Overall, it is expected that 
both strategies could reduce environmental concerns such as air and noise pollution, 
water contamination, and climate change. 

However, as stated in the study of Moscholidou and Pangbourne [40], cities regu-
lations are important to achieve sustainable goals, but for better results, they should 
be directed to a specific type of mobility, clearly set out providers’ responsibilities 
and what happens if they did not perform their obligations. 

Niglio and Comitale [39] analyzed different actions taken at a regional, 
metropolitan, and municipal level that affected the mobility in Bari. More specifically, 
over the last two decades, different actions have been implemented. For example, 
the construction of park and rides lots, the development of an integration model 
for an overall parking system, the development of parking pricing zones, the intro-
duction of restricted traffic zones in the city center, the increase of sharing services 
and extension of cycle paths network. According to the author, this actions might 
encourage behavioral change for users, and, as a consequence, the reduction of traffic 
congestion. 

Based on three scenarios, the work of Zawieska and Pieriegud [37] calculated 
greenhouse gas emission levels in Warsaw from 2008 to 2050. The business as usual 
scenario assumed a continuation of the current state in Warsaw, and it was possible 
to conclude a future increasing (45%) on greenhouse gas emission. Alternatively, 
the optimistic scenario shares the same macroeconomic data with the previously 
scenario, however, it assumes faster implementation of innovative technologies. As 
a result, it could be expected a 7% of increase in emissions. On the other side, the 
innovative scenario might result in a 55% of emissions if the city adopts a radical 
and rapid technology advance.
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15.4.5 Smart Mobility Environment Models 

Slightly over 15% of our sample (2 articles) present different way of seeing and 
managing mobility in cities, to improve environmental sustainability. For instance, 
Stolfi and Alba [35] have developed and tested an algorithm, called Green Swarm, 
capable of reducing gas emissions, travel times, and fuel consumption. The proposed 
solution has used data from Malaga, Stockholm, Berlin, and Paris. In spite of the 
increasing in route length, the model achieved good results in more than 500 city 
scenarios. 

In a completely different scenario, the work of Cerulli et al. [36] evaluated how 
distribution networks of a grocery company from Genoa could be improved within 
a smart city. To achieve this goal, the authors evaluated different distribution plans 
of e-commerce grocery orders, taking in consideration the air pollution cost and the 
marginal climate change cost of the included commercial vehicles. By doing so, it 
was possible to analyze which vehicle could less affect the environment. 

15.5 Discussion and Conclusion 

The systematic literature review conducted in this paper helps to further understand 
how smart mobility is helping cities achieving a better sustainable development. 
Current research reviewed the number of studies which focused on these issue. Smart 
mobility initiatives can have numerous applications, not only in turning transports 
more energy efficient, but also by providing news ways of transport, improving the 
quality of service, reducing travel times, and supporting behavioral changes. 

The novelty of smart mobility initiative might indicate that we still need time 
to really observe and understand its results. Moreover, measures must be defined to 
help cities compare their initiatives’ performance and results. To promote an accurate 
evaluation of these initiatives, it is important to select measures which indicators 
are reliable and trustworthy. For instance, considering the initiative of building a 
Cyclovia, we should measure the increasing number of users instead of evaluating 
the reduction of traffic congestion. 

The findings of our study also advocate the importance of the strategies carried 
out by city governments. Before spending scarce results, it is necessary to access 
our priorities and what is most important and wanted in our city. Municipalities need 
to be informed about the city’s problems and the type of person they want to reach 
in order to co-create solutions. More than ever governments, policymakers, public 
authorities, business, and citizens need to be involved in the improvement of the city. 

Our findings further support the idea of Lim et al. [33]. Smart mobility is emerging 
more in high-income countries than in emerging countries. A possible explanation 
for this may be the high technology dependence of initiatives, which increase the cost 
of implementation. As stated by Yigitcanlar et al. [5, p. 360], “urban smartness is
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beyond technology smartness,” and emerging countries must find smarter alternatives 
in order to overcome this economical barrier. 

Another important pattern identified was that all the initiatives analyzed were 
related to urban mobility, corroborating the ideas of Porru et al. [48], who indicated 
that rural areas have fewer mobility options. Moreover, the effects of COVID-19 
have shown that tourists are favoring less crowed and develop areas. This highlights 
the importance of improving mobility between urban and rural areas since it can 
increase the connectivity between them and, as a consequence, the economic growth 
of rural areas. 

From the growing literature on smart mobility, it can be perceived that smart 
mobility can help cities achieving sustainability. Generally, the studies identified 
focused on alternatives to private car, improvements of existing infrastructure, urban 
mobility policies, or smart mobility environmental models. Overall, the principal 
results of smart mobility referenced by the literature were the reduction of traffic 
congestion and greenhouse gas emissions. 

The most important limitation lies in the fact that only peer-reviews articles from 
the Web of science database were included in literature analysis and synthesis. It 
would be interesting to include literature from other databases, conference papers, 
monographies, edited volumes, and government reposts. 

Further work needs to be done to establish better measures for smart mobility 
initiatives. Also, more research is needed in rural areas and emerging countries to 
better understand how this regions could benefit from smart mobility. 
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Chapter 16 
The Power of a Multisensory 
Experience—An Outlook on Consumer 
Satisfaction and Loyalty 

Pedro Rodrigues , Elizabeth Real , and Isabel Barbosa 

Abstract The design of a multisensory experience at a point of sale is in current 
times (and markets) essential for the success of a brand. This article aims to verify the 
influence of the sensory domain on the visual merchandising technique, understand 
the influence of the visual merchandising technique on consumer behavior, with a 
special emphasis on consumer satisfaction and loyalty, and finally, evaluate the effect 
of consumers’ satisfaction on the loyalty felt by the consumer toward the brand. In 
order to achieve these objectives, a combined approach was implemented—quan-
titative (questionnaire; 252 respondents) and qualitative methodology (interviews; 
10 interviews). As both of the methodologies implemented present identical results, 
it is possible to note that the sensory domain has a significant role in the visual 
merchandising technique, and the visual technique has a prevalent effect on consumer 
behavior, specifically on customer satisfaction and loyalty. As for the last objective, 
results show that customer satisfaction is a relevant antecedent for consumer loyalty. 

16.1 Introduction 

The continuous progress of markets on a global scale has encouraged organizations 
to view consumers differently, as they are faced with more demanding and educated 
consumers, which in turn “incumbent” organizations to provide multiple advantages, 
such as holistic engagement of the senses by providing multisensory experiences to 
them, to grant a unique and singular shopping experience to each consumer [1]. 

Nowadays, it is considered the functionality and quality of products as basic and 
elementary conjunctures of a given product, for this reason, organizations recognize 
that they must offer the consumer a memorable service, differentiated and that finally, 
is legitimized by them [2].
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Consequently, the topic of sensory has been gaining pertinence in management 
and marketing research since the scientific community has alluded that sensory can 
produce considerably positive consequences for organizations. 

16.2 Literature Review 

16.2.1 Sensory Marketing 

The research allusive to sensory marketing was initiated in 1974 by Kotler. 
Throughout the years, numerous other authors [3–5] have defined the concept of 
sensory marketing by adding a more complex approach to the understanding of the 
subject. 

The sensory aspect may be seen as a tool to persuade the emotional side of the 
consumer, thus allowing to conceive a bond between brand and client [6]. According 
to Lindsrom [7], sensory marketing is perceived as a tool to reach the consumers’ 
subconscious, allowing the use of the senses in a more complex and rigorous way. 

Lipovetsky [8] states that sensory marketing wants to enhance the sensitive, tactile, 
visual, sound, and olfactory attributes of products and the physical circumstance of 
purchase. Manzano et al. [9] define visual marketing as the strategies implemented 
by brands through the use of commercial or non-commercial stimuli, signs, and 
symbols to help them communicate and establish a relationship with their consumers. 
According to Blessa [10], vision is the most preponderant sense when it comes to the 
perception of reality; thus, it is a major player when it comes to the consumer’s 
decision-making process, particularly in the process of purchasing a product or 
service. 

As for the sense of smell, it allows the individual to feel, identify, and remember 
involuntarily smells and aromas. From a marketing perspective, a fragrance present 
at the point of sale allows the brand to reach the consumers’ subconscious in a 
subtle and simple way [11]. In this context, smell also allows the brand to positively 
influence the consumers’ actions inside the point of sale, reinforcing its positioning 
as the olfactory aspect is associated with a reduced cognitive effort in associating 
the stimuli of the store and stimulating involuntary (and subconscious) actions and 
thoughts in the point of sale [12]. 

The auditory sense does not require any cognitive effort [13], yet it remains quite 
useful from a marketing standpoint as it has a positive influence on the purchase 
circumstance [14]. Famous for being a stimulus that allows for memory recalling and 
creating associations [15], it is essential for audio branding, as the brand communi-
cates through sounds (i.e., jingles, voices, ambient music) to the consumer, and, in 
turn, the consumer identifies and understands said communication [16]. 

On the other hand, the taste is a sensory marketing strategy based on the 
consumers’ ability to understand the different tastes and flavors [17]; however, out



16 The Power of a Multisensory Experience—An Outlook on Consumer … 235

of all the senses, it tends to be the one that is less investigated [18]. An exception to 
this is the gastronomic sector, especially when it comes to wine and coffee [9]. 

Finally, the sense of touch allows the individual to touch and make physical 
context with their surroundings, enabling the appreciation of products, particularly 
when it comes to their physical characteristics. Therefore, the sense of touch plays a 
very important role in the consumers’ buying decision of a product [7]. According 
to Bardin [19], the sense of touch is considered in two main circumstances in inti-
mate and commercial circumstances. The first one is when an individual touches 
another one in order to express emotions and feelings and connect with each other. 
The second one is when a consumer touches the product to check its physical condi-
tion, characteristics, and quality. Oliver [20] adds that touch plays a key role in 
consumer purchasing decisions, acting as a “bridge” to action whenever the customer 
is motivated or stimulated to make a purchase. 

16.2.2 Customer Satisfaction 

Satisfaction has various interpretations over the years. For [21], satisfaction can be 
defined as the refutation of the appreciation felt by the consumer between the previous 
expectations and the actual performance of the product that they are currently trying. 
Therefore, it is generally based on the principle of disconfirmation [22]. Thus, in 
other words, it is accepted that satisfaction happens through an intersection between 
past expectations and experiences, and the current performance perceived by the 
consumer [23]. 

Some authors [24, 25] have shown that visual merchandising positively influ-
ences consumers’ behavior, particularly consumer satisfaction. The technique of 
visual merchandising is influential in consumer satisfaction [26], especially over a 
younger age group [27]. Cangusso et al. [28] points out that the visual merchandising 
technique is an antecedent in customer satisfaction, since the consumer perceives the 
point of sale in a more attractive way, being a preponderant technique for micro-
enterprises, however, reiterate that in some cases, the commercial failure is due 
mainly to the lack of application of this technique by the brands. 

In sum, it is plausible to conclude that the visual merchandising technique 
preponderantly influences consumer behavior and more specifically consumer 
satisfaction. 

16.2.3 Customer Loyalty 

One of the most accepted and cited definitions of loyalty is offered by Oliver [29], 
which defines loyalty as a form of deep commitment, from the consumer, to repeat-
edly purchase and use a product (or service) in future of the same brand, or set of
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brands, despite situational influences or marketing efforts from competitors were 
capable of changing their buying behaviors. 

The concept of loyalty was later characterized according to two main criteria, 
those being the attitudinal and behavioral dimensions. Based on these advances, 
a more complex theory emerged, in which four dimensions are considered when 
analyzing loyalty, those being [29]: (i) cognitive; (ii) affective; (iii) behavioral; and 
(iv) action. 

Visual merchandising can play a powerful role when it comes to consumer loyalty, 
as it conveys a profound message to the sensory receptions of the consumer, changing 
the perception about the shops’ positioning and gradually increasing loyalty with the 
shop, and with the brand [30]. 

Based on [31], the visual merchandising technique is fundamental for the produc-
tive and profitable management of the point of sale, and therefore, it is necessary 
to develop an effective and impactful point of sale image. This point of sale image 
is perceived as fundamental as the visual merchandising increases the consumers’ 
purchase intention and consequently, increases the loyalty to the point of sale and 
overall brand [32]. 

In the literature, through the focus on customer satisfaction, the need for brands 
to develop long-term relationships with the customers was found, as well as the 
instigation for the use of retention strategies, fostering the understanding of the 
concept of loyalty. For example [33] established a positive relationship between 
both concepts (customer satisfaction and customer loyalty). More [34] note their 
perception of consumer satisfaction as an important predictor of customer loyalty, in 
which, they ensure that there is a strong relationship between both concepts. 

Although there is a large percentage of authors that consider the positive and 
strong relationship (linear relationship) between customer satisfaction and customer 
loyalty, there are also authors who analyze and show this relationship as a non-
linear one. For example [35] established a model (hierarchy of consumer behavior) 
where the author observed an absence of a positive relationship between the concepts 
of customer satisfaction and customer loyalty. The authors reiterate the customer 
may have a high level of loyalty for the brand and its products, but a low level 
of satisfaction. To help clarify this perspective, we can point to [36] that state that 
customer satisfaction is more of an attitude and that there is no correlation between 
customer attitude and customer behavior. 

16.3 Methodology 

This research paper focuses on 3 main questions, those being: (i) Does the sensory 
domain positively influences the visual merchandising technique? (ii) Does the 
visual merchandising technique positively influences consumer behavior, particu-
larly customer satisfaction and customer loyalty? And, (iii) does customer satisfaction 
contributes to customer loyalty?
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In order to respond to these questions, a mixed methodology was applied. 
Regarding the quantitative methodology, a questionnaire was shared through 
customers at the fashion store, where 252 valid questionnaires were obtained. The 
questionnaire was composed of 7 sections characterized by validated constructs 
pertinent to the research objectives. 

H1: Vision positively influences visual merchandising technique. 

H2: Hearing positively influences visual merchandising technique. 

H3: Touch positively influences visual merchandising technique. 

H4: Smell has a positive influence on visual merchandising technique. 

H5: Visual merchandising technique positively influences customer satisfaction. 

H6: Visual merchandising technique positively influences customer loyalty. 

H7: Customer satisfaction positively influences customer loyalty (Fig. 16.1). 
As for the qualitative methodology, 10 structured interviews were performed 

with customers of a fashion store, based on a script that included 8 relevant ques-
tions. In order to draw out valid and comprehensive conclusions, a content analysis 
was performed subsequently, to collect and further analyze the relevant statements, 
according to the research objectives. 

P1: Vision positively influences visual merchandising technique. 

P2: Hearing positively influences visual merchandising technique. 

P3: Touch positively influences visual merchandising technique. 

P4: Smell has a positive influence on visual merchandising technique.

Fig. 16.1 Conceptual model 
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P5: Visual merchandising technique positively influences customer satisfaction. 

P6: Visual merchandising technique positively influences customer loyalty. 

P7: Customer satisfaction positively influences customer loyalty. 

16.4 Results 

See Tables 16.1 and 16.2. 

16.5 Main Findings and Conclusions 

This paper started off with 3 main research questions, those being: (i) Does the 
sensory domain positively influences the visual merchandising technique? (ii) Does 
the visual merchandising technique positively influences consumer behavior, particu-
larly customer satisfaction and customer loyalty? And, (iii) does customer satisfaction 
contributes to customer loyalty? 

In relation to the sensory influence on the visual merchandising technique of the 
fashion store, it was deduced that the visual sense is the most predominant sense 
in the visual merchandising technique, then the auditory sense and the olfactory 
sense presented identical results, being that the sense of touch was perceived by 
the customer as the least influential sense in the visual merchandising technique.

Table 16.1 Pearson correlation and consequent validation or rejection of hypotheses 

Hypothesis Interpretation Pearson’s correlation result Result 

H1 Vision positively influences visual 
merchandising technique 

r = 0.936 Validated 

H2 Hearing positively influences 
visual merchandising technique 

r = 0.758 Validated 

H3 Touch positively influences visual 
merchandising technique 

r = 0.748 Validated 

H4 Smell has a positive influence on 
visual merchandising technique 

r = 0.792 Validated 

H5 Visual merchandising technique 
positively influences customer 
satisfaction 

r = 0.689 Validated 

H6 Visual merchandising technique 
positively influences customer 
loyalty 

r = 0.623 Validated 

H7 Customer satisfaction positively 
influences customer loyalty 

r = 0.750 Validated
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Table 16.2 Interviewees’ statements and consequent validation of propositions 

Preposition Interpretation Statements by interviewees Result 

P1 Vision positively 
influences visual 
merchandising 
technique 

I1: “During my visits to the fashion store in 
Oporto, I consider the visual sense as the most 
influential sense, since it is observed as the most 
influential sense for the consumer, as it is the 
sense that attracts consumers to the point of sale” 

Validated 

P2 Hearing positively 
influences visual 
merchandising 
technique 

I4: “I consider that the fashion store’s use of the 
auditory sense influences my shopping 
experience in this shop, it allows me to carry out 
my shopping in a serene way and allows me to 
concentrate in a better way on the products I 
visualize, unlike other clothing shops present in 
the same shopping center” 

Validated 

P3 Touch positively 
influences visual 
merchandising 
technique 

I2: “…I think the tactile sense is what influences 
me the most, since, for me it is important to feel 
the products displayed, as well as the 
temperature of the point of sale, in which, in my 
opinion is important to enjoy a pleasant 
shopping experience, which is verified when I 
visit the same” 

Validated 

P4 Smell has a positive 
influence on visual 
merchandising 
technique 

I2: “In the fashion store, I consider it essential to 
implement visual merchandising in order to 
persuade its customers, particularly their 
satisfaction, for me, it is an important condition 
nowadays in view of the high number of shops 
available” 

Validated 

P5 Visual 
merchandising 
technique positively 
influences customer 
satisfaction 

I2: “In the fashion store, I consider it essential to 
implement visual merchandising in order to 
persuade its customers, particularly their 
satisfaction, for me, it is an important condition 
nowadays in view of the high number of shops 
available” 

Validated 

P6 Visual 
merchandising 
technique positively 
influences customer 
loyalty 

I4: “I think that the visual merchandising 
implemented by the fashion store in its shop 
fosters customer loyalty in the medium and long 
term, given that as I mentioned, this technique 
stimulates customer satisfaction and ultimately 
customer loyalty” 

Validated 

P7 Customer 
satisfaction 
positively influences 
customer loyalty 

I1: “In my opinion, the satisfaction provided by 
fashion store to its customers through the 
various elements of the point of sale allows it to 
transform ordinary customers into loyal 
customers to the shop, perhaps not in the short 
term, but in the medium and long term certainly” 

Validated
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Overall, it is stated that the sensory domain presents a positive influence on the 
visual merchandising technique. 

As for the second research question, relating to the influence of the visual merchan-
dising technique on consumer behavior, specifically in consumer satisfaction and 
consumer loyalty of customers (fashion store), it was concluded that the visual 
merchandising technique has a preponderant influence on consumer satisfaction. 

The visual merchandising technique has a preponderant effect on the loyalty of 
the consumers of the fashion store, as each element presents a positive influence on 
loyalty, however, the layout and the lighting are the elements of the visual merchan-
dising technique that have a greater influence on consumer loyalty. In general, the 
visual merchandising technique presents a positive influence on consumer behavior, 
regarding customer satisfaction and customer loyalty. 

Relating to the third research question that regards verifying the influence of 
customer satisfaction on customer loyalty (fashion store), the results show that the 
customer satisfaction provided by the shopping experience is fundamental ensuring 
customer loyalty, which has a strong influence on customer loyalty. 

Therefore, the visual merchandising technique is a relevant tool available to point 
of sale managers, since it has a preponderant effect on consumer behavior, specifically 
on consumer satisfaction and consumer loyalty. 

16.5.1 Research Limitations 

Upon the conclusion of this research, it is possible to point out some limitations. 
Based on these, future research should improve the study of this subject. 

One of the limitations concerns the sample alluding to the quantitative method-
ology, in which, in the age range, a small presence of individuals aged 50 years 
old and over and individuals under 18 years was recorded, which may have some 
influence on the research results. 

Another limitation recognized is the use of an online questionnaire as the data 
collection technique of choice for the quantitative methodology can further explain 
the few respondents from the older age range. 

16.5.2 Recommendations for Future Research 

The empirical research carried out, particularly the quantitative methodology, was 
distributed based on convenience criteria, and the sample obtained shows some 
discrepancy in relation to the younger age groups in relation to the older age group, in 
which a small presence of the over 50 years age group was recorded. Future research 
in this area should focus on a more homogeneous sample to reinforce the reliability 
of the results.
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Chapter 17 
Technology Acceptance: Does the Users 
Accept the Change of Operating System 
of Their Smartphone? 

Ana Beatriz Palma and Bráulio Alturas 

Abstract The main objective of this study was to understand how the users accepts 
the change of their operating system. Objectives were defined, like clarifying each 
of the operating systems, understand the preference of consumers’ choice through a 
questionnaire and understand whether or not there is difficulty for users to change 
their operating system. Thus, a questionnaire was carried out to 204 participants 
aged between 16 and 72 years in the region of Lisbon. The main criteria were being 
over 12 years old and having a smartphone. Throughout the study, it was possible 
to understand that most people have a smartphone, that the satisfaction with the 
operating system they are currently using is quite high, that older consumers have 
more difficulty in changing operating system, and that product features are what most 
influences consumers to switch from an Android to an iOS or vice versa. 

17.1 Introduction 

Currently, smartphones have seen an increase in terms of demand, and one of the main 
differentiating features is their operating system. Smartphones can be considered as 
the most used means of communication worldwide both in less and more developed 
countries. This type of equipment requires an operating system that can support its 
services, such as voice calls, text messages, camera features. In early smartphones, 
operating systems were relatively simple since mobile phones also had more basic 
features. Today, the operating systems of new smartphones combine the functionali-
ties of a personal computer with other functionalities, such as touch screen, Bluetooth, 
Wi-Fi, GPS, voice recognition, app stores, among others. Operating systems had to 
grow and adapt to new smartphone features [1].
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With this great demand for smartphones, several brands started to produce this 
type of equipment, such as Samsung, Apple, Xiaomi, Huawei, and many more. One 
of the best known is Apple. Apple Computer, Inc. was founded by Steve Jobs and 
Stephen Wozniak in 1976 in Jobs’ garage. These two colleagues aimed to change 
the way people saw computers, so it was at this point that they decided to build their 
own. In 2007, at the MacWorld 2007 convention, the iPhone was unveiled by Steve 
Jobs [2]. Since then, the brand’s sales have grown substantially, where in 2019 it had 
a gross revenue of 54.2 billion dollars, and where in the previous year of 2018, it had 
been the smartphone manufacturer with the highest recommendation rate [3]. 

The biggest competitor to iOS operating system is, without a doubt, Android. The 
Android operating system is present in around 1.6 billion smartphones [4]. Unlike 
iOS, this operating system, developed by Google, can be used on various types of 
smartphones, manufactured by multiple brands. Android Inc. was founded in 2003, 
by Andy Rubin, and purchased in 2005 by the American company Google. The main 
objective of this alliance was to build equipment according to their technologies and 
thus reduce costs, such as making Android an open-source scenario for developing 
software for mobile platforms [5]. 

The global smartphone market is expanding very quickly, and according to data 
from the GSMA [6] report, it is predicted that by 2025, 70% of the world’s population 
will have a smartphone, predicting a number of 5.7 billion subscribers. 

According to previous research, the most significant factor that impacts smart-
phone switching is price [7]. For example, Samsung’s pricing strategy is to reduce 
prices in order to increase sales [8]. Another reason for switching smartphones is 
technology. Consumers are always looking for smartphones with the “State-of-the-
art”, and thus manufacturers of this type of equipment must always try to adapt to the 
latest technologies and mobile phone versions in order to attract the greatest number 
of customers [7]. 

The brand is also a very important feature when it comes to a mobile device. 
The characteristics of the brand can be what will lead to a future connection and 
satisfaction with the brand, or the other way around. Studies show that sometimes 
consumers are willing to pay a higher price for a product of a certain brand [9]. 

So, the present study intends to better analyze each of the operating systems 
discussed above (Android and iOS), as well as understanding through a questionnaire 
how the population feels satisfied with the operating system they use, if they feel 
satisfied with it, what features they tend to like most about their smartphone, as 
well as what is the main reason they believe it leads to a change from an Android 
smartphone to an iOS and vice versa.
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17.2 Literature Review 

17.2.1 Mobile Communications 

The first mobile communications networks appeared in the late seventies and 
consisted of analog systems that granted only voice communications. In the early 
nineties, these networks were changed to 2nd generation digital networks, the 
so-called 2G. 

This new network, represented by Global System for Mobile Communications 
(GSM) was enhanced by a European association that promised compatible voice 
services in many countries through a wide range of terminals. In addition to the 
voice service, it also completed a short message service (SMS) which was a great 
success. This new system has transformed the way people communicate and work 
[10]. 

With the purpose of being able to support the evolution of the Internet, effective 
access to multimedia services is granted with the appearance of the Universal Mobile 
Telecommunication System (UMTS), better known as the 3rd generation. With this 
new system (3G), which began to be installed in 2002, services such as web browsing, 
video and audio streaming, email and file transfers began to be used efficiently. 

The fourth generation, nicknamed 4G, was created with the purpose of promoting 
a global mobile network, fully integrated and based on Internet Protocol (IP), in order 
to integrate voice, video and multimedia services for users. Access to this network 
does not necessarily have to be done by the mobile operator’s network, it can be 
accessed, equally, by other wireless networks [11]. This generation, also recognized 
as Long Term Evolution (LTE), was designed, and made available in 2010 to meet 
the needs of users in high-speed video and services, with a less complex network 
architecture and authorization for transfer data at higher speeds and designed for 
multimedia communications [11]. 

The term “smartphone” began to be used in 1997 and symbolized a new era of 
mobile devices. Smartphones began to be considered universal portable computers 
that incorporated a telephone. One of the essential features of smartphones was their 
ability to run software programs, which later came to be known as “applications”, 
allowing users to perform tasks that had not previously been foreseen when the phone 
concept was first manufactured [12]. 

According to Lee [13], a smartphone is defined as a mobile phone that offers 
advanced capabilities, often with features similar to a PC, and that is not limited to 
just making voice calls. 

It is currently considered that many issues are resolved through a smartphone, 
so the need to, for example, go to the bank to consult a statement, make transfers, 
make purchases via virtual means, etc., is no longer necessary. Just like innumerous 
professional activities can be solved through apps, with the various functions that 
smartphones offer [14].



248 A. B. Palma and B. Alturas

17.2.2 Mobile Operating Systems 

An operating system is a program that manages a computer’s hardware, as it provides 
bases for application programs and acts as an intermediary between the computer 
software and the computer hardware [15]. 

According to Tanenbaum and Woodhull [16], an operating system consists of a 
grouping of one or more programs that controls the computer resources, like proces-
sors, main memory, hard disks, printers, keyboard, mouse, monitor, network cards, 
and other input and output devices. Thus, operating systems are considered a piece 
of software, and deal with all the complexity of managing components, working 
with optimizations, abstracting from the user all the execution part, putting it in the 
background. 

The main objectives of an operating system are run user programs and facilitate 
problem solving for them, make the computer system easy to use and efficiently 
use the computer system hardware. Operating systems offer services to both users 
and developers that make it possible to run a computer or other device without 
having to use low-level hardware controls as these are difficult to implement. These 
provide, relatively uniform, interfaces for accessing a wide range of devices that the 
computer interacts with, from input/output devices such as printers or digital cameras, 
to wired or wireless networking and components that ensure communication between 
computers [17]. 

Operating systems are largely responsible for the rise of mobile devices, as they are 
now being built to manage smartphone hardware resources, from managing simpler 
applications to managing more complex ones, such as calculating navigation routes, 
recognizing objects, using smart sensors, thus making it possible to perform activities 
that were previously impossible, making this part of our reality today [18]. 

These days there are a large number of OS for smartphones that try to be the 
best in the world, but the only ones that manage to reach the podium and cause the 
greatest impact are undoubtedly the iOS system and the Android system [19]. 

One of the operating systems for smart mobile devices is Android, which repre-
sents a technological alternative whose appearance generated a good impression on 
its group of users, being today a competitor facing other operating systems recently 
considered as leaders. 

Android Inc. was founded by Andy Rubin in 2003, which after two years, in 
2005, was bought by Google. Later, the team led by Rubin developed a mobile 
device platform powered by the Linux kernel, which was unveiled on November 5, 
2007, by the Open Handset Alliance, a commercial alliance of several companies 
including Google, HTC, Intel, LG and 76 other companies [20]. 

The main objective of this alliance was to build equipment according to their 
technologies that could considerably reduce time and cost, as well as improve services 
and provide the best features to consumers [21]. Another objective of this alliance 
would be to turn Android into an open-source scenario for software development for 
mobile platforms [5].
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According to data from the Statista website, from July 2020 [4] Android is the most 
used operating system with a number of users that rounds the 1.6 billion. The year 
of 2017 was the year that Android surpassed Windows, becoming the most popular 
operating system. Android in October 2020 continued with the leadership position 
as the leader of the mobile devices OS, controlling this market with a 72.92% share. 
Together, Google Android and Apple iOS have nearly 99% of the global market. 

One of the main reasons for this OS to be so successful is the constant search 
for improvement in its numerous versions, with each one offering new and more 
advanced features, with faster Internet access. Another of Android’s popularity is its 
strong collaboration with mobile device manufacturers [18]. 

The iOS abbreviation comes from the name “iPhone Operation System”, devel-
oped by the well-known company Apple. This system was based on the MAC OS X 
operating system and designed to respond to the needs of mobile devices developed 
by this organization. 

Apple can be considered one of the most successful companies in the world in 
recent years. According to the Forbes website, the company is the most valuable 
brand in the year of 2020, with an estimated value of 241.2 billion dollars and a 
revenue of 260.2 billion dollars [22]. 

Through the Net Promoter Score (NPS) model, studies indicated that for the 
smartphone market, Apple is the manufacturer with the highest NPS, with 60% in 
2018, the same value that it had registered in the previous year [23]. 

The iOS operating system is restricted to hardware built by Apple. In this way, 
only Apple’s own devices can successfully run the iOS operating system [24]. 

In January 2007, Steve Jobs introduced the iPhone during his speech at the 
Macworld Conference and Expo. Immediately that same year, there were soon sales 
of about 1.39 million units. The year with the highest number of sales between 2007 
and 2018 was 2015 with 231.22 million units sold worldwide [25]. 

17.2.3 Technology Adoption 

The development of the TAM model was due to an agreement between IBM Canada 
and the Massachusetts Institute of Technology, in the mid-1980s, in order to assess 
the market potential for the brand’s new products and encourage an explanation of 
the determinants of computer use [26]. 

The TAM model was proposed by Davis [27], and intended to specifically explain 
the behavior of the use of IS (mainly the computer), focusing primarily on two 
fundamental dimensions: 

1. The Perception of usefulness (PU), that is, the degree to which a person believes 
that the use of a certain system will improve their performance. 

2. Perception of Ease of Use (PEU), relating to the degree to which a person believes 
that using a particular system will be effortless.
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Fig. 17.1 Technology acceptance model [26] 

According to TAM, users first consider the functions performed by computer 
systems (PU), and subsequently examine the ease or difficulty in using them (PEU). 
The behavioral intention of use (BI), is thus, defined by the person’s attitude (A) in 
relation to the use of the system, as well as by the conviction that the IS will enhance 
performance [28]. This analysis can be represented in the diagram of Fig. 17.1 [26]. 

Several analyzes have concluded that this model gives a dominant role to behav-
ioral intent, in the use of technology, compared to the perception of usefulness or 
the perception of ease of use. However, among these two variables, the one that 
best predicts the acceptance of use and technology is the perception of usefulness 
[29, 30]. 

Basically, the PEU is represented as the degree to which the person believes that 
the use of IS is effortless and the PU seeks to measure how much the person believes 
that the use of technology will contribute to an improvement in their performance. 
This perception on the part of the user appears to have a positive influence on the 
behavioral intention to use this technology [28]. 

Davis [27] presented the TAM model with the intention of focusing on why users 
accept or reject information technology and how to improve its acceptance, thus 
offering a support to predict and explain acceptance. 

This model was created in order to understand the specific relationship between 
external variables of user acceptance and the actual use of the computer, thus seeking 
to understand the user’s behavior through knowledge of its usefulness and perceived 
ease of use [27]. 

The TAM is useful for predicting, but also for characterizing, so that researchers 
and others can recognize why users do not accept a particular system or technology 
and, consequently, implement the appropriate corrections [26]. 

Lee et al. [31] led a literature search on the TAM model and generally found that the 
TAM presented cohesive results while preserving its security in explaining the accep-
tance of technology by users of information systems. This research was applied to 
different technologies, such as text processors, email, the Internet, banking systems, 
as well as in different situations (over time and in different cultures), with different 
control factors (gender, type and organizational structure) and different individuals 
(students and professionals), which makes us believe in its credibility [32]. The TAM
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model is still the most popular among researchers engaged in Acceptance and Use 
of Technology [33]. 

Nowadays, the smartphone is much more than a simple mobile phone that people 
use to make calls. Is a device used by different age groups that allows to be used as 
a work tool, for leisure, among other tasks [34]. 

Data from the 2018 “Marktest Telecommunications Barometer” study, showed 
that the smartphone penetration in Portugal continues to increase and is in the hands 
of 3 out of 4 mobile phone users. In the quarter of July 2018, this study counted 
about 6.9 million people who have a smartphone. This study also indicates that the 
penetration rate of smartphones is higher among males, residents of Greater Lisbon, 
the younger population and higher social classes [3]. 

According to data from the Statista website, it appears that the age group that 
most adopts smartphones in the United States of America, are the ages between 18 
and 29 years old, and the one with the lowest values is the age group of individuals 
with over 65 years old [4]. 

One of the factors that may be connected with this difference in age groups may 
be social needs, which is one of the main factors for consumers’ dependence on 
smartphones. These consist of an individual’s social interaction needs. Represent 
the need for communication with friends, family, groups, clubs, churches and at 
work [35]. This need happens to smartphones because they have become much more 
versatile, allowing consumers to use them more in order to communicate and maintain 
relationships between individuals [36]. This statement can be complemented by the 
fact that some studies show that most people using smartphones are teenagers and 
young adults [34]. 

Another of the dependencies that can be mentioned, in addition to social needs, 
is the current dependence on the Internet and the modernization of mobile devices, 
where it was found that the smartphone together with the ease of mobile connection 
can also cause dependency [37]. 

17.3 Methodology 

The methodology used was a quantitative and descriptive research. The purpose of the 
descriptive research is to describe or clarify characteristics of the group of participants 
in question and therefore a relationship is established between the questions to be 
asked and the object of study. When it comes to a descriptive research, as it is put 
into practice in this work, the researcher will conduct the interpretation and analysis 
of the study without interfering or manipulating the data [38]. 

This study was conducted with the goal of studying the user’s acceptance on 
changing the operating system of their smartphone. In this study, is analyzed whether 
the operating system is a crucial factor or not in choosing a smartphone, as well as 
whether the users are satisfied with the OS they currently use, whether they recom-
mend their OS to someone else, among other questions that were presented in a 
survey.
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The survey was conducted for participants over the age of 16 who may or may not 
own a smartphone, and the smartphone could have as operating system an Android, 
iOS or other. Only participants who own a smartphone and one of the two OS under 
analysis (Android or iOS) were considered for the study. 

The questionnaire was 204 respondents, but only 167 answers were considered 
valid. Of these 167 responses have ages ranging from 16 to 72 years old with various 
types of academic qualifications and net monthly incomes. 

The questionnaires were sent via email or social media, depending on proximity 
to the respondents, and participants were asked to forward the questionnaire to other 
known contacts. The results were later analyzed using IBM SPSS 24 Statistics for 
statistical data processing. 

The questionnaire was constructed so that in an initial phase (the first 6 questions) 
it would be possible to characterize the sample from a sociodemographic perspective, 
and in the remaining questions it would be possible to extract the participants’ opinion 
on the theme. 

The first 6 questions determine gender, age, education, net monthly income, 
whether they use a smartphone, and which smartphone they use. The remaining 
questions, based on TAM, were designed in such a way as to obtain conclusive 
answers with pre-defined answers on a Likert scale from 1 (Strongly disagree, 
Very dissatisfied, Not at all connected…) to 5 (Strongly agree, Very satisfied, Very 
connected). 

17.4 Analysis and Discussion of Results 

Once the data was collected, the results obtained in the empirical study were analyzed. 
It was found that the respondents were those who expressed interest in participating, 
which is therefore a convenience sample. 

The present study had 167 participants (N = 167), of which 32.3% were male, 
66.5% were female and 1.2% identified themselves as other. 

Regarding the age of the participants, the majority is less than 25 years old with a 
percentage of 35.3%, followed by participants aged between 46 and 55 years (28.1%) 
and with a smaller percentage, participants older than 55 years with a percentage of 
only 6%. 

As for academic qualifications, most of the respondents have a completed bach-
elor’s degree (44.9%), and few have a completed doctorate (0.6%). Those who have 
completed only high school also occupy a large percentage of the chart (32.9%). 

In terms of net monthly remuneration at the end of the month, the majority of 
the participants who answered this question, and there were 18 people who decided 
not to share this information, receive a remuneration in the range between 500e 
and 1000e at the end of the month (34.9%), and with a smaller percentage are the 
participants who have a remuneration above 2001e at the end of the month (11.4%).
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One of the crucial questions in this questionnaire was whether or not the participant 
uses a smartphone, where 160 participants said yes (96%) and only 7 respondents 
(4%) do not use this type of device. 

To these 160 participants who answered “Yes” to the question “Do you use a 
smartphone?”, they were asked the question what was the operating system that 
their smartphone operated, having as options the Android OS, the iOS OS and the 
third option was “Other”, to which 63.1% replied that they had an Android, with a 
percentage of 33.8% the participants who have a iOS, and only 3.1% of the partici-
pants replied that they have another type of operating system, thus putting an end to 
the questionnaire for them. 

For the participants who chose the options “Android” or “iOS”, the question was 
asked whether they were satisfied with their operating system, to which 44.5% of the 
participants answered that they were satisfied and 38.1% very satisfied. Only 10.3% 
of respondents are very dissatisfied with the OS of their smartphone. 

To better understand which users are the most satisfied with their operating system, 
a comparison of question 6 of the questionnaire “If yes, what is the operating system 
of your smartphone?” with question 7 “Are you satisfied with the operating system of 
your smartphone?” was performed. With this crossing of information, it was possible 
to draw that the percentage of participants satisfied with their operating system is 
higher in the Android OS (52.5%), but the percentage of participants very satisfied 
with their operating system is higher in respondents using the iOS operating system 
(53.7%). Regarding dissatisfaction, iOS users are most dissatisfied. 

With the crossing of data, it was also possible to see that iOS users feel more 
emotionally attached to their OS than Android users, since for iOS users the answer 
with the highest percentage is “Connected” with 42.6% and then “Very Connected” 
with 29.6%, and for Android users the most given answer was the option “Neutral” 
with 34.7%. 

On the question “Would you recommend other people to buy smartphones with the 
same operating system as yours?” most of the participants, with a percentage of 50.3% 
of the answers, answered that they agreed when recommending their smartphone to 
others. As for the answer “Strongly Disagree”, no one choose this option. By cross-
referencing this data with the users of the two types of operating systems under study, 
it was possible to extract that for Android users the most given answer was “Agree” 
(54.5%) and for iOS users it was “Totally agree” (44.4%). 

To understand why users choose a certain smartphone, the question “Why did you 
choose your smartphone?” was asked, and it can be seen that price is a substantial 
factor when choosing a smartphone for Android users, who agreed with this option by 
65.3%, unlike iOS users that only 11.1% agreed, with a higher percentage choosing 
the option “Disagree” with 33.3%. It was also retrieved in this question that the 
smartphone functions are one of the main reasons when choosing a smartphone for 
both users, that for iOS users’ appearance is the key factor with the highest percentage 
of “Agree” (56.6%) and that for both users the operating system that their smartphone 
operates is a very important factor with Android users choosing the option “Agree” 
61.9%, and iOS users choosing the option “Agree” and “Strongly Agree” more than 
40% in both.
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Since it was proven that the operating system is an important factor when choosing 
a smartphone, users were also asked whether this choice was made autonomously or 
under the influence of friends and family, to which the answer was mostly negative 
for both users. For Android users the most given answer was “Strongly disagree” 
with 29.7% and for iOS users the most answered was “Disagree” with 38.9%. 

In order to understand what the most cherished features in the smartphones of the 
users are who took the survey, a question was asked for that purpose, where users 
could choose more than one option. Android users absolutely chose that for them the 
most cherished feature is “Image quality” with 100% of the users totally agreeing, 
while for iOS users, the most cherished feature is once again “Appearance” (68.5%). 
The least liked features for both users are “Color”, “Touch” and “Sound quality”. 

Even if the brand is a more important factor when buying a smartphone, it was 
seen earlier that the operating system is also a very important factor, and with the 
question “Will I ever buy a smartphone with the same operating system as my current 
one again?”, the answers were unanimous, and for both users, staying with the same 
operating system seems to be the right answer, since 52.5% of users using Android 
agreed to buy again a smartphone with the same OS, and 55.6% of iOS users totally 
agreed. 

In another question, it was asked how often users think about changing operating 
systems. Since in the previous question, they said they would buy again a smartphone 
with the same OS as their current one, the willingness to change will be low, hence the 
most given answer to the question “How often do you consider changing operating 
systems?” was “Rarely”, with 45.5% of answers given by Android users, and 46.3% 
with an answer given by iOS users. 

Other question that was asked, was whether respondents believed that older 
consumers would find it more difficult to switch operating systems due to the new 
product’s instructions being harder to re-learn, to which almost 54.2% of the partic-
ipants said they agreed and 24.8% totally agreed. Only one person (0.7%) strongly 
disagreed with this matter. 

When asked if “The greater the relationship with the brand of my smartphone, the 
less I intend to change”, the participants mostly agreed with 59.2% of the answers. 
Relating this answer to the question “How often would you consider changing oper-
ating systems?” it can be seen that users of both operating systems feel a strong 
relationship with the brand of their smartphones, so they don’t want to change them 
often. 

At the same time, the answers to the question “"How often would you consider 
changing operating systems?” were not 100% “Strongly Disagree”, because there are 
always some users who feel the need to change their smartphone or operating system 
with some frequency, so the question “Do you believe that the demand for variety 
has an impact on my intention to change operating systems” was asked, where the 
most given answer was “Neither Agree nor Disagree” with 36.6% of the answers 
given, but then comes right behind the option “Agree” with 30.1% of the votes.
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Finally, the participants were asked what they believed to be the biggest influence 
on their intention to change from an iPhone to an Android smartphone (or vice versa), 
to which they agreed most on the product features (66.4%), then the price (55.9%) 
and lastly the brand (42.8%). 

Then, proceeded the Pearson’s linear correlation coefficient (Pearson’s R) analysis 
between the new variables, taken from the principal component analysis (PCA). This 
analysis is done when is necessary to analyze the relationship between two variables. 
When exists a perfect correlation, that is -1 or 1, it means that it will know the value 
of one variable determining exactly the value of the other. If the value is 0, it means 
that there is no linear relationship between the variables [39]. 

It can be seen in Table 17.1 there are variables that are correlated and significant 
at the 0.01 level, and variables that are correlated and significant at the 0.05 level, 
and also others that have a very weak correlation to the point of not being significant.

When analyzing the “Price” column with the interaction of the “Satisfaction” 
variable, it can be seen that Pearson’s correlation is negative. This means that if one 
variable increases, the other decreases, and vice versa. That said, the lower the price 
of the smartphone the higher the user satisfaction, and the higher the price of the 
smartphone the lower the user satisfaction. One can verify this type of correlation 
in the “Price”/“Features” variables because the user gives a lot of importance to 
the features of the cell phone, but always wants the lowest price possible. Also, in 
the “Price”/“OS”. The correlation between “Price”/“Loyalty” is also negative, as is 
“Price”/“Influence”. The correlation between the variable “Satisfaction”/“Influence” 
is also negative, which may indicate that it is not because third parties influence when 
choosing a smartphone or operating system that satisfaction is related. 

The cell comparing the “Loyalty” and “Characteristics” variables has a Pearson 
correlation of 0.173. The “Influence” and “SO” variable has a correlation of 0.202. 
The correlation between the variable “Change” and the variables “SO”, “Loyalty” 
and “Influence” has the following values of 0.020, 0.010 and 0.159, respectively. The 
variable “Price” has a correlation of 0.191 with the variable “Change”. The variable 
“Satisfaction” with the variables “Characteristics”, “SO”, “Loyalty” and “Change” 
have the respective correlations 0.027, 0.158, 0.178 and 0.002. Thus, it can stated 
that the level of association between the previous continuous variables is low. 

Looking at the column of the variable “Characteristics”, it has a moderate corre-
lation with the following variables “SO”, “Influence” and “Change” with Pearson’s 
correlations of 0.309, 0.367 and 0.352. Another correlation that is considered 
moderate, are the variables “Influence” and “Loyalty” with a correlation of 0.307. 

The variable “Loyalty” and “OS” is the only one with a value greater than 0.5, 
thus, according to the author [40], it can be said that this is the only high correlation. 
Thus, there is correlation between all the variables present in the study (positively 
or negatively correlated).
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Table 17.1 Pearson correlation for the variables under study 

Correlations 

Features OS Loyalty Influence Change Price Satisfaction 

Features Pearson 
correlation 

1 

Sig. 
(2-tailed) 

N 150 

OS Pearson 
correlation 

0.309a 1 

Sig. 
(2-tailed) 

0.000 

N 150 150 

Loyalty Pearson 
Correlation 

0.173b 0.563a 1 

Sig. 
(2-tailed) 

0.036 0.000 

N 148 148 152 

Influence Pearson 
Correlation 

0.367a 0.202b 0.307a 1 

Sig. 
(2-tailed) 

0.000 0.013 0.000 

N 150 150 149 152 

Change Pearson 
correlation 

0.352a 0.020 0.010 0.159 1 

Sig. 
(2-tailed) 

0.000 0.814 0.899 0.053 

N 148 148 152 149 152 

Price Pearson 
correlation 

−0.106 −0.243a −0.200b −0.011 0.191b 1 

Sig. 
(2-tailed) 

0.201 0.003 0.013 0.898 0.018 

N 148 148 152 149 152 152 

Satisfaction Pearson 
correlation 

0.027 0.158 0.178b − 0.085 0.002 −0.170b 1 

Sig. 
(2-tailed) 

0.739 0.053 0.028 0.300 0.981 0.036 

N 150 150 152 152 152 152 155 

a The correlation is significant at the 0.01 level (2-tailed) 
b The correlation is significant at the 0.05 level (2-tailed)
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17.5 Conclusion 

The present work had as a research question “In what way does the user accept 
the change of their operating system?”. To try to answer this question, a study was 
conducted on the Android and iOS operating systems, where a questionnaire was 
conducted to understand which operating system the users preferred, if they were 
satisfied with them or, for example, if they intended to change their operating system 
in the future. 

With the completion of the theoretical framework, it was possible to better under-
stand both operating systems. The Android operating system is the most used oper-
ating system with several users that is around 1.6 billion, while the iOS operating 
system, according to the Forbes website, was the most valuable brand in the year 
2020, with an estimated value of 241.2 billion dollars and revenues of 260.2 billion 
dollars. 

A study conducted by Marktest in 2018 [3], indicated that 6.9 million people 
owned a smartphone, also indicating that the smartphone penetration rate was higher 
among males, the younger population, as well as people with a higher social class. 

One of the factors for the Android operating system being the most purchased last 
year, is the fact that it has a strong collaboration with mobile device manufacturers, 
unlike iOS which operates only with its manufacturer Apple, that is, the user is more 
likely to like a non-iOS smartphone than an iOS one. 

With the questionnaire applied to about 200 participants it was possible to draw 
only a few conclusions identical to those described above. The age group that took 
part in the study the least were participants over 55. So, one can agree with the fact 
that probably the younger population is more likely to own a smartphone because 
older consumers have had later contact with them. 

Through the study, it was possible to extract that the TAM model presents at least 
three variables that lead a subject to accept or not the technology. According to this 
model, it will be the ease of use and the usefulness that will determine the intention 
to use, that is, if the user finds that a certain technology is not easy to use and is not 
useful, he will have no intention to use it. 

A smartphone is already something so intrinsic to the daily life of the population 
that only 7 people from the sample of 167 (valid answers) answered that they did not 
use a smartphone in the questionnaire. Of the same 160 respondents who answered 
that they owned a smartphone, more than half answered that they owned a smartphone 
with the Android operating system. These data were already expected, because as 
previously mentioned, Android was the operating system with the largest number of 
users in 2020. 

Through the application of the questionnaire, it was possible to learn that most 
users are satisfied with their operating system and have no intention of changing 
soon. This leads one to believe that the connection and trust that users have in their 
operating system, as well as the relationship they have with their smartphone brand, 
is becoming so great that they would rather stay comfortable with what they have 
than change.
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Regarding what most influences the users when switching from an Android oper-
ating system to an iOS, or vice versa, the answer “Product Features” was the one that 
had the highest agreement where more than 60% of respondents said they agreed, 
while the answer “Brand”, of the three possible answers, was the one that had a lower 
number of respondents to say they agreed. 
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Chapter 18 
Database Performance on Android 
Devices, A Comparative Analysis 

Carolina Ferreira, Manuel Lopes, Luciano Correia, Cristina Wanzeller, 
Filipe Sá, Pedro Martins, and Maryam Abbasi 

Abstract The number of mobile devices operating worldwide has reached almost 15 
billion, and Android has become the most popular operating system. Consequently, 
massive amounts of user data need to be collected and processed, and mobile appli-
cations now have essential roles in knowledge management. Dealing with such an 
amount of data on a single mobile device running several applications simultaneously 
may be a challenging task, and database performance has a substantial impact on the 
global performance and, especially, on response times. While SQLite is extremely 
popular and used in the mobile industry since its appearance, new promising options 
are emerging like Room and greenDAO that, still relying on SQLite, were designed 
to overcome SQLite weaknesses like response time and lack of validation of SQL 
queries, or ObjectBox and Realm that abandon relational databases and adopt object-
oriented and NoSQL approaches that do not require such deep knowledge of SQL. In 
this article, ObjectBox, Realm, SQLite with Room, and SQLite with greenDAO are 
reviewed, and a comparative analysis between them is presented alongside results
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from tests performed on Android. Results revealed that Room and greenDAO have 
the lowest performance, while Realm has globally better performance regarding 
select queries when the number of records is exceptionally high, and ObjectBox 
provides the better performance regarding basic operations like create, update, load, 
and delete. 

18.1 Introduction 

Android is the most popular operating system in the world, with over 2.5 billion 
all around the globe [1]. Since Android mobile OS surpassed Windows OS as the 
most used Operating System in the world and continues to grow with hardware as 
powerful as any standard computing device, data computation from mobiles is also 
increasing [2] and, with that, comes the need to continuously increase performance. 

Mobile databases are local storage operating on machines with limited computing 
and storage capabilities [3]. Most Android applications rely on database management 
systems, as this is the most common way of storing and managing data. Database 
performance plays a vital role in the success of applications [4] and has to cope with 
the workload to support desired user experience [5]. In this context, the industry 
offers a wide range of solutions [3]. 

Most mobile developers are probably familiar with SQLite, which has been around 
since 2000, and it is the most used relational database engine in the world [6]. 
However, new developers are now inclined to promising alternatives emerging more 
recently, like ObjectBox and Realm, since SQLite no longer can fulfill the needs that 
arise with technological evolution and user demands. SQLite is a robust and proven 
relational, but it is essential to keep up-to-date on current trends and needs [6]. Realm 
and ObjectBox are some of the biggest upcoming trends in recent years. They are 
databases designed from the ground up that, instead of relying on relational models, 
are based on object-store approaches [6]. 

Object-oriented database management systems (OODBMS), like Realm and 
ObjectBox, are designed to perform well as supporting tools when programming in 
object-oriented languages. That way, development becomes more accessible, faster, 
and safer since developers do not need to write heavy and complex queries, and one 
of the primary sources of errors [7]. 

Object relational mapping (ORM) has also gained popularity with the appearance 
of Room and greenDAO. It consists of a layer between the relational SQLite database 
and the object-oriented app to easily connect object code to a relational database [8, 
9]. Room and greenDAO are examples of ORMs, both of which are frameworks that 
keep using SQLite underneath [4]. The main difference between them and SQLite 
for developers is that they no longer need to use basic SQL syntax for querying and 
manipulating data from the database [4]. 

This paper aims to give a complete analysis of the performance of the ObjectBox, 
Realm, SQLite, Room, and greenDAO databases concerning the execution time to 
perform basic data operations: create, load, update, delete, access, and also queries.
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The ultimate goal of the analysis is to conclude whether these databases can achieve 
the demands of modern applications and which of them shows better performance. 

This document is organized into six sections. Section 18.2 presents state of the 
art and an overview of related works with an emphasis on relevant conclusions. 
Section 18.3 presents individually each one of the database management systems 
(DBMS), focusing on the main technical features, behavior, strengths, and limi-
tations. Section 18.4 explains the experimental setup, the used dataset, and the 
application used to perform testing and performance measurement. Section 18.5 
presents the performance tests, variables, and an extended discussion about the 
results. Section 18.6 concludes the paper. 

18.2 Related Work(s) 

The development of complex applications is impossible without the use of powerful 
databases, and their application in Android development has its specifics caused by 
the features of mobile devices: fewer hardware resources, battery saving, and mobile 
application architecture [10]. 

Liu et al. [11] found that the most common performance issues are lagging by 
the graphical user interface (GUI). Users must wait for a task to complete before 
they can do anything else on the device. Energy leaks and memory exceeds when 
applications demand more hardware resources than the device has, namely, RAM 
and CPU [4]. These issues feature among the main reasons why users give low ratings 
for applications [4], and as shown by Guerrouj et al. [12], user app ratings are directly 
proportional to the success of applications. Thus, it is essential to build applications 
with reduced response times requiring little memory. 

SQLite was first introduced in 2000 and quickly became one of the most popular 
DBMS, occupying the undisputed throne for several years until viable alternatives 
appeared. The first stable version of Realm for Android appeared in 2016 [13]. 
Its creators conceived Realm as a database that would avoid writing complicated 
standard code in SQL, enable work with data as objects, and reduce the response 
time of creating, reading, updating, and deleting (CRUD) operations [10]. 

SQLite remains the most frequently used DBMS in the development of Android 
applications [10]. Outside the context of relational databases, Realm and ObjectBox 
are two of the most popular DBMS for Android applications, and each of them has 
its place in the market of mobile applications [10]. 

ObjectBox, one of the newest DBMS, implements a NoSQL object-oriented 
DBMS build from scratch, like Realm. First presented in 2017, it was initially devel-
oped as a DBMS for mobile and IoT devices, and it presents super speed of operation 
and the convenience of integration into mobile applications [10]. 

Also, in 2017, Google introduced Room, that not being a database but a layer on 
top of SQLite, presented new customizations that SQLite lacked in its pure format 
and brought SQLite back into the spotlights [13]. Like Room, greenDAO is also 
an open-source Android ORM that makes developing for SQLite easier and faster
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since it prevents developers from dealing with low-level database requirements [9]. 
Despite having been released before Room, it was only in 2017 that it released a 
stable, compatible version with Android Studio [14]. 

Research to compare all the available databases for mobile development seems to 
be increasing since there are not many proven and published studies in this field. In 
order to compare Room, greenDAO, and SQLite, the author in [4] developed three 
versions of an application, one for each framework. Results suggest that greenDAO 
has better performance regarding CRUD operations, and the resulting application size 
was equivalent for both Room and greenDAO, but SQLite presented a 5% decrease. 
Regarding RAM and CPU usage, SQLite also presented better results. Regarding 
Realm and SQLite with Room and the added size to applications, Realm loses because 
it includes a separate database adding 4–5 MB, and Room only adds a small layer of 
a few KBytes. On the other hand, Realm is nearly ten times faster than Room when 
performing CRUD operations [13]. When it comes to security, Room and Realm 
are equally good since both of them allow 256-bit encryption of the database [13], 
meaning that 2256 different combinations are needed to break it, which is virtually 
impossible to be done even by the fastest computers [15]. 

New developers seem to choose Realm over SQLite since Realm is suitable for 
prototyping and easy to get started since it does not require a lot of configuration 
and SQL knowledge [13]. At the same time, the combination of SQLite and Room, 
despite being the most popular solution when working with structured data, requires 
knowledge of SQL basics and may become much more complex when manipulating 
objects, while Realm and ObjectBox, are based on an object-oriented approach to 
data organization, are significantly superior not only in speed but also in usability 
[10]. 

In [16], results of tests in simple CRUD operations considering different DBMS, 
including ObjectBox, Realm, Room and greenDAO, are presented and demonstrate 
that non-relational databases perform simple operations far better. ObjectBox seems 
to be the best when saving data, but Realm is incomparably faster when reading. For 
update operations, non-relational databases are also faster: ObjectBox outperforms 
Realm, followed by greenDAo and Room, which achieved similar results. When 
deleting data, greenDAo and Room achieved very similar results, with Realm slightly 
below them and ObjectBox being the worst. 

18.3 Architectures 

In this section, each of the DBMS in the study is presented individually with a focus 
on the main technical features, behavior, and already known strengths and limitations 
to enable a reasoned analysis and reach valid conclusions.
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18.3.1 SQLite 

SQLite is “an Open Source Database embedded into Android. SQLite supports stan-
dard relational database features like SQL syntax, transactions and prepared state-
ments” [17]. Unlike other well-known DBMS, such as PostgreSQL and MySQL, 
SQLite does not require a separate database server and stores all information in one 
file, taking up little disk space. It was designed for devices with limited hardware 
capabilities [5] compared to the paradigm we face today, and the only supported data 
types are text, integer, and real, so other types must be converted before saving in 
the database. 

Using a SQLite database in Android does not require a unique setup. After defining 
the SQL statements for creating and updating, the database is automatically managed 
and ready [17] for use. Although it is convenient to work with simple types, it requires 
additional time to implement relationships between objects [10], does not validate 
types, and access may be slow since it involves accessing the filesystem [17]. 

18.3.2 greenDAO 

greenDAO is an open-source Android ORM that allows developers to use the database 
without worrying about converting objects into compatible formats for the relational 
database [9]. 

In its purest form, SQLite requires writing SQL and analyzing query results, which 
may be tedious and time-consuming tasks [18]. greenDAO was designed to free 
developers from those tasks by mapping Java objects to database tables. In addition 
to these, other advantages of this framework are its minimal memory consumption, 
the small library size (¡150 KB), and the decent performance [18]. 

18.3.3 Room 

The Room persistence library is “an abstraction layer over SQLite to allow fluent 
database access while harnessing the full power of SQLite” [19]. Like greenDAO, it 
is an ORM for SQLite database in Android. 

Room is now a better approach than SQLite since it allows working directly with 
objects by mapping and decreases the amount of low-level code. However, it still 
requires some basic SQL understanding and provides compile-time validation of 
SQL queries, contrary to SQLite. This validation means that an application will not 
be compiled if there is an SQL query error, preventing developers from encountering 
run time errors [13, 19, 20]. Another feature comparably to SQLite is that as the 
schema changes, there is no longer the need to update the affected SQL queries 
manually. Room solves that issue [19].
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18.3.4 ObjectBox 

ObjectBox is a superfast object-oriented database. It is built from scratch for storing 
data locally on mobile devices and is optimized for high efficiency using minimal 
CPU and RAM [21]. Like Realm, it implements a NoSQL approach in which the 
attributes of model classes and the relationships between them are directly written to 
the database [10]. This framework accelerates the development and release process 
and reduces costs. Another advantage of ObjectBox is that it can develop applications 
that work online and offline [22]. 

18.3.5 Realm 

Realm is “a fast, effective, and user-friendly NoSQL database in which data is mapped 
to objects in a realm file, and therefore classes are used to define the schema” [13]. 
Despite being much more recent than SQLite, it is prevalent among new Android 
developers and works with Java, Kotlin, Swift, ObjectiveC, Xamarin, and React 
Native [23]. Although it presents significant advantages over SQLite like high speed, 
ease of use, a zero-copy of data policy, and excellent documentation for developers 
can easily find answers in case of doubt, Realm also has some limitations: it does 
not support auto-incrementing of id’s, nested transactions, or inheritance [13], and 
it adds a far more extensive library (around 3–4 MB) than Room or greenDAO [23]. 

18.4 Experimental Setup 

In order to generate fair and realistic evaluation results and ensure reliable and 
valid conclusions, test runs were performed on the same Android device, varying 
between ObjectBox, Realm, and SQLite sequentially, considering different numbers 
of records and the operations described in Fig. 18.1.

The application designed for tests was developed using Android Studio Chipmunk 
2021.2.1 and installed on a Xiaomi Mi 9 device. The mobile device runs Android 11 
and has an octa-core Snapdragon 855 CPU (2.84 MHz) with 6 GB of RAM. SQLite 
database engine came with the operating system, but two ORMs were installed: 
Room (2.4.2) and GreenDAO (3.3.0). ObjectBox (3.1.2) and Realm (10.9.0) had to 
be installed manually. 

The initial application includes EditText fields to insert the number of tests to run 
and the number of records used in those tests. Besides that, four CheckBoxes allow 
the selection of the database system to be tested, and the available tests are displayed 
in a ComboBox to be easily seen and selected by users. 

Finally, there is a button to test effectively, and the results are displayed in a list as 
soon as the tests finish. Each test was run ten times, and the final result is an average
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Fig. 18.1 Test operations

value considering all tests except the one with the most distant value from the rest to 
obtain a more realistic average value. Figure 18.2 displays the test application main 
screen. 

Fig. 18.2 Test application 
screen. The source code is 
available on: https://github. 
com/ManuelCLopes/mobile-
db-performance

https://github.com/ManuelCLopes/mobile-db-performance
https://github.com/ManuelCLopes/mobile-db-performance
https://github.com/ManuelCLopes/mobile-db-performance
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18.4.1 Dataset 

The records generated along the tests followed a schema with one of the following 
attribute types: long, boolean, byte, short, int, float, double, string, and ByteArray. 
Since indexing makes columns faster to query by creating pointers to where data is 
stored within a database [24], to test on indexed data and evaluate the results, two 
indices were used: id and id plus all the other attributes. 

18.5 Results and Analysis 

Results strongly suggest that simple operations are far better when dealing with 
non-relational databases. 

In the case of creating and updating data, ObjectBox presents the lowest time of 
performance, followed by Realm. Room and greenDAO are distinguishably slower. 
The results for these operations for indexed data are similar, but globally, with worst 
performances and are exceptionally sharp for Room and greenDAO. 

Regarding the access, ObjectBox, Room, and greenDAO respond almost instan-
taneously while Realm does not. However, for load operations, Realm responds in 
instantaneous times, followed by ObjectBox, and with Room and greenDAO being 
much slower. The results on load with and without indexing are very similar, but 
access with indexing is faster when considering several records lower than 1,000,000. 

ObjectBox remains the fastest for delete operations, followed by Realm, regardless 
of the number of records. Regarding Room and greenDAO, Room is faster than 
greenDAO considering lower numbers of records, but when increasing to 1,000,000, 
greenDAO seems to surpass Room slightly. For indexed data, the results are similar 
but with a global increase in response times. ObjectBox and Realm do not present 
major variations, but greenDAO and Room are negatively affected. The described 
results are presented in graphic format in Figs. 18.3, 18.4, and 18.5.

Observing the results obtained when performing queries in Figs. 18.6, 18.7, 18.8, 
and 18.9, it can be seen that ObjectBox has the better performance on indexed queries 
when the number of records is 10,000, 100,000, or 1,000,000, but loses for all the 
other frameworks when the number of records increases to 10,000,000. In that case, 
Realm is the winner, but greenDAO and Room present close results.

Moreover, Realm is the fastest on querying by string and by an integer, followed 
by ObjectBox and, distantly, by Room and greenDAO. When querying by ID, the 
four databases converge to similar results. 

Finally, it is essential to notice that indexes will speed up queries. However, 
increasing the number of indexes in a table, the more extended operations like insert 
and update will take since these indexes will be automatically updated, which will 
cause slow performance in these operations [25].
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Fig. 18.3 Global results for 10,000 records 

Fig. 18.4 Global results for 100,000 records
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Fig. 18.5 Global results for 1,000,000 records

Fig. 18.6 Query results for 10,000 records
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Fig. 18.7 Query results for 100,000 records 

Fig. 18.8 Query results for 1,000,000 records

18.6 Conclusions and Future Work 

Android developers can now choose from a wide range of database frameworks. 
However, new developers seem to be fleeing from relational to non-relational 
approaches like Realm and, more recently, ObjectBox.
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Fig. 18.9 Query results for 10,000,000 records

SQLite has clear limits, but it has the advantage of being a mature and well-
understood technology, with many developers that fully understand it and use it well 
and wisely. Despite not being able to keep up with the growth in mobile device 
hardware, the appearance of Room and greenDAO brought it back to competition. 

The results presented in this article suggest that, globally, non-relational databases 
like ObjectBox and Realm deliver the best performance regarding response times, but 
that does not mean that NoSQL approaches are always a better option. Many factors, 
including the intended structure for the project and the impact of the limitations of 
each framework when developing, should be carefully weighed and considered. 

18.6.1 Future Work 

The results presented in this article are limited to performance, considering only 
response times. Although a more profound analysis is presented in Sect. 18.2 
concerning other metrics, in future work it would be interesting to include an analysis 
on memory consumption and CPU usage as well as replicate the present study on 
unstructured data considering Realm, ObjectBox, and other NoSQL options. 
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Chapter 19 
QR Codes Research in Marketing: 
A Bibliometric and Content Analysis 

Joaquim Pratas and Zaila Oliveira 

Abstract The aim of this investigation is to analyze QR codes research main topics 
and evolution over time. A bibliometric study and content analysis were carried out on 
the documents published in Web of Science database. The findings show that research 
after the COVID-19 pandemic has been reinforced. The main topics are related to 
the willingness to use and buying intentions through the use QR codes in retail, 
communication, and collaborative supply chains; risks and privacy concerns with QR 
codes and loyalty programs; mobile payments with QR codes; and other industry-
related specific topics. This study contributes to the area by providing scholars with 
the state of the art and trends in QR codes and can guide future research. From a 
managerial view, it gives insights on how to use QR codes. 

19.1 Introduction 

COVID-19 pandemic was a major force to enhance contactless economy. A 100% 
contactless experience is made possible through the use of native applications or a 
web page on connected devices [1] such as Quick response (QR) codes. 

The contactless economy has been driven by both supply-side (with the rise of 
the digital technologies such as 5G, cloud platforms, artificial intelligence, and data 
analytics) and demand-side factors (with the need for convenience and heightened 
awareness for health and safety) [2]. 

With the environment that COVID-19 pandemic brought, namely the heightened 
awareness for health and safety, and the rise of 5G and cloud platforms, and the rise
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of new and more powerful mobile phones, smart watches, and other technologies, 
consumers have almost endless access to information in their pockets, anytime and 
anywhere. QR codes have experienced a renaissance due to the demand for a contact-
less economy, attracting a new wave of businesses, marketers, and customers who 
have adapted to a world where many aspects are becoming more digital. 

With the increasing usage of mobile phones that can read QR codes, it is 
expected that QR codes tool will have a greater prominence as an informational, 
communicational, transactional, and even payments tool. 

The mobile phones (or other mobile technologies) can have an application (app) 
that reads the QR code, but recent smartphones, such as Samsung Galaxy S20 can 
read or scan QR codes without having to download an app as the code reader is 
included in the camera software, enhancing simplicity and ease of use of QR codes. 

Thus, the aim of this work is to analyze and assess the body of scientific literature 
that has been produced over time on the topic of QR codes. It is specifically meant 
to assess and synthesize the current state of the art of the topic and understand its 
main trends in research subtopics. 

From a scholarly perspective, it is anticipated to contribute to the current status of 
QR codes study and develop a list of priorities for follow-up research. In terms of busi-
ness, it should assist firms in adopting or improving this marketing and promotional 
tool. 

19.2 Literature Review 

19.2.1 QR Code Early Beginnings 

A QR code is a type of bar code that is printed with tiny black-and-white squares 
that can be used to store data that can be scanned into a computer system. The black 
and white squares can represent any number between 0 and 9, any letter from A to 
Z, or a non-Latin character like a Japanese kanji [3]. 

QR codes can contain information such as text, Uniform Resource Locators (URL) 
links, automatic short message service (SMS) messages, or just about any other 
information that can be embedded in a two-dimensional barcode. This encoded data 
can be decoded by scanning the barcode with a mobile device that is equipped with 
a camera and QR reader software [4]. 

The Japanese company Denso Wave, a division of Denso, a division of the 
automaker Toyota Motor Corporation developed QR codes in 1994, to trace vehicle 
parts as they are being assembled [3]. 

The structure of the QR code has five areas [5]. The first area has been used to 
specify the QR code version. The information in the second zone is read first, and the 
second zone has degrees of mistake correction. The third region is used to store data. 
The finder, alignment, and timing pattern are the components of the fourth region. 
The detection model needed to read a QR code is the Finder pattern, which is present
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on three corners of the code. The alignment pattern is employed to fix a potential 
programming problem. For correcting the coordinates and the coding, the timing 
pattern is crucial. In order for the code to be read correctly, the fifth region must be 
empty [6]. 

The QR codes have several utilizations. They are still an emerging mobile tech-
nology that could have a high impact on the mobile marketing practices, including 
shopping, advertising, sales promotion, direct marketing, and customer relationship 
management [7]. 

For example, the URL of a website that has a coupon or other information about 
a product is regularly encoded into QR codes for use in advertising. They have also 
been noticed on tickets for athletic events and concerts [3]. 

Early in the new millennium, QR codes swiftly were goods standing in North 
America and Europe soon after the placement of QR codes by manufacturers and 
marketers on a variety of goods and services, including wine labels and bottles of 
shampoo to candy bars [8]. Fast-moving consumer goods (FMCG) rely heavily on 
inexpensive package-level technologies such as QR codes [9]. 

19.2.2 Future Projections for QR Codes After COVID-19 

According to a research conducted in Portugal in 2015, the majority of respondents 
were eager to test out this new technology in the future, demonstrating that Portuguese 
consumers had a favorable attitude toward its use. In addition, many respondents state 
that they wanted to utilize the code in many situations since they find it to be easy 
to use and practical, even though due to budgetary reasons, many respondents lack 
a mobile device or an application (app) to read the code [7]. 

During a June 2021 survey, it was found that 45% of responding shoppers from the 
United States stated they had used a marketing-related QR code in the three months 
leading up to the survey. The share was highest among respondents aged between 18 
and 29 years [10], showing that the acceptance of QR codes by younger generations 
is higher than in older generations. 

In a survey released by [11], in February 2021, it was found that between March 
and December 2020, 8.74 million new mobile payment customers were enrolled. 
According to a comprehensive survey carried out by [12], 85% of all mobile payments 
were made via QR codes in 2020. A future without cash is predicted by the growing 
use of QR codes for payment in physical stores [13]. 

The number of smartphone users in the United States who used a QR code scanner 
on their mobile devices is expected to rise from 52.6 millions in 2019 to 99.5 millions 
in 2025, experiencing a constant growth [14]. 

Thus, it seems that QR codes are going to be an important tool in the future, due to 
its increased availability that can be used as communication, transaction, payment, 
and traceability among other possible functions.
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19.3 Research Questions and Methodology 

19.3.1 Research Questions 

In order to achieve the outlined research objectives, the following research questions 
were formulated:

• Q1: Which scientific documents had the greatest impact in terms of their citations?
• Q2: How has the publication of scientific documents about QR codes evolved?
• Q3: What are the main research trends in the field of QR codes? 

19.3.2 Methodology 

The used methodology involved conducting a bibliometric analysis and a content 
analysis of documents about QR codes. In order to collect a representative sample 
of relevant knowledge, we retrieved data from Web of Science Core Collection 
(WoSCC) (all editions), in the categories of Business, Management, Economics and 
Communication, in August 28, 2022, searching on the options Title or Topic, the 
keywords: “QR code”, “QR codes”, “Quick response code” or “Quick response 
codes”. The WoSCC is considered the most impactful and qualitative database with 
several source types such as journals, books, and conference proceedings. It also 
provides cleaner data, with less duplication than other databases (such as Scopus). 
No criterion has been established regarding the date of publication. 

One hundred and twelve scientific documents were identified. We further read the 
title and abstract of all the documents, to guarantee that the sample was complete 
and accurate. We found that ten articles were not related to the topic we wanted to 
study. Thus, one hundred and two documents remained to be analyzed. 

Using the Web of Science software, we retrieved all bibliometric information of 
these articles, such as the source or journal name, article title, authors, keywords, year 
and references. We further collected citation and co-citation data for each article. 
Then, manually, we normalized the authors’ names and works and corrected for 
different editions of books. The data was analyzed with SciMAT, and networks were 
identified using the software VOS Viewer, to perform the analyses necessary to tackle 
the identified research questions.
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19.4 Results 

19.4.1 Most Cited Documents 

To tackle first question “Which scientific documents had greatest impact in terms of 
their citations?” we have performed a citation analysis. Citation analysis quantifies 
the importance and influence of a published article within its field, as assessed by 
their citation frequency [15]. Jointly the 102 documents had 521 citations in WoS 
Core. This means that on average each published work had about 5 citations. Listing 
such a large list was considered unfeasible, and thus the list with 10 documents with 
more citations is listed in Table 19.1.

19.4.2 Evolution of Documents Publication About QR Codes 

To address the second question “How has the publication of scientific documents 
about QR codes evolved?”, we have done a bibliometric analysis that showed the 
publications by year. The results are shown in Table 19.2.

The findings show that the number of documents continuously increases. Between 
2015 and 2019 the average per year was of ten documents, but after COVID-19 
pandemic, the average number between 2020 and 2022 (to date—the data collection 
was made in August 28, 2022) was of eleven documents. This number will be higher 
considering the total documents published in 2022 that aren’t considered in this 
analysis. 

19.4.3 Main Research Trends in the Field of QR Codes 

To answer the third question “What are the main research trends in the field of QR 
codes?”, we have used a bibliographic coupling analysis. Bibliographic coupling 
between two documents occurs when there is an item used as reference by these two 
documents. Their bibliographic coupling strength is then the number of references 
they have in common [16]. A bibliographic coupling analysis was performed using 
VOS Viewer, in order to extant and enrich the knowledge about the intellectual ties 
between documents. The methodology used was based on a minimum number of 
citations per document of five, and fractional counting. Sixteen documents met these 
criteria assuring that these documents were connected to at least one other document 
(Fig. 19.1).

In this analysis were identified four different clusters. The documents in the 
first cluster are represented in red color and seem to analyze the attitude, interest, 
willing to use, and buying intentions through the use QR codes in physical, online or 
omnichannel retail, communication, and collaborative supply chains. In this cluster
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Table 19.1 Top 10 most cited documents 

Titles Authors and data Sources Number of citations 

User Behavior in QR 
Mobile Payment 
System: The QR 
Payment Acceptance 
Model 

Liebana-Cabanillas 
et al. [27] 

Technology Analysis & 
Strategic Management 

68 

Smart Shoppers? Using 
QR Codes and Green’ 
Smartphone Apps to 
Mobilize Sustainable 
Consumption in the 
Retail Environment 

Atkinson [17] International Journal of 
Consumer Studies 

50 

Benchmarking the Use 
of QR Code in Mobile 
Promotion: Three 
Studies in Japan 

Okazaki et al. [8] Journal of Advertising 
Research 

36 

QR Code and Mobile 
Payment: The 
Disruptive Forces in 
Retail 

Yan et al. [28] Journal of Retailing and 
Consumer Services 

34 

Privacy Concerns in QR 
Code Mobile 
Promotion: The Role of 
Social Anxiety and 
Situational Involvement 

Okazaki et al. [25] International Journal of 
Electronic Commerce 

28 

Effects of the National 
Bioengineered Food 
Disclosure Standard: 
Willingness To Pay for 
Labels that 
Communicate the 
Presence or Absence of 
Genetic Modification 

McFadden and Lusk 
(2018) 

Applied Economic 
Perspectives and Policy 

25 

Applying Blockchain 
for Halal Food 
Traceability 

Tan et al. [30] International Journal of 
Logistics-Research And 
Applications 

19 

Performance Evaluation 
of Tracking and Tracing 
for Logistics Operations 

Shamsuzzoha et al. 
[19] 

International Journal of 
Shipping and Transport 
Logistics 

18 

Examining the Impact 
of QR Codes on 
Purchase Intention and 
Customer Satisfaction 
on the Basis of 
Perceived Flow 

Hossain et al. [18] International Journal of 
Engineering Business 
Management 

15

(continued)
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Table 19.1 (continued)

Titles Authors and data Sources Number of citations

Innovators and 
Innovated: Newspapers 
and the Postdigital 
Future Beyond the 
Death of Print 

O’Sullivan et al. 
(2017) 

Information Society 15

Table 19.2 Number of documents per period 

Year 2008–2009 2010–2014 2015–2019 2020–2022 

Number 2 17 50 33 (to date) 

Average number per year 1 3 10 11 (to date)

Fig. 19.1 Results of bibliographic coupling analysis. Research trends clusters

is also present the issue of tracking and tracing technologies associated with QR 
codes. 

In the second in green color, the documents seem to analyze the risks and privacy 
concerns of cross-media advertising using QR codes, and impacts of QR codes in 
customers’ loyalty. 

In the third cluster, in blue, the document analyzes the topic of mobile payments 
using QR codes and characteristics of users that adopt this technology. 

In the fourth cluster in yellow color, other topics are studied, namely the use of QR 
codes in specific industries, such as Halal food traceability and QR codes presence 
in front cover of newspapers. It seems that QR codes can change the business model 
and/or marketing strategies of these specific industries. 

We have also performed a content analysis in order to analyze each document 
that was in each cluster. Two trained codes were used to classify each document and 
synthesize main issues in each document.
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19.4.3.1 First Cluster: Attitude, Interest, Willingness to Use 
and Buying Intentions Through the Use QR Codes in Retail, 
Communication, and Collaborative Supply Chains 

The first cluster contains eight documents. 
Atkinson [17] investigated the causes of consumers’ willingness to use QR codes 

in retail settings when making sustainable product purchases, using a representa-
tive sample of 401 American adults. The findings show that customer willingness 
to employ mobile phone-based QR code advertising is positively correlated with 
consumer trust in the government, buycotting, and market mavenism, but adversely 
correlated with consumer’s trust in corporations. 

Hossain et al. [18] studied the effect of QR codes on customer satisfaction and 
buying intention in the context of online shopping based on perceived flow, using a 
sample of 420 consumers who had purchased a product online using a QR code. The 
authors concluded that QR codes have a significant impact on customer satisfaction 
and buying intentions, confirming that QR codes affect perceived flow, which in 
turn influences online shoppers’ contentment and, ultimately, purchase intention. 
Advertisers may communicate and impact consumer happiness and buying intentions 
by integrating QR codes into their ads. Consumers sharing information via QR codes 
will encourage other customers to interact with, and exchange information in the 
online community. 

Shamsuzzoha et al. [19] studied how auto-ID technologies such as barcodes, QR 
codes, radio frequency identification (RFID) tags are widely used for monitoring the 
material flow in the logistics chain. These technologies help companies to trace and 
track products and manage supply chain operations across organizational boundaries. 
The authors developed a methodology to measure the performance of tracking and 
tracing technologies, using an experimental setup, helping manufacturing organiza-
tions to establish a plan before implementing tracking and tracing technologies and 
tools in business operations. 

Albastroiu and Felea [20] analyzed the degree of usage, the willingness of the 
Romanian people to use codes in the buying process, and also their perception about 
the functionality and usefulness of QR codes in an omnichannel retail environment. 
The findings suggest that consumers know the applicability of QR codes, have used 
codes for accessing information about products and online purchases, and consider 
QR codes contribution to the improvement of the shopping experience. 

Introini et al. [21] analyzed the Industry 4.0. technologies (using a temporal evolu-
tion of technologies applied in the food supply chain traceability, refer that technology 
environment is becoming increasingly complex due to the inclusion of new proposals 
(RFID, QR codes, NFC, Barcode, …)), that can be applied to traceability of different 
areas in the food sector, namely creating proposals for fruit, vegetables, meat, or fish. 
The authors also identified sectors that have not yet been approached by these new 
proposals, as well as technologies that are been applied in Industry 4.0 proposals but 
have not been used for traceability.
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Good traceability systems help to minimize the production and distribution of 
unsafe or poor quality products. Therefore, traceability is applied as a tool to help 
ensure the safety and quality of food, as well as to achieve consumer confidence. 

Demir et al. [22] investigated the current use and future intent of use of QR codes 
in mobile marketing among college students, in 2013. The findings indicate that 
while more than 80% of students recognized QR codes, only half of them had used 
QR codes before. Furthermore, while the interest in using QR codes is currently low, 
the likelihood of using them is slightly higher than the current interest. 

Ho and Yang [23] used QR codes to explain the factors that affect users’ usage 
intentions, using the theory of reasoned action (TRA) as a research framework. Using 
a mixed methodology with structural equation modeling analysis and qualitative 
analysis the authors determined that there were four reasons that individuals refer 
as impediments to scan QR codes, and six factors that imply limited usage, which 
explain customers’ scanning willingness and are crucial to future practice. 

Trivedi et al. [24] used commercial appeals with the moderating effects of product 
category participation to test the effects of QR codes in print advertising along five 
different stages of customer decision-making. The authors came to the conclusion 
that, when combined with an emotional appeal, QR codes can influence consumer 
decision-making in low-involvement product categories. When used in conjunction 
with an overall informational appeal, QR codes are beneficial for advertisements for 
high-involvement products. In a low-involvement product category, QR codes do not 
strengthen the persuading effects of informational appeals in commercials. 

19.4.3.2 Second Cluster: Risks and Privacy Concerns of Using QR 
Codes, and Impacts of QR Codes in Customers’ Loyalty 

Okazaki et al. [8] studied the perceived risks connected with QR codes utilization in 
cross-media advertising, with three studies conducted in Japan. The authors found 
that consumers perceive risks differently depending on the context in which they 
scan QR codes and that consumers are most likely to use QR codes in print media 
to promote loyalty programs because they are convenient, cost-effective, and high 
quality. 

Okazaki et al. [25] analyzed the effects of QR code mobile promotion in terms of 
information privacy concerns, defensive reactions (intention to protect, fake, or with-
hold), and loyalty, drawing on the utility maximization theory, and using a sample 
of 667 Japanese consumers. The findings show that social anxiety and situational 
involvement have significant interactions with both the goal to protect and the inten-
tion to fake personal information. Simultaneously, the authors found that QR code 
advertising is a helpful tool in building loyalty. 

Okazaki et al. [26] analyzed the efficacy of QR code loyalty initiatives, using two 
studies. In study 1, key informant focus groups were used to evaluate the qualita-
tive impressions of QR codes. In study 2, the authors investigate whether QR code 
loyalty programs can successfully reactivate dormant customers by encouraging them 
to make repeat purchases. Results from a scenario-based experiment indicate that
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delayed rewards—rather than instant rewards—induce more loyalty among inactive 
consumers when consumers are worried about privacy exposure. Likewise, a low-
involvement service is more likely to foster loyalty than a high-involvement service. 
The timing of the reward and the degree of involvement also have a sizable inter-
action impact. However, neither main effects nor interaction effects are seen when 
consumers are unconcerned with privacy. 

19.4.3.3 Third Cluster: Consumer Intentions to Use Mobile Payments 
Via QR Codes and Access Information 

Using a behavioral model that extends the Technology Acceptance Model (TAM), 
in order to explain the intention to use mobile payment via QR codes, [27] examined 
users’ intention to use QR code mobile payment systems. The findings indicate that 
the intention to utilize this technology is influenced by attitude, innovation, and 
subjective norms. 

According to Yan et al. [28], mobile payment adoption still has a lot of space 
to grow, and QR codes and mobile payments are revolutionizing retail. According 
to the authors, perceived transaction speed and convenience have an impact on how 
helpful and user-friendly mobile devices are. The usefulness, simplicity, optimism, 
and individual inventiveness of mobile devices all have an impact on consumers’ 
desire to utilize QR codes for mobile payments. 

According to Lo [29], different personality qualities and attitudes toward innova-
tions may affect a person’s willingness to use QR codes to acquire information that 
would otherwise be challenging for them to find on their own. The authors indicate 
that laggards and late majority consumers have negative opinions toward innovation 
and are less likely to use QR code services after conducting an online poll with 689 
participants. The degree to which attitudes toward innovation mediate the impact 
of personality factors on service acceptability varies among customer categories, 
according to a comparison model. 

19.4.3.4 Forth Cluster: Other Topics 

Tan et al. [30] analyzed traceability challenges for the food supply chain in Malaysia 
to comply with Halal requirements, proposing a novel traceability framework built on 
blockchain derived from real-life blockchain implementation in three distinct Halal 
supply chains from farm to fork, using mobility-related blockchain along with QR 
codes and other technologies to build a traceability system. A research made by [31] 
analyzed QR codes on the front pages of American newspapers. A qualitative research 
using interviews with newspaper executives has uncovered institutional isomorphism 
justifications for QR adoption as well as the opinion that the technology is not yet 
widely adopted by readers or the business.
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19.5 Final Considerations 

This investigation contributes to the study of QR codes, identifying the documents 
with the most impact, and highlighting the evolution and the growing interest in 
the recent years. Finally, research clusters were analyzed in order to establish future 
research guidelines. 

The identified clusters contrast the QR codes generic utilization in retail, commu-
nication, and supply chain versus its utilization in specific industries such as Halal 
food supply chain or impacts in newspaper edition business. Another identified 
contrast is between the QR code utilization in mobile payments versus its utilization 
in advertising and customers loyalty programs (and its risks and privacy concerns). 

Academic scholars can develop each of these research topics and join different 
research streams. Organizations can use this research to outline their strategies to 
increase QR codes utilization and improve business results. They can also have 
access to several real case studies that can be easily replicated or adapted to their 
strategies and actions. 

However, there are several limitations in this study. We have only analyzed 
research documents published in sources covered in Web of Science database. Other 
research databases could be used in order to represent a broader research docu-
ments base. However, Web of Science database is the world’s leading scientific 
citation search and analytical information platform. It is used as both a research tool 
supporting a broad array of scientific tasks across diverse knowledge domains and a 
dataset for large-scale data-intensive studies [32]. Also other bibliometric techniques 
could have been used. 
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Chapter 20 
How Brand Marketing Communications 
Affect Brand Authenticity 
for Fast-Moving Consumer Goods 

Novalia Mediarki and Yeshika Alversia 

Abstract The research examines how consumer perceptions of brand marketing 
communications influence brand authenticity. During the COVID-19 outbreak, most 
industries experienced the negative consequences of the pandemic. However, the 
FMCG market in Indonesia continues to grow and is not negatively affected by the 
pandemic. One example is the increase in milk purchases which can be seen from 
the panic buying phenomenon of a milk brand in 2021. People aggressively buy 
milk products because they believe that the product can cure COVID-19. Hence, the 
authors chose a specific milk brand as the object of research. The authors investigated 
the direct effects of brand marketing communication on brand authenticity as well 
as the mediating effects of clarity of positioning. In addition, the authors analyze by 
controlling other marketing mix variables. This research uses a quantitative approach 
with a total of 326 respondents. The data is analyzed using Partial Least Squares-
Structural Equation Modeling (PLS-SEM). The results of this study imply that there 
is a direct positive influence from brand marketing communications and an indirect 
influence through the clarity of positioning that can affect brand authenticity. Then, 
from all marketing mix variables, only brand satisfaction, price deals, and price 
images show the effect on brand authenticity. 

20.1 Background 

Authenticity is defined as the feeling or character of a brand that is associated with 
a particular sense of historical heritage [13]. Further, authenticity has evolved as a 
consumer-desired attribute, expressing a sense of a brand that is distinctive, authentic, 
or original [14] and helping marketers to be able to differentiate their businesses from 
other brand competitors. In business, many products and brands strive for competitive 
distinction despite lacking inherent authenticity as defined in influential books. Those 
brands are produced massively and are consistently bought or consumed by people, 
which was classified as fast-moving consumer goods (FMCG) [20].
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In the Indonesian context, the consumption of fast-moving consumer goods 
(FMCG) in modern retail continues to slowly grow by 2% throughout 2020, largely as 
a result of the COVID-19 pandemic [11]. The findings of a study by Kantar Indonesia 
in 2021 [57] about consumer behavior in Indonesia during the pandemic suggest that 
the industries of food and beverage, home care, and body care have experienced 
significant growth. This is supported by the results of a study conducted by Badan 
Pusat Statistik in 2021, which demonstrate that persons who resided in both urban 
and rural areas made the most purchases of ready-made food and drink items [5]. 

In more detail, out of all food and beverage products, milk and dairy products 
exhibited the biggest increase in consumption. Meaning that the need for fresh milk 
in Indonesia continues to increase during the COVID-19 pandemic [28]. This is 
evidenced by the emergence of one of the phenomena associated with rising milk 
consumption, namely, the panic buying phenomena for one of the dairy products in 
Indonesia, Bear Brand, in the middle of 2021 [47]. Bear Brand was sought after by 
the general public due to the posting of one of Facebook users claiming that Bear 
Brand has benefits in curing the coronavirus, which later sparked word-of-mouth 
among social media users and led many to assume the allegations were accurate 
[55]. 

Historically, Bear Brand is one of the products produced by Nestle company, 
as it was first distributed in Indonesia in the 1930s [55]. The brand has known for 
its uniqueness in terms of its product and branding strategy. First, although being 
marketed as a ‘bear’s milk’, Bear Brand is actually made from sterilized cow’s milk, 
and later on the company brands their product as a sterile milk [9]. Second, Bear 
Brand has long been claimed as a medicinal milk that can cures disease. In the past, 
Bear Brand has been trusted for generations by the community as a product that 
can restore stamina and neutralize toxins in the body [4]. Furthermore, despite the 
brand name implying a bear or a cow, Bear Brand primarily depicted the image of 
a dragon for most of their commercials [19] and consistently promoted their own 
jargon known as “Feel the Purity” [23]. Driven by its lengthy history in the market, 
Bear Brand is able to be perceived by consumers as an authentic goods, which leads 
to people having perception that Bear Brand is a health milk, despite the facts that 
all milk products are equally beneficial for health. With this argument, the authors 
decided to employed Bear Brand as the research object. 

Brand authenticity itself has become a critical component of brand success because 
it contributes to the development of a distinct brand identity [37]. Nowadays, authen-
ticity has emerged as one of the key factors that might influence consumers’ pref-
erences for a brand, with consumers favoring brands that seem more authentic. 
This definition leads to the rationale behind why this study was conducted. People 
nowadays live in the age of distrust, where they no longer fully trust the adver-
tising of a brand. Therefore, brand authenticity matters to retain brands and create a 
sense of connection with the customers [1]. Additionally, customers’ started to have 
growing scepticism toward the company’s marketing and advertising effort and have 
grown justifiably wary of advertisements as a result of years of pop-up ads, outdated 
marketing stunts, and outright objectionable content. According to a research by 
the American Association of Advertising Agencies only 4% of customers think



20 How Brand Marketing Communications Affect Brand Authenticity … 293

that marketers and advertisements uphold integrity [51]. Another problem is that 
the FMCG industries are fiercely competitive with numerous companies competing 
against each other and producing similar or identical products [39]. In order to main-
tain brands and build a sense of connection with customers, brand authenticity is 
therefore necessary [1]. It also becomes crucial for businesses to be able to compete 
with the brand competitors by offering brand differentiation and authentic perception. 

It is presumed that consumer views of brand authenticity may be influenced by how 
consumers evaluate the brand marketing communications. There are two methods in 
which authenticity can be affected by brand marketing communication, namely the 
direct effect and indirect effect via the mediating role of clarity of brand’s positioning 
[20]. Therefore, this study will attempt to discover whether the marketing commu-
nication effort of Bear Brand can directly increase brand authenticity or whether 
authenticity may be accomplished through the indirect means. 

As the study’s chosen object, Bear Brand has implemented many marketing 
communications strategies, including sponsorship, social media, corporate respon-
sibility, and sales promotion. These strategies will serve as the foundation for an 
analysis of brand marketing communication. 

Additionally, studying brand authenticity matters because recent research finds 
that brand authenticity positively influences brand trust and loyalty [44]. When 
consumers are uncertain or anxious about a buying decision, they seek trustworthy 
brands. Meaning that trust developed as a result of considering possible risks [18]. 
Authenticity has been discovered as a way to ease consumer confusion [14] and to 
be the ideal cure for firms that are looking to rebuild consumer trust [21]. Authentic 
brands are dedicated to keeping their promises, and customers are more likely to 
trust brands they believe will be committed [14]. Lastly, understanding the views 
of brand authenticity also contributes to developing a better strategy for segmenting 
business markets [21, 38]. 

The authors made two major contributions as a result of this investigation. First, 
the impact of consumer evaluation of brand marketing communication on brand 
positioning clarity and perceived brand authenticity in FMCGs has received little 
attention, and this study was among the first to study about the brand authenticity for 
FMCG brands, particularly for Bear Brand as the study’s object. Second, the authors 
proceed to add additional variable to assess brand marketing communication, which 
is sales promotion. Next, the authors designed and tested the direct and indirect effects 
of consumer perceptions of brand marketing communications on brand authenticity 
with the use of mediation effects of clarity of positioning. Additionally, the authors 
proceed to examined these effects by controlling for the effects of other elements of 
the marketing mix [20].
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20.2 Theoretical Framework and Research Hypothesis 

20.2.1 Brand Authenticity 

The term authenticity is examined as brand authority, consistency, innovation, prove-
nance, and heritage [17]. It is also used to describe a product or other object that is an 
authentic, genuine article, and not an imitation [16]. Another definition of authenticity 
was also studied by prior research that developed brand authenticity in the context 
of a brand extension, which upholds the brand’s standards or style, brand heritage, 
brand essence, and minimizing exploitation [53]. Additionally, brand authenticity 
can be defined as brand’s evaluation based on the heritage, expectations, and views 
of customers. The level to which customers believe a brand to be faithful and true 
toward itself and its consumers, and to support consumers being genuine to them-
selves [37]. Subjective definitions of authenticity include the consumer’s perception 
of authenticity as a part of a brand’s image as well as the tendency for consumers to 
judge companies based on the behavioral norms that are expected of other people, 
namely a breach of a norm and brand promise, that might result in negative attitudes 
and judgments [2, 20]. 

20.2.2 The Direct Influence of Brand Marketing 
Communication on Brand Authenticity 

Brand marketing communications represent a vital element of a brand’s marketing 
strategy [33] and it is defined as all of the communication efforts that will enable 
an organization to explain what it has to offer, what it can provide, and what its 
existence relates to and its products and services [12]. There are five brand marketing 
communication used in this study, which are advertising, social media, sponsorship, 
corporate social responsibility [20], and additional variable of sales promotion. 

In understanding the direct influence of brand marketing communication and its 
ways to affect the customers’ perception of brand authenticity, it can be compre-
hended by paying attention to the concept of cultural meaning transfer process. The 
culturally relevant meaning that was attributed to each of the consumer items was 
being transmitted to specific brands through the use of marketing communication 
[35]. Later on, the culturally constructed meaning is then consumed by consumers 
when they use those brands [40]. As a result, a brand gets associated with particular 
acceptable cultural values or brand meaning [38], which customers ingest through 
using their preferred product. 

It is important to note that brand marketing communications are not only a physical 
representation of a brand’s marketing efforts [54], but it also conveys the voice of the 
brand [29]. With that in mind, consumers’ positive evaluations of the brand marketing 
communication might have ramifications for consumer perceptions of authenticity. If 
consumers favorably perceive the entirety of the marketing communication activities,
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this may alter emotional judgments among customers, which, in turn, may affect the 
perception of brand authenticity. Therefore, motivated by the preceding arguments 
from previous studies, the authors seeks to demonstrate if Bear Brand’s efforts at 
brand marketing communication can indeed contribute to brand authenticity with 
developing the following hypothesis: 

H1. Brand marketing communication positively influences the formation of brand authen-
ticity. 

20.2.3 The Indirect Influence of Brand Marketing 
Communications on Brand Authenticity Through 
the Clarity of Positioning 

Furthermore, this study assesses brand authenticity through the mediating role of 
clarity of positioning. A previous study by Dwivedi and McDonald [20] argues that 
competitive companies within a category use the message of marketing commu-
nication tactics to portray an authentic identity, with a focus on the clarity of the 
consumer-perceived positioning. The variable of clarity of positioning is chosen as 
a mediator because it was argued that several brands are able to stand-out from their 
competitors driven by the clarity of positioning strategy that is being associated in the 
customers’ minds. The clarity of positioning here emphasized brand differentiation, 
driven by the ability of clarity of positioning to enhance the value and message of a 
brand [52]. Further, clarity of positioning is linked to how strong brand associations 
are in consumer’s memory. Thus, a strong brand connection between customers and 
a brand causes the brand to be remembered easily, contributing to the establishment 
of brand authenticity in the minds of consumers [30]. 

A prior study also conceptualized that there is an indirect influence between the 
consumer judgment of brand marketing communication towards brand authenticity 
that is caused by the mediating role of clarity of positioning [20]. The indirect effect 
was based on the theory of associative network memory. This was derived from a 
study showing that consumer understanding of a brand that is represented in their 
memory is fundamentally illustrated as a web or network that stored all the informa-
tion nodes [30]. Further, these nodes are connected by associations that are linked 
to brand attributes and brand advantages, and yet others may represent consumers’ 
brand experiences [31]. When these nodes are triggered, they have the potential to 
activate adjacent nodes, and therefore, they might influence the recall of brand infor-
mation from memory [20]. Therefore, it is hypothesized that clarity of positioning 
bridged the brand marketing communication and brand authenticity and should be 
considered for this study: 

H2. Clarity of positioning positively mediating the formation of brand authenticity.
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20.2.4 Control Influences of Place, Product, and Price 
of Marketing Mix 

This study employs control influences that were initially not a part of the research 
hypothesis and were not relevant to the study’s objectives. Yet, it is only used 
as conceptual information in order to acknowledge that there could be the factor 
other influences. The control influences used in this study are other elements of the 
marketing mix, which comprises of Product, Place, and Price. 

Since the entire study is devoted to examining the impact of brand marketing 
communication on brand authenticity, the authors have concentrated the study solely 
on the promotion aspect of the marketing mix. However, marketing communication 
is not the only marketing mix strategy that can be developed by the company to 
enhance authenticity, and it is only one among four marketing mix elements. There-
fore, in addition to assessing the effect of brand marketing communication on brand 
authenticity, the authors decided to also analyze the other related marketing mix as 
well and employ them as the control influences. These control influences consist of 
other related 4Ps marketing mixes, which are Place operationalized with distribution 
intensity and store image, Product which is measured with brand satisfaction, Price 
is measured with price image and price deals, as well as brand popularity. 

20.3 Methodology 

20.3.1 Sample and Data Collection 

The respondent of the study comprises of Indonesian citizen aged 19 to 45 who are 
likely aware of Bear Brand’s marketing communication which has secured the title 
as the number two top brand of packaged milk in Indonesia according to by Top 
Brand Award in 2021 [5]. The choosing of respondents on that range of age is due to 
the fact that people aged 19–45 are the targeted consumers of Bear Brand [43], who 
initially aim to target their products to young and working adults [15]. 

Further, the study was carried out using a quantitative model and was tested with 
PLS-SEM method. The authors developed questionnaires in order to obtain informa-
tion regarding the brand marketing communication in the perception of consumers 
as one of the drivers to understand the brand authenticity of Bear Brand’s brand. In 
obtaining complete and specific information, the questionnaire given is a structured 
questionnaire. The questionnaire in this study is in the form of a self-administrative 
questionnaire that can be filled out by respondents online. Respondents will be given 
a link to the questionnaire page in the form of a Google Form that can be filled 
in directly by the respondent. The authors employed an online survey to increase 
response rate in terms of reach and eliminate any potential concerns that could have 
arisen from sources of errors in the survey such as coverage error, sampling error, 
and nonresponse error [3, 24]. An online survey link was distributed via email and
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social media sites such as Line, WhatsApp, Facebook, Telegram, and Instagram to 
collect online responses. The authors also encouraged respondents to distribute the 
survey link on their own connections to increase the number of potential respondents 
that cannot be reached by the authors. 

This study consists of three stages, including the wording test, pretest, and main 
test. At the wording test stage, the authors ensure that the use of the words and 
sentences in the research questionnaire has been in accordance with the intent and 
meaning and can be understood by the respondents. The wording test was conducted 
with 6 (six) respondents. In the pretest stage, 33 respondents were selected to fill out 
the research questionnaire, and the results were analyzed to determine whether the 
research questionnaire could be regarded as valid and reliable. By April 2022, 313 
valid respondents were gathered. Lastly, the authors proceed to the main test analysis. 
The results of the main test data were processed using SPSS 26 and Smart-PLS 3.0. 

20.3.2 Measurement 

The measurement indicators for advertising are adapted from Yoo et al. [58]; 
Villarejo-Ramos and Sánchez-Franco [56] the measurement indicators for sales 
promotion from Pappu and Cornwell [42] and Simmons and Becker-Olsen [52], 
social media was operationalized using Schivinski and Dabrowski [50], sponsor-
ship measured using Pappu and Cornwell [42] Simmons and Becker-Olsen [52], and 
corporate social responsibility is adapted from Menon and Kahn [36]. Next, in order 
to measure the clarity of positioning adapted from Pappu and Cornwell [42], and 
brand authenticity was measured using Schallehn et al. [49]. As for the control influ-
ences, the brand satisfaction is adapted from Aurier and N’Goala [7]; Homburg et al. 
[27], store image, price image, and price deals, and the distribution intensity scales 
are measured with items from Yoo et al. [58], and brand popularity from Dwivedi 
and McDonald [20]. 

The questionnaire item in this research used structured questions with close-ended 
types of questions. The survey is using a 7-point Likert scale with an interval data scale 
for all the measurement questions except the screening questions, the confirmation 
question, and the question within the respondents’ profile section that asked about 
the demographical data of the respondents. Respondents were asked to answer all 
scale items related to Nestle’s Bear Brand. Respondents who choose 1 mean they 
“Strongly Disagree” and people who score 7 mean they “Strongly Agree”.
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20.4 Results 

20.4.1 Measurement Model 

Considering the hierarchical order construct of brand marketing communication, the 
authors evaluated the outcomes of higher-order structures in PLS-SEM by utilizing 
the repeated indicator approach and the two-stage approach in the calculation of the 
measurement model [48]. 

An internal consistency test was conducted to determine the reliability of the 
measurement model. Based on the results of internal consistency testing, the result 
shows that Cronbach’s alpha value of each variable has met the requirements by 
which have values above 0.7. Likewise, the composite reliability value for each 
variable that meets the requirements has a value above 0.7. 

Furthermore, by assessing the convergent validity results, it is possible to verify 
the accuracy of the analysis of the measurement model. Convergent validity can be 
analyzed from the outer loadings of the indicators and the average variance extracted 
(AVE). First, the author proceeds to analyze the repeated indicator approach. The 
calculation of convergent validity and discriminant validity in this approach shows 
that all the variables contained in this study have met the minimum requirements for 
the AVE value. In detail, the variable of corporate social responsibility appears to 
achieve the highest AVE value, which accounts for (0.918), followed by social media 
with an AVE score of (0.910). Furthermore, clarity of positioning has an AVE value 
of (0.902), sponsorship (0.887), and brand authenticity (0.875). The smallest number 
of AVE occurs to happen to sales promotion variable by (0.854) and advertising with 
(0.822). 

In the two-stage approach, all higher-order components are now considered as 
indicators for brand marketing communication. All the outer loading values for 
brand marketing communication, clarity of positioning, and brand authenticity have 
an outer loading value above 0.70. This finding indicates that variables have good 
convergent validity and demonstrates that it measures what it intends to measure. 
Brand authenticity has the highest AVE of (0.875), clarity of positioning has a value 
of (0.795), and brand marketing communication with (0.742). 

Based on the calculation of internal consistency and convergent validity for 
repeated Based on the calculation of internal consistency and convergent validity 
for repeated and two-stage approaches, it seems that the authors had no problems 
ensuring the reliability and validity of each indicator. Therefore, for the following 
subsections, the authors continued with the calculation of the repeated approach 
only. This is driven by the arguments that the repeated approach might result in an 
accurate depiction of the second-order construct’s noticeable impact on the higher-
order component because here the authors must also establish the links between the 
preceding construct and the lower-order components, rather than looking at the direct 
connection between the preceding construct and the higher-order construct [10]. 

Lastly, the authors tested the discriminant validity to determine whether the 
research model represents phenomena that are not represented by other variables.
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The results of cross-loading value show that each indicator has the greatest value 
than any values of the cross loadings within each indicator and implies that it has the 
most significant correlation with its own constructs and not with other constructs. 

20.4.2 Structural Model 

Collinearity testing is done by using a structural model (inner model), and the results 
of data processing seen in the collinearity test are the results of the inner VIF (Inner 
Variance Inflation Factors) value. The requirement to be said to have a good VIF 
value is the inner VIF value < 5.0 [26]. From the results of the study, it was found 
that all relationships between variables in the study had good VIF values because 
they had values below 5.0. 

The next step in the analysis of the structural model is to evaluate its feasibility 
of the structural model. This is done by testing the results of the coefficient of 
determination or R2. From the analysis, it is described that all values of R2 are 
ranging between 0 and 1, with the highest value of accuracy coming from brand 
marketing communication by (1.000), followed by brand authenticity with a value 
of (0.720), and the smallest R2 occurs to the clarity positioning with the number of 
(0.586). This shows a good result because the values of R2 are typically ranging from 
0 to 1, by which those who have a higher number or value are believed to have a high 
level of accuracy. 

The significance was evaluated by conducting a bootstrapping technique on Smart-
PLS using 5000 subsamples [45]. Furthermore, the bootstrapping calculation was 
done by using a one-tailed test type with a significant level of 0.05. The one-tailed 
type is chosen for this study because it is more suitable to assess a specific and 
directional hypothesis [59], especially when the authors want to evaluate the direct 
and indirect impact of brand marketing communication toward brand authenticity. 
For the significance, the authors focused on looking at the value of T-Statistics of 
the independent variable towards the dependent variable. For the relationship to be 
considered positive significant, the T-Value should be ≥ 1.645, meanwhile, if the T-
Value is ≥ −1.645, it will be considered as having a negative significance or negative 
influence. 

Figure 20.1 summarizes the result of the hypothesis testing of all variables and 
control influences by paying attention to the value of original sample coefficient. First, 
the direct relationship between brand marketing communication to brand authenticity 
shows a positive effect, and thus, hypothesis H1 is supported. The significance of 
brand marketing communication to brand authenticity is proven by the T-Statistic 
value that is accounted for (4.177), which is larger than the required value of above 
1.645.

Among the five types of brand marketing communication evaluated by the authors, 
corporate social responsibility (CSR) yield the highest original sample coefficient by 
accounting for (0.262) meaning that it is the most variable that represents the percep-
tion of brand marketing communication. Madhavaram [33] believes that consumers
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Fig. 20.1 Research results

form an overall perception of a company’s brand marketing communication effort, 
and this innovative approach is built on the synergistic utilization of brand marketing 
communications to present a consistent identity across several communication chan-
nels. With that in mind, this research finds that consumers can generate holistic 
impressions of brand marketing communications [20]. Therefore, consumers can 
develop their own evaluations of brand authenticity based on the marketing commu-
nication activities done by Bear Brand, such as advertising, social media, corporate 
social responsibility, sales promotion, and sponsorship. 

Subsequently, the authors tested the indirect path coefficient through a bootstrap-
ping method to study the mediating effect of clarity of positioning on the formation of 
a brand. The result indicates that the relationship between brand marketing communi-
cation toward brand authenticity with the mediating role shows a T-Value of (5.088), 
which is also significant because the scores are larger than the required value of above 
1645, meaning that hypothesis H2 is supported. Hence, it can be understood that the 
strategic positioning of a brand, especially Bear Brand, might be able to encourage 
the perception of unique or distinct characteristics of a brand in consumers’ minds. 
Simmons and Becker-Olsen [52] argued that several brands can stand out from their 
competitors driven by the clarity of positioning strategy that is associated with the 
customers’ mindset. The clarity of positioning here emphasized brand differentia-
tion, driven by the ability of clarity of positioning to enhance the value and message 
of a brand. 

If we do a comparison between the result of direct and indirect methods of 
brand marketing communication toward brand authenticity, the relationship between 
brand marketing communication to brand authenticity with the mediating role of 
clarity of positioning yielded the original sample score of (0.249). Meanwhile, in the 
calculation of the direct path coefficient, the result of the direct effect from brand 
marketing communication to brand authenticity shows the original sample accounted
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for (0.299), which is bigger than the value of indirect effect. Therefore, it can be 
concluded that the direct effect of brand marketing communication is stronger to 
enhance authenticity. Brand marketing communication variable is considered a good 
variable where it still can be self-sustaining even without the mediation variable and 
have the power to affect authenticity on its own. Yet, the role of clarity in positioning 
a mediating variable is still considered important to form brand authenticity. Hence, 
we can imply that clarity of positioning is considered as having a partial mediation 
[8]. 

Furthermore, the calculation of Smart-PLS in assessing the other types of the 
marketing mix (Price, Place, and Product) shows that not all variables can influence 
the clarity of a brand’s positioning. Among all the other types of marketing mix 
variables used in this study, only brand satisfaction is shown to have a significant 
impact on the clarity of positioning driven by the T-Value of (4.017) which is above 
1.645, and the original sample value of (0.308). 

On the other hand, the assessment of other types of marketing mixes toward the 
formation of brand authenticity shows that there are three variables of the marketing 
mix, namely, brand satisfaction, price deals, and price image that have an influence 
on building the brand authenticity of a brand. Among the three variables, some 
positively affected authenticity, while one negatively affected authenticity. Brand 
satisfaction and price image have a positive influence on authenticity. This conclusion 
was obtained by looking at the T-Value of brand satisfaction and price image which 
have a score of (4.419) and (2.537) respectively, and exceed the minimum required 
value of above 1645. Both of the variables also have a positive number of the original 
sample. Meanwhile, for the case of price deals, even though it has a significant T-
value of 1.754, the value of the original sample is negative by (−0.078). This means 
that price deals have a significant influence on authenticity, but the effect is negative. 

20.5 Discussion 

20.5.1 Implications 

Among the five types of brand marketing communication evaluated by the 
authors, corporate social responsibility (CSR) yields the highest original sample by 
accounting for (0.262) meaning that it is the most variable that represents the percep-
tion of brand marketing communication to authenticity. Hence, CSR activities are 
brand marketing communication that marketers can emphasize more to build brand 
authenticity. There are several indicators that the company should emphasize for its 
CSR programs. First, Bear Brand to be should focus on creating social programs 
that are highly involved in community activities. This can be done through aid in 
fundraising and volunteering for charity. Also, marketers should emphasize creating a 
CSR program that shows the company is very concerned with environmental issues.
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It can be done by utilizing recycled materials for the brand’s packaging [46] and 
started to offering an environment & sustainable education to customers [41]. 

Next, although the direct effect of brand marketing communication on brand 
authenticity is proven to have a stronger effect compared with the indirect effect, the 
mediating role of clarity of positioning is still important to consider by the marketer. 
By putting the focus on the clarity of positioning, the marketing strategy of Bear 
Brand should emphasize giving or conveying a clear image in all of the company 
actions to customers’ minds. Bear Brand should be able to have a true understanding 
of who their prospective customers are so that the company can adjust the brand 
messaging accordingly. Additionally, the company should investigate how visual 
components such as the brand logo, company fonts, and packaging can effectively 
draw more attention to your value proposition [34]. 

In terms of other types of marketing mix (Product, Price, and Place), there are three 
control influences that are important to the clarity of positioning and brand authen-
ticity, which are brand satisfaction, price image, and price deals. First, marketers 
should emphasize how the brand can make their customers satisfied with the products 
and how the brand can meet the expectations of its buyers. To increase satisfaction, 
marketers can try to understand customer needs by establishing effective customer 
service. Further, brand satisfaction can also be done by conducting surveys to learn 
about what are potential customers’ needs and desires. This will assist the company 
in understanding how to meet customers’ expectations and adjust to new trends [6]. 

Furthermore, there are several ways that companies can do to control how people 
perceive their pricing strategy. Companies should monitor the competitor’s pricing 
as frequently as possible to ensure that the current market position corresponds to 
the brand and intended price image. Second, if businesses pay close attention to 
what constitutes a price image and keep committed to the personality of the brand, 
companies will be well on their way to developing the impression they desire [22]. 

Lastly, this research shows that price deals are significant in affecting brand 
authenticity, but it affects authenticity in a negative way. Presumably driven by the 
fact that people perceive Bear Brand as a premium product driven by the high prices, 
any promotion activities may then be perceived as conflicting with its premium image. 
Hence, if Bear Brand still wants to consider offering price deals as their strategy, they 
can reduce the intensity of their promotions and promote only on a certain occasion. 

20.6 Limitation and Future Research 

In terms of the object selection, the authors chose a low-involvement product which 
is Bear Brand’s packaged milk. Consequently, it is argued that high-involvement 
products such as branded products or clothing lines may react differently to the 
aspects of brand marketing communication [20]. Therefore, future research might 
focus on assessing consumer perception of the companies within these categories. 
Second, this research didn’t look into the impact of message content on the brand 
marketing strategy. This research suggests that the message of marketing strategy was
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desegregated, which focused on customer evaluations of marketing communications. 
Hence, future studies could include message elements in the research model, which 
are the knowledge that the marketer wishes to convey to the consumers. Next, future 
research might focus on the distribution of respondents. The questionnaire might 
be more evenly distributed in each city in Indonesia and with a number of samples 
that are more representative of the population. Lastly, future research might as well 
examine the brand experience elements of brand marketing communication, such as 
the volume or frequency of being exposed or being exposed to the marketing commu-
nications [20]. This should be added because consumers’ perceptions of authenticity 
may be influenced by these factors. 

20.7 Conclusion 

Bear Brand’s marketing communications indeed have a direct effect on brand authen-
ticity, with corporate social responsibility emerging as the most significant action in 
reflecting brand marketing communication to affect authenticity compared to other 
marketing communication activities. Second, the clarity of positioning can mediate 
the relationship between brand marketing communications and brand authenticity, 
even though it is classified as partial mediation. Lastly, for the control variables, 
the results show that brand satisfaction and price image have a positive effect, 
while price deals have a negative effect on brand authenticity. In conclusion, brand 
marketing communication can be considered crucial to overcoming challenges that 
are now arising in the market or business rivalry. Through leveraging brand marketing 
communication, companies can start to differentiate themselves or increase loyalty 
by developing a strategy centered on authenticity. 

References 

1. Adiwaluyo, E.: Pentingnya Menjadi Authentic Brand di Era Millenial, December 6 (2018). 
www.marketeers.com. Retrieved October 9, 2022, from https://marketeers.com/pentingnya-
menjadi-authentic-brand-di-era-millenial 

2. Aggarwal, P.: The effects of brand relationship norms on consumer attitudes and behavior. J. 
Consumer Res. 31(1), 87–101 (2004). https://doi.org/10.1086/383426 

3. Alsnih, R.: Characteristics of web based surveys and applications in travel research. Travel 
Surv. Method., 569–592 (2006). https://doi.org/10.1108/9780080464015-032 

4. Amarasthi, N.: Ketahui 5 Fakta Susu Bear Brand yang Mendadak Diburu Saat COVID-19 
Melonjak. VOI—Waktunya Merevolusi Pemberitaan (2021). https://voi.id/lifestyle/64315/ket 
ahui-5-fakta-susu-i-bear-brand-i-yang-mendadak-diburu-saat-covid-19-melonjak 

5. Annur, C.M.: Merek Produk Susu Terfavorit di Indonesia, Siapa Juaranya? Katadata (2021). 
Retrieved October 10, 2022, from https://databoks.katadata.co.id/datapublish/2021/07/05/daf 
tar-produk-susu-terfavorit-di-indonesia-siapa-juaranya 

6. Arakelyan, L.: 10 ways to meet and satisfy your customer’s needs. Customerly (2021). https:// 
www.customerly.io/blog/marketing/2019/11/15/meet-and-satisfy-customers-needs/

http://www.marketeers.com
https://marketeers.com/pentingnya-menjadi-authentic-brand-di-era-millenial
https://marketeers.com/pentingnya-menjadi-authentic-brand-di-era-millenial
https://doi.org/10.1086/383426
https://doi.org/10.1108/9780080464015-032
https://voi.id/lifestyle/64315/ketahui-5-fakta-susu-i-bear-brand-i-yang-mendadak-diburu-saat-covid-19-melonjak
https://voi.id/lifestyle/64315/ketahui-5-fakta-susu-i-bear-brand-i-yang-mendadak-diburu-saat-covid-19-melonjak
https://databoks.katadata.co.id/datapublish/2021/07/05/daftar-produk-susu-terfavorit-di-indonesia-siapa-juaranya
https://databoks.katadata.co.id/datapublish/2021/07/05/daftar-produk-susu-terfavorit-di-indonesia-siapa-juaranya
https://www.customerly.io/blog/marketing/2019/11/15/meet-and-satisfy-customers-needs/
https://www.customerly.io/blog/marketing/2019/11/15/meet-and-satisfy-customers-needs/


304 N. Mediarki and Y. Alversia

7. Aurier, P., N’Goala, G.: The differing and mediating roles of trust and relationship commitment 
in service relationship maintenance and development. J. Acad. Mark. Sci. 38(3), 303–325 
(2010) 

8. Baron, R.M., Kenny, D.A.: The moderator–mediator variable distinction in social psychological 
research: conceptual, strategic, and statistical considerations. J. Pers. Soc. Psychol. 51(6), 
1173–1182 (1986). https://doi.org/10.1037/0022-3514.51.6.1173 

9. BEAR BRAND.: Nestlé (n.d.). Retrieved October 10, 2022, from https://www.nestle.co.id/pro 
duk/minumansiapminum/bearbrand 

10. Becker, J.M., Klein, K., Wetzels, M.: Hierarchical latent variable models in PLS-SEM: guide-
lines for using reflective-formative type models. Long Range Plan. 45(5–6), 359–394 (2012). 
https://doi.org/10.1016/j.lrp.2012.10.001 

11. Bisnis Indonesia.: Konsumsi Membaik Penjualan FMCG Mulai Naik (2021). https://bisnisind 
onesia.id/article/konsumsi-membaik-penjualan-fmcg-mulai-naik 
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Chapter 21 
Digital Innovation Hubs: SMEs’ 
Facilitators for Digital Innovation 
Projects, Marketing Communication 
Strategies and Business 
Internationalization 

Amalia Georgescu , Mihaela Brînduşa Tudose , and Silvia Avasilcăi 

Abstract In the context of the SME’s digital transition in the European Union (EU), 
scientific literature and practice started to give importance to the Digital Innovation 
Hubs (DIHs), considered to be a true help in testing before investing in digital tech-
nologies. The present study assesses an overview of DIHs and the services they 
provide, in order to identify possible gaps in their service portfolio. Adapting these 
services to the needs of EU’ economy could enable SMEs to improve their digital 
development and innovation capabilities by accessing better and faster the DIHs’ 
services. We analyzed data from the European Commission’s Smart Specialization 
Platform (S3P) by applying benchmark and multivariate clustering analysis. We 
focused on understanding what services do DIHs offer mainly for SMEs. We noticed 
that those related to marketing are not well represented, but have a great potential 
to be developed in the current digital transformation period. This study is prac-
tical, mapping the actual status of DIHs, their expertise and how they are nationally 
impacting SMEs in various industries and also is adding research to the scientific 
literature gaps on this subject. By leveraging the results of the study, decision makers 
can better understand the benefits offered by DIHs services and what countries have 
untapped opportunities for business and digital ecosystem growth. Research results 
provide valuable contributions toward the DIHs role in improving SMEs performance 
in the EU, but also shows where there is space to develop additional DIHs in specific 
sectors with specific services, especially in Central and Eastern Europe.
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21.1 Introduction 

Associative and non-associative business structures interested in fulfilling objectives 
of common interest represent the most appropriate way to wisely use the resources, 
the market expertise and to achieve results with multiple impact dimensions in various 
economic and academic fields [1]. 

Nowadays, innovation hubs are important actors which have been assigned 
multiple roles: facilitating and valorizing the results of innovation, supporting the 
business environment, developing the national economies, facilitating digital trans-
formation transition processes, etc. Within them, Digital Innovation Hubs (DIHs) 
are distinguished as outputs of the European Union (EU) Digital Europe Program. 
Their main objective is the development of key areas, such as artificial intelligence, 
high-performance computing, cybersecurity, advanced digital skills and digitaliza-
tion of public administration, interoperability and introducing digital software into 
economic process optimization of small and medium-sized enterprises (SMEs) [2]. 

Depending on the coverage area of the services they offer, DIHs are the result 
of a regional, national or European policy initiative. From a legal and organiza-
tional point of view, DIHs are associative structures that have the role of facilitating 
access of businesses or other entities interested in new digital technologies. From 
the point of view of their main goals, DIHs are non-profit entities, with a legal 
personality, created by an organization or a group of organizations which make their 
services available to SMEs and companies with mid-sized capitalization. DIHs offer 
specialized services, oriented toward digital transformation, transfer of expertise and 
know-how, development of key areas but also of advanced digital skills [2]. 

A DIH can offer one or more services (from a predefined set of 16 types of services 
according to EU standards) and cover one or more sectors (from a predefined set of 
36 sectors). Moreover, the services offered by DIHs are managed on 9 technological 
readiness levels (TRL). Depending on the capabilities of the founders and partners, 
the DIHs offer specialized services adapted to the needs of the stakeholders [3]. For 
example, if a founder/partner has market intelligence expertise, this service can be 
provided upon request to all interested DIH clients (Fig. 21.1).

Depending on the types of activity and the competences of the DIHs’ founders or 
partners, the services offered can cover one or more sectors of activity. For example, 
a DIH created by organizations whose interests are in the textile industry (with a 
TRL of 9, in this case, the DIH/industry has a model/technology that is validated 
and ready for commercialization) will be able to offer dedicated services for SMEs 
in this sector of activity. 

The strength of a DIH is given by the number and diversity of capabilities of its 
partners and founders. The more they cover a greater number of activity sectors (and, 
implicitly, the more they have skills for providing more types of services suitable for 
more levels of technological readiness), the better the DIH will cover the needs of 
businesses from a region/country/group of countries [1–3]. 

The role of DIHs in society and economy has been recently the subject of several 
scientific studies, according to the scientometric analysis in Table 21.1. Among the
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DIHs 

FOUNDERS 
(economic agents, research institutions, academic 

institutions, business associations, etc.) 

CLIENTS 
SMEs and mid-cap 

companies, private and 
public institutions 

PARTNERS 
(economic agents, research 

institutions, academic institutions, 
governments, investors, etc.) 

a client can become a partner when it offers 
its services within the DIH 

Fig. 21.1 DIHs actors in the business ecosystems

23 selected articles, identified as the most recent, the work by [4] is the most cited 
paper according to a literature review on the Web of Science. In the research, the 
authors identified the most important variables of a competition platform (price and 
quality) based on the notion that “hub” platforms support the creation and capture 
of value in the overall business ecosystems [4]. 

Most importantly, the paper from [5] evaluates the extent to which DIHs can be 
considered knowledge brokers, contributing to the digital transformation of SMEs 
through specific practices of open innovation. Processing primary data, the authors 
highlight the fact that DIHs have roles that go beyond the competences of knowl-
edge brokers, being considered true incubators for training skills and capabilities 
of specialists serving SMEs enrolled in digital transformation [5]. Other relevant 
studies are those focused on case studies which aim to: (a) evaluate the geography 
of an emerging creative digital cluster (combining the analysis of spatial data with 
the analysis of the company’s behavior) [6]; (b) to provide evidence regarding the 
functionality and usefulness of on-line communities, considering innovation incu-
bators as a foundation for civic platforms [7]; and (c) to evaluate the extent to which 
government funding (for the initial support of the hubs) support results in terms of 
the economic environment and to as many local or regional actors as possible [8]. 

DIHs are not subject of research only in recent studies. Some DIHs exist for 
more than half a century and literature exists, but the new element is represented 
by the new responsibility assigned to them through the Digital Europe Program, by 
supporting the digital transformation process, especially for European SMEs. This

Table 21.1 Scientometric analysis 

Identified articles in web of science No 

Number of publications (all fields) 129 

Number of publications focused on the fields of economy, management and business 
entrepreneurship 

37 

Number of publications published between 2018 and July 2022 23 
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research project at the EU level tries to understand if and why an uneven geographical 
distribution of DIHs is assumed to exist. Moreover, they seem to have different sizes 
and different economic impacts, they have various service portfolios and might not 
support SMEs in all sectors, in a balanced way. 

As an identified benchmark research problem, the present study has two objec-
tives. First, it aims to map the DIHs in the EU from the following points of view: 
density (assessed by the number of DIHs per member state), age (assessed by the 
number of years of operation), sectors served, services portfolio and level of tech-
nological maturity. Secondly, the study aims to evaluate the extent to which DIHs 
(through specific services, such as commercial infrastructure, ecosystem building and 
networking, market intelligence, voice of the customer, product consortia) contribute 
to the integration of SMEs in the EU’s market development, by facilitating access 
to digital innovation projects, business internationalization and the optimization of 
marketing communication strategies. 

Through its structure and content, the present study facilitates the understanding 
(scientific and practical) of the important role of DIHs in today’s society. The results 
of the study might be useful both for DIHs, which are looking for opportunities 
to develop their service portfolio and for SMEs, which are looking for opportuni-
ties for appropriate development in an environment driven by digital transformation 
initiatives. 

To achieve this objective, three benchmarks are taken into account: (1) the maturity 
level of DIHs (assessed by the number of years of activity—assuming that DIHs with 
more years of operation can offer more alternatives for developing businesses); (2) the 
services provided by DIHs (with a focus on services that facilitate the incorporation 
of digital market strategies into overall business strategies); and (3) the sectors of 
activity in which they operate (to identify the sectors that need most support). 

21.2 Literature Review on DIHs’ Role in Business 
Development 

DIHs are entities that provide support for the digital transition of SMEs [9] and for 
the digital development of the European economy [10]. From an organizational point 
of view, DIHs are associative structures [11], with the role of knowledge brokers [5] 
and with the objective of increasing the competitiveness of its clients and partners 
[12, 13]. Through the services they offer, DIHs respond to specific needs identified 
at the regional/national or global level and adopt business models oriented toward 
creating value for relevant stakeholders [11]. 

Studies regarding the role of DIHs address issues related to facilitating production 
processes in the digital era [14], offering new products and services [15], ensuring 
the development of rural areas [16] and developing hub networks to support SMEs 
in Europe [17], among others.
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The current literature as identified for instance analyzes DIHs from the perspective 
of entities that ensure the sharing of knowledge and the transfer of technical skills 
that facilitate production processes (including creative arts) [14]. The authors believe 
that the cultural side of creative processes provides support for social innovation, thus 
contributing to the satisfaction increase of both market and social needs. On the other 
side, [15] are concerned with the development of new products and services to the real 
estate market. Therefore, innovation centers must adopt a holistic approach, creating 
opportunities to collaborate and innovate in the entire ecosystem represented by the 
industry, from product or service ideation to the overall client experience. In terms 
of innovation and digital transition, [16] focus on identifying the most important 
opportunities and challenges associated with DIHs in Europe, especially in rural 
areas. They consider information technology and communications (IT&C) as the 
most appropriate tool that can contribute to the improvement of the rural business 
environment (also facilitating digital transition). 

The analysis of a network of twelve DIHs and research organizations, focusing 
on cross-border cooperation, was performed by [17]. These DIHs generate bene-
fits for participants (such as funding/co-funding opportunities, providing access to 
knowledge and equipment, information on foreign markets, transferability assess-
ment, etc.). The authors, concerned with creating competitive advantages for SMEs, 
showed that SMEs with a lower level of digitization are more willing to work in 
a collaborative system and hence, with DIHs. In addition, previous research has 
shown [18] that collaborative work within associative and non-associative business 
structures are an opportunity for SMEs development in the digital age. DIHs, as asso-
ciative structures, share knowledge, gain insights and collaborate for new business 
development opportunities and can therefore provide access to new markets. 

21.3 Context, Data and Methods 

To build a better understanding of DIHs in the economic system of the EU, the first 
research step was the construction of a database. For this task, the Smart Special-
ization Platform (S3P) provided a rich dataset [2, 3]. The purpose built database is 
represented by the information related to the 625 DIHs registered in the 27 states of 
the EU for which the following data is available: the category they represent (fully 
operational, in preparation or potential DIHs from H2020); the geographical coverage 
it provides (global, international, European, national or regional); the funds accessed 
for financing and the source of these funds (European, national, regional, private 
financing or from members); the average annual number of clients and turnover 
volume; the market they serve, specifying the activity sectors and the technological 
readiness level (TRL)—36 sectors and 9 levels of technological maturity are defined 
in the data; and the services offered according to the defined object of activity (a DIH 
offers one or more services from 16 predefined categories). The database created by 
the authors refers to the DIHs registered in the platform on the August 1, 2022.
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Examples of DIHs in the EU include 

1. The Pannonia DIH (Croatia) was registered in 2021 as is listed in the fully oper-
ational category. This DIH has an annual turnover of less than EUR 0.25 million 
and offers services, at a regional level, for more than 50 clients. The funding 
sources used by this DIH are represented by funds attracted through projects, to 
which is also added the financial support from the European, national and regional 
level. This DIH offers 6 of the 16 possible types of services (awareness creation; 
collaborative researches; ecosystem building, scouting, brokerage, networking; 
education and skills development; mentoring; other) and serves 5 of the 36 sectors 
(agriculture and food; education; manufacture of electrical and optical equip-
ment; manufacture of machinery and equipment; public administration). In terms 
of technological maturity, this DIH covers TRL1–TRL5 (out of 9 levels); this 
means that its partners can provide technologies validated either by investigation 
(TRL4) or in a relevant environment (TRL5). Therefore, this DIH will not be able 
to provide services for an SME that plans, for instance, to prototype a technology 
(meaning, one of the services related to levels TRL6–TRL9). 

2. The Trakia DIH (Romania), also in the category of newly established DIHs, 
has a turnover level and number of clients comparable to the Croatian DIH, 
but differs because it provides greater sector coverage (covering 16 of the 36 
sectors) and offers all possible services (16 services). In terms of technology 
maturity level, this DIH provides complete and validated systems/models at the 
end of the potential development scale (from TRL1 to TRL8). 

3. The Jožef Stefan Institute (Slovenia) is an established DIHs, incorporate before 
1960. This DIH, classified as fully operational, has an annual turnover of more 
than EUR 5 million. It serves 28 of the 36 sectors, offers 15 of the 16 possible 
services and covers, through its services, all nine levels of technological maturity. 

The second step in the research process was to provide macro-level metrics from 
the DIHs database, focusing on the total number of DIHs per country (Fig. 21.2) 
and their age (Fig. 21.3), the degree of sector coverage (Fig. 21.4), the structure of 
services (Fig. 21.5) and the degree of technological maturity (Fig. 21.6).

According to Fig. 21.2, Spain is the country with the highest number of DIHs. 
Italy, Germany, France and the Netherlands represent the group of countries that have 
a number of DIHs between 46 and 73. Regarding the average age of DIHs (Fig. 21.3), 
Greece, Luxembourg, Belgium, Slovenia, France and Poland are the countries where 
DIHs have the longest experience (greater than 15 years). In the list of countries with 
the youngest DIHs are the Czech Republic and Bulgaria (for which DIHs have an 
average age of 4.6 and 6.3 years). 

The sectors’ structure for which DIHs provide services is shown in Fig. 21.4. 
From the perspective of the existing DIHs, the best covered sectors with services 
offered by more than 200 DIHs) are manufacture of machinery and equipment (S19 
covered by 291 DIHs); education (S8—280 DIHs); transport and logistics (S35—274 
DIHs); life sciences and health care (S12—248 DIHs); manufacture of electrical and 
optical equipment (S16—248 DIHs); agriculture and food (S2—232 DIHs); other 
manufacturing (S29—216 DIHs); energy and utilities (S9—209 DIHs).
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Fig. 21.2 Number of DIHs 
per country 

Fig. 21.3 DIHs’ average 
years of existence

On the opposite side, the sectors least served by the services offered by DIHs are 
defense and security (S7—5 DIHs); aeronautics and space (S1—6 DIHs); profes-
sional, scientific and technical activities (S30—12 DIHs); telecommunications, infor-
mation and communication (S33—13 DIHs); mobility (incl. automotive) (S28—14 
DIHs); culture and creative industries (S6—15 DIHs); consumer goods/products 
(S5—18 DIHs); environment (S10—22 DIHs); mining and quarrying (S27—50 
DIHs). 

Figure 21.5 indicates that some services are offered by almost all DIHs, while 
others are offered by less than a fifth of them. The services provided by most DIHs 
are ecosystem building, scouting, brokerage, networking (EB offered by 486 DIHs);
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Fig. 21.4 Sector coverage. Legend S1—aeronautics and space; S2—agriculture and food; 
S3-community, social and personal service activities; S4—construction; S5—consumer 
goods/products; S6—culture and creative industries; S7—defense and security; S8—education; 
S9—energy and utilities; S10—environment; S11—financial services; S12—life sciences and 
health care; S13—manufacture of basic metals and fabricated metal products; S14—manufacture of 
chemicals, chemical products and man-made fiber’s; S15—manufacture of coke, refined petroleum 
products and nuclear fuel; S16—manufacture of electrical and optical equipment; S17—manu-
facture of food products, beverages and tobacco; S18—manufacture of leather and leather prod-
ucts; S19—manufacture of machinery and equipment; S20—manufacture of other non-metallic 
mineral products; S21—manufacture of pulp, paper and paper products; publishing and printing; 
S22—manufacture of rubber and plastic products; S23—manufacture of textiles and textile prod-
ucts; S24—manufacture of transport equipment; S25—manufacture of wood and wood products; 
S26—maritime and fishery; S27—mining and quarrying; S28—mobility (incl. automotive); S29— 
other manufacturing; S30—professional, scientific and technical activities; S31—public adminis-
tration; S32—real estate, renting and business activities; S33—telecommunications, information 
and communication; S34-tourism (incl. restaurants and hospitality); S35—transport and logistics; 
S36—eholesale and retail

collaborative researches (CR—468 DIHs); education and skills development (ES— 
464 DIHs); awareness creation (AC—433 DIHs); concept validation and prototyping 
(CV—418 DIHs). 

On the opposite side, the services that are found slightly in the portfolio of DIHs are 
market intelligence (MI—215 DIHs); commercial infrastructure (CI—141 DIHs); 
pre-competitive series production (PP—141 DIHs); voice of the customer, product 
consortia (VC—122 DIHs); other (O—112 DIHs). 

Regarding the technological readiness level (Fig. 21.6), the analysis of EU DIHs 
indicates an orientation toward the intermediate levels: TRL5–TRL7. Of the 625 
DIHs, 440 have expertise on the TRL6 level; 420 on TRL7 level and 410 on TRL5 
level. The least covered are the levels TRL1 (212 DIHs), TRL9 (224 DIHs) and 
TRL2 (275 DIHs).
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Fig. 21.5 Services offered by DIHs. Legend AF—access to funding and investor readiness services; 
AC—awareness creation; CR—collaborative researches; CI—commercial infrastructure; CV— 
concept validation and prototyping; DM—digital maturity assessment; EB—ecosystem building, 
scouting, brokerage, networking; ES—education and skills development; IS—incubator/accelerator 
support; MI—market intelligence; M—mentoring; O—other; PP—pre-competitive series produc-
tion; TV—testing and validation; VS—visioning and strategy development for businesses; 
VC—voice of the customer, product consortia 

Fig. 21.6 DIHs’ TRL status. Legend TRL1—basic principles observed and reported; TRL2— 
technology concept and/or application formulated; TRL3—analytical and experimental critical 
function and/or characteristic proof of concept; TRL4—component and/or breadboard validation in 
laboratory environment; TRL5—component and/or breadboard validation in relevant environment; 
TRL6—system/subsystem model or prototype demonstration in a relevant environment; TRL7— 
system prototype demonstration in an operational environment; TRL8—actual system completed 
and qualified through test and demonstration; TRL9—actual system proven through successful 
mission operations
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Table 21.2 New emerged database—regarding four services offered by DIHs 

Database no Selection criteria Number of DIHs 

1 Only DIHs that have the CI services in their portfolio 141 

2 Only DIHs that have the MI services in their portfolio 215 

3 Only DIHs that have the VC services in their portfolio 122 

4 Only DIHs that have the EB services in their portfolio 486 

This preliminary analysis (the context evaluation and database general evaluation) 
highlighted the preliminary research problem of this article: the existing DIHs do 
not ensure all SMEs (regardless the activity and the sectors in which they operate) 
fair access to digital innovation projects, business internationalization and expertise 
for marketing communication strategies in the European ecosystem. 

In order to answer the research problem identified, attention was directed to the 
four services that have the role of supporting SMEs in the process of business interna-
tionalization and implementation of marketing communication strategies: commer-
cial infrastructure (CI); market intelligence (MI); voice of the customer, product 
consortia (VB); ecosystem building, scouting, brokerage, networking (EB). A reor-
ganization of the existing database was carried out, and four separate databases were 
created (Table 21.2). 

To carry out the analyses, there was used a statistical method known as multivariate 
clustering analysis. This analysis applies a principle that aims to reduce the sets of 
large databases to a summary in the form of illustrated typologies, results based on 
common features. The particularities of the resulting typologies can be interpreted 
based on the boxplots obtained from the analysis. 

A boxplot is based on presenting a variable using six values: minimum, maximum, 
median, mean, first quartile and third quartile. It should be noted that the average 
of the multivariate clusters is not represented by the general average of the variable 
used, the averages in this case being represented by the average of the group. In the 
present study, DIHs were organized into 4 groups with different typologies. 

Using this method, three global analyses were carried out, at the level of all DIHs 
registered at the EU level. These analyses were doubled by specific analyses at the 
level of the services selected and relevant for this research. 

The first analysis presents aspects of the diversity of the sectors DIHs activity, 
highlighting where DIHs operate in the same sectors of activity and can form a 
specific cluster. The second analysis, with a more exploratory role, tries to identify a 
series of common particularities based on the variables inserted in the analysis. All 
variables used for the second analysis were standardized. According to the collected 
data, a mapping of the DIHs was carried out by the authors as a benchmark of the four 
selected services, on one hand, and four exploratory variables, on the other hand, the 
number of DIHs, the age of the DIHs, the sectors on which they cover the TRL. 

The ultimate goal of these analyzes was to identify useful information such as 
countries (in the EU) where the selected services are offered by more or less DIHs;
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the activity sectors covered by the DIHs providing the selected services; the TRL 
associated with the 4 selected services. 

The intended practical utility for this research can be translated as follows:

• From SMEs’ perspective, they will have an actual status of the EU DIHs and an 
orientation toward the DIHs that best meet their needs (from the perspective of the 
sectors or the efficiency of omnichannel and marketing communication services 
offered by DIHs); by viewing the maps based on the diversity criteria, SMEs can 
choose (from the multitude of possible choices) the entities that best suit their 
needs;

• From DIHs’ perspective, they will know the potential of other DIHs and can 
adopt strategies to diversify/restrict services in order to better adapt to the market, 
innovation projects and new digital marketing strategies for entering or serving 
new markets. 

The global database, corresponding to the 625 DIHs registered in the EU, was 
used to create the maps. Excel, XLSTAT, ArcGIS Pro and Philcarto programs were 
used for the database creation, analysis and graphic representation. 

21.4 Results and Discussions 

21.4.1 Global Perspective on European Union DIHs 

At the European Union level, there are 625 Digital Innovation Hubs, most of which 
are located in Spain (90), Italy (73) and Germany (65). The three states together own 
36.5% of the digital innovation hubs present at European level. 

At the opposite pole, the states with the fewest digital innovation hubs are: Malta 
(2), Slovakia (5), Luxembourg (5) and Cyprus (5). Together, these four states have 
17 DIHs, less than 3% of the total number of DIHs. 

Regarding the years of activity, it can be observed that the oldest DIHs in Europe 
are those in Greece, with an average of approximately 20 years, 9 years above the 
average of 11 years registered at the level of the European Union. In general, consid-
ering the situation at EU level, DIHs represent a fairly recent field, most entities being 
developed in the last 10 years (10% of DIHs were registered before the year 2000; 
34% were established in the period 2000–2015 and 44% in the period 2016–2021; 
12% did not specify the year of establishment). 

A global perspective of DIHs in the EU is presented in Figs. 21.7 and 21.8.
Following the analysis to identify some common features regarding the diversity 

of sectors where DIHs operate, four typologies/classes were obtained (Fig. 21.8). In 
the first typology (class I), there were included the countries in which DIHs have 
the most balanced distribution at the level of sectors. This selection indicated two 
countries: France and Germany (which have, on average, 10 DIHs per sector). For 
the second typology, there were selected the DIHs that have the largest number of
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Fig. 21.7 DIHs average age and percentage share in UE
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hubs divided by sector. This typology included Spain (where the S17 sector is served 
by the largest number of DIHs—48; no DIH operates on the S7 sector) and Italy 
(where in S12 operate 39 DIHs and in S35 operate 38 DIHs; sectors S5, S6 and S7 
are each served by one DIH). At the level of these two states, the large number of 
DIHs and the diversity of distribution by sector, place them as outliers in the analysis 
carried out.

Fig. 21.8 DIHs mapping according to the sectors covered in EU
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Fig. 21.8 (continued)
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Several attempts to identify new typologies resulted into new grouping of states 
(not included in previous typologies) as follows: class III included the states whose 
average number of DIHs per sector is predominantly below the median value at the 
sector level: Poland, Slovenia, Greece and Cyprus; class IV included the states whose 
average number of DIHs per sector is predominantly above the median value at the 
sector level; most of the states answered this criterion. The last two classes represent 
the most common typologies within the European Union. 

The representation in section (b) of Fig. 21.8 provides a detailed picture of the 
four typologies identified. Class II (represented by the red axis) stands out for the fact 
that it exceeds the other typologies, grouping the states with the largest number of 
DIHs operating at the level of a sector (Spain and Italy). Diversity in these two states 
is so high that they have an outlier character in the analysis, which is easily linked to a 
strong concentration of digital innovation hubs in the two states. Class I (represented 
by the blue axis) is positioned between Class II and Class III, grouping states with a 
more balanced distribution of DIHs by sector. Classes III and IV (represented by the 
green and yellow axes) include countries with a smaller number of IHLs, but where 
the sectoral distribution of DIHs is more balanced. Class III includes the states where 
the best covered sectors of the national economies are served by a maximum of 10 
DIHs. Class IV includes the states where the best covered sectors of the national 
economies are served by a maximum of 7 DIHs. This last class also includes states 
where some sectors remain not covered by DIHs. 

The last analysis carried out, based on the multivariate cluster method, has the role 
of presenting the four types of services specifically targeted by this research, with 
some exploratory variables also added: the average age of DIHs, the total number of 
DIHs and a composite index showing the level of maturity of the services offered by 
all DIHs present at the European level (Fig. 21.9).

The four realized typologies have the following particularities: 
Class I is represented by the typology with most of the variable values located 

below the median. At the same time, this resulting typology includes the least devel-
oped states in terms of DIHs that offer these 4 analyzed services: CI, EB, MI and 
VC. Most states in this typology are located in Eastern Europe. 

The second class is a typology of positive outlier type, according to all the variables 
used in the analysis. Spain stands out here, the country with the most DIHs that offer 
the most varied range of these four services in the analyzed sectors. Although Spain 
has the largest number of DIHs, their average age is 9.6 years (below the EU average). 
Moreover, the median age of DIHs in Spain is 6 (only 40% of DIHs are more than 
6 years old). 

The third classification included the states with high values regarding the variables 
used, many of these values being outliers. This class also includes states with a long 
tradition in digital innovation (Germany, France and Italy—each having 7 DIHs older 
than 30 years). Most of the states in this class are located in Western Europe. 

The last class included the states with values above the median of the boxplots in 
the analysis. This class includes the states where most DIHs have the four services 
in their portfolio: CI, EB, MI and VC. The average age of these DIHs is higher than 
the EU median (10.8 years). Through the services offered, by these DIHs, most of
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the sectors of the national economies are covered (this class having values above the 
average and the median at the EU level). The services offered by these DIHs mostly 
cover the nine levels of technological maturity. In this class were included several 
states from Eastern Europe, some Central European states, Scandinavia, Greece and 
the Netherlands. 

Analyzing the four services, that can help SMEs to innovate faster in the digital 
area, to better communicate in their marketing strategies and internationalize their 
businesses, we have noticed some differentiators explained in the following section.

Fig. 21.9 DIHs mapping according to the 4 services (CI, EB, MI and VC) covered in EU
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Fig. 21.9 (continued)

21.4.2 Commercial Infrastructure—DIHs Support Services 
for SMEs 

The components of a commercial infrastructure are transport networks (air, land 
and sea), communications and power generation, systems logistic for institutions 
responsible with research and education, ensuring the functionality of markets and 
legal standardization [19]. 

The performance of a commercial infrastructure also depends on the “natural” 
features specific to each country. The following are considered: the availability 
and accessibility of natural resources—which facilitate exploitation, transport and 
commercialization; climatic characteristics; countries that have favorable weather 
for both commercial transport and trade are favored; geoeconomic particularities; 
some countries have access to water transport, others are integrated into road trans-
port networks, etc.; the efficiency of the production factor markets (including the 
labor market)—these markets can present geographic concentration, degree of open-
ness/freedom and specialization; cultural and social norms—which promote positive 
attitudes toward work, education, trade and legal institutions [19]. 

Also, trade infrastructure (along with other specific determinants) has a very 
important role in innovation-oriented countries with a high level of competitiveness. 
Therefore, DIHs that offer services associated with commercial infrastructure can be
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Fig. 21.10 DIHs offering 
services on commercial 
infrastructure (CI) 

of real interest to SMEs looking for opportunities to place their products and services 
on new markets [20]. 

According to our analyses (Fig. 21.10), only 22.56% of the total number of DIHs 
have this service in their portfolio. Spain is the country with the biggest number of 
DIHs offering specialized services and know-how in the commercial infrastructure 
area (25 Spanish DIHs). Then, there are Latvia (12 DIHs) and Italy (11 DIHs). The 
countries that do not offer this service are Slovakia, Romania and Malta. 

21.4.3 Market Intelligence—DIHs Support Services 
for SMEs 

Market intelligence is a very important benchmark for planning and implementing 
market-oriented strategies. Considering market intelligence as a foundation of 
marketing, the studies highlighted the most representative practices: distribution 
(reports, presentations, emails and newsletters), resource centralization (centralized 
intelligence database), consultative selling (customized reports and presentations for 
each user group), empathic learning (ethnographic stories, videos and personas), 
experiential learning (consumer immersion, individual market contact) [21]. 

Providing information on changes in the business environment, the market intel-
ligence represents the premise of implementing the most appropriate on-line and 
off-line marketing programs and penetrating new markets [22]. The efficiency of 
market intelligence services depends on several factors: individual, environmental, 
organizational and extra-organizational. Furthermore, it has been shown that market 
intelligence strategies depend on the organization’s size, strategic approach and 
organizational resources. 

In the case of SMEs—as small medium-sized entities that do not always have 
sufficient financial and human resources with specific expertise and skills—DIHs
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Fig. 21.11 DIHs offering 
services on market 
intelligence (MI) 

have an important role in providing specific market intelligence services, through 
appropriate market studies, consulting and specialized support in this field. 

According to Fig. 21.11, only 34.40% of the 625 DIHs at EU level have the 
competence to provide these services. Spain (33 DIHs), Italy (33 DIHs) and France 
(28 DIHs) have the most DIHs that can offer marketing intelligence services to SMEs. 

21.4.4 Voice of the Customer, Product Consortia—DIHs 
Support Services for SMEs 

Voice of the customer (VC) is a market research term for the process of collecting, 
analyzing and implementing customer feedback data according to its needs, wants, 
expectations and preferences [23]. VC becomes a product-development technique 
based on the customers’ insights and the innovation and production capabilities of 
the organization [24]. 

DIHs can provide this type of services that help SMEs to understand and capitalize 
the voice of customers and improve the market information regarding its products, 
thus facilitating the adaptation according to the needs and requirements of the market. 
This helps also to improve the customer relationships and developing new products 
and services. The analysis of the vocal behaviors (proactive and/or prohibitive) of 
customers has great impact over the enterprise’s marketing approach and innovation 
or optimization of products or services in any industry [25]. 

Only 19.52% of the DIHs registered at the EU level offer services that allow 
SMEs to capitalize on the “voice of the customer” or to create products consortia to 
better respond to customer needs (Fig. 21.12). Spain (22 DIHs), France (13 DIHs) 
and Netherlands (12 DIHs) are the countries that are more offering these services.
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Fig. 21.12 DIHs offering 
services on voice of the 
customer, product consortia 
(VC) 

21.4.5 Ecosystem Building, Scouting, Brokerage, 
Networking—DIHs Support Services for SMEs 

Creating and developing digital business ecosystems is another responsibility 
assigned to DIHs. Suuronen et al. [26] conducted a literature review and empha-
sized the importance of integrating digital ecosystems into business ecosystems. The 
authors raise an alarm signal about the efficiency of business ecosystems in the digital 
age (which lose the necessary capabilities for production development). To be effec-
tive, digital business ecosystems must integrate (in addition to the two ecosystems— 
business and digital) digital platforms through which to facilitate access, interaction, 
leadership and value creation. 

Digital business ecosystems provide a series of benefits, such as new business 
opportunities, the participation of all members in value co-creation, the promotion of 
innovation, the creation of competitive advantages, the joint exploitation of resources 
(including knowledge), risk reduction, increased cost management efficiency, better 
satisfaction of customer needs [26]. 

Ecosystem building is also analyzed for the utility of a digital service ecosystem. 
An ecosystem model can be focused on five aspects: connection, content, computa-
tion, context and commerce. But, while desired by ecosystem members, platform-
oriented business models are not yet within everyone’s reach [27]. 

The analysis at the EU level reveals that the vast majority of DIHs offer special-
ized services for building ecosystems, for research, intermediation and networking 
(Fig. 21.13). Of the 625 registered DIHs, 77.76% offer such services. Spain (75 
DIHs), Italy (61 DIHs), France (47 DIHs) and Greece (45 DIHs) are the countries 
more specialized in offering these types of services.
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Fig. 21.13 DIHs offering 
services on ecosystem 
building, scouting, 
brokerage, networking (EB) 

21.5 Conclusions and Future Research 

DIHs’ main objective is the development of key areas, such as artificial intelligence, 
high-performance computing, cyber security, advanced digital skills and digitaliza-
tion of public administration, interoperability and introducing digital software into 
economic process optimization of SMEs and other entities. Due to these digital areas, 
SMEs can innovate more, incorporate new technologies to improve their products 
and services, develop new markets and increase their annual revenue. 

The present research revealed that countries like Spain (90), Italy (73), Germany 
(65), France (54) and the Netherlands (46) have the majority of the DIHs in Euro-
pean Union (52.5%), offering the great majority of the services and give access to 
technology according to their level of technological maturity. 

Central and Eastern Europe countries, at a relatively beginner stage in the DIHs 
actively helping SMEs to develop easier, testing before invest and incorporate new 
technology in the digital transformation process, could learn from these Western 
Europe DIHs and see how they can adapt locally and regionally examples of good 
practice. Also, there is big potential for the new DIHs (in preparation or proposed 
for H2020) in Eastern Europe to access new regions and new partners or clients 
in order to be immediately operational and able to offer as many services in many 
sectors as possible. Eastern European SMEs also have the opportunity to learn to 
work together in different projects with other entities for their personal or collective 
good of others, and DIHs are the answer to help then faster transition the digital 
transformation process, necessary especially during and after the pandemic period. 

The services provided by most DIHs are EB, CR, ES, AC and CV. On the oppo-
site side, the services that were found rarely in the portfolio of DIHs are MI, CI, 
PP and VC. These services are offered mainly by DIHs from Spain, France, Italy, 
Germany and The Netherland. These countries are known to have great experience 
and knowledge in these marketing services (off-line and on-line marketing strate-
gies integrated with the help of different digital platforms), by helping companies 
to develop long-term strategies, innovate more and developing their businesses at 
national and international level.
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Our analysis highlighted once more the preliminary research problem of this 
article: the existing DIHs do not ensure all SMEs (regardless the activity and the 
sectors in which they operate) fair access to digital innovation projects, business 
internationalization and expertise for marketing communication strategies in the 
European ecosystem. 

This means a great opportunity for actual and future DIHs to expand their services 
in this area of digital marketing services, internationalization, market intelligence and 
offer more expertise in the area of the voice of the consumer and product consortia. 
Co-working in this area could bring new market opportunities (consultancy services, 
studies, testing, financing), new cooperations and help SMEs develop faster on-line 
and off-line worldwide. 

From our comparison, only the ecosystem building, scouting, brokerage, 
networking services was offered by almost 78% of the analyzed DIHs (486 of the 
625 DIHs in the EU). This is most likely to be accessed by SMEs because inte-
grating digital ecosystems into business ecosystems, it is a trend and a necessity also 
for a company to remain relevant on the market nowadays. These ecosystems are 
also easier to be built because they involve co-creation, joint innovation and there 
are multiple actors that can bring value, not only for one SME, but for the use of 
many more. In the same time, the potential of the other services that are not now 
in the DIHs’ focus could be easily integrated in the digital marketing strategies, by 
testing and developing new platforms in communicating better with potential clients 
all over the world (e-commerce platforms, social media strategies, AI, virtual reality, 
3D presentation platforms, live interactions, chat boxes etc.). Also, these could be 
easily integrated with the main focuses of DIHs’ key areas of interest. 

From a literature point of view, our research fills the gaps in researching this 
subject, showing the importance of DIHs in developing the digital ecosystem and 
also becoming a new business model, focused to support business development and 
encourage innovation of new products, services or technologies. 

The future research has into consideration the quantitative and qualitative analyses 
in understanding better why DIHs (from Central and Eastern Europe) do not focus on 
these four services related to marketing strategies and business internationalization. 
Also, we can interview SMEs from these regions to understand if these services are of 
importance for their business development or if they want to develop them internally 
to enhance their strategic advantage, form a commercial, digital marketing strategic 
point of view. 
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Chapter 22 
Omnichannel Marketing in Ambato’s 
SMEs 

Juan Carlos Suárez Pérez 

Abstract Globalization and the pandemic showed the shortcomings that exist in the 
management of small and medium-sized enterprises (SMEs) in Ambato, especially 
in marketing issues, because they do not allocate the necessary resources to design 
and implement strategies that allow them to satisfy the demands of consumers who, 
thanks to the Internet, access large information bases, and that also provides the 
option to buy products and services from a wide range of companies, whose mission 
is to differentiate themselves from competitors through the offer of unique experi-
ences. In this sense, the objective is to determine the importance of the integration of 
communication and distribution channels in improving the customer experience. The 
methodology used is mixed, because it allows to describe and explain phenomena 
based on qualitative and quantitative data, which allow to understand reality in a 
comprehensive way. The results obtained underpin the value of omnichannel and 
digitalization of businesses, and the creation of company profiles to determine how 
they can take advantage of this type of strategy and improve consumer satisfaction 
levels. Finally, it was possible to know that at present, there is a hyper-connectivity of 
consumers, and therefore, marketing trends focus on strategies in which traditional 
and digital communication and distribution channels coexist and thus improve the 
company-customer relationship. 

22.1 Introduction 

Technological advances and the pandemic highlighted the weaknesses and empiri-
cism with which small and medium-sized enterprises (SMEs) at the local level 
manage their administrative processes. This was exacerbated during the pandemic, as 
many companies could not counteract the effects of the pandemic, since they did not 
have solid management processes, therefore, they lost positioning in the market, sales
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were reduced, and there were several business closures, including some emblematic 
ones that were characterized by their trajectory and prestige. 

SMEs are especially considered because of the contribution they make to the 
national economy; according to the National Institute of Statistics and Censuses 
(NISC), these represent 99.5% of the business network, and therefore, they are vital 
to generate wealth and jobs. Tungurahua, according to NISC, is the sixth province 
of Ecuador with the highest number of SMEs with a total of 39.608, of which 3.538 
are microenterprises, 952 are small and 118 are medium-sized. Of these, 86.8% are 
concentrated in Ambato [1]. Local companies are mostly engaged in agro-industry, 
with sectors such as short-cycle fruit production, metal bodywork for buses, and 
manufacturing, especially clothing and everything related to leather products [2]. 

However, they face a severe crisis, due to, factors such as high competition with 
lower prices, tax burdens, political and economic instability, high financing rates [1], 
and other factors that worsened during the pandemic, causing the closure of several 
businesses. At the national level, before the pandemic there were 882,200 companies, 
but during 2022 they were reduced to 842,400, that is, there was an average variation 
of −4.5%. Small companies were the most affected with a variation of −18.5%, 
followed by medium-sized type A and B, with−13.6%, and finally, micro-companies 
that presented a variation of −3.2% [3]. 

The crisis facing SMEs is not new; administrative and management empiricism 
has been in force since past years, because they do not invest what is necessary in 
training and innovation, and therefore, there are gaps in the management of the areas 
and processes of companies. Other problems are the lack of liquidity and the difficulty 
in accessing sources of financing; they face technological backwardness and lack of 
innovation, which causes the possibilities of expansion to be minimal, therefore, their 
capacity for growth, being sustainable and developing is very complex according to 
the current dynamism of the markets worldwide [4–6]. 

Regarding marketing, the problems are more evident, only 9.6% of companies see 
marketing as a strategic area. 32% of entrepreneurs make decisions based on adequate 
marketing planning, 21% conduct market research and, for the most part, SMEs [7] 
are focused on production (marketing 1.0) and do not adapt to new marketing trends, 
which seek to integrate as many channels as possible to give a better experience 
to consumers, facilitating access to information and products and services without 
restrictions of space and time [8]. 

Channel integration is known as omnichannel, which refers to the evolution of 
multichannel (presence in several channels that work separately), that is, it creates 
an environment in which channels work together to allow consumers to access 
digital media to investigate and experience a purchase process easily from any place 
and without time restrictions. This strategy includes the optimization of the avail-
able channels of the companies [9] and thus provide customers with an exclusive 
experience that will be reflected in higher levels of conversion or sales [10]. 

Omnichannel is a challenge for SMEs, since consumers are more demanding and 
request extraordinary experiences during the customer journey. To get involved in 
this strategy, it is essential to understand how consumers behave in each channel, and 
in this way, they take advantage of their own resources and tools, the efficiency and
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effectiveness of the channel is achieved. In that sense, in the context of COVID-19, 
the fear of contagion considerably changed the behavior of consumers, who do not 
only demand quality products and services [11], but also seek experiences that make 
them feel safe during the purchase process [12]. 

It should be mentioned that, worldwide, consumers are channel and brand agnos-
tics, that is, they do not maintain their preference for only one, which hinders the 
processes of customer satisfaction and loyalty. Therefore, strategies must be designed 
focused on the new profile of the online consumer, which is characterized by priori-
tizing their personal security needs, interact less with people, are more aware of value 
propositions, and acquire products that offer quality, value, and tranquility. Strate-
gies should be customer-centric, which reduces consumer distrust during potential 
lockdowns, isolations, and post-COVID-19 [13, 14]. 

According to the firm PriceWaterhouseCoopers, Internet purchases in Ecuador 
have increased by 15 times since the pandemic, so air services, non-personal 
goods such as clothing, cosmetics, electronics, and household products are the most 
demanded [15]. The pandemic showed that Ecuadorians have an interest in online 
purchases, if companies offer guarantees of return and/or confidentiality of data, 
more information about products and services, and attention or assistance during the 
purchase. 

Other figures demonstrate the importance of channel integration, stating that 1 in 
3 shoppers chose the online channel for the first time to generate their purchases and 
reported an 800% growth in website visits and 44% in orders compared to 2019. In 
the business case [16], the companies that have benefited from the increase in digital 
consumers are businesses to consumer (B2C) highlighting the food sectors, followed 
by home, then personal goods, games, and entertainment, that is, e-commerce and 
everything related is an opportunity for all types of business [17]. 

This means that the digitization of business is a reality that should not be over-
looked, and that companies must adapt to this opportunity, otherwise, they could 
disappear from the market. To benefit from this, the offer must be professional-
ized, that is, trained so that a better experience can be provided to users; understand 
the demand, identify and differentiate the products that users prefer to buy online 
and which in person; strengthen public–private relations, which benefit electronic 
commerce; encourage governments to improve the scope of banking, to facilitate 
access to and trust to digital transactions; and access to technologies. 

In this sense, the research aims to answer the following questions: What is the 
current situation of local SMEs with respect to marketing? How are local companies 
profiled to integrate communication and distribution channels in the new digital 
ecosystems? and What is the importance of omni-channeling in the competitiveness 
of companies?



334 J. C. S. Pérez

22.2 Methodology 

The research allowed to investigate and specify the most relevant characteristics about 
the phenomenon under study; it seeks to identify and demonstrate the importance 
of omnichannel as a current marketing trend in Ambateño SMEs. The approach is 
mixed: qualitative because it allows to deepen, co-contextualize and investigate the 
natural, holistic and flexible information on current marketing trends, especially those 
focused on SMEs, since as an engine of the local economy, they want cutting-edge 
strategies that satisfy the needs of consumers who are more demanding and request 
better experiences in the purchasing processes [18]. 

The qualitative, interpretative, and bibliography approach aimed to establish the 
process of selection, access, and registration of the documentary sample. A biblio-
graphical review involves the analysis and explanation of all concepts. For this, it 
was used Boolean search is a way to improve search results with components, such 
as omnichannel marketing, SMEs, Ecuador, and digital marketing. The articles were 
synthesized and analyzed using bibliographic and analytical matrices designed in 
Excel, which made it possible to relate the articles and determine the advantages and 
disadvantages of integrating the communication and distribution channels, can you 
see in Table  22.1.

In summary, omnichannel represents an opportunity for companies, however, it 
is not an easy task to execute this type of strategy due to the empiricism with which 
most processes in SMEs are managed, in that sense, companies are required to train 
their staff, or in turn hire professionals who have the skills to integrate the channels 
available to the company and add those necessary for the execution of this type of 
strategies. 

With regard to the quantitative approach, a descriptive analysis was carried out 
for the collection, grouping, presentation, and analysis of data in a clear and simple 
way, on the current situation of SMEs [29]. 

For the descriptive analysis, 1076 small and medium-sized companies were 
considered as population, however, 18.50% and 13.60% were discarded, respec-
tively, due to the closure of companies in the context of the pandemic, in that sense, 
883 SMEs were worked with; in addition, only companies that are registered in the 
database of the Chamber of Commerce of Ambato were considered, and a total of 
355 companies were obtained. Subsequently, a sampling was performed with a confi-
dence level of 95% and an error of 5%, obtaining a sample of 185 SMEs. The samples 
were distributed in service companies (68%), commerce (24%), and manufacturing 
(8%); the years of operation have an average of 12 years, and together, they create 
2469 jobs, with an average of 13 employees per company. 

In addition, factor analyses were carried out on the organizational aspects of the 
planning of marketing and the importance of investing in marketing strategies; the 
objective was to discover clusters of variables that are correlated and thus identify 
company profiles according to the importance they give to each of the items of the 
data collection instrument.
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Table 22.1 Advantages and disadvantages of omnichannel according to different authors 

Advantages Disadvantages 

Integrate multiple channels to keep consumers 
informed 

If the channels are not synchronized properly, 
it can lead to confusion [19] 

It allows interaction with customers through 
various channels, adapts the offer and affects 
the consumer experience 

It is incompatible with cross-selling, that is, 
this strategy that usually gives good results is 
lost [20] 

Contributes to the achievement of leads It requires the implementation of several 
channels, which represents a high investment, 
and not all SMEs have the resources [21] 

Creates a global communication experience 
between consumers and brands 

There are limitations due to the necessary 
resources [22] 

Companies connect and empathize with 
customers (empower customers) 

The obsolescence of the channels is immediate 
due to technological advances [23] 

It allows you to manage data and know 
consumer behavior 

Companies often confuse the multichannel 
idea, they have several channels, but are not 
integrated [24] 

There is an incalculable potential of customers 
who are hyper-connected, and therefore, it is 
crucial to use the channels where they are 

It represents costs that not all companies can 
cover [25] 

It allows the effective coexistence of on and 
off-line channels, to improve the experience of 
consumers 

It requires the expertise of marketers in 
omnichannel issues, which in the local 
environment is uncommon [26] 

It helps predict and project sales more 
accurately and reliably 

Demand for prior knowledge of data analysis 
and other techniques that are little known [27] 

It allows direct interaction between companies 
and consumers 

It requires a full-time person to serve the 
people who contact the company through each 
of the available channels [28]

Factor analysis was performed in the SPSS statistical software; it began with the 
correlation matrix, to determine the relevance of the analysis and was integrated 
by the Bartlett sphericity test that was 0.000, determining that the variables are 
correlated; the Kaiser–Meyer–Olkin index (KMO) obtained was 0.939 and 0.758, 
values that are between 0.5 and 1; therefore, the sample is adequate, and the analysis 
is appropriate. The rotation of the initial factors that facilitates the interpretation of 
the results, for this the Varimax rotation method is used which allowed to group the 
variables and obtain two profiles of SMEs [30]. 

The data collection instrument applied was an adaptation of the marketing audit 
tool proposed by McDonald and Leppard [31], which consists of several aspects that 
measure the effectiveness of marketing management in companies [32], however, 
14 items referring to key factors of the organization were taken into consideration 
related to the planning of the marketing area, because others are not adaptable to 
the reality of SMEs. Aspects related to traditional marketing versus the digital part, 
and the importance of investing in digital assets, were increased to the collection 
instrument.
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The survey items were structured according to the McDonald and Leppard instru-
ment, and refer to: (a) interest in planning; (b) planning for decision making; (c) 
allocate sufficient resources; (d) information and data; (e) set aside enough time; (f) 
detect opportunities in the market; (g) members contribute to planning; (h) sales staff 
supports planning; (i) priority aspect; (j) preparing to learn; k) frequent research is 
used; (l) periodic evaluation; (m) control mechanism; and (n) meeting objectives. The 
scale ranged from 1 to 5, with 1 being “if you strongly disagree with the statement” 
and 5 being “if you strongly agree with the statement”. 

On the other hand, the items added are divided into two parts: first, the importance 
of the marketing mix variables in the planning of content for the marketing strategy; 
and second, the importance of investing in the following variables: (a) new marketing 
channels; (b) banners, fliers, etc.; (c) paid media or channels; (d) digital assets; 
(e) online advertising; (f) off and online strategies; (g) e-mail marketing; and (h) 
marketing departments. The scale ranges from 1 to 5, with 1 being “very important” 
and 5 being “not important at all”. 

Finally, questions were asked about the type of strategy used by the SMEs, whether 
they have a marketing department or an external manager, whether the campaigns 
are carried out based on strategic planning, what digital assets they currently have, 
among other questions that provide information about the current situation of the 
companies. 

22.3 Results 

According to the diagnosis made to SMEs in the city of Ambato, the following 
results are obtained, so that the items referring to the importance of the variables 
of the marketing mix, it was possible to know that the determining variable is the 
price (76.8%), followed by communication (63.8%), the product (56.2%), and finally, 
distribution (49.2%). It is important to mention that those who responded in each 
“very important” item were taken into consideration. In addition, the average was 
4.5, which means that entrepreneurs are aware of the importance of variables. 

Additionally, SMEs were enquired about the type of marketing strategies they 
used, and it was found that 42% use traditional and digital strategies, the same 
percentage apply digital strategies, 10% have opted for traditional strategies, and 
6% have not applied any type of strategy. The variation of type of strategies is 
given by the lack of knowledge that exists about the benefits of each of them; also, 
many entrepreneurs focus on the digital part and have neglected other traditional 
alternatives that according to the target audience can be of great benefit, for example, 
the PoP material. 

Likewise, companies are investigated if they have an internal marketing team, or 
if they are looking for external advisors, it was found that in 56% of SMEs they have 
one internal person in charge of marketing strategies of the company, while 44% 
hire external advice, however, at the city level there are no companies that really 
provide marketing services—most of them are graphic design agencies, which are
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only responsible for the visual part and do not focus on the strategic part, therefore, 
the results are not usually as expected and this is what has caused entrepreneurs not 
to trust 100% in the implementation of marketing strategies. 

In relation to the digital assets that companies have, it could be evidenced that at 
the local level, there is a predominance of social networks: 168 companies have a 
presence in networks, 88 companies have web pages, 68 have databases, 21 have some 
type of application, and 7 companies have assets related to the subject of artificial 
intelligence. Obviously, social media marketing is the most used by local SMEs, and 
Facebook is the most used network, followed by Instagram and WhatsApp Business, 
and with less presence YouTube and TikTok. 

The average investment in marketing strategies in general is $703, but as 
mentioned in the previous paragraph, it is mostly done solely on social media. It 
was evidenced that companies use informative content and have not managed to 
create communities in their networks, because most of them show on average less 
than 1000 followers in their accounts, therefore, it can be understood that they do 
not take advantage of the tools of each of the networks, and this makes it difficult to 
implement omnichannel marketing. 

With respect to the factor analysis on the organizational aspects within the 
marketing planning in SMEs, a value of 0.939 higher than the level of significance 0.5 
was determined in the KMO and Bartlett test, that is, there is a correlation between 
variables and the analysis could be carried out, for which a “rotated component 
matrix” was elaborated that allowed to identify two profiles of SMEs. In Table 22.2, 
the first profile shows the correlation between the variables: meeting objectives, 
control mechanism, frequent research is used, set aside enough time, allocate suffi-
cient resources, members contribute to planning, information and data, sales staff 
supports planning, and priority aspect; while, second profile shows a correlation 
between the variables, set aside enough time, allocate sufficient resources, members 
contribute to planning, preparing to learn, interest in planning, planning for decision 
making, detect opportunities in the market, information and data, sales staff supports 
planning, and priority aspect (Fig. 22.1).

The analysis allowed to correlate the 14 variables of the applied audit tool; in 
this case, Table 22.2 shows that profile 1 is made up of SMEs that strongly agree 
with periodic evaluation, meeting objectives, control mechanism, frequent research 
is used, etc. On the other hand, Profile 2 is made up of SMEs that strongly agree 
with: preparing to learn, interest in planning, planning for decision making, followed 
by other variables with less impact. In both profiles, there is a positive correlation 
between the variables, and they differ in certain cases, for example, in Profile 1, the 
determining variable is periodic evaluation, while in Profile 2, the most important 
variable is interest in planning. In summary, factor analysis allows us to profile the 
companies based on the importance they give to each of the variables. 

With respect to the average in both profiles was 3.16 and 3.69, respectively, it is 
the reflection of the lack of knowledge or empiricism with which marketing strategies 
are worked, since in some components such as the issue of resources, contribution 
of the members of the company, among others, a considerable percentage answered 
that do not know if they agree or disagree. However, they recognize the importance
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Table 22.2 Rotated 
component matrix to 
(organizational aspects) 

Variables studied Profile 1 Profile 2 

Periodic evaluation 0.913 

Meeting objectives 0.872 

Control mechanism 0.868 

Frequent research is used 0.851 

Set aside enough time 0.699 0.524 

Allocate sufficient resources 0.618 0.610 

Members contribute to planning 0.539 0.465 

Preparing to learn 0.873 

Interest in planning 0.870 

Planning for decision making 0.797 

Detect opportunities in the market 0.771 

Information and data 0.602 0.641 

Sales staff supports planning 0.424 0.632 

Priority aspect 0.515 0.621 

Extraction method: principal component analysis 
Rotation method: Varimax with Kaiser normalization 
a. The rotation has converged in 3 iterations 

Fig. 22.1 Histogram profile 1 and 2 of SMEs

of all organizational aspects within marketing planning, but as has been insisted, it 
is not applied technically, therefore, it is complex to talk about marketing in local 
SMEs. 

Additionally, six items were added to the collection instrument, related to the 
importance of investing in traditional and digital strategies, these refer to online 
advertising, on and off-line strategies, digital assets (web pages, databases, applica-
tions, etc.), payment and communication channels, and advertising material such as 
fliers or banners. It was important to add these items, as they are the most used at 
the local level, and the objective is to know the current situation, to have a base that 
allows companies to integrate their current channels and assets, with new alternatives 
that are at the forefront and allow companies to be competitive.
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In this sense, a factor analysis was carried out on these components, and the results 
obtained in the KMO and Bartlett test were 0.758 higher than the significance level 
0.5, therefore, there is a correlation between variables; in the first profile, the correla-
tion exists between the variables online advertising, on and off-line strategies, digital 
assets, new marketing channels; while in the second profile, the correlation is between 
the variables new marketing channels, channels or means of payment, banners, flier, 
among others. And the analysis could be continued, the “rotated component matrix” 
was applied and two SME profiles were formed (Fig. 22.2) (Table 22.3). 

Based on the factor analysis, it was possible to identify two profiles of companies 
according to the level of importance they give to the use of marketing strategies, the 
average was 4.31 and 3.61, respectively, this allows to identify that in profile one 
there is security to affirm the importance of each of the components, and the profile 
was constituted by entrepreneurs who consider online advertising decisive, online 
and off-line strategies, digital assets, and new marketing channels. On the other 
hand, profile two, there is evidence of a certain degree of doubts in the selection of 
the components, in this case, the profile is constituted by those entrepreneurs who 
consider the new marketing channels, the means of payment and the banners. 

Both profiles show an acceptable percentage of the acceptance of the importance 
of marketing for companies today, however, sometimes unawareness and lack of 
resources could be the cause why no type of planning or strategies were applied. It

Fig. 22.2 Histogram profile 1.1 and 1.2 of SMEs 

Table 22.3 Rotated 
component matrix 
(importance of investing in 
digital strategies) 

Variables studied Profile 1 Profile 2 

On-line advertising 0.826 

On and off-line strategies 0.812 

Digital assets 0.733 

New marketing channels 0.547 0.404 

Channels or means of payment 0.867 

Banners, flier, among others 0.734 

Extraction method: principal component analysis 
Rotation method: varimax with Kaiser normalization 
a. The rotation has converged in 3 iterations 
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was evidenced that certain strategies have been executed that are mostly focused on 
social networks, which should only be part of the strategy, since the integration of the 
largest number of channels in an appropriate way allows to improve the experience 
of consumers and, therefore, makes the company stand out from its competitors. 

22.4 Discussion 

The findings obtained in this study show that the current situation of local SMEs with 
respect to marketing presents several drawbacks, especially due to the empiricism 
with which most of these types of companies are managed. 

In other research, this is ratified, as they mention that 80% of SMEs do not reach 
five years and 90% do not exceed ten years, the main cause, from the point of view 
of entrepreneurs are high financing costs, excessive government control, and high 
tax rates. On the other hand, several analysts state that the reason is the lack of 
administrative management capacity [33]. 

Regarding the marketing area, in a previous study carried out on 127 SMEs, it 
was determined that less than 50% of companies have a real interest in carrying out 
marketing planning, and most of them are still focused on marketing 1.0 trends, that 
is, they focus all their attention and resources on the product, therefore, the other 
variables of the mix marketing have not been efficiently integrated, which is reflected 
in the loss of competitiveness and other problems that were exacerbated during the 
pandemic [8]. 

It is important to note that the application of omnichannel marketing strate-
gies represents an opportunity for companies to generate unique experiences for 
consumers and profitable relationships for business; it also allows a direct rela-
tionship with customers [28]; it helps to make predictions of sale or demand more 
accurately [27]; and due to hyper-connectivity of consumers, it increases the ease of 
viralization of information and brand positioning. 

However, there are still difficulties in creating synergy between the channels 
available to companies, therefore, it is required that managers or managers of the 
marketing area are trained and incorporate in their businesses various theories that 
transcend international and cross-cultural perspectives, in order to explore and imple-
ment new trends related to omnichannel environments [34], without neglecting the 
traditional part, since it is necessary that distribution and communication channels 
coexist and be integrated to improve consumer experiences [26]. 

It is important that companies take into account that the application of this type 
of strategy has had great results in companies such as Starbucks, Walgreens, Bank 
of America, among others, however, these are multinationals that have sufficient 
economic resources to be able to invest in omnichannel marketing strategies but 
the local reality is different because Ambateño SMEs may not have available the 
necessary resources to implement them, therefore, a more exhaustive analysis of the 
cost–benefit ratio must be made, to determine if it is practical or not to invest in this 
type of marketing [25].
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The implementation of omnichannel marketing strategies must be carried out 
progressively, that is, SMEs can use the available channels to carry out pilot tests, 
and at the same time increase new channels or strategies; in addition, they can analyze 
the cost–benefit ratio of the results obtained for future planning. Some alternatives to 
start working with these strategies are the buyer persona, CRM, and market research, 
and this allows you to have information about the preferences and behaviors of 
consumers, to define the appropriate channels and, based on this, manage the use 
that will be given to each one. 

After the analysis, strategies can be carried out, for example, online communica-
tion and sales channels in which the consumer can know the availability of a product 
or book an appointment to acquire a service, these channels can also receive traffic 
from the company’s social networks or through QR codes that are scanned from the 
point of sale or a means of communication channel such as the newspaper. 

22.5 Conclusions 

The main one is that local SMEs manage their processes empirically, therefore, the 
results they obtain are negative, and this was evidenced in the closure of several 
businesses during the pandemic, which did not have the strategic capacity to deal 
with this situation and therefore had to close their businesses. 

It was determined that omnichannel is essential for all companies, as they provide 
a variety of opportunities that improve the quality of the user experience, thus, for 
example, it allows predicting consumer behaviors, and projecting demands accu-
rately, in addition, it allows companies to have direct contact with consumers, which 
helps to obtain information about their behaviors and preferences and consequently, 
identify the ideal channels for planning strategic marketing. 

Additionally, it allows companies to adapt to the new scenario that is a product 
of the pandemic and that requires the presence and use of digital media, for all 
marketing processes, however, it must be considered that investments are required 
both in knowledge, that is, training, as well as in digital assets and other tools that 
improve the effectiveness of strategies. 

As mentioned, the traditional part should not be neglected, it is still essential that 
traditional marketing strategies are applied, as these serve as support for the digital 
part and vice versa. The coexistence of off and online strategies means that the results 
of planning are as expected. 

Finally, two profiles of SMEs were formed, the difference between these is the 
importance they give to each of the variables related to the organizational aspects 
of marketing planning, as well as the categorization of the variables related to 
digital marketing; however, in both cases, it is evident that there is an interest in 
designing marketing strategies, which is why entrepreneurs must train and innovate 
their businesses.
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Chapter 23 
Relationship Marketing, The Way 
to Customer Satisfaction and Loyalty 

Adriano Costa and Joaquim Antunes 

Abstract In a highly competitive and at the same time very volatile market, it is 
essential for brands not only to be able to win more customers, but to keep current 
and profitable ones. Thus, it is imperative to develop positive relationships with 
customers and that they are long-term. This investigation aims to identify the factors 
that precede satisfaction and how it influences brand loyalty in the Portuguese market 
for personal hygiene products. The methodology used was based on a literature 
review on relationship marketing, brands, satisfaction and loyalty. Subsequently, an 
online survey distributed through social networks was applied. There were 608 valid 
responses. The results show that there are three factors that precede satisfaction and 
that influence it in a positive way. It was also found that there is a very strong and 
positive relationship between satisfaction and loyalty. Finally, the main conclusions 
of the work, limitations of the study and guidelines for future research are presented. 

23.1 Introduction 

Bearing in mind that today’s markets are highly competitive, but at the same time 
very volatile, and that the speed of information transmission has increased signifi-
cantly, it is very important for brands not only to win new customers, but also to have 
the ability to keep current and, especially those that are highly profitable, over long 
periods of time. That is why it is essential to understand and identify which factors 
may be the basis of high satisfaction and, indirectly, may contribute to brand loyalty. 
It is these relationships established between organizations and their customers that 
are fundamental to their success. Hence, the emergence of relationship marketing 
oriented toward maintaining and creating long-term relationships. Transactional rela-
tionships are boosted with new, more efficient communication channels and the new
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approach inherited from industrial and service marketing, reorients the company’s 
way of relating to customers. In this way, it is sought to ensure lasting and faithful 
relationships [1]. The relationship, in addition to allowing the sale, also allows the 
knowledge of the consumption experiences of each customer, which leads to the 
knowledge of consumer buying trends [2]. 

The notoriety influences the purchase decision process [3, 4]. A strong reputation 
allows the brand to enjoy the following advantages: (i) it inhibits the evocation of 
other competing brands, (ii) it fosters a relationship of familiarity, which increases 
the probability of the brand being considered, in the absence of the usual brand or 
in the lack of sufficient motivation to make the purchase, (iii) it demonstrates to 
the consumer its commitment to remain in the market, strengthening its image and 
indicating its quality due to the high number of buyers, (iv) it provides the company 
with arguments to motivate and force the distribution itself, (v) and constitutes an 
indicator of the marketing effort, when interpreted as a result of its actions [4]. Thus, 
brands with a high notoriety can be the key to success for high customer satisfaction 
and, consequently, customer loyalty. 

In this sense, the objective of this investigation is to identify the factors that 
precede satisfaction and how it influences brand loyalty in the Portuguese market of 
personal hygiene products. This market is increasingly competitive, with new prod-
ucts appearing regularly on the market, with more and more aggressive marketing 
actions. 

From the point of view of relationship marketing and business practice, this 
research provides clues to identify the antecedents of satisfaction in mass consump-
tion products, which can be controlled by organizations, allowing the prioritization 
of investments for the most relevant sources of value. 

23.2 Literature Review 

The literature review of the present investigation is fundamentally based on the 
marketing concept, namely relationship marketing, on the value of brands and their 
contribution to customer satisfaction and, consequently, customer loyalty. 

23.2.1 Marketing 

Marketing is a concept that is constantly evolving in order to respond to the different 
changes that arise over time, so there is a need to define several variants that comple-
ment and strengthen the strategy defined by organizations, adapting to different 
situations, needs, channels, businesses and consumers [5]. 

Thus, it is common to talk about traditional marketing, digital marketing, green 
marketing, relationship marketing, among others. As a result of globalization and 
the technological development that took place from the 1990s onwards, the ways
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in which organizations work with their customers have changed profoundly. Access 
to any information and increasingly interactive communication have affected and 
changed the way consumers deal with organizations [6]. Hence the appearance of 
the concept of relationship marketing. The first reference to relationship marketing 
took place in 1983 by Leonard Berry [7–9] in which his work contained a chapter 
called. For Berry [10] companies, when defining their strategies should focus greater 
efforts on developing relationships with current customers, paying attention not only 
before the moment of purchase, but continuously after the purchase, as it can make 
all the difference in sustainability of the business and the continuity of the company, 
while enabling the creation of trust. 

23.2.2 Brand 

A brand is a name and/or a symbol whose purpose is to identify a seller’s product 
or service in order to differentiate it from rivals [11]. Therefore, consumers can 
recognize a product or service through a brand [12]. Through brands, consumers 
can distinguish between products from the same supplier. A brand is sometimes an 
intangible asset whose value is much higher than other physical assets, such as land, 
buildings and also production machinery. Sometimes it is the brands that arouse 
consumer confidence. In this way, brand loyal consumers are willing to pay more for 
the brand, because they feel they are getting something, or the brand gives them a 
value that is unique and that they cannot obtain in other brands. Thus, the brand can 
be used as a marketing strategy that adds value to goods or services companies [12]. 

Brand reputation represents people’s opinion about a brand or organization. As 
such, it is essential that companies convey a positive image of trust and security to 
consumers with regard to the quality of their goods and services and the security of 
payment in the deals carried out [13]. 

As such, the brand must create a pleasant and satisfying experience in the eyes of 
the consumer, equating the performance of its goods or services with the performance 
expected by consumers, since this is what allows for satisfied customers. Hence, the 
value of brands can be evaluated by the degree of loyalty consumers which have 
toward a particular brand [14]. 

23.2.3 Satisfaction 

Satisfaction has been seen as an antecedent of loyalty [7, 15–17]. Thus, a company 
has the potential to gain long-term relationships, it must give priority to customer 
satisfaction, since satisfied customers tend to buy more products or services from the 
same supplier [18]. 

In this way, satisfaction can be seen as the result of comparing their perceptions of 
the benefits with the expectations they would have received [19]. If the perceptions
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exceed expectations, the customers are satisfied and attribute quality to the service 
and/or product. If perceptions are lower than expectations, there will be customer 
dissatisfaction [20, 21]. 

According to Lestari and Likumahua [12], customer satisfaction is defined as the 
level of happiness or regret obtained by a person when comparing the expectations of 
the purchased product with the original product. Therefore, customer satisfaction is 
one of the fundamental aspects in the management of any business, as it compares the 
assessment of consumer expectations of a particular product or brand with the actual 
quality of the product or brand [22]. Thus, satisfaction is a fundamental variable for 
attracting and maintaining customers. 

23.2.4 Loyalty 

Customer loyalty has been studied in many investigations and industries. In this 
way, creating loyalty to a product or brand is to make our customers perceive that 
it is the best alternative or the only acceptable alternative [23]. The meaning and 
interpretation of the concept of consumer loyalty differs in the literature, since a 
multiplicity of approaches to define brand loyalty prevails [5]. Authors such as Frank 
[24] and McConnell [25] considered the precursors of the concept, defined and 
determined customer loyalty as the repetitive purchase process. This view of the 
concept of loyalty and its measurement was subject to multiple criticisms [18, 26, 
27]. For these authors, loyalty should not only be evaluated by repeat purchases, since 
this repetition can be triggered by the influence of other factors, such as the absence 
of available alternatives/options, very high cost of switching and the existence of a 
leader of low price, which can make this change very difficult. These criticisms show 
that consumer loyalty must incorporate a favorable attitude of the customer toward 
the brand, together with a repetitive purchase behavior. 

So, the definition of loyalty must encompass a primary behavior (frequency and 
amount of effective purchase), as well as other behaviors such as customer referral 
and positive word of mouth [28–30]. 

Thus, the concept of loyalty should be considered as a multidimensional concept 
that includes aspects related to behavior (repeated purchase) as well as elements 
related to attitude (customer referral and positive word of mouth). Therefore, the 
use of a composite measure increases the predictive power of the construct, as each 
cross-variable validates the nature of a true loyalty relationship. 

23.3 Methodology 

The methodology followed for the present investigation was based on the literature 
review related to relationship marketing, brands, customer satisfaction and loyalty.
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The objective of the study was to analyze which factors influence satisfaction and, 
consequently, loyalty in mass consumption products, more specifically in personal 
hygiene products, in the Portuguese market. 

For the construction of the scale of the relationship marketing construct, the inves-
tigations of Antunes and Rita [7] were considered. In order to measure overall satis-
faction with the shampoo brands used, items from the literature review by Antunes 
and Rita [7], Costa [28] and Lestari and Likumahua [12] were used. To analyze the 
level of loyalty to shampoo brands, items included in the literature review by Antunes 
and Rita [7], Costa [28] and Zhou et al. [30]. 

The survey was applied through social networks, disseminated essentially through 
Facebook, WhatsApp and emails. We collected 608 valid surveys for analysis. 
However, this online dissemination generated some limitations due to the sociode-
mographic profile of the interviewers being essentially younger people, with more 
possibility of using digital tools, which does not happen with older people. 

Pre-tests were carried out on a small sample and researchers related to marketing, 
in order to better refine the questionnaire. To process the data, Statistical Package 
for the Social Sciences (SPSS) version 27.0 was used. 

23.4 Results Analysis 

Next, we will proceed to a socioeconomic characterization of the sample based on 
sex, age, educational qualifications, income and employment status. 

From the analysis of the Table 23.1, we can conclude that the sample is mostly 
female, aged between 18 and 24, with higher education, students and income between 
e1000 and e1500.

In order to know the notoriety of the existing shampoo brands in Portugal, an 
analysis of the frequencies of the different brands was carried out. Of the more than 
sixty brands identified, we can say that the four most notoriety brands are Pantene, 
Garnier, L’Oreál and Tresemmé, as shown in the Table 23.2.

A Pearson chi-square test was performed between brand awareness and age and 
gender demographic variables. It can be seen that there are significant relationships 
between spontaneous top of mind notoriety and age (X2 = 504.817, Sig. 0.000), 
noting that the Garnier brand is better known among young people aged 18–24, the 
L´Oreál brand also is well known among 18–24 year olds, but also considerably 
among 25–34 year olds. Regarding the Pantene brand, it is known by different age 
groups. With regard to gender, there are also significant differences in relation to the 
three most cited brands (X2 = 188.666 and sig. 0.000), with greater notoriety on the 
part of females in relation to the three most cited brands. 

Then, the importance attributed to each item related to the purchase of shampoos, 
which precede satisfaction, was analyzed. Thus, Table 23.3 presents the mean and 
standard deviation of the 17 items considered. From the analysis of the table, it can 
be concluded that the item “This shampoo brand offers quality products” is the most 
valued by respondents with a value of 4.22 on a five-point Likert scale. In the opposite
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Table 23.1 Socioeconomic characterization of the sample 

Variable N % 

Gender Male 81 13 

Female 527 87 

Total 608 100 

Age 18–24 years 342 56 

25–34 years 68 11 

35–44 years 95 16 

45–54 years 70 11 

55–64 years 28 5 

More de 65 years 5 1 

Total 608 100 

Literary qualifications Elementary education 11 2 

High school 262 43 

Higher education 335 55 

Total 608 100 

Income Até 665e 54 9 

665–750e 69 12 

751–1000e 110 19 

1001–1500e 148 26 

1501–2000e 91 16 

Mais de 2000e 100 18 

Total 572 100 

Employment status Employed on behalf of another 205 34 

Self-employed 29 5 

Entrepreneur 14 2 

Unemployed 37 6 

Student 299 50 

Domestic 6 1 

Reformed 12 2 

Total 602 100

Table 23.2 Notoriety of shampoo brands 

First answer Second answer Third answer Global total 

Brand N % N % N % N % 

Pantene 176 28.9 122 20 76 12.5 374 20.5 

Garnier 119 19.5 108 17.7 74 12.2 301 16.5 

L’Oreál 49 8.0 72 11.8 57 9.4 178 9.7 

Tresemmé 33 5.4 38 6.2 59 9.7 130 7.1
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direction, that is, the least valued item is “It is a family tradition to consume that 
brand of shampoo”, with a value of 2.04. 

Next, a factor analysis of the principal components of this set of items was carried 
out in order to find combinations of variables (factors) that explain the correlations 
between all pairs of variables. For the application and validation of this technique, it 
is necessary to evaluate the correlations between the variables in order to know if it 
is legitimate to carry out a factor analysis. 

The Kaiser–Meyer–Olkin value (KMO = 0.957), which presents the value of 
the suitability measure, considers the analysis to be very good. Bartlett’s test, which 
tests the null hypothesis that the correlation matrix is an identity matrix, has the value 
9184.287 and an associated probability of 0.000, which rejects the null hypothesis 
that the correlation matrix is an identity matrix (Table 23.4). These tests indicate that 
the 17 variables are suitable for carrying out a factor analysis.

Through the Kaiser criterion (eigenvalue greater than 0.8) four factors were found 
that explain 77.505% of the total variance in the set of 17 variables analyzed. For a 
better interpretation of the factors, a rotation of the axes was carried out using the 
varimax method. The proportion of variance explained by the components remains 
constant, it is just distributed differently so that the differences between the combi-
nations of variables are maximized: increasing those that contribute the most to the 
formation of the factor and decreasing the weights of those that contribute the least.

Table 23.3 Descriptive statistics of the items related to the purchase of shampoos 

Items Average Std. deviation 

5.1 Whenever possible I buy that shampoo brand 4.01 1.140 

5.2 That brand of shampoo offers quality products 4.22 0.924 

5.3 I am proud that others know that I am a client of that shampoo 
brand 

3.18 1.358 

5.4 That shampoo brand keeps its promises 3.79 1.08 

5.5 That shampoo brand is suitable for my needs 4.07 0.932 

5.6 That brand clearly presents the information on its products 3.89 1.005 

5.7 It is family tradition to consume that shampoo brand 2.04 1.218 

5.8 I really trust that shampoo brand 3.70 1.003 

5.9 I believe that shampoo brand defends my interests 3.51 1.097 

5.10 That brand assumes a positive contribution to society 3.17 1.090 

5.11 That brand cares about its customers 3.45 0.938 

5.12 That brand is concerned with producing products based on 
technological innovations 

3.48 1.063 

5.13 I have high reliability in products of that brand 3.77 1.016 

5.14 The price charged is adjusted to the value of the product 3.51 1.075 

5.15 The quality of the product justifies the amount paid 3.65 1.016 

5.16 The brand is concerned with conveying a credible image 3.87 0.987 

5.17 That brand is stable and well implemented in the market 4.02 0.987 
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Table 23.4 KMO and 
Bartlett test 

Kaiser–Meyer–Olkin measure of sampling 
adequacy 

957 

Bartlett’s sphericity test Approx. Qui-quadrado 9184,287 

Gl 136 

Sig 000

The internal consistency of each factor was then analyzed using Cronbach’s Alpha 
(α). The values of α vary from 0 to 1 and the closer to 1, the greater reliability between 
the indicators. In this case, the first three factors have a strong internal consistency 
(greater than or equal to 0.90) and the fourth factor, which consists of a unique item, 
does not need to be evaluated for consistency. 

Table 23.5 shows the weights of the variables in each factor. Thus, factor 1, which 
we call “Trust/Compromise”, is composed of 7 variables and is the factor that most 
contributes to the explanation of the total variance (25.8%). Factor 2 is composed of 
5 items which are related to “Image”, contributes 25.6% of the total variance, factor 
3, called “Quality/Price Relation”, explains 19.8% of the total variance and the factor 
4, which consists of a single item and which gives the name to it, which is Family 
Tradition, explains 6.36% of the total variance. Only weights greater than 0.5 were 
considered for easier interpretation and so that each variable had only weights in a 
single factor.

Regarding the satisfaction construct, it shows a high level of satisfaction of the 
respondents to their brand consumed. As can be seen in the Table 23.6, the averages 
vary between 4.08 and 3.90 (1 strongly disagree to 5 strongly agree). On the other 
hand, the medians of all items present high values.

Furthermore, we can say that the results obtained through exploratory factor anal-
ysis point to the unidimensionality of the satisfaction scale, based on KMO, Bartlett’s 
test and item weight (Table 23.7).

This position is further reinforced by the analysis of the aforementioned scale, 
since Cronbach’s Alpha for the 4 items has a value of 0.965. 

With regard to the Loyalty construct, the data show that there is a high level of 
loyalty among respondents, as the average values of the items considered for their 
assessment vary between 3.81 and 4.00 (1 strongly disagree to 5 strongly agree), in 
addition to that the median in all items is also 4 (Table 23.8).

Then, an exploratory factor analysis was carried out to confirm the unidimension-
ality of the loyalty scale, considering the 4 items used. From this analysis, it can be 
concluded that the data point to this unidimensionality and that it is reinforced by 
the high Cronbach’s Alpha obtained for the set of items, which is 0.92 (Table 23.9).

Next, we sought to find out which factors influenced satisfaction and in what 
way. For this, we will use the linear regression model and we will consider the 
satisfaction factor as a dependent variable and the factors that influence satisfac-
tion as independent variables. The coefficient of determination (R2) has a value of 
0.572, which represents a good measure of fit of the model to the data. Also the 
analysis of variance to the model through the Snedecor F test presents satisfactory
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Table 23.5 Matrix of components after varimax rotation 

Items Component 

1 2 3 4 

Factor 1—trust/compromise 

5.1 Whenever possible I buy 
that shampoo brand 

0.822 

5.2 That brand of shampoo 
offers quality products 

0.793 

5.4 That shampoo brand 
keeps its promises 

0.690 

5.5 That shampoo brand is 
suitable for my needs 

0.760 

5.6 That brand clearly 
presents the information on its 
products 

0.584 

5.8 I really trust that shampoo 
brand 

0.568 

5.17 That brand is stable and 
well implemented in the 
market 

0.539 

Factor 2—image 

5.3 I am proud that others 
know that I am a client of that 
shampoo brand 

0.644 

5.9 I believe that shampoo 
brand defends my interests 

0.723 

5.10 That brand assumes a 
positive contribution to 
society 

0.836 

5.11 That brand cares about 
its customers 

0.764 

5.12 That brand is concerned 
with producing products 
based on technological 
innovations 

0.623 

Factor 3—quality/price relation 

5.13 I have high reliability in 
products of that brand 

0.513 

5.14 The price charged is 
adjusted to the value of the 
product 

0.858 

5.15 The quality of the 
product justifies the amount 
paid 

0.817

(continued)
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Table 23.5 (continued)

Items Component

1 2 3 4

5.16 The brand is concerned 
with conveying a credible 
image 

0.583 

Factor 4—family tradition 

5.7 It is family tradition to 
consume that shampoo brand 

0.975 

Eigenvalue 10.386 1.086 0.874 0.831 

Variance explained (%) 25.8 25.6 19.8 6.3 

Alpha de Cronbach 0.939 0.919 0.900 – 

Rotation method: varimax with Kaiser Normalization. Converged rotation in 6 iterations

Table 23.6 Measurements of univariate statistics of satisfaction 

Items Average Std. deviation Median 

I am satisfied with my decision to use shampoo from that 
brand 

4.08 0.914 4 

My choice of using shampoo from that brand was the right 
one 

3.90 1.003 4 

If I had to choose a shampoo again, I would make the same 
choice 

3.89 1.024 4 

I’m sure I made the right choice to use that shampoo brand 3.92 0.994 4

Table 23.7 Result of the factor analysis of the satisfaction construct 

Satisfaction KMO T. Bartlett No factors Variance 
explained 

Weight Commonality 

I am satisfied with 
my decision to use 
shampoo from that 
brand 

0.877 0.000 1 90.658 0.939 0.882 

My choice of 
using shampoo 
from that brand 
was the right one 

0.959 0.921 

If I had to choose a 
shampoo again, I 
would make the 
same choice 

0.949 0.900 

I’m sure I made 
the right choice to 
use that shampoo 
brand 

0.961 0.924
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Table 23.8 Measurements of univariate loyalty statistics 

Items Average Std. deviation Median 

I will say positive things about the products of that brand 3.94 0.60 4 

I will recommend that brand’s shampoo to anyone who seeks 
my advice 

3.97 0.975 4 

I consider that brand as my first choice in terms of shampoo 3.81 1.103 4 

I intend to continue using shampoo from that brand 4.00 0.976 4

Table 23.9 Result of the factor analysis of the loyalty construct 

Loyalty KMO T. Bartlett No factors Variance 
explained 

Weight Commonality 

I will say positive 
things about the 
products of that 
brand 

0.797 0.000 1 81.223 0.898 0.807 

I will recommend 
that brand’s 
shampoo to 
anyone who seeks 
my advice 

0.918 0.843 

I consider that 
brand as my first  
choice in terms of 
shampoo 

0.883 0.780 

I intend to continue 
using shampoo 
from that brand 

0.905 0.819

values (F = 201.335 with an associated significance level of less than 0.001). The 
following table presents the linear regression coefficients. The coefficients of factors 
1, 2 and 3 present a positive value of 0.513, 0.446 and 0332, respectively. These 
values are statistically significant, since the t test has significance of 0.000. Factor 4 
is not considered relevant, and the significance level is greater than 0.05, so it is not 
statistically significant (Table 23.10).

Considering that from the literature review satisfaction influences loyalty, we 
will also use the linear regression model in which we consider the loyalty factor as 
the dependent variable and the satisfaction factor as the independent variable. The 
coefficient of determination (R2) has a value of 0.842, which represents an excellent 
measure of data adjustments. Also the analysis of variance to the model, through 
Snedecor’s F test, presents satisfactory values (F = 3234.202 with an associated 
significance level of <0.001). Table 23.11 presents the linear regression coefficient, 
which is positive and high (Beta = 0.918). This value is statistically significant (t = 
56.870 and sig = 0.000).
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Table 23.10 Dependent variable satisfaction—linear regression coefficients 

Non-standardized coefficients Standardized coefficients 

B Erro Beta t Sig 

(Constant) −7.19E−17 0.027 0.000 1.00 

Factor 
1_trust/compromise 

0.513 0.027 0.513 19.248 0.000 

Factor 2_image 0.446 0.027 0.446 16.721 0.000 

Factor 3_quality/price 
relation 

0.332 0.027 0.332 12.457 0.000 

Factor 4_family tradition −0.006 0.027 −0.006 −0.242 0.809 

a. Dependent Variable: Satisfaction

Table 23.11 Dependent variable loyalty—linear regression coefficients 

Non-standardized coefficients standardized coefficients 

B Error Beta t Sig 

(Constant) 3.61E−16 0.016 0.000 1.00 

Satisfaction 0.918 0.016 0.918 56.870 0.000 

a. Dependent Variable: Loyalty 

23.5 Conclusion 

After analyzing the data, we can conclude that the brands with the most notoriety 
are Pantene, Garnier and L’Oréal. There were significant differences in the notoriety 
of these brands between the variables gender and age. Organizations must take these 
results into account, adjusting their marketing actions in order to improve awareness 
among different target audiences. 

Four factors that precede satisfaction were also identified, namely factor 1— 
Trust/Compromise, factor 2—Image, factor 3—Quality/Price Relation and factor 
4—Family Tradition. However, only the first 3 factors influence satisfaction in a 
positive way, with factor 1—Trust/Commitment—with a standardized coefficient 
of 0.513, followed by factor 2—Image—having the greatest weight, followed by 
factor 2—Image—and whose weight is of 0.446 and finally factor 3—Quality/Price 
Relation—with a weight of 0.332 and which is in line with other studies carried out. 

Finally, it was found that there is a strong positive relationship between the satis-
faction and loyalty of shampoo consumers (massive consumer products) and that this 
is in line with other research works carried out. 

Thus, brands must focus on offering products that satisfy their customers that have 
the quality they desire that fulfill the promises made that convey their information in 
a clear way so that customers can trust the brand. 

In addition, they must develop innovative actions in the creation of new products, 
as well as actions that take sustainable development into account.
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Finally, they should not neglect the variable price, offering products at a fair price, 
that is, that the quality is adequate with the price they practice. 

This study presents a limitation that the sample may be biased, given the way in 
which the data were obtained. Thus, it is suggested in the future studies to continue 
the work study, replicating the questionnaire to a larger and more diversified sample 
in terms of socioeconomic profile. 
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Part VIII 
Social Media and Networking



Chapter 24 
Behaviour of the Adolescents 
and Their Parents in Relation 
to the Micro-Influencers in Instagram 

Diana Soares and José Luís Reis 

Abstract Influence marketing on social networks is a strategy that has emerged in 
recent years, especially in Instagram. Communication through digital channels is 
more effective than traditional advertising, influencing individuals’ purchasing deci-
sions and thus representing a great opportunity for companies. The micro-influencer 
is defined as an individual with a great impact through the word-of-mouth method 
in digital media. Micro-influencers are not considered traditional celebrities, but 
individuals who are exclusively dedicated to categories of true knowledge, passion, 
and authenticity, in addition to being seen as reliable sources when recommending 
purchasing situations, usually tend to generate more impact than the average expert 
by the power of dissemination of information and impact more consumers. This 
research aimed to explore the perspectives of adolescents as receptors of commer-
cial messages. It also aims to understand and investigate the position of adoles-
cents’ parents, whose role can be decisive in this scenario. A quantitative study was 
carried out through an online survey of adolescents aged between 10 and 19 and 
a qualitative study through individual interviews with the parents of adolescents. 
The results obtained confirm the influence of digital micro-influencers on teenagers’ 
choices, who often follow their suggestions and consumption patterns, as well as 
their lifestyle. This proximity is because micro-influencers appear several times to 
use the product they promote, giving more credibility. The results show weaknesses 
in parents’ control of adolescents’ social networks these days because they believe 
their children can recognize these types of advertising.
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24.1 Introduction 

Social networks have been increasingly used by consumers as a means of connecting 
them, but also with companies and brands. Influence marketing on social networks 
is a strategy that has emerged in recent years, especially in Instagram. Regarding 
the products promoted by micro-influencers in social networks, when compared to 
digital influencers or celebrities, usually show greater credibility, as they have a closer 
attitude towards adolescents and greater transparency in the message they want to 
convey, on the other hand, they usually promote products that are part of their daily 
lives [1]. 

This study analysed the behaviour of the young Portuguese population and their 
parents, with the aim of understanding how they are influenced by the Instagram 
social network and by the micro-influencers associated with it, and to what extent 
they are persuaded to buy a certain product, what kind of behaviour they adopt 
towards this promotion and how their parents deal with this problem. 

This work, in the first part, presents information about consumer behaviour, influ-
ence marketing, and influencing agencies, including information about influencers 
and micro-influencers. In the second part, the research methodologies are presented, 
including de hypotheses, the conceptual model, and the data collection method. This 
is followed by an analysis of the results of the questionnaires and interviews and the 
validation of the hypotheses. Finally, the conclusions, limitations, and future work 
are presented. 

24.2 Consumer Behaviour and Influence Marketing 

Consumers use social networks on an ongoing basis to get information about the 
different products they need to buy. Consumers could influence other consumers by 
constantly conducting evaluations on social networks, making this marketing strategy 
an integral part of any company [2]. Online presence is crucial in the purchasing 
decision process. Today it is common to access information about products before 
accessing the brand’s website, looking for information on digital platforms and 
reviews of these products [1]. 

Customer sovereignty is challenging; however, marketing strategies can affect 
their motivation and behaviour towards a certain product or service, realizing whether 
it is designed to meet their needs and expectations. The same happens in the 
purchasing decision process, where the consumer chooses according to the financial 
resources and information about a certain product or service [3]. 

The concept of influence marketing focuses, essentially, on strategies that act to 
persuade their consumers, through the sharing of content by digital influencers, who 
have a great capacity to add value to the products [4]. 

Traditionally, influence marketing focused essentially on numbers. It was assumed 
that a larger number of followers had more impact and was more attractive to brands.
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Nowadays, we realize that strategies that incorporate influencers with smaller but 
more committed audiences leave a mark with more loyal followers; they are the 
“micro-influencers” [5]. 

24.2.1 Micro-influencers 

Digital influencers define themselves as content generators and opinion leaders with 
high numbers of followers on social networks, able to influence consumer choice 
by using their publications to advertise a brand or product and thus persuade the 
purchasing decision of those who follow the publication. Its main objective is to 
capture the attention of followers and other users of social networks, creating a 
strong brand of its own that results in a symbiosis between them and the brands, 
since they are rewarded with unique products or experiences and the brands reach a 
higher level of recognition [6]. 

There is no specific number for a person to be considered a digital influence. They 
can count on tens of millions of followers, or they can count on only a few hundred. 
There are several classifications for influencers according to the number of followers 
they have, and they can be classified as follows [7]:

• Mega-influencer, over one million.
• Macro-influencer, from 500,000 to one million.
• Intermediary, from 100,000 to 500,000.
• Micro-influencer, from 10,000 to 100,000.
• Nano-influencer, up to 10,000. 

Among digital influencers, digital micro-influencers stand out, translating into 
ordinary people producing content in which they transmit their ideals and consump-
tion patterns to a specialized target audience. They have a smaller number of followers 
compared to celebrities, which translates into a greater proximity to their target 
audience [8]. 

24.2.2 Influencing Agencies 

In influence marketing, the creation of content is sovereign, promoting certain brands 
with the objective of obtaining followers, and brand recognition. With the constant 
expansion of social networks, identifying relevant influencers can become a diffi-
culty, so different forms of evaluation stand out to help companies distinguish the 
most prominent influencers, which will allow the organization to collect more value. 
In this way, the variables that allow us to measure quantitatively and qualitatively 
the preponderance of the influencer are views per month, popularity of inbound 
and outbound links, the frequency of posts, industry score, social participation, 
engagement rate, and related theme [9].
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Table 24.1 Agencies of influencers on social networks 

Blog Agency Smart Influencer Klear Samyroad 

Leading Portuguese 
agency, has Carolina 
Patrocínio as its agent 
and counts with the 
partnership of Caras 
Magazine 

It has an “influence 
academy” where you 
can have Masterclasses 
on how to “Create, 
manage and monetize 
a successful YouTube 
channel” 

Big data influencer 
Marketing software 
platform. Helps 
brands build, scale, 
and measure 
influencing 
programmes 

Marketing platform 
for influence brands 
based in Madrid. More 
25,000 creators and 
influencers from all 
over the world 

Influencing agencies in social networks play a key role in supporting companies 
that define influencing marketing investment strategies. There are more and more 
agencies of influencers in social networks in Table 24.1 which are presented some 
agencies of this type. 

24.3 Instagram Social Network 

Instagram is a photo and video sharing application accessed mostly through a smart-
phone and is considered one of the most recognized social networks in the world, 
with about 1 billion users, an estimated 80% of whom are teenagers [10]. 

Instagram was made public on 6 October 2010 by Mike Krieger and Kevin Systrom 
in order to simplify the Burbn application, an application for iPhones created by the 
same engineers in order to allow, through geolocation, the individual to locate future 
visits. Faced with the difficulty of using the Burbn application, the two engineers 
concentrated all the functionalities in only one resource, thus appearing the “insta”, 
which means instant camera, in turn “gram” derives from telegram. This social 
network can be used in several functionalities such as marketing, social, branding, 
the most common being the exclusive use for entertainment, possessing a set of 
features used for different purposes: publication of photos and videos, Instagram 
web, Instagram direct, news feed, activity pages, hashtags, and Instagram stories 
[11]. 

The hashtags were introduced into the Instagram environment, characterized by 
the symbol “#” before each word and functionally represent the way to relate publi-
cations to each other, grouping them dynamically under the same theme. As a social 
component, this functionality encouraged the production of categorized content with 
the aim of reaching the largest number of followers and stimulated hashtags research 
in order to know different views about the world from other users [12].
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24.4 Adolescence and Social Networks 

Adolescence is a transitional phase between childhood and adulthood. According to 
the World Health Organization, adolescence begins at the age of 10 and ends at 19, 
characterized by a period of numerous physical, psychological, and social changes 
[13]. The adolescent public is made up of consumers more vulnerable than the adult 
public in consumer relations, sometimes resulting in the use, by brands, of the still 
incomplete discernment of adolescents [14]. 

Adolescents spend too much time on social networks, corresponding to the 
phase of their life in which they develop physically and morally and vindicate their 
personality [15]. 

Surfing the Internet, especially through social networks, has become one of the 
activities with a primordial place in the lives of adolescents. Most become involved 
from an early age with mobile phones and social networks during early adolescence, 
a time in their lives when they become more concerned about their image and the 
friendships they begin to create, and their focus begins to be their image and what 
they look like abroad [16]. 

24.4.1 Parental Intervention 

We can identify two types of intervention by parents regarding the exposure of adoles-
cents to information transmitted by micro-influencers: active intervention and restric-
tive intervention. In the active intervention, parents help their children to understand 
the content and intent of the advertisements, while in the restrictive intervention, 
parents limit the amount of advertising their children see [17]. 

Parents’ behaviour is understood as the set of behaviours, attitudes, and emotional 
climate in the relationship between parents and children (body expression, tone of 
voice, mood). In addition, they involve parental educational practices most used in 
such interactions [18]. 

It is essential that parents, as educators, focus exhaustively on the opportunities 
that arise, but also on the risks inherent in the adolescent’s intensive use of social 
networks. It is essential for parents to play an active role in this sense, since young 
people are not able to ascertain the credibility of certain information [19]. 

Parents perceive an increased and extremely important role in monitoring and 
tracking their children’s online behaviour, with a focus on promoting safer Internet 
use. It is essential that educators adapt to the resulting technologies [20].
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24.4.2 Research Methodology 

In this section, the methods used in this research are identified and described, which 
is divided into three parts; in the first part, the objectives of the research, in which 
the problem and the general and specific objectives to be achieved will be evaluated, 
in the second part, the research hypotheses and the conceptual model are presented, 
and in the third part, the method of data collection used, in which the methodology 
that will respond to the problem will be selected and finally, the techniques of data 
collection appropriate to meet the objectives. 

24.4.3 Objectives 

The main objective of this investigation is related to the current perception and 
behavioural analysis of parents and adolescents in the face of the presence of digital 
micro-influencers in the Instagram social network, in the face of a disproportionate 
technological evolution. Regarding the specific objectives of the research, which 
stems from the general objective, it focuses on five distinct objectives in order to 
answer the question set out in the general objective:

• Understand what kind of consumer behaviour is influenced by digital micro-
influencers;

• Understand what kind of gender is most active in the search for recommendations 
of digital micro-influencers;

• Understand the relationship between the number of digital micro-influencers 
followed and the influence on their activity in the social network Instagram’s.

• Identify teenagers’ and parents’ habits regarding presence on social networks;
• Understand the position of parents regarding the control of their children’s activity 

on social networks. 

24.4.4 Research Hypotheses and Conceptual Model 

The formulation of hypotheses is intended to respond to the problem raised by the 
research, consisting of a supposed and provisional response and a conjecture of the 
relationship between variables. In this way, the hypotheses function as hypotheses 
put forward as provisional solutions to the problem in question and can later be 
confirmed with the follow-up of the study [21]. 

The following research hypotheses have been formulated, and following the 
objectives proposed for the elaboration of the research. 

H1: Teenagers use the Instagram social network. 

H2: Teenagers are fans of digital micro-influencers.
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Fig. 24.1 Conceptual research model 

H3: Teen behaviour is influenced by digital micro-influencers. 

H4: Parents control the activity of adolescent children on the social network 
Instagram. 

According to the literature review that served as the basis for the research, the 
conceptual model that supports the research was constructed in accordance with the 
objectives and hypotheses defined—see Fig. 24.1. 

According to Fig. 24.1, it is intended to check whether the use of Instagram has 
an impact on adolescent behaviour. On the other hand, it is considered that being 
a fan of micro-influencers can have an impact on adolescents. It is important to 
understand whether adolescents’ behaviour is directly influenced by the choices of 
micro-influencers, and the concept of behaviour associated with micro-influencers 
emerges. 

As a result of adolescent activity on social networks, the concept of control, 
associated with parents, emerges, and it is necessary to verify whether this control is 
carried out. The hypotheses defined were validated through the analysis of the survey 
results. 

24.4.5 Data Collection Method 

Research methods are the path to scientific knowledge and are defined by the set of 
procedures that serve as tools for achieving the purpose of research [22]. 

The development of tools for interview construction and data collection by survey 
was followed by the adaptation of qualitative and quantitative methodology, as the 
aim was to approach the subject under study and establish generalizations on the 
subject. 

The methodology adopted for the research consisted of a mixed approach, being 
quantitative at an initial stage, translated into the carrying out of surveys of adoles-
cents, with a sample of 232 respondents and qualitative in the second stage, including
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interviews with three mothers and three fathers of adolescents aged between 10 and 
19 years. 

24.5 Analysis of the Survey Results 

Within the framework of the research, the validation of the hypotheses with adoles-
cents was carried out through the construction of a semi-structured survey, composed 
of closed and very simple questions, given the age group of the target public and the 
subsequent statistical treatment and analysis of the answers, allowing conclusions to 
be drawn, according to the hypotheses listed above. 

The answers to the survey were given via the Internet, from a link generated in 
Google Forms, made available to young people in the first two weeks of May 2020. 
Social networks were used to increase response rates to the questionnaire. 

The survey was answered by 232 adolescents. Of these, 32 are aged between 10 
and 14 years. The remaining 200 are aged between 15 and 19 years. 

Regarding the frequency of use of the social network, 96.5% of the adolescent 
respondents say they have access to Instagram daily, highlighting their increasing 
contact with the digital environment. 

Relatively to the number of micro-influencers they follow, most young people 
(43.17%) follow between one and five micro-influencers, followed by followers of 
twelve or more (29.07%), revealing that young people are increasingly in contact 
with influence marketing. 

Regarding the control of adolescent activity in social networks, according to the 
data presented in Table 24.2, most parents do not control the activity, however, the 
highest incidence of parents controlling their children’s activity in Instagram occurs 
in the 16–20 age group. 

Regarding the reasons that lead to the purchase of products, the identification 
of the adolescent with the product (60.09%) is the most impacting, followed by 
the price (42.60%) and the opinion of the influencer about the product (31.39%), 
reflecting the strong preponderance of the opinion of the micro-influencers in the 
mind of the adolescent consumer. It is followed by brand awareness (29.69%) and 
finally confidence in the opinion of the influencer (28.70%). As can be seen the last 
three reasons have percentages very close to 30%. 

According to the results presented in Table 24.3, most adolescents are not inter-
ested in the activity of micro-influencers in Instagram, not considering themselves

Table 24.2 Frequency of parental control of children’s activity on social networks 

5–10 years 11–15 years 16–19 years Total 

Monitoring of Instagram activity by 
parents 

Yes 1 5 21 27 

No 4 26 170 200 

Total 5 31 191 227 
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Table 24.3 Interest of adolescents in micro-influencers 

Female Male Total 

Interest in micro-influencers Yes 44 11 55 

No 114 58 172 

Total 158 69 227 

Table 24.4 Search for micro-influencers recommendations 

Female Male Total 

Search for micro-influencers recommendations that follows Yes 115 26 141 

No 43 43 86 

Total 158 69 227 

fans. Only 44 girls consider themselves as fans of the work of micro-influencers, for 
males only 11 adolescents—see Table 24.3. 

The study aimed to understand which gender (male/female) is the most active 
in the search for digital recommendations from the digital micro-influencers that 
follow. It can be concluded, as shown in Table 24.4, that most female adolescents 
look for recommendations (115), only 43 do not. Regarding male gender, the number 
of adolescents not seeking recommendations (43) overlaps with those seeking (26), 
resulting in girls’ greater concern with the image and follow-up of current products. 

Concerning the knowledge of products through digital micro-influencers, the 
results show a minimum percentage of difference, 55.1% of adolescents did not 
know products through micro-influencers and 44.9% did. 

Pearson’s correlation coefficient is used to analyse the intensity and in turn the 
linear relationship between two variables, in which we can observe their resistance 
and direction [23]. 

In the results obtained, it was found that the resistance is moderate negative, that 
is, as the average of the micro-influencers followed by the respondents’ increases, the 
influence on their activity in Instagram decreases. Thus, the analysis of Table 24.5 
shows that the greater the number of micro-influencers followed, the less influence 
they have on Instagram users’ activity, probably due to the dispersion of attention, 
which not only focuses on one, but on several, leading to less engagement being 
created.

In the construction of the survey by questionnaire, the respondents being 9– 
19 years old, attention was paid to the way it was composed and to its simplicity. 
In order to understand if evaluation of the reasons why respondents follow micro-
influencers, the internal consistency of the questions and answers was measured 
through the Alpha de Chronbach reliability degree, and the value of 0.916 was 
obtained, which means that it is quite positive and precise.
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Table 24.5 Pearson correlations 

Average of 
micro-influencers 
followed 

Influence of the 
presence of digital 
micro-influencers on 
Instagram activity 

Average of digital 
micro-influencers 
followed 

Pearson 
correlation 

1.0 −0.3* 

Sig. (2 extremities) 0.0 

N 227.0 227.0 

Influence of the 
presence of digital 
micro-influencers on 
the social network 
Instagram 

Pearson correlation −0.3* 1.0 

Sig. (2 extremities) 0.0 

N 227.0 227.0 

*The correlation is significant at level 0.01 (2 extremities)

24.6 Analysis of Interviews 

To analyse what is intended, the researcher must have the capacity to build a real 
relationship with the participant, which creates trust between them, thus encouraging 
them to give honest answers. The interviewee feels free to say what they think without 
succumbing to any potential pressure or distraction from other participants [24]. In 
view of the vulnerability of adolescents in certain issues, interviews were conducted 
with parents (female and male) to learn about their opinion regarding their children’s 
activity on social networks and the phenomenon of digital micro-influencers. 

Parent interviews were chosen for the Zoom application, given the current situ-
ation of COVID-19, as the most viable alternative to ensure the safety of the 
interviewees and the interviewer. 

The choice of participants comprised a weighted selection, whose main objective 
was to choose parents with different academic degrees and backgrounds, to obtain 
different perceptions. It was also intended to select parents with different genders 
(female and male), personalities, and points of view, so that the final answers were 
different, resulting in interesting research. 

The interviews were conducted with a pre-defined script and included six partic-
ipants, four mothers and two fathers and lasted about ten minutes each and were 
transcribed before their individual analysis. 

Regarding presence on social networks, everyone recognized having Instagram, 
except for mother 1, the others confirmed that their activity is less than that of 
the students. Regarding the activity of their children on the social network, only 
two mothers affirm that their pupil does not consider, giving preference to TikTok, 
another social network often mentioned by the parents. 

As for the recognition of the phenomenon of digital micro-influencers and, conse-
quently, advertising on social networks, everyone claims to be familiar with this issue, 
including the mother who has no active account on the social network. Most parents
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claim to follow at least one micro-influencer and follow their work, they also claim to 
have already come across the use of digital micro-influencers as a marketing strategy. 
Mothers say they essentially follow fashion, beauty, cosmetics, and decoration pages. 

Regarding parents’ views on engagement, created by micro-influencers with 
teenagers, opinions were different and there were different points of view. “With 
my children I have never seen attitudes of this kind, but as a mother I would not 
allow it. Although I don’t directly control the activity in Instagram, I try to under-
stand how they use it and for what they use it, without being too controlling” (mother 
1). “Kids are deluded by the apparent easy life presented by micro-influencers. They 
feel that their life is to appear and enjoy luxury services and they want to achieve 
these products and services effortlessly, translating into something negative” (mother 
2). 

As regarded, parental control of children’s social network activity and more appro-
priate parental intervention, opinions again take on different proportions and there 
is a gap in the opinions of different family members. 

In the case of mother 3, she sometimes controls the parental intervention, stating 
that “as everything in life has positive and negative points. I find it funny to see 
my daughters’ taking ideas from micro-influencers about the way they wear certain 
clothes, however, we have to understand if it fits the age, the posture we want our 
children to have in society or not. Everything has its positive and negative sides”. 
For his part, father 2 says he controls, although not exhaustively, recognizing that his 
children “must be accompanied exhaustively by their parents, be called to attention 
in the face of today’s reality, understand what they are following and why”. Mother 1 
does not declare her children’s activity, but she declares that “the parents must make 
them aware; they must act in such a way as to dissuade them if they think they should 
not buy certain products. They should talk a lot with them and make them realize 
that products are often an illusion and futility”. 

Parents also gave their views on the safety of Instagram for adolescents, generating 
different opinions among them. “I don’t think it’s very safe. My child still doesn’t 
have Instagram because I don’t think it’s safe, he still doesn’t have a strong enough 
mentality to make decisions and understand what’s real and what’s not, and who his 
real friends are and sometimes they can lead to extreme cases” (father 2). “I do. I feel 
that Instagram is not safe for teenagers. In adolescence, and I speak from experience, 
kids don’t see evil in anything at all, I as a mother do. There should be a way in terms 
of technology to control certain access. I feel that Instagram is a useful tool, but it 
can be extremely dangerous” (mother 3). “I do. From my point of view Instagram is 
considered safe for teenagers, it is up to them to have some responsibility to use it 
in the best way and to be aware of the dangers of the internet” (mother 4).
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24.7 Validation of the Hypotheses 

This research was carried out using quantitative and qualitative data to validate or 
reject the hypotheses defined, in accordance with the research objectives, and the 
following evaluations were obtained. 

H1—Adolescents use the Instagram social network. 

The question related to hypothesis 1 (H1) was intended to prove the relationship 
between adolescents and their presence in the Instagram social network. H1 can be 
considered validated, as 97.4% of the adolescents surveyed are active in the Instagram 
social network. 

H2—Teenagers are fans of digital micro-influencers. 

According to the results presented, this hypothesis was rejected, as most young people 
do not consider themselves to be fans of digital micro-influencers (172 adolescents). 

H3—Adolescent behaviour is influenced by digital micro-influencer. 

Based on the results obtained, H3 is validated, as more than 30% of adolescents 
follow the recommendations of micro digital influencers. 

H4—Parents control the activities of their adolescent children in the Instagram social 
network. 

According to the results presented in Table 24.2, as well as the answers obtained in 
the interviews, most parents do not control their children’s activity in the Instagram 
social network. Thus, hypothesis H4 is rejected. 

24.8 Conclusions, Limitations, and Future Work 

The results obtained by this research allow us to conclude that adolescents recog-
nize the promotions that are presented by micro-influencers, besides realizing that 
currently, the number of followers is considered attractive as a marketing approach 
in social networks. In addition, parents have revealed that their children are still 
unaware of the proportions that this phenomenon of marketing through micro-
influencers is taking and are not aware of the possibility of these partnerships having 
monetary rewards, which could be reflected in less credibility on the part of the 
micro-influencers. 

The results of the research conclude that adolescents do not fully understand 
how they are influenced, nor are they aware that partnerships made by brands and 
micro-influencers usually have an economic return. On the other hand, the revealing 
hashtags of partnerships go unnoticed by most teenagers. 

Regarding parental intervention, the interviews conducted as well as the data 
obtained reveal that parents have some difficulty in controlling their children’s
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activity on social networks, since they have very busy daily lives dedicated to their 
professional activities and because they believe that their children are familiar with 
the pros and cons. 

The limitations of the work are that the sample was obtained for convenience and 
is not significant. Thus, as research is directed at adolescents, it would be important 
to conduct face-to-face surveys, with a briefing on the topic, which has not been 
possible to do given the current COVID-19 pandemic. However, in future research 
and work, a focus group with parents and adolescents should be carried out. On 
the other hand, given the growing importance of the subject of this research for 
companies and brands, the survey should be extended to a significant sample so that 
the results obtained can have an adequate degree of confidence. 
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Chapter 25 
Consumer Profile and Behavior 
in Specific Marketing Contexts: A Study 
on Luxury Brands 

Rosa Barbosa, Bruno Sousa , and Alexandra Malheiro 

Abstract The luxury sector has aroused more and more interest, this fact is not 
only due to the economic importance, and it has in some countries but also due 
to its growth trend in emerging markets. Through the bibliographic analysis it is 
verified that the assets have a high degree of intangible, psychological and social 
values. Increasing the competitiveness of markets and internationalization requires 
that brands are increasingly oriented toward the market, with the analysis of consumer 
behavior being the most effective method to generate more value for the customer 
and in this way, attract and retain them. 

25.1 Introduction 

Luxury has changed over time. Although the construct is difficult to define given its 
subjective and personal nature, [1] argue that the term is shaped by high price, high 
quality and the effect of the brand, showing that luxury is related to the exclusive, 
the rare and limited, which consequently has a high cost. 

More recent studies show that currently, luxury does not value so much the osten-
tation of goods, but rather the search for experience and individual pleasure, as 
mentioned by [2], “what we see today is attraction for the luxury of the senses, of the 
pleasure and sensitivity felt in the intimacy of each individual and not the outward 
luxury of display and opulence, which aims simply to demonstrate status”. Nowa-
days, there is a growing desire for luxury products, where consumers are increas-
ingly willing to pay for it. This fact shows that luxury products go beyond traditional 
consumers, no longer being inaccessible and exclusive to be part of the dreams of 
individuals in general, causing the luxury market to register a great growth in recent
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years. The luxury market is very important and has shown some immunity to all 
adverse economic conditions, which has aroused some curiosity. The continuous 
growth of this market has placed great challenges and changes in the management of 
brands that operate in this sector. In this sense, it is crucial to know the desires, moti-
vations and external variables that influence the consumer’s intention to purchase 
luxury brands. 

In this context, an exploratory approach based on literature review will be carried 
out. This review includes the analysis and interpretation of scientific articles and 
books, in order to carry out a state of the art and address the most recent studies on 
luxury, luxury products, luxury brands and the luxury brand consumer. This literature 
review aims to know and evaluate the most relevant aspects that influence the intention 
to purchase luxury goods, so that brands develop more effective strategies in order 
to attract and retain customers. 

25.2 Luxury and Marketing 

The concept of luxury is attractive and elegant [3] and difficult to define. According 
to [4], this fact is due to the subjective and personal nature of the construct, which 
depends on its social, economic and cultural evolution. Each author ends up having 
their own notion of luxury, however, [1] argue that the term is molded to high price, 
high quality and the effect of the brand, showing that luxury is related to the exclusive, 
the rare and limited which, consequently, has a high cost. For [5], luxury is about 
pleasure, refinement, perfection and rarity, as well as appreciation, but not necessarily 
about price. Luxury still has the values of tradition, history, craftsmanship and excel-
lence in details, as its greatest assets. Paraíso [6] argues that luxury has a fascinating 
magnetism that attracts attention, curiosities and desires of belonging, in addition to, 
it attracts for its visible and absolutely irreproachable quality, but above all for its 
intangibility, mystery, class, innovation, history, tradition, exclusivity, sophistication 
and pleasure for the senses that makes them accessible by few and desired by many. 

Tynan et al. [7] argue that luxury can be defined as non-essential products and 
services, with high prices and high quality, where exclusivity and prestige offer a 
high symbolic level to consumers. However, [8] argue that the physical characteristics 
of products are no longer associated with luxury, with the brand and lifestyle being 
considered important characteristics related to luxury. Products with premium prices, 
limited offers and high demand were once considered attributes of luxury goods 
where only a few people, those who had money, enjoyed the privilege of being able 
to purchase luxury products, that is, they were bought by individuals who they had 
a comfortable life financially. The definition of luxury is no longer based only on 
the wealth of consumers, since, currently, any individual can belong to the world 
of luxury, where he increasingly desires luxury and is willing to pay for it [9]. This 
growing desire for luxury products that goes beyond traditional customers gives rise 
to a new concept, the “democratization of luxury”. This means that luxury is no
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longer inaccessible and exclusive, to become part of the dreams of individuals in 
general. 

Luxury is no longer what it used to be, it has evolved over time. Less recent studies 
show that luxury is strongly linked to social stratification [10], a notion of utility, as 
well as decisions related to the distribution of wealth, as defended by [11]. However, 
in more recent studies, there is a shift from a luxury more focused on emotions 
and less on appearance, stating that what we see today is attraction to the luxury of 
the senses, pleasure, sensitivity felt in the intimacy by each individual and not the 
exterior luxury, of exhibition and opulence, which aims simply to demonstrate status. 
This means that luxury currently values more the character of the experience, being 
focused on the individual pleasure of feeling different and for the admiration of others, 
devaluing its elitization that aimed solely and exclusively at ostentation. Luxury does 
not represent a need or a requested expense but a personal, authentic, emotional and 
experimental nature. Luxury is mainly based on the emotions, it provides than on 
the good that is purchased, thus demonstrating that luxury is behavioral and showing 
that consumers buy it for emotional reasons, always in a logic of individual choice 
but above all in a way of expression. 

The value of the luxury object is the result of social perception and not, properly, 
of the characteristics of the good: luxury is essentially a social invention, a creation of 
man. It is, fundamentally, a set of meanings attributed to certain objects and activities. 

With regard to the accessibility of luxury, there are several authors who argue that 
it is hierarchical. This means that there is not just one luxury category, but different 
levels for different consumers. Thus, making the inaccessible accessible is one of 
the main and most complex challenges facing the luxury market, without neglecting 
the prestige and magic of a particular product [12]. 

For a consumer to remain in the highest category of luxury, that is, inaccessible 
luxury is a complicated task. On the one hand, consumers at this level have an increas-
ingly higher purchasing power, in the same way that the number of intermediate and 
affordable luxury consumers is larger, however, it is not usual for them to drill into the 
inaccessible luxury category. Thus, [13] argues that luxury products can be ranked 
according to three levels, based on the degree of accessibility. 

25.3 Luxury Products and Services 

For centuries and in a generalized way around the world, consumers have been 
satisfied with the purchase of luxury products. However, nowadays, this phenomenon 
has been gaining intensity, as consumers are increasingly purchasing luxury products, 
seeking that they provide them with greater satisfaction and that they are more and 
more distinct, that is, more luxurious. Demonstrating that, currently, one of the main 
goals of luxury products is to impress others and position the owner in a specific 
social class to which he wants to belong [14]. 

Luxury finds its peak when the product has limited production or when something 
seems extraordinary to us. This limited purchase of the product gives the consumer
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the privilege of having something unique and unusual [15]. However, luxury is not, 
by definition, something unique, but something that arouses an increased desire to 
acquire it, that is, a product becomes more and more luxurious as the desire to have 
it increases. According to [16], a luxury product is a good that the individual wants, 
but does not need it and which, in addition to comfort, provides pleasure. In everyday 
life, the term luxury is used to refer to products, non-essential services that contribute 
to a luxurious life, behind the bare minimum. Luxury can be defined as everything 
that is consumable or not, which goes beyond our everyday reality and which has 
a strong symbolic content of personal pleasure or social admiration and which has 
as key elements, a strong element of human involvement, very limited supply and 
recognition of value by others [17]. 

Kapferer [10] defines luxury products as: 

(…) well-crafted pieces, hedonistic and aesthetic objects, with prices exceeding their func-
tional utility, sold in exclusive stores that provide personalized service and a unique expe-
rience to the consumer, usually from a brand with history, heritage, the set provides a rare 
feeling of exclusivity. (p. 43) 

Luxury products are characterized by being governed by certain characteristics. 
For [18], a luxury product has excellent quality and durability, good taste and refine-
ment status, high price, scarcity and uniqueness, strong aesthetic appeal, history 
and tradition. Quality, strong identity, limited production, low availability, rarity, 
differentiation, selective and limited distribution, the symbolic sphere of dream and 
magic, appeal to the senses and high price are attributes considered fundamental for 
a product to be considered luxurious. A luxury product must be something personal-
ized, technically perfect, aesthetically beautiful. Adding the fact that this is rare, out 
of the ordinary completes the necessary attributes to be considered a luxury object, 
and its rarity and scarcity is the justification for the price difference. 

25.4 Luxury Brands 

In recent years, the consumption of luxury brand products has represented consider-
able sales all over the world, in several product categories, namely clothing, acces-
sories, high quality watches and jewelry [19]. This globalization of luxury is slowly 
causing luxury products and services to become very similar and lose value. In this 
sense, luxury brands must permanently invest in employees who convey friendliness 
and charm, in order to provide pleasure and happiness to their customers and, in this 
way, differentiate themselves from other brands luxurious. 

However, the perception of luxury brands does not have a concrete definition 
in different market segments, as luxury is a subjective concept, which depends on 
the perception of value by each consumer [4]. However, it is possible to define 
luxury brands as the top of the prestige brands that essentially reflect psychological, 
social, hedonic values, products with excellent quality [20] that are based on tradition,
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connection with the designer and creativity [21]. Thus, there is a positive relationship 
between the brand’s perceived value and the desire to consume it. 

Luxury brands, unlike “normal” brands, evoke feelings and emotions in the people 
who buy them. In addition to presenting a limited production [22] and, consequently, a 
scarce supply, they manage to generate a certain recognition among others. According 
to this thought, luxury brands are seen as unique and differentiated by their unique 
characteristics that cannot be found in non-luxury brands. However, [23] scarcity is 
the characteristic that defines a luxury good and for this reason they are attractive 
to consumers who have a great need for exclusivity. High prices, excellent quality, 
aesthetics, rarity and symbolic meaning are crucial attributes in luxury products. 
However, they are not enough for consumers to consider luxury, as they need a 
marketing strategy that enhances these characteristics to customers. 

The psychological benefit, which may be superior to the functional one, is the 
main distinguishing factor between luxury and non-luxury brands. The brand is a 
guarantee of luxury, that is, the consumer seeks a certain brand because it is associated 
with luxury. It is found that brands are increasingly consumed according to what 
they represent, whether in lifestyle, concept or even emotions and not so much 
related to the product [24]. Consumers choose a certain luxury brand according 
to their personality and values affinity with it, instead of a functional comparative 
process. Luxury brands aim to create strong associations in consumers’ minds about 
a high level of benefits and social status. Luxury brands are tied to images created 
in the minds of consumers associated with high price, quality, aesthetics, rarity, 
extraordinary and symbolic value. 

25.5 Luxury Consumer 

Luxury consumption has always been present at all times, as it works as a way 
of marking the difference between the favored social classes and the rest of the 
population. Consumption is rational and objective choices, always aiming at an 
“ideal” purchase—one in which maximum utility and lowest monetary expenditure 
are combined. However, despite the fact that the act of consumption has been techni-
cally explained for a long period, behind it there are motivations, desires, culture and 
other influencing factors. The consumer has personality and, for this reason, each 
person identifies and understands the world in different ways, reacting automatically 
to the context through the senses. This means that each consumer is a particular 
case, who has their own motivations and desires, which lead them to consume luxury 
products that provide them with greater satisfaction [24]. 

Consumers with great purchasing power always have very high expectations, 
appreciate the unexpected and how much they are surprised, so they rarely question 
the price. Thus, constant creativity is one of the key factors for any luxury product 
or service to be truly so. Luxury consumers are those who aim to build a positive 
social identity by satisfying their need to belong to a social group, which is the basic 
reason why they purchase luxury products.
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In the contemporary luxury market, it is possible to observe essentially two types 
of luxury consumers. There are consumers who seek to reproduce purchasing behav-
iors from social groups they would like to belong to, which they call aspirational 
consumers. These consumers are characterized by having conspicuous consumption, 
that is, they tend to acquire luxury brands with great emphasis on the visibility of the 
brand logo, in order to demonstrate their wealth to society. Traditional consumers are 
from traditionally wealthy families who want to maintain status. In the contemporary 
luxury products market, it can be seen that there are consumers who are attracted 
by the highly visible markers of the brand in order to display its wealth [25] and 
it is possible to verify the existence of an increase in demand by the sophistication 
and subtlety of the luxury brand, demonstrating a shift in consumer attitudes away 
from social class and the quest for status. Furthermore, consumers are currently more 
informed, more demanding and, at the same time, more sensitive to price and less 
sensitive to the brand [24]. 

25.6 Final Considerations and Next Steps 

The literature review on the concept of luxury revealed the lack of a consensual defi-
nition of the construct, since it has a subjective and personal nature, which depends 
on its social, economic and cultural evolution, making each author has his own notion 
of luxury. However, luxury is molded to high price, high quality and the effect of the 
brand, showing that luxury is related to the exclusive, rare and limited, which, conse-
quently, has a high cost. This financial barrier makes luxury have a social function, 
that is, it helps in social representation. Luxury has changed over time, with a growing 
appreciation of emotions, that is, consumers value more the character of experience 
and pleasure than the luxury product provides them, devaluing its ostentation. 

Luxury brands essentially reflect psychological, social, hedonic values, products 
with excellent quality that are based on tradition, connection with the designer and 
creativity. Thus, there is a positive relationship between the brand’s perceived value 
and the desire to consume it. However, the globalization of luxury is slowly causing 
luxury products and services to become very similar and lose value. In this sense, 
luxury brands must permanently invest in employees who convey friendliness and 
charm, in order to provide pleasure and happiness to their customers and, in this way, 
differentiate themselves from other brands luxurious. Thus, the exploratory approach 
carried out allowed us to conclude that the future of luxury brands involves the ability 
to consume luxury goods to provide pleasure and evoke emotions to consumers, in 
addition to serving as a social marker, i.e., positioning the owner in a specific social 
class. This requires that luxury brands define their target audience, so that they create 
strategies that meet the needs and desires of their consumers. 
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Chapter 26 
The Impact of YouTube and TikTok 
Influencers in the Customer Journey: 
An Empirical Comparative Study 
Among Generation Z Users 

Paulo Duarte Silveira , Fábio Sandes , and Duarte Xara-Brasil 

Abstract The present paper aims to analyze the impact of YouTubers and TikTokers 
influencers in the customer journey phases, among Generation Z users. To do so, a 
quantitative deductive empirical study was carried out. The respective data collection 
was made via an online questionnaire survey, obtaining a valid sample of 529 partic-
ipants. The results show that both type of influencers might influence the customer 
journey, but mainly in the first stages of the process. It was also found that YouTu-
bers tend to have a higher influence in each of those stages than TikTokers. Although 
the topic of social media influencers has already been studied in several research 
papers, no study was found addressing separately the stages of the customer journey 
decision-making process, neither comparing influencers of both platforms in that 
context. 

26.1 Introduction 

Social media users have been increasing across the world. In 2021, there were 2.26 
billion users, and it is expected that in 2027, the global number of users will reach 
5.85 billion [1]. The use of social media platforms is especially relevant among the 
younger generation: in 2021, in the US, 70% of the citizens stated that they use social 
network sites (SNS), and 84% of adults aged between 18 and 29 say they use, mainly 
YouTube, Instagram, Facebook, Snapchat, and TikTok [2].
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Aligned with the growing importance of Internet and specifically around SNS, 
digital influencers expanded exponentially in numbers and credibility, and firms 
diverted billions of dollars in their marketing budgets [3]. An increasing number of 
companies are allocating higher budgets on digital marketing and digital influencers 
due to their relevance and persuasive power [4, 5]. These digital influencers repre-
sent an independent third-party endorser who shape audiences’ attitudes, creating and 
sharing content, endorsing brands and products through different social media plat-
forms [4]. Digital influencers may have different typologies, from nano-influencers to 
macro-influencers and celebrities’ endorsers [5], different backgrounds, and different 
purposes. Therefore, they can be effective across many different market segments 
by presumably being authentic and relevant in their content creation and in the inter-
action with their followers, attracting attention for products and services and often 
compel their followers to action [6]. In fact, they are being used along with traditional 
celebrity endorsers in digital marketing activities because they appear to be more 
authentic, like regular consumers [7]. So, digital marketing strategy and digital influ-
encers may have an important impact on the different stages of the customer journey, 
due to their credibility, expertise, intimacy, and authenticity with their followers. 
Given that Generation Z consumers grew up in an “always on” technological mode, 
and research has already shown that this brings dramatics shifts in youth behaviors, 
attitudes, and lifestyles [8], the influencers’ impact might be particularly relevant 
within that generation. 

Therefore, based on the available literature, this study intends to understand how 
individuals belonging to Generation Z perceive the level of influence of YouTu-
bers (YTrs) and TikTokers (TTrs) in their consuming decisions, not restricting the 
approach to decisions related to buy/not buy, but rather understanding the impact in 
each stage of the customer journey process. Consequently, this study addresses the 
following two research questions, focusing on Generation Z users:

• RQ1: Does YTrs and TTrs influence the phases of the customer journey process 
in the light of users’ perception?

• RQ2: Are there perceived differences between YTrs and TTrs in their ability to 
influence each phase of the customer journey? 

To address those research aims, this paper is structured as follows. After this 
introduction, the theoretical background is presented, addressing the characterization 
of Generation Z and its use of SNS. Then, the literature related to digital influencers 
and their impact in the customer journey is revised. This is followed by the description 
of the methodology adopted in the empirical study, describing the survey, variables 
used, and sample obtained. Next, the statistical results are presented. Finally, in 
the last section, the conclusions report the main findings, and the implications for 
managers and researchers are drawn, as well as the study limitations.
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26.2 Theoretical Background 

26.2.1 Generation Z and the Use of Social Network Sites 

According to Pew Research [9], the year of birth, and therefore age, is an impor-
tant predictor of differences in attitudes and behaviors among individuals, being the 
reason why cohort analysis is important, leading to grouping individuals in genera-
tions. Some generations are already widely accepted and mentioned in literature, like 
Baby Boomers, Generation X, Millennials, or Generation Z (also known as “Cen-
tennials” or “GenZ”). There is not a unique definition of who belongs to GenZ, but 
according to Pew Research Center (2019), most part of the literature considers that 
GenZ is composed of individuals who were born between the 1996 and 2010 [10]. 
More important than the birth year is what has shaped each generation and its main 
characteristics. GenZ is the first generation that has never known a world without the 
Internet, a technology that has become a natural part of their lives, being true digital 
natives [10, 11]. Therefore, one defining characteristic of GenZ is that they are the 
first generation that grew up using SNS, like YouTube, Instagram, Snapchat, Twitter, 
and TikTok. 

GenZ is the cohort with the biggest population in the consumer world nowaday 
[11–13], and anecdotal evidence suggests that these consumers may behave differ-
ently than consumers from previous generations. It is expected that these consumers 
would “do everything” online, but marketing practitioners seem to figure out that, 
even though these consumers have been connected online throughout their whole 
lives, their shopping behavior demands a tactile experience [14, 15], where they 
appreciate the presence of physical stores. This demand, however, is not due to 
lack of trust of what they see online, but it is more related to a thrive for a different 
consumption experience in retail settings. Even though GenZ consumers are familiar 
with most of SNS channels, some are more popular among these consumers, namely 
Instagram, YouTube, and TikTok [16]. Furthermore, YouTubers influencers are espe-
cially popular among youngers, namely, pre-teens, teens and young adults [17, 18]. 
The same is true for TikTok [19–22]. In fact, according to the latest data available 
from Datareportal [23], TikTok users aged 18–24 account for the largest share of its 
advertising audience. 

However, the reason why people use TikTok seems to be different from the reasons 
related in using YouTube. According to Montag et al. [22], the use of TikTok by 
individuals might be explained by gratification theory, social impact theory, and self-
determination theory. Besides, TikTok has been used for several purposes, including 
for marketing products [24]. 

All those facts lead to the proposition that YouTube and TikTok might pose 
different challenges for marketers, especially in what relates to savvy Internet users 
like GenZ. Therefore, a comparative study of both platforms was designed in the 
present study.
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26.2.2 Customer Journey and Touchpoints 

The concept of consumer journey was created by Court et al. [25] in the prac-
titioner market, and it has been discussed and used in the market by marketing 
professionals ever since [26]. Lemon and Verhoef [27] adapted this concept to the 
academic literature by connecting the concept of the journey with the concept of 
customer experience, mentioning that the journey is influenced by previous jour-
neys, and it will influence future journeys. The authors, then, proposed the concept 
of customer journey, an academic version of the consumer journey proposed by Court 
et al. [25] that incorporates the notion of past and future experiences a customer expe-
rience throughout their journeys. There is not a unique “state of the art” definition 
for customer journey in the literature, as the discussion related to its elements and 
terminologies are extensive throughout different perspectives, but from the system-
atic literature review performed by Folstad and Kvale [28] it is clear that the customer 
journey incorporates previous customer experiences, and it is a consumption journey 
that can be separated into three main stages. The (i) prepurchase, where individuals 
recognize/identify needs, look for options, acquire information, analyze and compare 
options. The (ii) the purchase stage, in which the individuals analyze and choose an 
option to buy, not buy, or postpone. The (iii) post-purchase stage, where they use, 
discard, and comment their experiences on using the product or service. It is impor-
tant to notice that the customer journey framework considers the buying process not 
as a fragmented flow process, but as a dynamic and iterative process in which the 
individuals have multiple touchpoints to interact with brands and products, and this 
journey is connected to past and previous customer experiences [27]. 

So, throughout this journey, the customers go through several touchpoints— points 
of formal and informal interaction between the customer and brands— where they 
access and exchange information with brands and other consumers [27–29]. In these 
interactions, customers access information, view, touch and try products or services, 
buy, pay, return, complain, connect with other customers, socialize with their friends, 
learn about a brand, among several other activities [30]. These touchpoints may be 
online, offline, and are either controlled by the brand (i.e., their online and offline 
stores), or are out of their control (i.e., SNS channels, such as TikTok, Twitter, and 
Instagram) [31]. 

Resuming, the concept of customer journey has been vastly discussed in the 
marketing literature, as it entails researchers to focus on the experience customers 
have in each stage, and in the connections between previous and future experiences 
challenging the traditional view of the buying process. So, it is highlighted that the 
journey is a continuous, dynamic, and iterative process, where consumers interact 
with brands through a “myriad touchpoints in multiple channels and media, and 
customer experiences are more social in nature” [27].
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26.2.3 Digital Influencers in the Customer Journey 

Recent previous studies (e.g. [32, 33]) have explored the relevance of digital signs and 
SNS in the customer journey with different focus, like in specific markets where the 
presence of electronic word-of-mouth and user generated content is essential, such 
as tourism (e.g. [34, 35–37]) or clothing (e.g. [6, 38, 39]). Among all these studies 
found an agreement related to the fact that digital influencers have an important 
influence in consumers’ decisions. 

Kozinets et al. [40] studied how the creation of desire occurs in the use of SNS. 
They performed an in-depth analysis of how content is created and disseminated in 
SNS and extended the theory of desire by conceptualizing desire creation and criti-
cally questioning the role of SNS in the creation of a technologically enhanced desire 
in consumers. Specifically, they analyzed the desire for food, with the analysis of the 
phenomena of #foodporn on Instagram. This complex research is an example of how 
consumers are influenced by what they post and see in SNS and how it affects their 
customer journeys. Complementary, Jiménez-Castillo and Sánchez-Fernández [41] 
discussed how digital influencers influence consumers’ purchase intention, engage-
ment and expectation. These are examples of how the literature is approaching SNS 
and digital influencers are present in different stages of the consumer journey. 

26.3 Methods 

To address the research problem, a quantitative empirical study was carried out with 
primary data, inquiring a sample of YouTube and TikTok Generation Z users, via 
an online questionnaire built specifically for this purpose using Google Forms. The 
questionnaire was disseminated in 2021, via Facebook, Instagram, WhatsApp, and 
LinkedIn, between October and November. 

To be included in the sample, each respondent must have had already seen 
product/brand reviews in YouTube and TikTok. Users that had seen product reviews 
in only one of those social media platforms were excluded from analysis. Following 
that procedure, a valid sample of 529 individuals was the final basis for analysis. The 
data was analyzed with IBM SPSS Statistics 25 and the mean age of respondents was 
19.49 (standard deviation 2.288), 70% female and 30% male. Besides the filtering and 
demographical questions, the questionnaire contained questions directed to obtain 
information to provide statistical testing basis to answer the hypothesis established. 
The variables used to do so are summarized in Table 26.1. All those variables were 
answered by respondents in a four-option frequency scale (“1-never”, “2-rarely”, 
“3-sometimes”, “4-very often”).
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Table 26.1 Main variables in the questionnaire 

Variable Platform Cust. journey stage Operationalization 

YT-Awr YouTube Pre-purchase (Need 
recognition) 

Know about new products or 
brands due to YouTubers 

TT-Awr TikTok Pre-purchase (Need 
recognition) 

Know about new products or 
brands due to TrikTokers 

YT-Lrn YouTube Pre-purchase (Need 
recognition) 

Learn more about products in 
YouTube without being that the 
initial searching purpose 

TT-Lrn TikTok Pre-purchase (Need 
recognition) 

Learn more about products in 
TikTok without being that the 
initial searching purpose 

YT-SrchBfr YouTube Pre-purchase (Information 
search) 

Search for YouTubers product 
reviews videos before a purchase 

TT-SrchBfr TikTok Pre-purchase (Information 
search) 

Search for TikTokers product 
reviews videos before a purchase 

YT-SrchAft YouTube Pre-purchase (Alternatives 
evaluation) 

Search for more informations 
about products after watching 
YouTubers 

TT-SrchAft TikTok Pre-purchase (Alternatives 
evaluation) 

Search for more informations 
about products after watching 
TikTokers 

YT-Purch YouTube Purchase Purchase after watching 
YouTubers reviews 

TT-Purch TikTok Purchase Purchase after watching 
TikTokers reviews 

YT-Cup YouTube Purchase Used YouTubers cupons 

TT-Cup TikTok Purchase Used TikTokers cupons 

YT-Rgrt YouTube Post-purchase Regret having followed advices of 
YouTubers product reviews 

TT-Rgrt TikTok Post-purchase Regret having followed advices of 
TikTokers product reviews 

Source survey output 

26.4 Results 

A comparative analysis of YTrs and TTrs was made using parametric tests. In this 
study, even if several variables do not present normal distributions (as seen in the 
following Table 26.2 with K-S tests p < 0.05), according to Marôco [42] the para-
metric testing techniques were possible to be done because the sample was not small 
and the variables’ distributions were not extremely skewed or flat (i.e., symmetry sk 
< 3 and flatness values |ku|<10), as presented in Table 26.2.
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Table 26.2 Descriptive statistics of the main variables in the study 

Variable N Mean St. Dev. Sk ku K-S test 

YT-Awr 529 3.25 0.740 −0.604 −0.382 0.000 

TT-Awr 529 2.86 0.945 −0.353 −0.850 0.000 

YT-Lrn 529 2.98 0.287 −0.527 −0.492 0.000 

TT-Lrn 529 2.54 1.026 −0.062 −1.124 0.000 

YT-SrchBfr 529 2.83 1.033 −0.418 −1.000 0.000 

TT-SrchBfr 529 1.89 0.995 0.773 −0.593 0.000 

YT-SrchAft 529 2.79 0.899 −0.331 −0.650 0.000 

TT-SrchAft 529 2.11 0.995 0.453 −0.889 0.000 

YT-Purch 529 2.50 1.015 0.042 −1.101 0.000 

TT-Purch 529 1.83 0.948 0.814 −0.468 0.000 

YT-Cup 529 2.19 1.160 0.339 −1.394 0.000 

TT-Cup 529 1.62 0.976 1.329 0.389 0.000 

YT-Rgrt 529 1.70 0.885 0.989 0.038 0.000 

TT-Rgrt 529 1.60 0.845 1.232 0.511 0.000 

Source Survey output 

Considering the middle and neutral point of the response options (threshold 2.5), 
not all the variables present a higher mean than that. In Table 26.3, that same statistical 
significance tests are shown.

As mentioned, Table 26.3 presents the individual statistical testing of the perceived 
impact of each variable studied, by social media platform. It is not totally clear neither 
straightforward to draw conclusions and generalize from that, but it seems that both 
YTrs and TTrs have a higher influence in the earlier stages of the customer journey. 
It is also noticeable that YTrs tend to have a higher impact in each of those stages, 
when compared to TTrs. 

The already mentioned statistical parametric testing made to compare the 
perceived influence of YTrs and TTrs in each variable of the customer journey is 
presented in Table 26.4. It is possible to observe significant differences in each vari-
able, leading to the insight that YTrs and TTrs in fact do not have the same impact 
in the customer decisions. Moreover, the perceived influence of YTrs is significantly 
higher than the influence of TTrs in all variables and stages of the customer journey.

26.5 Conclusions, Limitations, and Implications 

This study aimed to contribute to the discussion of the impact of digital influencers 
in marketing, more specifically to address and compare the influence of YouTu-
bers and TikTokers along the customer journey. The study was focused on GenZ
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Table 26.3 Perceived impact of YTrs and TTrs in the customer journey 

Variable a t df Sig. 2-tailed Mean difference to threshold b 

YT-Awr 31.176 784 0.000* 0.813 

TT-Awr 7.794 786 0.000* 0.267 

YT-Lrn 14.955 684 0.000* 0.504 

TT-Lrn −0.019 682 0.000* −0.001 

YT-SrchBfr 8.456 785 0.985 0.304 

TT-SrchBfr −16.374 646 0.000* −0.642 

YT-SrchAft 9.809 666 0.000* 0.341 

TT-SrchAft −12.317 783 0.000* −0.439 

YT-Purch −1.042 769 0.298 −0.038 

TT-Purch −23.839 769 0.000* −0.784 

YT-Cup −7.717 750 0.000* −0.324 

TT-Cup −28.108 770 0.000* −0.955 

YT-Rgrt −29.044 750 0.000* −0.850 

TT-Rgrt −33.006 756 0.000* −0.973 

Source Survey output 
aVariables measured from 1 to 4 (1-never, 2-rarely, 3-sometimes, 4-very often) 
bDifference to middle point of the response options (2.5) 
*Significance 2-sided test 0.05

consumers, aiming to understand how these consumers are influenced by YouTubers 
and Tiktokers on their consumer journeys. 

Regarding the first research question (Does YTrs and TTrs influence the phases of 
the customer journey process in the light of users’ perception?), the results indicate 
that both YouTubers and TikTokers influence various stages of the customer journey, 
but that fact is much more visible in the prepurchase stage of the journey. Concerning 
the second research question (Are there perceived differences between YTrs and TTrs 
in their ability to influence each phase of the customer journey?), the results also show 
that such power is not equal between those two social networks, since YouTubers 
tend to have a higher perceived influence. This is consistent with the fact that videos 
from YouTube are longer than in TikTok, and therefore, contains more information 
that would help consumers in acquiring more information about a given product in 
the prepurchase stage. 

In what relates to implications for managers, the results suggest that both YouTube 
and TikTok are relevant tools to consumers, especially in the prepurchase stages 
of their journeys, and if brand managers critically analyze the digital influencers 
in these SNS they may find a way to connect, interact and promote their brands 
to GenZ consumers in this stage. YouTubers can be used in marketing materials 
with more dense information, and TikTokers may be used in short videos with one 
or two essential information about a brand or product, that may be useful in the 
pre-purchasing stage of consumers’ journeys.
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Table 26.4 Equality of means T-test between YTrs and TTrs influence in the customer journey 

How frequentlya… T df Sig. (2-tailed) Difference means Std. error difference 

Know about new 
products or brands 
due to YT versus TT 

14.805 784 0.000* 0.549 0.037 

Learn more about 
products without 
being that the initial 
searching purpose 
YT versus TT 

11.525 682 0.000* 0.505 0.044 

Search for product 
reviews videos 
before a purchase 
YT versus TT 

20.169 645 0.000* 0.997 0.049 

Search for more 
information about 
products after 
watching YT versus 
TT 

16.957 666 0.000* 0.732 0.043 

Purchased after 
watching YT versus 
TT 

18.699 747 0.000* 0.737 0.39 

Used cupons YT 
versus TT 

16.707 768 0.000* 0.633 0.038 

Regret followed 
advice of product 
reviews YT versus 
TT 

5.323 743 0.000* 0.122 0.023 

Source Survey output 
aVariables measured from 1 to 4 (1-never, 2-rarely, 3-sometimes, 4-very often) 
*Asymptotic significance 2-sided test 0.05

Regarding the limitations and implications for research, the study was conducted 
with a large, but non probabilistic sample, which poses limitations to generalizations. 
Also, it is important to stress that respondents recalled their previous experience when 
answering about previous impact on their customer journeys, and therefore, memory 
of past events may not be totally accurate. Therefore, future studies could address 
these matters by capturing respondents’ actual responses and behaviours, without 
the limitation of memory. Furthermore, the SNS context is rapidly and constantly 
changing, so it is important to study how the influence of SNS and digital influ-
encers change when the context changes. More specifically, we suggest that future 
studies may offer tools that help monitoring the influence of specific SNS and digital 
influencers in the customer journey stages and touchpoints.
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Chapter 27 
Relationship Marketing on Higher 
Education Institutions (HEI) in Times 
of Pandemic (Covid-19) 

María Paula Espinosa-Vélez, Mayra Ortega-Vivanco, 
and Daysi Garcia-Tinisaray 

Abstract The current research aims to analyze the relational marketing applica-
tion in higher education institutions. Quantitative descriptive research was done, 
composed of two variables and ten indicators that explain these effects. The results 
describe the level of relation and student service contentment through digital 
marketing tools and communication channels for students enrolled in face-to-face and 
online classes. It has been determined that the digital tools with a more significant 
relation level to online students in academic matters are Instagram and YouTube. 
In the communication field, the Facebook tool and web portals show the highest 
percentage as significant, on the other hand, the most used communication chan-
nels to establish a relationship with the university during pandemic times were: Call 
Center, WhatsApp, virtual rooms, and every online service. 

27.1 Introduction 

In difficult times (Covid-19), relationship marketing (through social media) plays an 
important role in higher education students’ satisfaction [1]. 

The economic, political, and social crisis triggered in the world due to the Covid-
19 pandemic has generated important impacts on educational organizations, the 
same ones that had to restructure the administrative planning and implement emer-
gent strategies that allow them to continue their operations. It is estimated that the 
pandemic affected the global economy by $90 trillion; this is considered the worst 
crisis in the last hundred years [2] with Latin America being the most affected region 
a [3].
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In the higher education case, a sector that has been facing changes at a rate without 
precedent in a highly competitive university environment, the pandemic’s presence 
carried universities, on one side, to adapt teaching and learning strategies; and on the 
other hand, to develop strategies to grant sustainability and be able to differentiate 
from the wide and global high educational offer strengthened by the Covid-19. 

Considering the current context, the Higher Educational Institutes (HEI) are moti-
vated to find new modus operandi of their activity in different action fields: academic, 
research, and administrative. In the administrative field, the management model plays 
a significant relevance and accentuates the need of differentiating from competence, 
before which the importance of counting on professional management structures and 
entrepreneurial and innovative organizations gets ratified [4]. Among the new skills 
and competencies that HEI must strengthen, the resources and users’ management 
stand out, in which relationship marketing gets strong, allowing related universities 
from that perspective a higher emphasis on satisfying the student’s expectations and 
needs. On the other hand, in this competitive and globalized context, digital marketing 
is a powerful tool that can enhance relationship marketing through knowledge and 
understanding of the environment, generating value on different interactions [5]. 

This research work is integrated into the following sections, on section number 
two the literary revision is done and shows some empirical evidence of related 
investigations with relationships and digital marketing on organizations. In section 
number three the applied methodology is shown and the results, and finally the work’s 
conclusions are presented. 

27.2 Theoretical Framework 

In order to accomplish the research’s purpose and solve the questioning: how the 
relationship marketing can be applied to Higher Educational Institutes? and What 
digital tools are used by college students to communicate and tale academic processes 
in times of crisis? The current theoretical framework was done. 

27.2.1 Relationship Marketing 

Through the years, marketing had a constant evolution, going from being focused 
mainly on the product, to focusing on the customer, even more in the new market’s 
dynamic, where it can be seen how companies wide their business spotlight toward 
more human affairs, where the profits must be more balanced with the corporate 
responsibility [6]. 

The relationship marketing perspective is based on the notion that besides the 
product value or the exchanged services in a transaction, there is a value created 
by the relationship that is established between the client and a service provider, 
as [7]. Kotler and Keller [8] argues that relationship marketing has an objective to
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establish satisfactory mutual relations and long-term relations with the participants or 
interested targets from the organization (consumers, providers, distributors, and other 
marketing associates) with the purpose of maintaining and increasing the business, 
while [9] defines relationship marketing as a group of activities which pursue to 
establish, maintain, develop, and when needed, also conclude client relations and 
other interested parties, so the goals of the involved people can be accomplished. On 
the other hand, [10] complements that this relationship is also analyzed as a central 
element of the communication between the organization and its stakeholders, while 
[11] defines relationship marketing as a targeted strategy to establish and sustain long-
term relations between the company and its clients, turning itself into an oriented 
practice toward a competitive sustainable advantage. 

In these scenarios, the relevance of relationship marketing lies in its incidence on 
the satisfaction of its stakeholders, a special way in clients, and the reputation of the 
organization [12]. 

27.2.2 HEI Relationship Marketing 

As the most innovative international commerce theories point out, price is no longer 
the only determining element in the product or service choice, giving place to other 
characteristics, such as quality, and diversification. In the HEI case, the election 
from a university is given by several factors, such as academic reputation, college 
organization, quality of materials used in class and learning methods applied, student-
university interaction, experience development, service satisfaction, etc. [12, 13]. On 
the other hand, the way that HIE tends to develop or interact with their clients— 
students and relatives, alumni and donors, teachers and members of the staff—could 
be a determining factor due to the benefits that a loyal student can mean in the long 
term [13]. 

Diverse variables identify as keys to the relationship process in the service field. 
de Juan-Jordán et al. [14] highlight: trust, value, commitment, or loyalty, and, in 
the case of universities, they point out: satisfaction, loyalty, the interaction between 
student–teacher quality in the service encounter, identification of the graduate with 
the university, and loyalty. The relationship concept in HEI, from a relation commu-
nication model, considers also the relation and communication perspectives. The 
relationship field stands out: goals and shared knowledge and mutual respect, while 
in the communication field: frequent, precise, appropriate, and oriented to problem 
fixings [1]. 

From the communication perspective, relationship marketing considers two fields: 
relation bonds and communication bonds, before which it is necessary to understand 
the dynamic of coordination between relationships and communication dynamics in 
organizations, in order to obtain better results in organizational management [5, 15].
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27.2.3 Relationship Marketing Strategies 

Digital Marketing 

As [16] quotes, digital marketing uses technology as a marketing channel, enhancing 
communication and information exchange with its clients, potential customers, 
providers, investors, competence, and other relevant factors in the company’s life. 
Its strength lies in the capacity of providing a marketing model oriented for the 
client, given the bidirectional interaction that facilitates, in contrast with the tradi-
tional media. Likewise, according to [17], since 2011, the HEI has integrated the 
use of digital social media as a way to build relationships, securing the fidelity and 
participation of the students, and turning them into active agents in collaborative 
environments, participative, and interactive. If business actions oriented to the digi-
talization of the processes triggered by Covid-19 are added to this scenario, the 
university has to permanently reinvent itself in order to answer proactively to the 
challenges of a changing environment that implies adopting the reality of a digital 
world [18]. 

Digital marketing allows organizations to (a) identify the most discussed topics 
by clients, (b) identify the key areas for improvement based on the higher quantity of 
negative comments, and (c) determine the relation between important concepts and 
loyalty improvement, adding value in content or services for the client [19]. Diverse 
tools stand out for their capacity of building relations, such as blogs, mail, web 
portals, mobile apps, and social media like Facebook, Instagram, LinkedIn, Twitter, 
and more. 

On the other hand, the convergence of media and content that it’s been produced 
on the web opens big possibilities for universities to count on new communication 
channels and new marketing strategies, for internal communication and external 
communication toward society in its group [20]. Among these channels, traditional 
channels can be identified (call center), digital (WhatsApp, SMS, chatbot, and virtual 
rooms), and online services (intranet). 

Innovation 

Due to data and information contribution, the relation with the client contributes to 
the organization, turning into an important scenario for innovation of their products 
or services, placing the client/student as the center of their operation [12], rati-
fying Philip Kotler’s visión on relationship marketing, mainly focusing on building 
customer loyalty, but also basing the co-creation of value and through these relations, 
the client contributes to the organization [17]. Some scenarios might be evaluated in 
the college innovation context, as innovation of relationship marketing is: (a) product 
development, (b) virtual environments, and (c) collaborative work, focused scenarios 
on optimizing and improving the student’s experience and within the quality of the 
service [7]. 

There are other relevant strategies based on digital transformation; one of the 
main tendencies is big data, which can be used to enhance client loyalty [21] facil-
itating loyalty strategies innovation, thanks to the client’s data analytics through its
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diverse interactions and exchange with the organization. Another featured strategy is 
Customer Relationship Management (CRM) which is defined as an integrated group 
of practices that provides a consolidated and systematic vision to the client, with a 
better perspective of all linked areas in its attention to assure a better service level 
[22]. 

27.3 Methodology 

27.3.1 Data and Simple 

Geographically, the study was carried out in Ecuador, and the analysis unit were the 
students from the university of the two study modalities: Face-to-face; and Open and 
Online (MAD) of the Private Technical University of Loja, an educational institution 
with a presence in the four regions: Coast, Sierra, Oriente and Insular, in which it 
is present through ninety university centers. The sample was calculated with a trust 
level of 96% and an error range of 6%, getting a total of 615 validated polls. 

The database was built with obtained information through an online poll, 10 
indicators were elaborated (questions). Each value was tested considering the Likert 
scale, extremely significant (5), very significant (4), moderately significant (3), hardly 
significant (2), and insignificant (1), which constitutes one of the most used scale 
instruments in social science. 

The quiz structure is integrated by general information and by two variables 
(See Table 27.1) (i) relationship level; and (ii) satisfaction of the student attention 
(communication channels) that will allow determining the relationship grade through 
the use of digital tools (Facebook, Instagram, Twitter, e-mail, YouTube, web portal, 
mobile app, linked, blog, and intranet) and traditional communication channels, 
digital and online services.

27.3.2 Analysis Methods and Results 

This research has a quantitative focus, in order to analyze the relationship between 
marketing and student satisfaction cross-sectional descriptive statistics were used to 
specify and measure the behavior of students from both study modalities, through 
just one measure of the variables in a unique moment of time. 

Table 27.2 starts analyzing the relationship level (satisfaction and loyalty) thanks 
to the use of digital tools to establish a relationship with the university in academic 
procedures for the communicational environment. For the procedure field, students 
from MAD tended to use, in a larger proportion, Instagram, Twitter, and YouTube.
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Table 27.1 Variables, sub-variables, and indicators 

Variables Indicators Sub-variables 

Relationship level 
(satisfaction and loyalty) 

01 Digital marketing tools are 
applied 

Academic administrative 
procedures and 
communication02 Digital tools and relationship 

level: academic procedures 
and communication 

Student service satisfaction 01 Communication channels and 
univer-sity relationship 

02 Message meaning (content of 
value) 

Relationship features 
(attention channels) 

03 The way HEI transmits the 
message is attractive and 
answers the expectations 
(quality) 

04 Message is concrete and 
appropriate (quality) 

05 Level of interaction of the 
message—informative 
(promotes the conversation 
and answers the concern of 
the stakeholders) 

06 The level of interaction of the 
message —academic 
administrative service 
(promotes the conversation 
and answer concerns) 

07 Messages come with an 
environmental commitment 
or sustainability 

08 Communication is 
personalized

In the communication field, the students from MAD use, in higher proportion, Insta-
gram, Twitter, and YouTube, and students from face-to-face modality Facebook, 
Instagram, Twitter, and YouTube. 

The collected data also allows us to determine in Table 27.3 (students from online 
modality) and in Table 27.4 (students from face-to-face modality) the relationship 
features for academic procedures and university-student communication. This anal-
ysis allows us to know the behavior according to the features of the relationship with 
every digital tool. The level of relationship is set by 1 for insignificant (NS) and 2 
for significant (s).

Table 27.3 presents the relationship percentages with respect to communication. 
The results show that in most of the functionalities the e-mail tool is considered 
insignificant and the Facebook tool and web portal are the ones with a larger 
percentage as significant, this behavior changes for the custom communication
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Table 27.2 Use of digital marketing tools (%) 

Tools Academic procedures Communication 

MAD Face-to-face MAD Face-to-face 

Yes No Yes No Yes No Yes No 

Facebook 39 61 1 99 38 62 99 1 

Instagram 99 1 2 98 97 3 98 2 

Twitter 90 10 9 91 85 15 91 9 

E-mail 83 17 86 14 76 24 14 86 

YouTube 90 10 5 95 86 14 95 5 

Web portal 37 63 94 6 38 62 6 94 

Mobile apps 49 51 65 35 85 15 35 65 

Linked 14 86 26 74 71 29 75 25 

Blog 8 92 12 88 74 26 88 12 

Intranet 75 25 73 27 78 22 27 73

feature, given that the students point out that Twitter, e-mail and web portal are 
the most significant tools, which reflects the orientation, every time higher, towards 
onmiquality and service customizing, quoting [23] are characteristic elements of 
the relationship strategies, which evolve over the basis of a major knowledge for 
students. 

Table 27.4 contains the results of the face-to-face modality students. It is deter-
mined for the case of the academic procedures, the relationship level that is generated 
as insignificant in a larger percentage belongs to the digital tool Linked, while there’s 
a positive relationship with mobile app and web portal. As long as communication, 
the relationship level is insignificant in a larger percentage with digital tools such as 
Blog and Linked, and the tool that’s considered by the students with the largest use 
percentage is Instagram.

The second analyzed variable focuses on the satisfaction of the student’s attention, 
it is important to mention that during pandemics, the university, subject of study, 
focused its attention on traditional channels, digital, and online services, In Table 
27.5, the proportion of use according to these and the study modalities are shown.

Within the traditional channels, the most used one by the students of both modal-
ities was the call center. On what concerns digital attention, students from online 
modalities mostly used communication channels WhatsApp, while most of the 
students from face-to-face modalities chose virtual counters. Finally, online services 
had the use of more than 90% of both modalities. This behavior could obey the fact 
that students from the online modality were already using WhatsApp as an attention 
channel since before the pandemic, while students from the face-to-face modality 
can easily spot access to virtual counters, which work in a similar way as physical 
counters, which they’re using to [23]. 

Table 27.6 analyzes the level of relationship of the features with every commu-
nication channel, considering a traditional attention channel (call center) and digital
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Table 27.5 Use of communication channels (%) 

Type Channels Online Face-to-face 

Yes No Yes No 

Traditional attention 
channels 

Call center 79 21 93 7 

Physical counter 58 42 91 9 

Both 68 32 88 12 

Digital attention 
channels 

Whatsapp 81 19 46 54 

SMS 46 54 11 89 

Chatboot 31 69 69 31 

Virtual counter 75 25 97 3 

Online services Registration and 
enrollment 

95 5 99 1 

File information 
consultation 

91 9 91 9 

Academic 
administrative 
procedures 

96 4 98 2

attention channels (WhatsApp and Chatbot). It is observed that in the MAD students 
all features of the relationship are more significant with the Chatbot, while with 
face-to-face students WhatsApp is more significant.

27.4 Conclusions 

Higher education institutions should concern about service quality by giving students 
satisfaction to their needs. If the work is not done consistently in these processes, the 
education success may be affected in long term. 

The most used digital tools to establish a link with the university in the academic 
procedures and communication fields in students from MAD were, in a larger propor-
tion, Instagram, Twitter, and YouTube, while in face-to-face students were e-mail and 
web portal, Facebook, Instagram, Twitter, and YouTube. 

Digital tools that have a significant relationship level to online students in matters 
of academic procedures are Instagram and YouTube. In the communication field, 
Facebook and Portal Web are the larger percentage as significant tools. 

The most used communication channels used to establish a link with the university 
during pandemic times were: the call center, WhatsApp, virtual rooms, and every 
online service. 

Digital tools that have a significant relationship level for face-to-face modality 
students in academic procedures are Mobile-app and Web Portal. In the communi-
cation field, Instagram is the tool that represents a larger percentage as significant.
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The relationship percentage regarding the communication and based on the 
obtained results, in most of the features the e-mail tool is considered insignificant, 
and the Facebook tool and Web portal represent the higher percentage as significant. 

It is worth mentioning that one of the main limitations was collecting information 
in times of pandemic, so it was necessary to look for other approach mechanisms, 
especially with distance learning students. 

From the research results, several questions are opened for future investigations; 
for example, What are the most used features of relationship (attention channels) in 
Ecuadorian Higher Education Institutions? What innovative strategies the university 
center is using in order to satisfy students’ needs? What are the advantages that 
relationship marketing shows as a strategy to generate differential value compared 
to the competition? and, what are the effects of relationship marketing on college 
students? 
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Chapter 28 
Analysis of #YoDecidoCuando (I Decide 
When) Campaign on TikTok,  
as Educational Communication 
for Teenage Pregnancy Prevention 

Kimberlie Fernández-Tomanguillo , Melina Mezarina-Castilla , 
and Eduardo Yalán-Dongo 

Abstract The purpose of this research is to analyze how # YoDecidoCuando 
campaign on TikTok is perceived as an educational communication for teenage preg-
nancy prevention in Peru. A qualitative case study methodology was applied. Using 
the homogeneous sampling technique, 15 semi-structured interviews were carried 
out with young women aged 16–19 years, who had a smartphone and followed gyne-
cologists accounts on TikTok. As a result, we observed that this type of campaign 
on TikTok encourages people to become aware of health issues, because it generates 
interest and motivation to learn more about sex education. In this sense, the find-
ings serve as a starting point for applying educational communication strategies on 
TikTok by institutions and organizations looking for new strategies to target a young 
audience. 

28.1 Introduction 

Since the beginning of the pandemic in 2020, the correct use of communication 
tools about health issues was promoted, where mainly the WHO carried out multiple 
actions to fight against the misinformation on social networks [5]. Thus, during their 
break hours, WHO professionals that dealt with COVID-19 used TikTok to post 
educational videos that were focused on raising citizen’s awareness about health care 
[15]. Likewise, TikTok provided reliable information in an exclusive tab for COVID-
19, which included videos from seven accounts from official institutions, becoming 
a window of opportunity to educate about health issues during this pandemic context 
[4]. 

A digital campaign that used the same platform was #edutok, which had an educa-
tional approach and was characterized for encouraging the attendance to workshops
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in six states of India during six months, from October 2019 to March 2021 [24]. Its 
aim was to provide users with live broadcasting tutorials to encourage education and 
learning from home about issues regarding ways to cook, sing, learn mathematics 
or study English, exploring new fields of knowledge, and training. This campaign 
obtained more than 127 trillion views during its exhibition [17]. 

This context allows us to get close to possible educational communication uses and 
strategies on this social network. As Machuca pointed out [15], TikTok is a platform 
where interesting knowledge is shared, where users can learn through their favorite 
TikTokers in an enjoyable way that allows to educate the adolescent population about 
different issues. 

#YoDecidoCuando campaign, at public health level, was among the most high-
lighted TikTok campaigns that went viral in Peru, and it was included as part of this 
research. This campaign was carried out between September 26 and 28, 2020 and 
was launched by the Mayor’s Office of Medellin, Colombia. Yina Rose, who is a 
popular Colombian singer, internationally recognized by young teenagers, starred 
in this campaign. The #YoDecidoCuando campaign was focused on teenagers and 
young people, in order to make them aware of their sexual and reproductive rights. 
Likewise, it invited them to use long-term contraception methods which would allow 
a more conscious planning of their life project. The campaign challenge on TikTok 
social network was to invite users to personalize and dramatize the song that identified 
the campaign. The four videos with more “likes” would be awarded [14]. The video 
reached more than 240 thousand likes, as Yina Rose’s account shows, and it allowed 
spreading the hashtag and song, getting the message out quickly. It is important to 
remark that the campaign on TikTok got the reaction of users of several countries, 
such as Chile, Argentina, and Peru, among others. Although the challenge could 
not be developed in Peru, the video commentaries showed big interest for viewing, 
supporting and disseminating the campaign in the said region. 

Based on this context and on the referred research, this work is focused on the 
health education campaigns on social networks, specifically centered in teenage 
pregnancy prevention campaigns spread throughout Peru. The interest in the Peruvian 
case is because in the last years it has been confirmed that there was no improvement 
in the fall of the teenage pregnancy rate, despite the continuous campaigns, mainly 
boosted by Peru through traditional and digital media. 

In this context, “La decisión es mía” (The decision is mine) Campaign (April 2022) 
was highlighted. It was elaborated for the purpose of empowering teenagers, teachers, 
and parents of Maynas and Yurimaguas, in order to have a proactive attitude toward 
cases of teenage pregnancy. The programs carried out in educational institutions were 
spread on social networks; however, there were only 2828 Facebook followers and 
243 Instagram followers with about ten interactions per post [7]. 

Likewise, the contest for the teenage pregnancy prevention week (October 2021) 
was carried out by the Ica Assistance Network of EsSalud, on TikTok, but without a 
profile. The campaign’s aim pretended to spread and sensitize about the teenagers’ 
health rights in favor of the teenagers’ pregnancy reduction in the country. The 
winning video was posted on the official Facebook account of EsSalud Ica, but only
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obtained 346 likes and 45 congratulation messages for the female student who did 
the video [9]. 

Facing this panorama, in Peru, it is observed that health campaigns using social 
networks have not shown a significant acceptance in their application. The latter is 
evidenced by the low acceptance of the campaigns that were focused on the reduction 
of teenage pregnancy percentages in Peru. In that sense, considering that #YoDeci-
doCuando campaign on TikTok went viral very quickly and had a high acceptance, 
and taking into account this social network tendencies to spread contents virally, due 
to videos’ shortness and motivation to view them frequently [3], identifying how this 
campaign was perceived by the female teenagers aged 16–19 years as an educational 
communication for the teenage pregnancy prevention was set out as an objective. 

28.2 State of the Art 

Social network videos are considered the new ways of communication for teenagers, 
where TikTok has recently become one of the most striking apps for this social group, 
used daily by 90% of its users, as stated by Suárez and García [23]. According to 
Ballesteros [3], short videos can be created, edited, and posted on TikTok, which 
allows its users to actively interact, and beyond the upload of content, it promotes 
challenges where people can participate doing their own version. In accordance with 
Ahlse et al. [2], entertainment is the main motivation for social network users, being 
necessary to delve into the different types of it and then choose the best one that may 
adapt to a campaign. 

In recent years, because of technological progress, social life, for many people, 
revolves around social networks, modifying their way of socialization and boosting 
the emergence of online health communities, which usually pick up and confront the 
people’s experience, as mentioned by Piedra [19]. In that sense, Xiaolin et al. [26] 
add that TikTok, being a community where all can create contents, areas related to 
health information can communicate healthy lifestyle and share knowledge, to the 
extent that users share and interact with posted information. 

In that regard, Becerra and Taype [4] state that a diversity of people and institu-
tions look for information to post on TikTok, showing the challenge faced by health 
institutions while combining users’ expectations on TikTok (humoristic replicable 
short videos) with educational contents for a wider reach. In this sense, Kong et al. 
[13] add that TikTok has drawn attention of healthcare providers, mainly boosted 
by COVID-19 pandemic, where the content posted on app was widely viewed and 
shared, observing that the higher quality contents were those posted by non-profit 
organizations.



414 K. Fernández-Tomanguillo et al.

28.2.1 Teenage Pregnancy 

Teenage pregnancy is pregnancy in a female aged 10–19 years, independent of the 
gynecologic age [25]. There are diverse factors at individual, family, and social 
levels related to this context, which are mainly determined by age, social context, 
belief system, culture, traditions, and socioeconomic status, among others. There-
fore, the study and understanding of this issue involve an integral biopsychosocial 
study that considers, simultaneously, the following elements: teenage, sexuality, and 
reproduction [10]. 

Social networks can be used as a tool for exchange and collaboration with different 
sectors, which will allow generating an ecosystem of participation reached by the 
created posts, considering that people interact and share posts of their liking or 
interest, popularizing some contents [16]. This is because social networks show 
viability to spread content, specifically for young people’s education, promoting an 
adequate practice of sexuality [21]. Thus, [22] add that, in the current context, social 
networks are key to spreading information to pregnant women as well as in the 
preconception period, because they use these in order to be informed. 

28.3 Research Method 

An empirical method was proposed for this research in order to review the percep-
tion of the female young followers of educational communication regarding teenage 
pregnancy prevention, using #YoDecidoCuando campaign on TikTok social network 
and, in this way, to study in more detail the perceptions, motivations, and interactions 
that this campaign generated on interviewees at educational settings on this social 
network. 

Regarding the participants, the sample was made up by women between 16 and 
19 years old because, in accordance with INEI’s figures between 2019 and 2020, 
this age group showed the highest percentage of pregnancies. Moreover, the target 
interviewees were also selected by the type of socioeconomic status they belonged 
to, considering that TikTok is an app mainly used in Smartphone technology and 
that 84% of urban population had Smartphones, from which 97% belonged to the 
higher socioeconomic status [12]. Interviewed residents of Metropolitan Lima from 
the districts of Jesús María, Lince, Pueblo Libre, Magdalena, and San Miguel were 
considered, which according to the APEIM [1] coincide with these social strata. In 
addition, the interviewees had to have knowledge of the #YoDecidoCuando campaign 
and had to follow gynecologists’ accounts on TikTok at least for 6 months. 

#YoDecidoCuando campaign was carried out between September 26 and 28, 
2020 by the Mayor’s Office of Medellin (Colombia). Its aim was to get closer to 
young people in order to make them aware about their sexual and reproductive 
rights and invite them to use long-term contraception methods, which would allow 
a more conscious planning of their life project. The challenge on TikTok invited
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users to personalize and dramatize the song that identified the campaign. The four 
videos with more “likes” would be the winners (Mayor’s Office of Medellin, 2020). 
This campaign was requested by several Latin-American countries, because Yina 
Rose, a singer well-received by young people starred in it. More than 900 comments 
supporting the campaign were viewed and registered between September 26 and 
28, which not only were Colombian but also from other countries. Evidence of 
the latter was mainly shown by the emoji of the country’s flag that accompanied 
their comments or an explicit mention of their home country. In Peru, more than 20 
supportive comments were registered, considering both emoji flags and the mention 
of the home country. 

The structured interview methodology was used to collect the data, in order to 
generate comparisons among the answers. The tool consisted of a guide of thirty-four 
questions that resulted in an interview of about 45 min, which was recorded by audio 
on Google Meet platform (Table 28.1).

28.4 Results and Discussion 

28.4.1 TikTok and TikTokers 

For all the interviewees, TikTok is an entertainment app, easy to use, but, in addition, 
it is also an educational option, because they find contents related to their careers, 
interests and hobbies. As noted by Ballesteros [3], this platform allows interaction 
in an active way and promotes challenges that invite users to share contents. 

Regarding the motivation behind the following of different TikTokers, the inter-
viewees agreed that TikTokers dealt with issues of their interest and spread contents 
empathetically. As mentioned by Diaz [8], TikTokers are people that offer contents 
according to their point of view, knowing that they have earned the trust of a 
community. 

28.4.2 Perception of TikTok in the Areas of Education 
and Health 

About the knowledge of educational and health activities carried out on TikTok, 
all the interviewees said that they know or have watched contents related to these 
issues and comment that this type of campaigns are very useful, dynamic, and easy 
to understand. This is related to the statement of Xiaolin et al. [26], who affirmed that 
being TikTok a community where all create contents, the health area can communi-
cate healthy lifestyles and share knowledge to the extent that users share and interact 
with the posted information.
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Table 28.1 Topics and guiding questions for in-depth interviews 

Topics Semi-structured questions 

TikTok roles 1. What do you think about the social network 
TikTok and the use of it? 
2. What motivations do you consider that make 
TikTok different from other social networks? 
3. What activities do you do more often on 
TikTok? 
4. What do you think about the comments left on 
the videos of the accounts that you follow? 
5. What do you consider to be the added value to a 
video on TikTok to be shared? 

Perception of TikTokers 6. Which TikTokers do you follow and why? 
7. What motivates you to interact and share the 
TikToker’s posts? 

Perception of TikTok in the educational and 
health field 

8. What’s your opinion on the educational and 
health campaigns made on TikTok? 
9. What campaigns of this type do you remember? 
10. Which are the positive and negative aspects 
that you will highlight from them? 
11. What motivations/reactions do you think that 
these campaigns generate? 
12. What do you stand on the TikToker that 
promote educational campaigns and health ones? 

Educational campaigns for the prevention of 
adolescent pregnancy through the TikTok social 
network 

13. Which campaigns do you know about teen 
pregnancy prevention on TikTok? 
14. Which TikTokers (gynecologist) that made 
teen pregnancy prevention campaigns do you 
follow and why? 
15. What’s your opinion on the educational 
campaigns about teen pregnancy prevention on 
TikTok? 
16. What do you consider that generates a teen 
pregnancy prevention campaign on TikTok? 
17. What advantages and disadvantages do you 
consider that exist for this type of campaigns on 
TikTok? 

Case evaluation: #YoDecidoCuando campaign 18. What’s your opinion on the proposal shared 
for the campaign #YoDecidoCuando? 
19. Which people do you consider the message 
about the campaign #YoDecidoCuando it is 
aimed? 
20. Which do you think are the main 
motivations/reactions that will make sharing this 
campaign? 
21. Why will you participate on the challenges 
proposed for the campaign #YoDecidoCuando? 
22. What do you think about the TikToker (singer) 
that starred in this campaign? 
23. Why will you promote the teen pregnancy 
prevention through this campaign?



28 Analysis of #YoDecidoCuando (I Decide When) Campaign on TikTok, … 417

Regarding TikTokers that promote these educational and health campaigns, a 
positive perception is observed from the interviewees. They are considered people 
concerned with issues of social interest, because they use this media app in a proper 
way, they inform and generate a positive influence. Piedra [19] coincides with the 
above mentioned, he establishes that, in recent years, technological progress has 
caused the social life of many people to revolve around social networks, modifying the 
ways they socialize and boosting the emergence of virtual healthcare communities, 
in this case, the TikTokers’ accounts. 

Regarding motivations generated by the use of TikTok in educational and health 
campaigns, the interviewees agreed that there are several motivations. Among the 
most mentioned were the desire to be constantly informed about this issue; to share 
information with whoever needs it and to debate points of view with other platform 
users. Restrepo et al. [20] consider that these aspects stimulate changes in indi-
vidual and societal harmful behaviors, achieving, through the creation of communi-
ties of people with common interests, to favor emotional support, the exchange of 
information, experiences and advice related to self-help. 

28.4.3 TikTok in Educational Campaigns for Teenage 
Pregnancy Prevention 

In relation to the knowledge that interviewees have about campaigns for teenage 
pregnancy prevention on TikTok, most of them mentioned that they viewed or 
searched contents related to the issue on this social network. They mainly mentioned: 
contraceptive methods, apps to control the menstrual cycle and to measure the 
fertility, also, information about health centers where they could obtain contracep-
tives. Related to this Ojeda and Montero [18] stated that there are diverse individual, 
domestic, and social factors, which are associated with teenage pregnancy problem, 
and understanding these involves an integral biopsychosocial study that considers 
simultaneously adolescence, sexuality and reproduction. 

With respect to the following of TikTokers that carry out prevention campaigns, 
most of the interviewees mentioned that they follow gynecologists’ accounts and 
consider them professional TikTokers, passionate about their job, because they 
provide information in a very creative and ludic way. They also mentioned that 
on TikTok they have the opportunity to ask in the comments and obtain answers 
from the specialists, agreeing with Herrera and Campero [11] approach, who state 
that to prevent adolescent pregnancy it is necessary to speak openly about sexuality 
and contraception with teenagers. 

For the interviewees, this type of educational campaigns for teenage pregnancy 
prevention can be carried out on TikTok, due to its wide scope and because it 
is focused on teenagers who are the ones who need this information. The above 
mentioned coincides with Chamba et al. [6], who note that the health sector should



418 K. Fernández-Tomanguillo et al.

adjust to the new social media, in this case to TikTok, developing strategies which 
boost the relationship and interaction with the community. 

28.4.4 #YoDecidoCuando Case 

Regarding the #YoDecidoCuando campaign, all the interviewees mentioned that it is 
a very innovative educational campaign, because it deals with this subject in a creative 
way, without losing the objective of informing on these issues. Some interviewees 
commented that they have never seen a structured campaign such as this one and, 
considering that users are invited to participate, they would like this campaign to be 
replicated throughout Peru. 

When they were asked about the campaign’s target group, a significant part of the 
interviewees answered that the target group would be teenagers (male and female) 
because they need this information. However, another part of the interviewees thought 
that it targets the general public, because the message involves a responsibility that 
should be everyone’s role. Likewise, some interviewees mentioned that this type 
of educational campaign strengthens the women’s voice, who still perceive a macho 
society. Such as Herrera and Campero [11] point, awareness raising campaigns should 
be outlined, where the emphasis is on healthy lifestyles and reproductive health. 

About the motivations to share, #YoDecidoCuando campaign with TikTok’ 
contacts and with other social networks, the interviewees answered that it stimulates 
the desire that more people are informed, think and become aware about this subject. 
Moreover, they added that they had perceived that through this content the neces-
sity to look for more information was encouraged. As noted by Becerra and Taype 
[4], there are diverse people and institutions that provide information on TikTok, 
therefore, it is shown that health institutions on TikTok face a big challenge. 

28.5 Conclusions 

To answer the research question, how #YoDecidoCuando campaign on TikTok was 
perceived by the teenagers between 16 and 19 years old as an educational commu-
nication for teenage pregnancy prevention? It can be observed that the campaign 
on this social network had a positive perception, considering that information was 
presented in a creative and fast way, which generated, as indicated in the interviews, 
a greater impact in memory and the motivation to apply those recommendations. 

The motivations generated by this campaign were mainly related to the encour-
agement oriented to staying informed. This is because the dynamic generated by the 
TikTok platform: the debate occurred in the comment section of the platform, the 
sharing of the video on different social networks, the identification of themselves 
with a social problem from several countries and the possibility to make it visible
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through its emoji flag and spread it by joining the challenge, so other people could 
be aware of the campaign. 

Referred to the tone in the communication of this campaign, the empathic use of 
the language was highlighted. The campaign achieved the attention of young people 
to the prevention of teenage pregnancy, an issue that usually deserves to get more 
attention and understanding. Another achievement was that followers did not feel 
that the information came as an order, but just as a recommendation, which allowed 
reflecting deeply about this issue. 

Finally, about the objective of the campaign, which is teenage pregnancy preven-
tion, it was remarked that it is an issue that is necessary to be spoken about openly 
with teenagers. It is important to provide them with information in a creative and 
ludic way, so that they understand and become aware of the cares that they should 
have and, in this sense, this platform allows users to generate a solid, direct, and 
persuasive communication. 

The main limitation was in the recruitment of the sample, as since it was a very 
personal issue, not many adolescents agreed to be interviewed. 

For future research, it would be recommended to evaluate the new proposals for 
adolescent pregnancy prevention campaigns through social networks at the national 
level, in order to identify the perception of them and thus improve the development 
of communication strategies. 
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Chapter 29 
Social Media Followers: The Role 
of Value Congruence and the Social 
Media Manager 

Concepción Varela-Neira , Zaira Camoiras-Rodríguez , 
and Teresa García Garazo 

Abstract Despite organizational interest in leveraging participation in social media, 
the impact of the social media manager in its success has been neglected in scholarly 
research. Through a moderated mediation process, this research examines the impact 
of value congruence of the social media follower with the brand social media presence 
on his/her willingness to pay premium price, considering the mediating role of the 
social media manager’s perceived authenticity and the moderating role of perceived 
task competence. This study employs data from 327 social media brand followers. 
The results support the model and show that social media followers’ value congru-
ence influences perceptions of social media manager’s authenticity, and eventually 
the followers’ willingness to pay a premium price. Finally, social media managers’ 
perceived task competence enhances the relationship between the value congruence 
and perceived authenticity and between perceived authenticity and willingness to 
pay a premium price. These findings highlight the need for social media managers to 
learn about the values of their target audience before engaging with them and, once 
they have done so, to align the social media messages and content to these values. 
This value congruence will result in superior judgments and behavioral intentions. 

29.1 Introduction 

Hootsuite: The Global State of Digital 2022 [1] shows that 58% of the global popula-
tion in 2021 is an active user of social media, which implies an increase of more than 
10% in the number of users this last year, while the time dedicated to social media
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each day is also rising. This numbers are forcing organizations to progressively inte-
grate social media marketing into their business strategies to stay competitive [2]. 
However, despite the potential returns of an active presence on social media, key 
questions stay unanswered [3]. 

Since most of prior research on social media has investigated how to adapt the 
organization’s marketing mix to this context [4], other relevant topics, such as the role 
and impact of social media managers, have been neglected. This is surprising, as posi-
tions linked to digital marketing are currently the most demanded in marketing and 
expected to increase, with 61% of organizations specifying their interest in recruiting 
these positions [5]. Furthermore, social media managers have role specifies that 
require an individualized study. Social media mangers are involved in defining and 
executing a firm’s brand communication strategy on social media [e.g., 6], for which 
they must rely on their knowledge of the particularities of social media platforms and 
from social media monitoring and analytics [e.g., 7]. Moreover, [8] claim that social 
media managers must articulate employee policies and policing, enlist employees, 
collaborate internally, try technology, detect and deal with crises, build and preserve 
reputation, assess social media campaigns success, and implement programs for 
developing customer relationships. Nevertheless, even though social media managers 
would traditionally be included in the back-office employees’ category [9], they may 
be considered front-office employees, as they have direct contact with customers in 
social media by posting material and replying to followers’ comments and queries. 
Social media managers have an important boundary-spanning role, as they must build 
community, engage internal and external audiences, develop customer relationships, 
and build and preserve brand reputation through their interactions in social media [7]. 
Still, social media managers have larger role in the organizational setting that differ-
entiates them from conventional customer-contact front-office employees. Given that 
brand attitude and loyalty depend on all distinct areas of a customer’s interaction with 
the brand [10], this investigation contributes to fill this gap by studying the social 
media managers’ impact on the behavioral intentions of the social media followers. 

As “being authentic” is a fundamental characteristic of social media content, the 
perceived authenticity of an organization’s social voice is a key measure of a social 
media managers’ success [6]. In other words, since social media managers personify 
the organization’s social media voice, they need to transmit authenticity to their social 
media audiences to get them to commit. Hence, this study examines the antecedents 
and consequences of the followers’ perceptions of authenticity of the social media 
manager. Especially, this study analyses the impact of value congruence of the social 
media follower with the brand social media presence on their perception of the social 
media manager’s authenticity and the effect of this perception on their willingness to 
pay premium price. In doing so, we consider the mediating effect of the social media 
managers’ authenticity as well as the moderating effect of their task competence. 
The moderated mediation model proposed in this study makes several contributions 
to knowledge. 

First, this work differs from previous research on social media in that it examines 
the impact of social media managers, specifically the customers’ perception of the 
social media manager’s authenticity and task competence, on social media followers’
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behavioral intentions, whereas prior studies have centered on the effect of social 
media content or strategies on brand perceptions [e.g., 11, 12] and on customer 
behavior and/or firm performance [e.g., 13–15]. 

Second, this research adds to the literature as it focuses on customers’ perceptions 
of authenticity, which have received little attention [16]. This is surprising since 
observers’ responses are influenced by the authenticity inferred from the one observed 
[17, 18]. Still, whether its outcomes may be positive or negative is yet unknown, and 
consequently, there have been calls for research to study purchase behaviors on 
models of authenticity in a frontline context [16]. 

Moreover, to our knowledge, this is the first study to consider the moderating effect 
of task competence perception on the relationship between employee authenticity and 
willingness to pay a premium price for the brand. Since the relevance of authenticity 
may differ across consumers [19, 20], there is a need to investigate moderating effects 
in the relationship between authenticity and its outcomes. Lately, social cognition 
has been drawing attention as a crucial factor explaining consumers’ responses [21, 
22]. However, the competence dimension of social cognition in technology-based 
service interactions has only just started to be noticed [23–25]. 

Finally, as far as the authors know, the antecedents of customers’ perceptions of 
social media manager authenticity have not been examined. This research centers on 
value congruence of the social media follower with the brand social media pres-
ence, since “advertising is probably the most visible, recognizable, and memo-
rable element of organizational communication” [26, p. 5], and it innately sends 
messages about the brand and organization values that impact the consumer’s percep-
tions [27]. However, prior investigations on value congruence have mainly focused 
on employee-organization relations [28–31], whereas only a limited number of 
studies have centered on consumer-brand relations and the organization’s external 
communication [32, 33]. 

29.2 Research Background and Hypotheses 

29.2.1 The Social Media Manager’s Perceived Authenticity 

Perceived authenticity differs in its operation when it refers to brands [e.g., 19, 20, 34, 
35] compared to individuals [e.g., 36–40]. The current study focuses on customer 
perceptions of the social media manager’s authenticity, where authenticity refers 
to when people behave according to their own words and internal values [41–44]. 
Consistent with this, the social media manager’s perceived authenticity is defined as 
the degree to which a follower perceives that the social media manager is genuine 
and is acting without pretense as his/her own person [45, 46]. 

Although previous marketing literature has mainly studied brand authenticity 
[e.g., 19, 47, 48], the perceived authenticity of boundary-spanning employees is a
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key aspect to be investigated [49], as it has a relevant role in crafting the customer 
experience and shaping brand perceptions [50, 51]. 

Since these employees must behave professionally, which may mean, in authen-
tically, due to the profit motivations [e.g., 51, 52], when customers perceive that 
they are being authentic, portraying their “true” self in the interaction, they do not 
come across as being in a “selling” mode [53]. Thus, when followers perceive that 
the social media manager is authentic with them, they feel that he/she has a sincere 
interest in them as individuals and believe that he/she is sincerely willing to help, 
which would result in greater levels of followers’ confidence toward the service [16, 
54]. In addition to its impact on the followers’ confidence, perceptions of authenticity 
would also trigger feelings of social benefit, where followers believe that the social 
media manager, and by extension the brand, desires a more personal and meaningful 
relationship, where their value is recognized beyond the dollar return [54, 55]. These 
beliefs would lead to customer loyalty [56]. Thus, 

H1: The perception of the social media manager’s authenticity is positively related 
to the willingness of the brand’s follower on social media to pay a premium price. 

29.2.2 The Follower’s Value Congruence 

Rokeach [57] described values as “enduring beliefs that a specific mode of conduct 
is personally or socially preferable to an opposite or converse mode of conduct or 
end state of existence” (p. 5). Values are moral compasses that show individuals what 
they should do or not do, guiding their attitudes and decisions in various contexts 
[58–60]. As a result, values and value congruence are central topics in organizational 
research [61–63]. 

Ad value congruence refers to the similarity between personal values and values 
highlighted in an ad [64]. Given that an ad or message is full of implicit or inferred 
values, it conveys information (even at a distance) about the moral positions of the 
person responsible for this message [65]. Thus, the interaction with social media 
managers through messages and social information processing helps followers gain 
an understanding of the manager and by extension the brand’s values, and they will 
compare these values with their self-relevant values. 

When followers hold similar values to those portrayed in social media by the 
social media manager, this value congruence will enable a better understanding and 
smoother communication [66, 67] due to comparable cognitive schemas [66, 68]. 
As such, ambiguity and the likelihood of interpersonal frictions can be avoided [69, 
70], and high-quality interpersonal relationships can be gradually developed [71]. 
Furthermore, research on self-affirmation [72] and self-justification [73] suggests 
that when a person makes a positive assessment of the group with which he/she 
identifies, a positive view of the self is reinforced. Consequently, similarity in values 
would give rise to positive sentiments and liking, promoting positive perceptions 
of the other party [74], including attributions of competence and benevolence [75],
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whereas dissimilarity could lead to negative emotions [76]. Therefore, we expect 
value congruence to lead to a more positive perception of the social media manager, 
in particular, an enhanced perception of his/her authenticity. Moreover, customers 
are likely to use brands that show a higher congruence with their personal values 
[77, 78]. This is in line with previous research on value congruence that links this 
construct to several positive outcomes, such as satisfaction, affective commitment, 
trust, and high-quality exchange relationships [32, 71]. Thus, 

H2: The social follower’s value congruence is positively related to (a) the perception 
of the social media manager’s authenticity and (b) willingness to pay premium price. 

29.2.3 The Social Media Manager’s Task Competence 

Knowledge of how customers perceive front-office employee performance is crucial 
[25], since, according to social cognitive theory, the perceived capabilities of parties 
in an interdependent relationship matter [79, 80]. Similarly, marketing literature has 
argued that when customers believe employees to be able and competent to solve 
problems, they are more satisfied [81]. However, when it comes to judging others, 
in particular when customers evaluate employees, they usually do not analyze their 
idiosyncratic merits and flaws but make general judgments regarding their ability to 
identify and meet their needs and their capacity to understand them [82]. 

Consequently, a type of competence acquires special relevance in employee-
customer relationships: task competence, which refers to the employee’s knowledge, 
ability, and concern to fulfill a task based on expertise about the customers’ needs, and 
it entangles the delivery of a correct core service [83–86]. While definitions differ, 
competence judgments involve confidence, effectiveness, intelligence, capability, 
skillfulness, and competitiveness [e.g., 87–90]. Despite previous research mainly 
having studied customers evaluations of competence in traditional service encoun-
ters [91, 92], it has been suggested that competence can also be assessed in the 
online service context [25]. Due to the multifaceted nature of social media manage-
ment responses, different sets of cues in the service encounter and communication 
could prompt followers’ perceptions of task competence [93, 94]. Consequently, this 
study considers task competence from an observer’s perspective, in other words, it 
focuses on the task competence attributed to the social media manager due to the 
cues embedded in his/her social media responses, and examines its moderating role 
on the previously argued relationships. 

According to the resource-based view, personnel-based resources comprise tech-
nical know-how and other skills and assets, such as employee training and loyalty 
[95, 96]. Task competence and employee authenticity can therefore be considered 
personnel-based resources. At the same time, intangible resources include aspects 
such as reputation and brand image [97, 98]. Customer relationships are also viewed 
as an important firm resource [99], since “the potential exists for any organization 
to develop intimate relations with customers to the point that they may be relatively
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rare and difficult for rivals to replicate” [100, p. 779]. The same can be said about 
consumers perceiving value congruence with the organization. 

According to the economic theory of complementarities, resource combinations 
have a super-additive value where complementary resources are mutually supportive 
and their joint adoption results in greater returns than the sum of their individual 
returns [101]. The complementarity concept can be applied to the case of the 
customer’s value congruence and the employee’s perceived task competence and 
authenticity. During the social media experience process, the task competence of the 
social media manager reinforces the value congruence of the social media message 
in aiding the organization to generate a favorable attitude in the customer and, at 
the same time, bolsters the impact of the social media manager authenticity on 
the behavioral intentions of the customer. For example, higher levels of the social 
media manager task competence involve a more skillful handling of the internal 
tasks required for a successful social media management as well as a better provi-
sion of product or service-specific information to support followers’ interactions. 
In addition, task competence plays an important role in several stages of problem 
resolution, one of the main chores of social media managers. These improvements 
in the social media manager’s performance will color and help strengthen the impact 
of a congruence of values between the social media message and the follower on the 
follower’s attitudes. Moreover, in line with [54] findings that customers’ perceptions 
of employee authenticity interact with customer judgments to affect customer loyalty, 
we argue that when followers judge social media managers as more competent and 
authentic, their willingness to pay premium price for the brand is accentuated. Thus, 

H3: The perception of the social media manager’s task competence moderates the 
effect of the follower’s value congruence on the perception of the social media 
manager’s authenticity. 

H4: The perception of the social media manager’s task competence moderates the 
effect of the perception of the social media manager’s authenticity on the willingness 
to pay a premium price of the brand’s follower on social media. 

29.3 Methodology 

29.3.1 Sample 

To test the research hypotheses, this study involved 327 social media brand followers. 
Regarding the social media brand page’s profile, 26.9% were following the brand on 
Facebook, 61.8% on Instagram, 7% on Twitter, 2.8% on LinkedIn, 1% on YouTube, 
and 0.3% on Google. Regarding the social media followers’ characteristics, 54% 
were women, with an average age of 37.35 years (SD = 10.33), an average seniority 
as follower of the firm on social media of 4.96 years (SD = 4.35), and an average 
interaction frequency of around once per month.
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29.3.2 Measures 

The constructs considered in this study were measured using Likert scales adapted 
from previous investigations. Willingness to pay premium price was measured using 
a scale adopted from [12]. The measure for social media manager authenticity was 
adapted from [16]. Value congruence was measured based on [64], and for task 
competence, we relied on [102]. Two control variables were included in the model: 
the follower’s age (the natural logarithm of age) and gender (0 = male, 1 = female). 
The results from confirmatory factor analysis, descriptive statistics, and correlations 
are provided in Tables 29.1 and 29.2. 

Regarding reliability, all constructs manifest a composite reliability (CR) and 
average variance extracted (AVE) greater than the recommended threshold values of 
0.7 and 0.5, respectively [103]. Moreover, Cronbach alphas exceed the 70 cut-off. 
Convergent validity is supported as all standardized coefficients are significant and 
greater than 0.5. Discriminant validity is also supported among the follower-related 
constructs as correlations among all variables show confidence intervals that do not 
include the unit value, and their squared value does not exceed the corresponding 
AVE. This provides evidence of the validity and reliability of the measurement 
instrument [104].

Table 29.1 Measurement scales and properties 

Constructs 

Willingness to pay premium price (α = 0.88; CR = 0.89; AVE = 0.72). Adapted from: [12] 

The price of this brand would have to increase quite a bit before I would switch to another brand 
I am willing to pay a higher price for this brand than for other brands 
I am willing to pay a lot more for this brand than for other brands 

Value congruence (α = 0.90; CR = 0.90; AVE = 0.75). Adapted from: [64] 

I’m proud of the values expressed in this Brand social media community 
The values featured in this Brand social media community are similar to my own values 
The organizational values implied by the contents of this Brand social media community are the 
values and beliefs we should be highlighting 

Social media manager authenticity (α = 0.86; CR = 0.90; AVE = 0.82). Adapted from: [16] 

The social media manager seems phony or fake (r) 
The social media manager says things that make it seem true thoughts are not being expressed (r) 

Task competence (α = 0.91; CR = 0.91; AVE = 0.67). Adapted from: [102] 

The social media manager is very capable 
The social media manager is efficient 
The social media manager is organized 
The social media manager performed as expected 
The social media manager meets followers needs 

Note CR = Composite reliability; AVE = Average variance extracted; α = Cronbach alpha 
coefficient
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Table 29.2 Descriptive statistics and correlations 

Obs Mean S.D. Min Max 1 2 3 

1. Task competence 327 6.04 1.05 1 7 

2. Willingness to pay 
premium price 

327 3.69 1.72 1 7 0.271** 

3. Value congruence 327 4.85 1.29 1 7 0.546** 0.616** 

4. Social media manager 
authenticity 

327 4.50 2.04 5 7 −0.042 0.356** 0.244** 

**p < 0.01; *p < 0.05

29.4 Results 

Our research model implies a moderated mediation process [105, 106]. To simplify 
the model, we replaced the constructs by the average score of the indicators. More-
over, we mean centered the variables involved in the interaction terms. Finally, to 
assess the proposed moderated mediation process, we carried out path analysis using 
Stata 14.0. 

The results reported in Table 29.3 reveal that the relationship between social 
media manager authenticity and willingness to pay a premium price is positive and 
significant (b = 0.15, p < 0.01). The results also show that value congruence has a 
positive and significant direct relationship with social media manager authenticity (b 
= 0.58, p < 0.01) and willingness to pay a premium price (b = 0.76, p < 0.01). The 
findings also reveal that the interaction between social media manager authenticity 
and task competence has a positive and significant relationship with willingness to 
pay a premium price (b = 0.09, p < 0.05). These results indicate that social media 
manager authenticity has a stronger positive relationship with willingness to pay a 
premium price for higher levels of task competence. Finally, the results reveal that task 
competence also strengthens the positive relationship between value congruence and 
social media manager authenticity (b = 0.16, p < 0.01). We plotted these interactions 
in Figs. 29.1 and 29.2 following the process proposed by [107].

However, to establish a moderated mediation process, the strength of the medi-
ation via social media manager authenticity must vary across different levels of the 
moderator. Consequently, to further assess the moderated mediation, we calculated 
the significance of the indirect relationship between value congruence and willing-
ness to pay premium price via social media manager authenticity for social media 
managers with low/moderate/high task competence (see Table 29.4). The results 
reveal that value congruence is positively and indirectly related to willingness to 
pay premium price via social media manager authenticity when the social media 
manager’s task competence is high or moderate but not when it is low. Moreover, 
the results also reveal that the positive indirect relationship between value congru-
ence and willingness to pay premium price via social media manager authenticity is 
greater for customers who perceive greater task competence from the social media
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Table 29.3 Path analysis 
results 

Willingness to pay premium price 

Variables Model 1 Model 2 Model 3 

Ln_age −0.906** −0.781** −0.533* 

Gender 0.028 0.002 −0.110 

Manager 
authenticity 
(MA) 

0.150** 

Value 
congruence 
(VC) 

0.860** 0.766** 

Task 
competence 
(TC) 

−0.094 −0.059 

VC × TC 0.016 

MA × TC 0.092* 

Social media manager authenticity 

Ln_age −1.576** −1.324** −1.275** 

Gender 0.468* 0.489* 0.458* 

Value 
congruence 
(VC) 

560** 0.580** 

Task 
competence 
(TC) 

−0.424** −0.112 

VC × TC 0.158** 

Log likelihood −1604.224 −2454.236 −3695.198 

Coefficient of 
determination 

0.089 0.475 0.475 

CFI 0.415 0.924 0.971 

SRMR 0.101 0.037 0.022 

**p < 0.01; *p < 0.05

manager. Therefore, this positive indirect relationship is stronger the greater the task 
competence.

29.5 Discussion 

Nowadays, to stay competitive, organizations have to include social media marketing 
into their business strategy [2]. However, there are still key questions that remain 
unanswered regarding what organizations must do to successfully engage in social 
media [3]. This investigation contributed to the literature in social media marketing
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Fig. 29.1 Interaction 
between value congruence 
and task competence 

Fig. 29.2 Interaction 
between social media 
manager authenticity and 
task competence

Table 29.4 Indirect effects on willingness to pay a premium price via social media manager’s 
authenticity 

Effect Task competence Coef SE LLCI ULCI 

Value congruence Low (−1 SD) 0.022 0.034 −0.037 0.100 

Moderate (Mean) 0.087** 0.033 0.035 0.170 

High (+1 SD) 0.184** 0.069 0.075 0.342 

**p < 0.01; *p < 0.05

by examining the impact of social media managers on the willingness of social media 
followers to pay a premium price. To do so, it analyzed the mediating role of the 
social media manager perceived authenticity in the relation between the social media
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follower congruence in values with the social media brand page and his/her willing-
ness to pay a premium price, and the enhancing role of the social media manager 
perceived task competence in the proposed relationships. The results obtained offer 
wide support to our model and make several contributions to the literature. 

First, the findings showed that the fit between the values of the social media 
follower and those presented in the social media brand page gives rise to positive 
judgments and behavioral intentions on the social media follower. Therefore, we add 
to the literature on value congruence by supporting the relevance of this construct 
in consumer-organization relationships in a social media environment, and to the 
literature on social media by suggesting that, to achieve positive outcomes through 
these media, it is key to post messages and content with matching values to those of 
the target audience. 

Second, the results revealed the importance of the social media manager role. 
The social media manager’s skills and abilities, conveying to brand page followers 
authenticity and competence, have a significant impact on their willingness to pay a 
premium price. As far as we are aware, this is one of the first investigations to analyze 
the influence of organizational determinants on social media followers. However, our 
findings imply that scholarly research should fix this gap and devote attention to the 
characteristics of the social media managers, as they seem to drive important and 
positive outcomes. Moreover, the results also support the need to understand the social 
media followers’ beliefs regarding the social media manager, in particular, his/her 
task competence and authenticity. Surprisingly, there are a lack of investigations on 
judgments of other’s competence as well as on perceptions of employee’s authenticity 
in a technology driven environment, such as social media. 

29.5.1 Managerial Implications 

Consumers want to engage with authentic voices in social media. When this happens, 
it drives consumers to be willing to pay a premium price for the brand with which 
they interact in social media. This investigation helps managers understand how 
to prompt perceptions of authenticity in a social media context as well as how to 
enhance the effect of these perceptions. The results indicate that value congruence 
between the consumer and the brand fuels perceptions of social media manager’s 
authenticity and the willingness to pay a premium price. Accordingly, social media 
managers must carefully analyze the conversations taking place on each platform 
that the organization intends to use to understand its target audience and their values. 
In other words, they must get to know the target audience and their values before 
engaging with them. Afterwards, messages in social media must be designed to 
imply values that properly align with those of the target audience, and the content 
to be communicated must also take into consideration the target audience values. 
Moreover, the positive effects of value congruence and authenticity are enhanced 
when consumers perceive that the social media manager is competent and efficient 
in the task. This suggests that supervisors should hire social media managers who
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have deep understanding of the social media environment, with experience and/or 
training in the field. 

29.5.2 Limitations and Future Research 

Finally, we need to present both the limitations of the research as well as the oppor-
tunities for future research. First, this is a cross-sectional study, as a result, causality 
cannot be established. Moreover, all measures in this study were reported by the 
social media follower, which may result in common method variance. On the other 
hand, there are several possibilities regarding future research. First, to analyze the 
impact of another key competence: the social competence of social media managers. 
Second, to compare the model between different services, social media platforms, 
and social media motivations. Lastly, to study which cues in a social media context 
result in beliefs of task competence. 
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Chapter 30 
Hybrid Entrepreneurship: A Systematic 
Review 
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and António J. G. Fernandes 

Abstract This study intends to be a further contribution to the growing academic 
research on hybrid entrepreneurship. Therefore, the main objective of this study was 
to investigate the current status of hybrid entrepreneurship. In order to achieve this 
objective, a computer-assisted bibliographic search was performed on 28 July 2022. 
This search included all publications in the scientific areas of Business, Manage-
ment and Accounting and documents of the “Article” type, available in the Scopus 
and Web of Science (WoS) databases. The search was based on the words “hybrid 
entrepreneurship”. The articles that include groups of individuals who combine busi-
ness activities with salaried work were considered. Subsequently, for each article, it 
was collected information about authorship and publication date, country where the 
study took place, type of study, sample size, methods, objectives of the study and 
findings. Twenty articles were selected. The publications aimed to explore the reasons 
that lead individuals to be hybrid entrepreneurs, the influence of passion around this 
career, the uncertainty associated with salaried work, the conflict of roles between 
salaried work and hybrid entrepreneurship, the factors that promote or hamper the
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transition to hybrid entrepreneurship and/or full-time entrepreneurship, the risk atti-
tudes of hybrid entrepreneurs, the methods of entry into hybrid entrepreneurship and 
the identification of determinants for hybrid entrepreneurship and its effects. 

30.1 Introduction 

The phenomenon of hybrid entrepreneurship, although emerging, has aroused 
increasing academic interest in recent years [1] given its growth [2] as a result 
of greater flexibility in the labour market and professional careers [3, 4]. Hybrid 
entrepreneurs already represent a considerable portion of all entrepreneurial activity 
[5]. Recent empirical studies have revealed that more than 50% of nascent 
entrepreneurs, for example in the USA, started their businesses while they were 
employed [6]. The hybrid entrepreneurship, that is, the process of starting a business 
while maintaining a job in an existing organization (salaried work), is an increasingly 
common career transition path [7, 8]. Hybrid entrepreneurs are important to society 
due to the dynamics generated in the labour market. Its existence reflects changes 
in market conditions and shows that more and more individuals decide to work in 
atypical forms of employment and create part-time [9] or temporary jobs [3, 4] or part-
time business [10, 11] or second job entrepreneurship [12]. Considered a portfolio of 
real options in entrepreneurship and paid employment [13], the literature states that 
uncertainty in entrepreneurship shapes the individual’s decision regarding hybrid 
entry into entrepreneurship or entry into entrepreneurship in full-time [13]. Further-
more, research suggests that the risk and uncertainty associated with entrepreneurial 
activity impede entry and contribute to high failure rates for new businesses. In this 
context, as a way to reduce risk and uncertainty, hybrid entrepreneurship can be 
considered as a means for the entry and survival of the entrepreneur as it allows the 
realization of his entrepreneurial potential while he is financially and socially guaran-
teed by an employer [14]. The survival advantage is driven by the learning effect that 
occurs during hybrid entrepreneurship providing higher levels of enrichment for the 
entrepreneur as a result of salaried work [14]. Furthermore, entrepreneurial persis-
tence, considered a key factor for the success of hybrid entrepreneurs [15], is higher 
in individuals with previous experience, as a result of greater entrepreneurial self-
efficacy. The probability of becoming autonomous is higher when entrepreneurial 
self-efficacy is higher and more balanced [16]. In this context, when individuals 
choose to become full-time entrepreneurs, they tend to register high growth and 
success rates [17]. The reduction of risk in the transition to full-time entrepreneur-
ship, the increase in income and the possibility for individuals to engage in activities 
they really enjoy are the economic and social benefits often associated with this type 
of entrepreneurship [17]. 

The labour market, currently characterized by uncertainty and volubility, has great 
and opportune emotional, social and economic challenges. An example of this was the 
recent pandemic crisis experienced around the world, which triggered the adaptation 
and/or the creation of new business to compensate the loss of income or lack of
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employment. In the pandemic context, digital transactions and digital marketing 
became prominent and the opportunity was not wasted, especially by those who, long 
time ago, wanted to have their own business without, however, for reasons of security 
and financial comfort, no longer having a salaried work. So, the main objective of this 
study was to investigate the current status of hybrid entrepreneurship based on the 
Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) 
statement. 

This article is organized into four sections. In the first section, the literature review 
is organized, the objective is presented, the methodology used is briefly described 
and the structure of the article is presented. The second section describes with more 
detail the methodology used. The third section presents the results including detailed 
content analysis. Finally, the fourth and last section presents the main conclusions, 
suggests guidelines for future research and points out the limitations of the research. 

30.2 Methods 

A systematic literature review was carried out, which enabled data collection and 
subsequent analysis. For this, some criteria were defined that allow the collection 
of data in a reliable and replicable way [18], making the literature review process 
scientific and transparent [19]. The present systematic literature review was based 
on the PRISMA statement [20]. In this context, the Scopus and WoS databases were 
screened (Fig. 30.1).

The search was performed in 28 July 28 2022, using the keywords “hybrid 
entrepreneurship”. A total of 76 documents were found (Fig. 30.1). Subsequently, 
the search was limited to the “Business, Management and Accounting” study area, 
in Scopus (38 articles), and to the “Business” and “Management” areas, in WoS (32 
articles). 

Later, 70 documents were screened taking into account the “Article” document 
type having been accounted 60 articles published (31 in Scopus and 29 in WoS) 
to date. Of these, 18 articles were removed because they were duplicated in both 
databases. Therefore, 42 articles were taken into consideration for reading and 
analysis. 

Finally, the entire text was selected, in order to verify the relevance of publications 
for this research, considering the following criterion: studies that include groups of 
individuals who combine business activities with salaried work according to the defi-
nition proposed [17]. For each article, it was collected information about authorship 
and publication date, place (country) where the research took place, type of study, 
sample size, methodology used, objectives of the study and findings, totalling twenty 
articles.



442 M. I. B. Ribeiro et al.

Records identified through 
databases Scopus and WoS 

searching 
(n = 76) 

Records screened 
(n = 60) 

Number of articles after applying 
the inclusion criteria (groups of 

part-time entrepreneurs who 
have a primary livelihood) 

(n = 20) 

Duplicate articles excluded: 
(n = 18) 

Quantitative Studies: 
(1) Cross – section study (n = 12) 

(2) Longitudinal Study (n = 8) 

Records excluded: no 
publications of Business and 
Accounting subject area (n = 

6) and no Article (n = 10) 

Records after duplicates 
removed (n = 42) 

Number of publication 
excluded by reading full-text 

(n = 22) 

Fig. 30.1 PRISMA flow diagram of data collection process and analysis

30.3 Results and Discussion 

Table 30.1 presents all the included publications by ascending order of publica-
tion date. The table also contains information about authorship, type of study, 
country where the research was developed, sample size, objectives and contribu-
tions. The selected studies were developed in America (USA, Mexico, Canada), 
Europe (Sweden, UK, Poland, France, Denmark, Germany, Finland) and Africa 
(Nigeria, Ghana). There is, also, a study that involved 30 European Union coun-
tries allowing a broader view of this subject (Austria, Belgium, Bulgaria, Switzer-
land, Cyprus, Czech Republic, Germany, Denmark, Estonia, Spain, Finland, France, 
Greece, Croatia, Hungary, Ireland, Iceland, Italy, Lithuania, Luxembourg, Latvia, 
Malta, Netherlands, Norway, Poland, Portugal, Romania, Sweden, Slovenia, UK) 
[21].

As can be seen in Table 30.1, all studies are quantitative, predominantly of the 
cross-sectional type (60%), with most of them being developed on the European
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continent (65%), with Sweden standing out as the country where the most studies 
were carried out. performed and published (25%). Although, in 2022, only the first 
7 months were considered for analysis, this already stands out as the year with the 
highest number of published articles (6 out of 20). From 2010 to date, there has been 
an average annual growth of 16.1% in the number of published articles (Fig. 30.2). 

The publications included in this systematic literature review aimed to explore the 
reasons (self-actualization, independence, financial stability, recognition, psycholog-
ical well-being, better performance) that lead individuals to be hybrid entrepreneurs 
[2, 5, 15, 17, 25], the passion surrounding this career [1, 24], the uncertainty asso-
ciated with salaried work [13, 28], the role conflict between salaried work and 
hybrid entrepreneurship [29], the transition to hybrid entrepreneurship and/or full-
time entrepreneurship (factors that favour or hinder the transition) [6, 17, 22, 23], 
risk attitudes of hybrid entrepreneurs [14], entry modes into hybrid entrepreneur-
ship [26, 27] and the determinants of hybrid entrepreneurship as well as its effects 
(age, gender, rural environment, level of self-efficacy, level of entrepreneurial persis-
tence, academic training, professional experience, opportunity cost, public policies) 
[8, 9, 15, 16, 21, 22, 26]. 

In the overwhelming majority of articles, the authors conclude that the group 
of hybrid entrepreneurs is different from the group of full-time entrepreneurs due 
to its heterogeneity and, as such, highlight the need to do more research to better 
understand their specificities [2, 3, 9, 16, 17, 21]. 

30.4 Conclusion 

This research aimed to investigate the current status of hybrid entrepreneurship based 
on the PRISMA statement. So, a bibliographic search which included all publications 
in the scientific areas of Business, Management and Accounting and documents of 
the “Article” type, available in the Scopus and WoS databases was carried out, having 
been selected twenty articles.
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These publications explore the reasons that lead individuals to be hybrid 
entrepreneurs, the influence of passion around this career, the uncertainty associ-
ated with salaried work, the conflict of roles between salaried work and hybrid 
entrepreneurship, the factors that promote or hamper the transition to hybrid 
entrepreneurship and/or full-time entrepreneurship, the risk attitudes of hybrid 
entrepreneurs, the modes of entry into hybrid entrepreneurship and the identification 
of determinants for hybrid entrepreneurship and its effects. 

Some limitations can be pointed out to this investigation, namely publications from 
other databases, in addition to Scopus and WoS, publications from other scientific 
areas in addition to the Business, Management and Accounting areas and others 
beyond the “article” document type were excluded. Also, the employer perspective 
is poorly researched in studies on hybrid entrepreneurship. So, this should be the 
object of future research. 
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Chapter 31 
Impact of Mobile Apps on Building 
Customer Relationships and Financial 
Support for the Football Club: Findings 
from Ruch Chorzów 

Michał Szołtysik and Artur Strzelecki 

Abstract Mobile applications have allowed football clubs to conduct marketing and 
sales activities. The purpose of this paper is to present the mobile application as a tool 
that allows for building lasting relationships between the football club and its fans, 
which translates into an increase in sales of the services and products offered, using 
the example of football club in Poland. Building relationships with fans is part of the 
process of running a sports club, and social media is the most popular mass medium 
that makes this possible. An attempt was made to show how they are used for these 
purposes by Polish football club. An example of a mobile app that directly impacts 
increasing the revenues of a football club and simultaneously allows building lasting 
relationships with fans is presented. Based on the research, attention was paid to how 
the mobile app increased the company’s revenue. 

31.1 Introduction 

On social media, company profiles are no longer owned or set up not only by large 
corporations and well-established companies but also by local, stationary businesses 
that realize that the digitization of society is becoming a reality. To reach a wide range 
of people, they need to switch from the traditional form of advertising in the form 
of banner ads or advertising in traditional media to an active life in social media [1]. 
With easy and quick access to various sources of information, customers can choose 
the most favorable offers, so one of the key elements of doing business is a marketing 
strategy to encourage potential buyers of the product to take advantage of just their 
offer [2]. It is difficult, but it can be accomplished with the right marketing strategy. 
Building relationships with customers, or potential customers, is an integral part of 
running any business, which can translate into increased interest in the company,
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and ultimately increased sales resulting from attracting new customers [3]. Social 
media is a tool that, among other things, allows you to save financial resources while 
building lasting ties with the audience [4]. 

31.2 The Ruch Chorzów Mobile App 

The Ruch Chorzów app was created in cooperation between the club and the Fan 
Foundation. It is available on the App Store and Google Play, so anyone using 
Android or iOS software can download it to their mobile device. According to the 
club’s owners, the app is just an add-on that will help increase the club’s budget 
revenue, so the club can afford expenses that would not be possible without fan 
support. What’s important about the app is that users don’t incur additional costs and 
don’t have to donate their money directly. The main idea behind the app is that each 
person using it through their daily purchases, which they made before the app came 
out, supports the club [5]. 

The application has more than a dozen powerful modules that, when combined, 
provide various communication opportunities for the users and allow the club to 
improve its financial situation. Thus, it has become both a social media and a 
purchasing tool. The Ruch Chorzów application consists of modules like news, 
galleries, videos, schedule, table, team staff, and match reports. In one place, all 
users of the application can find all the necessary information on the functioning of 
the company and the course of football matches. In addition, the application devel-
opers decided to provide a board and a messenger through which all club supporters 
can exchange observations about the activities and post various information. The 
club’s representatives are trying to build a relationship with fans and often interact 
with them by posting posts, surveys, and encouraging activities. 

A key module of the app is the financial module. All app users can support 
the club financially through daily purchases without spending extra money. Such 
purchases are possible in two ways, both in stationary form and through online 
stores. To financially support the club by shopping stationery at local places, it is 
necessary to declare a payment card in the app. The club has created a network of 
local partner points that have decided to join the campaign. By paying at them with 
the payment card registered in the app, part of the money from the transaction goes 
directly to the club’s account. Each partner point voluntarily decides what percentage 
of the purchases it shares with the club. As part of the business cooperation, the 
Ruch Chorzów club offers its partners advertising and promoting the local place 
among fans. The whole system is also based on partnership with payment terminal 
operators, so the owner of the partner point does not have to transfer the pledged 
money manually, but everything happens automatically. Online shopping is a bit 
simpler, as a user wishing to make a purchase and at the same time allocate a portion 
of the expenses to the club only needs to go through the application to the store 
website where the user intends to buy something.
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The most important principle of the application’s financial module is its trans-
parency. The user is informed before starting shopping that the percentage of the 
transaction made in the store will go to the club’s account. A user can check the 
number of transactions he has already made, for what amounts, and how many of 
these purchases were transferred to the club. The money that goes to the club’s 
account is always allocated to a specified purpose, visible to all app users. They 
can see how much has been collected and how much money is missing to complete 
the goal. The app also included an auction module, where users can bid on unique 
memorabilia and ventures put up by the club. 

Many football clubs choose to develop proprietary mobile apps for the company’s 
customers and business partners [6]. Ruch Chorzów app is different. It is the case of a 
tool through which the customers of the company, being at the same time customers 
of other companies or stores without changing their lifestyles, support the club with 
real money. Such a tool improves communication between the enterprise and the 
audience and allows for building relationships, but often beyond that, it does not 
give direct revenues to the budget [7]. 

An example of such a solution is the Ruch Chorzów app. The app was created and 
presented at a press conference for the media and other business partners at the end 
of 2019, and from the first days of its release, it had a considerable interest. Within 
the first days after the release, the app developers could receive good results, as the 
app was downloaded more than 7500 times, and as many as 2600 people registered 
their payment cards. 

Figure 31.1 shows an app menu allowing users to select the module they want 
to use. The Ruch Chorzów application functions as a social medium, a messenger, 
a place to exchange information, and a financial function that allows purchasing 
transactions and supporting the club.

31.2.1 Incomes to the Club 

Entrepreneurs want to build relationships with their customers on a fair basis, so it 
was decided to create a fully transparent module so that all users have a full view 
of the funds credited to the club’s account through their transactions. This solution 
lets the user know how much more money needs to be raised, over what period, and 
what it will be spent on. 

For the money to be credited to the company’s account, the user must make a 
purchase at a stationary store of a partner point. A list of such places can be found 
in the app. Geolocation helps the user to reach such a store. The only condition for 
a percentage of the money from such a transaction to go to the enterprise’s account 
is that the purchase must be made through the app. 

Using the financial module in the application, the user can select any store on 
the list of online stores. Once selected, using the application, the store’s page is 
automatically opened, and the user only has to select the goods he is interested in 
and make a transaction. Before starting such a purchase, the user can see what amount



462 M. Szołtysik and A. Strzelecki

Fig. 31.1 Menu of the Ruch 
Chorzów application

or percentage of the transaction will go to the club’s account. After finalizing such a 
transaction, the user can see how much money from his purchases has already been 
transferred. In addition to an aggregate statement of all transactions, each user can 
check how much money went into the company’s account due to his transactions 
with partner entities cooperating with the football club. 

31.2.2 Building Relationships with Fans 

The main element of Ruch Chorzów’s mobile application is a financial module that 
allows the company to improve its finances. However, good customer contact is 
part of the company’s long-term strategy, which in the future will enable increasing 
revenues resulting from the sale of offered products and services in the form of, 
among others, tickets to football matches [8]. The second important module is the 
community module, which allows interaction between all users using the application 
and the club [9]. Easy interface allows any person, regardless of the level of skill
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in using mobile devices, to easily participate in the fan community. According to 
statistics kept by the club, the app is used not only by young people but also by older 
people who are eager to use the tools offered by the app. An example is the community 
board, with dozens of new posts published daily by the club and supporters. 

In Fig. 31.2, we see an excerpt from a board where users post their thoughts, 
share insights with other app users, and often ask questions to the club owners, who 
are happy to answer them. This activity allows customers to feel that they are part 
of the club and are very important to it. Building relationships with football fans is 
quite specific because they are often hermetic groups with their own representatives, 
and young people usually follow the voice of their “bosses,” so the club must try to 
avoid conflicts [10]. However, such conflicts do happen, as evidenced by the situation 
in 2019, when Ruch Chorzów fans dissatisfied with the actions of the management 
decided to boycott all home matches, and thus, the club lost tens of thousands of zlotys 
from tickets and gadgets sold on the day of the match [11]. It shows that relationships 
built over the years, often in one day, can be destroyed and have to be built from 
scratch. It has been happening since October 2019, and one of the solutions to improve 
it is the released app. It is intended to help improve communication, understand each 
other’s needs and, above all, allow the company to improve its financial position 
[12].

31.3 Methodology 

The first part of the study evaluates the mobile app’s impact on building relationships 
with the football club’s fans. The evaluation was made by providing a questionnaire as 
the web form to people who have used or are actively using the Ruch Chorzów mobile 
application. The second part of the study presented the impact of the mobile app on 
the football club’s financial performance. Ruch Chorzów is a joint-stock company 
operating on the NewConnect stock exchange and is required to make its financial 
statements publicly available quarterly [13]. The study presented the amounts that 
went into the club’s account from transactions made by app users. 

In addition to the financial module, the mobile app is designed to allow club 
employees and fans to interact more, access information on the club’s current 
activities more quickly, or exchange views between fans who have the app. 

This is guaranteed by appropriate features and an intuitive interface that allows 
all people, regardless of age and IT skills, to use it easily and pleasantly via users’ 
mobile devices. 

The research problems that arose during the design phase of the survey were 
intended to provide answers to questions related to the app, both related to technical 
aspects and to assess the impact of the app on building relationships with fans. Here 
are the following questions used in the survey.

1. Usability of Ruch Chorzów app

• Have users encountered problems downloading and installing the app?
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Fig. 31.2 Social board in 
the Ruch Chorzów app

• Was the operation of the application smooth and intuitive?
• How did the application look graphically and aesthetically?
• Was the application free of errors? 

2. Usage of Ruch Chorzów app

• What influenced you to start using the Ruch Chorzów mobile app?
• How often do users use the app?
• What are the benefits to users of using the app?
• Which of Ruch Chorzów’s mobile app activities performed the best, and which 

the worst?
• Which activities are most influential in building relationships with supporters, 

and which are not?
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31.4 Results 

31.4.1 Usability of Ruch Chorzów App 

The survey began with a few questions about the respondents, who were asked to 
state their age and gender. A total of 155 people participated, the vast majority of 
whom were men, 138 (89%) of the surveyed group. Thus, only 17 women (11% of 
all respondents) took part in the survey. Next, the respondents were asked about their 
age. The results are somewhat surprising because as many as 100 people (64.5% of 
all respondents) are 30 or older. It is usually considered that only young people use 
this application, which is not entirely true in this case. The second most common 
age range in the responses was 26–29. Twenty-six respondents fell into this range 
(16.8%). The smallest number of respondents, only 12 (7.7%) of all respondents, 
said they were in the 22–25 age group. 

The survey continued with 154 respondents, who were asked to answer questions 
related to the technical area of the mobile application. Respondents answered several 
questions intended to show whether the app was designed for people who are not 
necessarily up on technological innovations. Many football fans are middle-aged 
people who do not always boast high computer skills, making it important to adapt 
the app to people of all ages. 

The survey began with questions related to the app’s smoothness and level of 
difficulty of use. The mobile app was developed for Android and iOS users, but 
users typically have more or less powerful smartphones. It is often the case that older 
phones can’t cope with overly demanding apps. Respondents were asked whether 
they thought the app’s performance was smooth and encountered obstacles in the 
form of stuttering or other performance issues or the phone’s memory when working 
with the app was heavily loaded. 

Most respondents felt that using the mobile app was pleasant, did not put much 
strain on the phone, and could use the app’s full potential. One hundred forty-seven 
respondents (95.5%) said that the application in terms of hardware requirements 
was adapted very well. Seven respondents, on the other hand, were of a different 
opinion. According to them, the smoothness of the application was disturbed, making 
it impossible to enjoy using it fully. 

Since the app’s audience is of different ages, the developers should adjust its design 
and operation to make it reasonably easy and possible to use without specialized 
training. As many as 100 respondents are 30 years old or older, making a question 
to find out their opinion on whether the app is easy to use. Again, an overwhelming 
majority of 148 people, which is 96.1% of the surveyed group, said that using the 
mobile application is easy and intuitive. According to them, there are no significant 
problems with its operation. Six people had a different opinion (3.9%). In the next 
part of the survey, respondents were asked about the app’s appearance. They were 
asked their opinion on the app’s graphics and aesthetic quality. The majority of 
respondents believe that the app is easy to read, easy to switch between modules, the



466 M. Szołtysik and A. Strzelecki

graphical elements are well arranged, and they rate the overall aesthetics of the app 
good or very good. 

The most significant number of respondents, 85 (55.2%), believe that the appli-
cation was executed neatly and aesthetically, is characterized by simplicity and 
elegance, and, above all, the quality of the graphics stands at a high level. In contrast, 
59 respondents gave a good rating (38.3%). On the other hand, only one person 
(0.6%) believes that the application is not very aesthetically pleasing. This part of 
the survey evaluated the technical aspects of the Ruch Chorzów mobile app. Most 
respondents did not encounter any problems while downloading, installing, and using 
the app. They believe the app has a very intuitive interface, making it easy to use. 
As for the graphical elements, the majority of respondents also give the app a good 
rating. 

31.4.2 Usage of Ruch Chorzów App 

This part of the study consisted of evaluating the mobile app, and more specifically, 
the activities of the football club with its help, on strengthening ties and building 
relationships with fans. The app provides several different opportunities that Ruch 
Chorzów uses to carry out the marketing strategy launched in 2019/2020, including 
the interaction between club employees and fans or providing a place called the board 
where fans can post their thoughts and discuss with other users. 

The study to assess the impact of the mobile app on building club–fan relations 
began with a question about why respondents decided to start using a dedicated 
solution. Respondents were allowed to choose up to three reasons (Table 31.1). 

The most common reason for using the mobile app was that the user was a fan of 
Ruch Chorzów. Such an answer appeared 153 times (which translates into 99.4%). 
It means that only one respondent did not declare that he is a supporter of this club. 
Another answer that appeared 71 times was that supporters were encouraged by the 
club’s staff to support the club financially actively. So it follows that belonging to a 
particular club is one thing, but the club’s action is also important, and the club should 
go out to supporters and encourage them to support by pursuing common goals. The 
results show that fans are an important part of any football club, as they are strongly 
attached to the club and do not expect too much from the club’s employees. They

Table 31.1 Reasons for using the mobile app 

Reason N % 

I am a fan of Ruch Chorzów 153 99.4 

I was interested in advertising the club on social media 19 12.3 

The popularity of any of the club’s players 1 0.6 

Encouragement by club employees to support 71 46.1 

The overall popularity of the football club 34 22.1 
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Table 31.2 Benefits of using the mobile application 

Benefit N % 

Ability to follow the news 115 74.7 

Opportunity to ask questions of footballers 37 24 

Chance to win prizes 4 2.6 

Opportunity to receive a discount coupon 1 0.6 

Opportunity to express your opinion on the operation of the club 36 23.4 

Exchanging views with other supporters 35 22.7 

Opportunity to raise additional money for the club 135 87.7 

often come up with suggestions to support the club without the need for interference 
from others. However, a mobile application should come with a number of benefits 
that will make the user want to use it again and again. So respondents were asked 
what amenities the mobile app brings them and why they use it all the time (Table 
31.2). 

Respondents were allowed to select up to three main benefits of using the mobile 
app. The most significant number of respondents, as many as 135 (87.7%), said that 
the main benefit of using the app is the ability to support the club by gaining additional 
money, thanks to the financial module, which allows fans to shop with partners by 
which part of the money from the transaction goes to Ruch Chorzów’s account. It 
shows that the respondents put first not their own benefit but the general good, in 
this case, the good of the football club, which can maintain liquidity and afford more 
expenses. In addition to the financial module, which directly supports the club, there 
are many other functions in the mobile application. Respondents perceive that they 
can, among other things, keep track of the latest information published on a specially 
adapted board (115 responses). Users can also exchange views with other fans of the 
club, as well as express their opinion on the activities carried out by the club. These 
two opportunities received 35 votes (22.7%) and 36 votes (23.4% of all responses), 
respectively. 

What is important are specific actions that lead to improved relations with the 
sports club’s customers. The respondents were therefore asked which activities 
carried out in the mobile application by Ruch Chorzów, according to them, most 
strongly affect the strengthening of ties and building relationships between the club 
and fans. The results were presented in the form of an aggregate statement. For each 
activity, an average was drawn, resulting from the number of responses to a given 
rating (on a Likert scale from 1 to 5) (Table 31.3).

According to those surveyed, three of the seven activities carried out by foot-
ball clubs are most influential in strengthening ties and building customer relation-
ships. These include “encouraging fans to come to games,” “interacting with fans by 
providing opportunities to ask questions,” and “publishing information about foot-
ball matches. All these activities were rated highest, meaning respondents believe 
they have a meaningful impact on the relationship between fans and the club.
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Table 31.3 Evaluation of the 
impact of activities in the 
mobile application on 
building relationships 
between the club and fans 

Action Average 

Publishing information about football matches 4.02 

Publish information about news in the club store 3.86 

Interact with fans by providing opportunities to ask 
questions 

4.04 

Organization of contests with prizes 3.79 

Encouraging fans to come to the game 4.02 

Offering discount coupons 3.67 

Posting frequency 3.88

31.4.3 Impact of Application on Financial Performance 

In financial terms, the app’s main idea was to provide functionality allowing fans to 
earn money for the club. However, this was a rather specific monetization, as the fans 
did not incur an additional cost from it. Agreements between the football club and 
business partners who decided to join the campaign allow that a certain percentage 
of the transactions made by Ruch Chorzów fans owning the mobile application went 
to the Ruch Chorzów account. 

The app went live at the end of 2019, and the ability to use the financial module 
began with its launch. Ruch Chorzów decided to be fully transparent in what the 
money that would end up in the club’s account would be spent on due to purchases 
that fans would make from the club’s partners. A website was created where current 
goals and progress in raising money were posted. Once the appropriate amount had 
been raised, the club would show how the goal had been met by showing photos or 
receipts for specific services, among other things. As December is the period when 
no games are played due to the winter break, Ruch Chorzów decided to allocate the 
first money received to work on renovating the locker room in the club building. 
Table 31.4 shows the individual collection goals, the date they were completed, and 
the amounts that went directly into the club’s account. The money was earned by 
app users who made purchase transactions at partners with which Ruch Chorzów 
cooperates. Each partner has an agreement, which guarantees that the club’s account 
will receive a certain percentage of each transaction or a fixed amount pledged by 
the partner.

From December 2019 to mid-March 2020, Ruch Chorzów received more than 50 
thousand zlotys. This is additional money received due to the involvement of fans 
who have a mobile app. For a club struggling financially, this is a substantial amount 
that will relieve the burden on the club’s budget. The goals are usually not related 
to the repayment of specific debts incurred by the club but are things necessary for 
the operation of the football team. Most are mainly associated with purely sporting 
issues, such as organizing the team’s trips to matches or the physiotherapy equipment 
needed for the players’ wellness.



31 Impact of Mobile Apps on Building Customer Relationships … 469

Table 31.4 Summary of 
collections and the money 
raised from them 

Purpose of the 
collection 

The amount 
collected 

End date of 
collection 

Renovation of the first 
team’s locker room 

PLN 7199.00 31.12.2019 

Physiotherapy 
equipment 

PLN 12,137.00 12.01.2020 

Subsidized grouping PLN 15,007.79 04.02.2020 

Cup renovation PLN 7036.67 19.02.2020 

First team outings PLN 8771.37 15.03.2020 

Total PLN 50,151.83

31.5 Discussion 

The survey results made it possible to answer all the research questions posed in the 
design phase of the study regarding a dedicated app for the Ruch Chorzów football 
club. Most respondents were in the 30+ age group, meaning that dedicated apps are 
more likely to be used by fans who identify with the team, go to matches and follow 
current trends. As for the technical aspects of the mobile app, respondents rated it 
very well, with almost no technical problems related to downloading or using the 
app. Users, moreover, were satisfied with the aesthetics of the app’s design and all 
the features it contained. 

According to the vast majority, the app was easy to use, intuitive, and had a 
decent interface that allowed it to be used regardless of the skill level and age of 
the respondents. In the opinion of respondents, the activities of Ruch Chorzów that 
were undertaken with the help of the mobile application were usually done well. In 
some cases, it was even a very good activity of actively participating in fan life by 
publishing posts daily and encouraging fans to ask questions and express opinions 
on issues related to the club and sports games. 

Social media is becoming more and more a part of the tools supporting the 
marketing activities of companies in various industries every year. Companies are 
choosing to set up profiles on social media sites and microblogs, but recently one can 
also see an increase in accounts set up on content sites such as YouTube. In addition 
to the free services available on the market, some companies, wanting to get ahead of 
their competitors, decide on dedicated solutions, which include mobile applications. 

Football clubs have the challenge of convincing their new customers, the fans 
[14]. The sporting aspect is crucial, as the results will determine whether interest 
in the club will increase, but it is also essential to keep a solid base, which is good 
contact between the club and the customer. Clubs using tools such as social media 
can reach a broad audience and try to establish a connection with them, and thus 
at a later time, build a relationship with them, which can give many benefits, such 
as increased sales from tickets for football matches or club gadgets. With the use 
of social media, clubs that do not choose to release own mobile application do not 
incur any costs related to technical infrastructure or the need to improve technology.
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They can allocate these funds to marketing campaigns aimed at potential fans, who, 
seeing the commitment from the company, will decide to choose their offer. 

31.6 Conclusions 

In this study, we have presented a mobile app created for a Polish football club. The 
purpose of the app is to strengthen the fan bond between the club and its fans and 
create opportunities for financial aid to the club. We have asked app users about 
app usability, functionality, and reasons for app use. It has been established that the 
app is used by football club fans and generates income for the club. The possible 
limitations we see are third-party dependencies for the app to work. A developer 
company needs to be involved; a payment gate must always work. Despite the pros, 
the app has generated some costs for the club, such as the cost of developing and 
maintaining. The possible future work for this app is integrating the ticket sale for 
matches and connecting to popular social media networks to merge discussion into 
one place. 
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Chapter 32 
Understanding Bullying 
and Cyberbullying Through Video Clips 
on Social Media Platforms 

Janio Jadán-Guerrero, Hugo Arias-Flores, and Patricia Acosta-Vargas 

Abstract Bullying and cyberbullying are widely recognized as complex problems 
that have serious negative repercussions for the health and society of children and 
adolescents. Bullying can take place in-person at school, home or work, irrespec-
tive of age, gender, or role. Cyberbullying can take place on messaging platforms, 
social media platforms, gaming platforms, or marketing platforms. For example, 
posting embarrassing photos or videos of someone on social media sending hurtful 
or spreading lies, as well as abusive or threatening messages, images, or videos 
through messaging platforms. Offenders impersonate someone and send malicious 
messages to others in their name or through fake accounts. In this sense, the use 
of short videos based on the principles of microlearning is scented as a proposal to 
understand and prevent bullying and cyberbullying. The objective of this article is to 
analyze how video clips are used on social platforms to raise awareness of bullying 
and cyberbullying and to propose the creation of new video clips as resources for 
an awareness-raising MOOC. The methodology followed a phase of analysis of 
videos on the TikTok and YouTube networks, in order to have a baseline prior to the 
creation of new video clips by twelve students of the Digital Design and Multimedia 
career. The content of the videos was evaluated by a psychologist to finally select 
the appropriate ones for a marketing campaign of an awareness MOOC.
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32.1 Introduction 

Bullying can happen anywhere and for any number of reasons. Being different in 
some way, such as belonging to a particular ethnic group, having a disability or 
thinking differently, can make a person vulnerable to harassment. Bullying can take 
many different forms, but can often be defined as behavior by an individual or group, 
usually repeated over time, that intentionally harms another individual or group, 
either physically or emotionally [1]. 

Cyberbullying is the use of cell phones, instant messaging, e-mail, chat rooms, 
or social networking sites such as Facebook, Twitter, and TikTok to harass, threaten, 
or intimidate someone. In bullying in its traditional form, it is easier to seek refuge, 
as the act itself depends on the physical proximity the victim has with the bully. The 
same cannot be said of cyberbullying, as the person is a target no matter where they 
are, as long as they are connected to the Internet [2]. 

The use of online platforms and social networks allows for quick and effective 
interaction between people, making it possible to go beyond the limits of traditional 
bullying, normally confined to a school campus and an established class schedule, 
to extend virtually to the homes of the students attacked and bullied, which is known 
as cyberbullying [3]. 

Online social marketing campaigns have the potential to contribute to school 
initiatives on bullying and cyberbullying practices. Operating in digital environ-
ments with digital marketing strategies allows you to align with the online practices 
of young people. One study reveals that extending campaigns beyond the school 
setting provides an opportunity for youth to engage and revisit campaigns, rein-
forcing proactive strategies and key messages, which propels youth toward desired 
behavioral outcomes. Social norms, attitudes, and perceived control were identified 
as entry points for preventive strategies [4, 5]. 

Previous studies have been conducted to identify the presence and causes of 
cyberbullying among students and outline technological tools that help students and 
parents to control some aspects of cyberbullying [6]. However, it is not enough 
to make use of technology in a timely manner, it is necessary to conduct social 
marketing campaigns so that parents, teachers or caregivers are aware of them and 
even the victims themselves use them to protect themselves. 

In the present study, we intend to design learning capsules based on microlearning, 
a digital marketing strategy for social marketing purposes. Microlearning is under-
stood as a learning perspective oriented toward the fragmentation of didactic content, 
of short duration, to be viewed anytime, anywhere. The social media platforms are 
becoming a potential tool in marketing and education, as it allows the delivery of 
small learning units in a brief period and evaluates them with experts in Psychology 
and Marketing so that an educational strategy can be implemented through a MOOC 
course.
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32.2 Background 

Cyberbullying can include such acts as making threats, sending provocative insults 
or racial or ethnic slurs, gay bashing, attempting to infect the victim’s computer with 
a virus, and flooding an e-mail inbox with messages. 

TikTok, the leading short-form mobile video platform, launches #CreateKind-
ness, a global campaign that reinforces TikTok’s commitment to eliminating online 
bullying and harassment and building a welcoming and supportive community. This 
campaign kicks off the first installment of a series of creative videos, featuring real 
and subjective experiences from TikTok creators and animators, to raise awareness 
about cyberbullying, its effects, and how we can all help prevent it. 

Humanity today is experiencing radical changes; technology predominates in this 
era and makes it possible that thanks to technological advances we can be partici-
pants in the digital tools offered by the Internet and the various technological devices. 
These resources facilitate access to communication and therefore contact with fami-
lies and unknown people at the national or global level. This is possible thanks to 
the infinity of social networks that currently exist, such as Facebook, Skype, Insta-
gram, Messenger, Twitter, and the well-known platform that during the COVID-19 
pandemic came to revolutionize TikTok adults and children. Technology is not bad, 
but we must ensure that its use is appropriate, since nowadays problems of different 
kinds originate such as cyberbullying, mostly originated by children and adolescents, 
manifesting maladaptive behaviors such as aggression, depression, school violence, 
low performance in even many are led to suicide [7]. 

In recent years, research has revealed that one in three teens experience some 
form of cyberbullying, often resulting in emotional distress, psychosocial trauma, 
and decreased self-esteem. While researchers agree on the alarming impacts of cyber-
bullying, a precise consensus on what constitutes cyberbullying is much less clear. It 
is strongly supported that cyberbullying involves the use of technology to harass or 
intimidate others, although, there are some discussions as to the nature and regularity 
of this harassment. Some researchers believe that an action can only be classified as 
cyberbullying if it involves continuous and repeated attacks [8]. 

Cyberbullying is defined as an action or decision perceived by another individual 
that arouses singular or multiple feelings of victimization, shame, or harassment. 
With the proliferation of the Internet, cybersecurity is becoming a major concern. 
While Web 2.0 provides easy, interactive, anytime, anywhere access to online 
communities, it also offers an avenue for cybercrimes such as cyberbullying. Expe-
riences of cyberbullying among young people have been recorded internationally, 
thus drawing attention to its negative effects [9]. 

According to the present study, cyberbullying has connections with personal 
family and social variables, since today it is a very worrying issue in society due 
to violent behaviors through modern technologies that are increasingly increasing. 
This phenomenon has resulted in situations of suicide and low self-esteem; although 
the most serious effects evidenced by the victims are post-traumatic stress and depres-
sion. Prevalence studies show that it is a problem of consideration for which different
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interventions have been conducted to be able to identify as accurately as possible the 
percentage that exists among the victims, aggressors, and observers in the different 
modalities, since it is becoming increasingly popular due to the ease of access to 
them [10]. 

32.3 Method 

The present study applies a social marketing strategy based on microlearning, which 
is understood as a learning perspective oriented to the fragmentation of didactic 
contents, of short duration, to be watched at any time and place. The use of short 
videos in social networks is presented as an alternative to prevent cyberbullying. 

Today the social network TikTok has become one of the trends in Social Media 
and an influential medium in the lives of young people, especially in leisure and 
entertainment. TikTok has attracted the attention not only of young people, but also 
of politicians, professionals and individuals, due to the benefits it brings socially and 
emotionally. 

Based on these premises, we selected TikTok as a platform to analyze digital 
marketing strategies. Twelve students of Digital Design and Multimedia participated 
in the study, who had to search for three types of videos related to bullying and 
cyberbullying, one as a victim, another as a victimizer, and the last as a spectator. 
In total, a database of 19 different videos was created. The next step was to take 
the best practices from these videos so that the students could create new ones, in 
which they would be the protagonists. Students worked in pairs and created a script 
in which they searched for a scenario and volunteer participants. Six video clips 
were created and then reviewed by a psychology expert and socialized with a social 
marketing expert. A phase of feedback and improvement of the video was carried 
out to finally create educational content based on them, which would be used in 
a MOOC. Figure 32.1 summarizes the process followed for the analysis, creation, 
evaluation, and application of the video clips. 

Fig. 32.1 Procedure followed in the development of video clips
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Table 32.1 Example of the storyboard of videos 

No. Scenario Video Audio Text 

1 Place: Hallway 
Time: 10 am  
Atmosphere: Academic 
(Medium light) 
Attire: 
Clothing: P1—Victim 
(blue pants, white 
sweater, white shoes) 
P2—Students (various) 

P1 You are in the 
first person 
walking through 
the corridors of 
the university to 
go to the terrace 

Music: Lo-fi  
Ambience: Melancholic 
P1: Sound of footsteps 
and music on your 
EarPods 
P2: Various sounds in the 
hallway 

No text 

2 Place: Terrace 
Time: 10:10 am 
Atmosphere: Cold rainy  
morning 
Clothing: 
P1—Victim (Blue pants, 
white sweater, white 
shoes) 
P2—Aggressor (Virtual) 

P1: He walks  
toward the edge 
of the terrace 
with his hands in 
his pockets, 
receives several 
messages from 
his aggressor and 
his mood drops 

Music: Lo-fi 
Ambience: Melancholic 
P1: Sound of footsteps, 
rain, and music on your 
EarPods 
P2: Notification sound 

The video will 
have the 
subtitles with 
the text of the 
audios 

32.4 Results 

Some ideas and inputs were taken to create the educational video clips, for which three 
working sessions were organized with a psychologist, an expert in audiovisual design 
and the twelve students of the Digital Design and Multimedia career to coordinate the 
construction of six educational capsules. The microlearning content of these videos 
was validated by the psychologist before they were used. Table 32.1 gives an example 
of the storyboard of the video. 

In Table 32.2, we show six video clips developed with the participants.
Analyzing some of the videos presented in Table 32.2. It was possible to identify 

that the participants are clear about the concepts and differences between bullying and 
cyberbullying. In all the videos, messages were found that show that cyberbullying 
can be present in all activities of daily life and that if there is no maturity to know 
how to deal with it, it can cause psychological and emotional damage. 

32.5 Conclusions 

Social media is a vital means for information sharing due to its easy access, low cost, 
and fast dissemination characteristics. However, increases in social media usage have 
corresponded with a rise in the prevalence of cyberbullying [11, 12]. 

Microlearning is a didactic strategy that allows rapid and effective interaction 
between people. The use of short videos based on the principles of microlearning
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Table 32.2 Description of video clips 

Name Description Feedback 

Video 1 A video about a foreign student who 
suffers bullying in high school. It explains 
the causes and consequences of bullying. 
In the end talks about some 
recommendations to prevent the 
harassment to students 

The videos show the problematic of 
bullying and the bad impacts in the people 
who suffer it. It analyses how bullying 
happens and how it has developed with 
the social media and technology boom. It 
gives to the person the perspective about 
what is bullying, but more important how 
to fight against it with several 
recommendations. The videos are 
shocking showing how bullying occurs in 
the normal daily life. The target looks to 
be focused in more mature people. 
However, in several videos in the end; it 
recommends to the person to not shut up 
against the aggressions implying that these 
videos might be also watched by teenagers 
It looks a good starting point of diffusion 
to create a digital marketing campaign to 
fight and create conscience about bullying 
and how to stop it 

Video 2 In the introduction you may see a first 
person video where a man is suffering 
harassment through messages. Then, it 
talks about cyberbullying and how it 
works in social media, due to the facility 
of the viralization of the videos, images 
and messages. Despite the laws and 
controls of the content in Internet, it is 
impossible to control all the material 
there. It explains the difference of 
cyberbullying and bullying and ends with 
recommendations about how to afford it 

Video 3 In the beginning it appears the phrase 
“treat others how you want to be treated.” 
This persuasive catchphrase serves to 
persuade the viewer about bullying. 
Moreover, this video focuses in the 
negative impacts of bullying and 
cyberbullying. It describes the two ways 
to commit bullying to a person. First, via 
direct conflict and fight against the person. 
And second, via defamation and criticism 
against the person. In the end it gives 
some recommendations about how to fight 
back bullying 

Video 4 It starts with the definition of bullying and 
then it advances with cyberbullying. The 
video shows how the kids commit bullying 
meanwhile it describes, furthermore, how 
youngsters suffer it in the academic 
environment in schools and universities 

Video 5 This video illustrates how a person suffers 
of bullying in the daily normal life of a 
student. It shows the process of the person 
toward these hostile attitudes against it. 
Through images you may see the pain of 
the person
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is presented as an alternative to prevent cyberbullying. Short, didactically struc-
tured content featuring real experiences to raise awareness about cyberbullying, its 
effects, and how we can all help prevent it, can foster online solidarity to combat 
cyberbullying [13, 14]. 

Through the video analysis, it is also evident the need to generate new contents 
focused on children and adolescents who are in situations of cyberbullying. The 
limitations of the study could be that the videos were created in Spanish language, and 
this would limit the use of social marketing campaigns at a global level, concentrating 
mainly in the Latin American segment. 

The future work for this research is to develop an instructional design that artic-
ulates the videos created to be used in a MOOC aimed at raising awareness of 
the problems of bullying and cyberbullying. Subsequently create digital marketing 
strategies for diffusion in social networks. 
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Chapter 33 
Gender Bias in Chatbots and Its 
Programming 

Carolina Illescas, Tatiana Ortega, and Janio Jadán-Guerrero 

Abstract Nowadays, digital transformation in business seeks to maximize the effi-
ciency of its own processes through automation. These changes will be successful 
if the process of adaptation and change management is properly carried out. One of 
the main tools to achieve these transformations is the chatbot. This key technology 
will help embrace these changes and transformations; however, there have been 
processes in which their interactions show bias, as inclusive interaction is missing. 
This research focuses on two main points: first, to identify whether the user is capable 
of recognizing any bias variables in chatbots and second, to analyze if these vari-
ables have an impact when there is an adoption of new technologies in any digital 
transformation and business goals. The faster and more in depth a company under-
stands the bias and its impact in the target audience, the better automation will be 
adopted. As a result, chatbots will be properly used to achieve and increase busi-
ness goals. Some undoubtable chatbot uses in marketing are personalized service, 
facilitate sales, and trigger client’s satisfaction. Most importantly, gathering valu-
able data for analysis, predictive business models and trends into virtually for any 
product or service intended to promote. After consulting +150 chatbot users, it can 
be concluded that it is a proven fact that gender bias is present, also, there is a high 
trend and acceptance of chatbots with female voices and characteristics, which can 
be balanced if there is awareness around this topic among developers and change 
management teams seeking adoption of new technologies.
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33.1 Introduction 

Communication technologies have advanced by leaps and bounds in the last decade. 
In the case of online conversations, new tools have emerged to optimize dialog with 
users and customer service. Chatbots are resources created in the commercial sphere 
to improve the provision of uninterrupted attention on websites without or with little 
dependence on humans. 

In this investigation, we explore the impact of gender bias in chatbots and its 
programming and how that can affect the user’s acceptance of automation within 
the company or impact a business, in a branch like marketing as campaigns around 
new products or services. Today, there are more bots with associated characteristics 
to female gender than to male gender or bots without gender associated features, 
and this can be seen with Siri, Alexa, Waze, Google Maps, and others. There’s little 
information about the variables that have been taken into account to select female 
voices and names. It is unknown whether the customer perceives better satisfaction 
when using technology. There is little evidence from studies that identify the biasing 
and most notable variables in relation to the end user. On the other hand, it is still 
unknown whether the biased conversation between humans and robots decreases 
satisfaction and acceptance. [1]. 

We presume that the adoption level of the use of these new technologies during 
a process of digital transformation may improve if chatbots without gender bias 
are implemented. Our objective is, indeed, to validate the impact of inclusive/non-
inclusive programming in chatbots guidelines on the level of adoption of new users 
during a business digital transformation through several steps. First, we proved if the 
bias in the data is noticeable when a chatbot is programmed and trained. Second, we 
evaluated what type of discrimination is more sensible for the users and third, we 
evaluate if a bias or personalization is detected when using chatbots for commercial 
purposes. Finally, we acknowledge if there are best practices to incorporate in the 
adoption of bots for digital transformation purposes which may be utilized also for 
predictive trends and acceptance of marketing strategies utilizing digital media and 
channels. 

A panel of 87 ICT professionals and end users was sampled to ask about gender 
perceptions of chatbots and quantify the impact on gender bias variables. In a second 
phase, 60 end users were sampled to evaluate gender bias and efficiency related 
to male or female bot on commercial tasks. A high percentage of chatbots have 
characteristics more related to femininity as perceived by users. It is necessary to 
have more studies in the programming part, since the sample of developers was based 
on market trends and behavior.
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33.2 Related Work 

The literature review brings to light studies that show that there is gender bias in 
chatbots. Most of these studies were conducted on the European continent, however 
there is no evidence of a specific study for Guatemala or LATAM where the research 
was conducted. 

The first topic is the relevance of the studies found about the bias in technology. 
It is known, for example, that conceptualizing bias as a programming problem is 
something wrong, since the data as well as the algorithms and its way of solving 
queries have been implemented by humans. There is a paradox in taking out of the 
equation the human intervention in these actions, so an AI may manage it. However, 
human intervention is still applied in the programming and the training of the bots. 
In the end, this perpetuates and transmits conscious and unconscious bias [2]. 

In the same field, it was possible to identify that the predictive models used for 
the AI training may foment a systematic discrimination toward some groups where 
it is probable to discuss and find patterns which may help to identify bias and how 
to minimize its impact [3]. 

This quality of data used in algorithmic training is also established in other studies. 
Despite the big data used on chatbots, there are still concepts with bias against 
minority groups, and it is not always simple to identify. Most programmers are not 
conscious of these failures since they are not focused on this type of narrative [4]. 

Other studies have reviewed the quality of the content published in newspapers 
about chatbots in order to identify the role in the business digital transformation. 
74 articles were evaluated from 54 newspapers in Australia. The method was based 
on a systematic literature where they concluded that chatbots are a key tool in the 
transformation of several industries. They also identified areas of interest in the 
perception, acceptance, and use of the chatbot in customer service issues, supporting 
performance and satisfaction levels [5]. 

With this basis, it is important to investigate the concept of gender bias and its 
social perception. There is a study which identifies the effect of the gender bias in the 
final user experience. Specifically, virtual agents or chatbots with voice functionality 
were created with specific gender characteristics. The methodology of this study was 
based on a social experiment with virtual interviews. They put two bots “Kathy and 
Bill” with the conclusion that the interactions with Kathy were ruder and based on 
fantasy dialogs. This supports the validation of gender bias and the preference of the 
users for a specific chatbot with specific gender characteristics [6]. 

Focusing on the American continent, there are studies that try to identify the 
injustice in machine learning and how it affects the users. They defined injustice in 
machine learning as the inequities that technology may take advantage of and its 
derivatives of bias and algorithms. In this study, they identified seven different types 
of bias in data that was used, commonly but not consciously, in machine learning. 
Moreover, there are five biases in the algorithm, which ends up harming the final 
users. Nonetheless, the users also nourish the bias in the seven variables. One of
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them, the clearest one, is when people had to choose the variable of the ethnicity in 
a formulary or in the type of content that is published in social media [7]. 

As a result of these studies, it is important to recognize that there are clear defini-
tions about what injustice means in the machine learning process, and there is a clear 
example about how possible it is to merge algorithms, depending on the stage on 
which it is part. For example: data- pre-process with the user- classification- process 
with the user, vocabulary- post process with the user. 

It is necessary, once the different types of biases were acknowledged, to find 
studies about the efforts to mitigate and eradicate these biases. Some of them propor-
tioned an insight about experiments with algorithms and databases to eradicate biases 
in AI. There are several codes to mix variables such as skin color, hair color, and 
facial traits. This mix concluded in an algorithm which is capable of identifying 
faces without interaction problems making it possible to recognize any face of any 
race without complications. After the identification process and the revision of these 
studies, we found that the training process of the algorithms in machine learning is 
relevant to eliminate any bias of the data used for programming. The development of 
AI without any gender, race, and language bias is imperative in the process to adopt 
new technologies [8]. 

Our objective is to prove that it is possible to mitigate bias in the predictive models 
based on data without losing efficiency in the outcomes and prevent algorithms 
from making decisions based on sensible information. Several variables of sensible 
information may directly impact in the program and in the interpretation of chatbots 
who are implemented in the digital innovation process [9]. 

33.3 Method 

This study defines as priority topics the level of impact of the bias in programming 
over the society to demonstrate if the effect of the gender is linked with the level 
of satisfaction of the final user, either in commercial transactions, marketing efforts 
for digital or non-digital products or services or general tasks such as customer 
service. Also, if the professionals who develop these technologies are aware of these 
biases when programming data and in the training of machine learning, as well 
as the algorithmic parameters. Although this paper proposes quantitative research 
through digital surveys that provided statistical results, it was possible to identify 
good insights to be considered in automation and digital transformation projects as 
well as applicability for strategies to launch marketing efforts understanding better 
the audience and their reaction to their interactions with chatbots enabled to suggest, 
prompt, or offer products and services.



33 Gender Bias in Chatbots and Its Programming 485

33.3.1 Participants 

The first phase of the investigation was made with users who live in Central America 
or work for companies that are based in Central America. The population was 87 
people who were divided in two different groups. One, composed of ICT developers 
or people related to this field, and the second, with users who have interacted with 
chatbots. In the second phase, the universe was of 101 users, six were excluded since 
they didn’t report chatbot interactions or were outside the regions’ perimeter, the real 
sample was 94 unique users. 

33.3.2 Instruments 

In all cases, two surveys were utilized with open and closed questions, some of them 
including Likert scale. The two phases were done through digital channels; however, 
the difference lies in the type of questions and platform used, Google Forms was used 
for the developers and a Typeform® chatbot for the general Internet user, simulating 
the interactions which are the subject of this study, including versions incorporating 
features associated with female and male genders. 

33.3.3 Procedure 

This research was divided in two phases, phase one required a month to investigate, 
structure the surveys, and identify the universe to be tested. Phase two lasted a week, 
since subjects were easier to contact and most of them were already familiar with 
the chatbot tool. 

Phase I: Confident about the data to evaluate, each variable was assigned to each 
control group, whether the developer group or the final user group. Of all the instru-
ments, at the end, we concluded that the survey was the better one to use in both 
groups. The first group did the survey in Google Forms, due to the security, anonymity, 
and because it is simple and easy to use for both sides, the interviewee and the inter-
viewer. The focus on this group was to measure algorithm ethics and the level of 
conscience about gender bias when programming tools. 

The second group used Typeform® with two variables. This platform also gives 
security in the information and anonymity. However, this survey was under the 
chatbot scenario. Colors were used during the survey to see if the color influences the 
perception of the gender and if the answers to check if the answers changed because 
of this bias. This strategy was implemented to see if there was any bias answer as it 
was done in the project “Lenguage Masculino” de AI by Amazon [10]. In this group, 
the perception of the bias and the technology adoption was verified.
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Regarding identification with traits associated with the male gender, 11% of the 
chatbots were associated with a non-binary gender or described themselves as “gen-
derless” and a large majority of the sample, 77%, did not perceive any type of 
discrimination toward their person by the chatbot. The 11% who perceived some 
types of discrimination were part of the female gender. 

In phase two, the objective was to relate the gender bias, if any, when utilizing 
chatbots for business purposes and marketing tactics. This time the research group 
adapted the tool, Typeform®, to neutral colors and font, no avatars were used and the 
questions were orientated to measure user’s satisfaction related to a chatbots gender 
or bias. 

33.4 Results 

Both groups have some conscience level about the gender characteristics integrated 
in the chatbots; however, the technology development professionals in more than 
25% of the time these features were derived for the effectiveness perception or of 
the satisfaction levels aligned with them (Fig. 33.1). 

The results show that the final users perceive the name, generally, associated with a 
gender, but for them this is irrelevant because they already assume it will be feminine. 
This issue was found in 66.9% of the surveyed population. Regarding identification 
with traits associated with the male gender, 11% of the chatbots were associated with 
a non-binary gender or described themselves as “genderless” and a large majority of 
the sample, 77%, did not perceive any type of discrimination toward themselves by the

Fig. 33.1 Group 1: developers’ key results of gender associated to a chatbot 
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Fig. 33.2 Group 2: end user bias perception and satisfaction 

chatbot. The 11% who perceived some type of discrimination identified themselves 
with the female gender (Fig. 33.2). 

Results of the second phase confirm the theory that having female characteristics 
associated to a chatbot increase clients’ satisfaction. The adoption of this technology 
could be better and faster when associating a female personality to bots. Out of the 
94 users, 53% confirmed they have purchased through a bot. Out of the 42 users 
that responded that have not made a purchase, almost half of them feel a “neutral” 
satisfaction with the bots’ assistance; this is key for business to understand that 
satisfaction on other areas needs to be improved from neutral to pleased or happy, in 
all aspects, customer service, sales or just as a companion bot. Finally, and probably 
most important, for this research, is that a correlation was identified between the 
bots’ gender and the perceived satisfaction of the user who bought using this specific 
technology. 58% of the users assure to be satisfied and 73% of them recall having a 
female bot. The users who did not buy though bots recall having a neutral bot or not 
being able to identify if it was female or male (Fig. 33.3). 

Fig. 33.3 Phase II: end user 
chatbot’s gender 
acknowledgment versus 
satisfaction when using it for 
commercial purposes
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33.5 Conclusions

• During the first stage of investigation, it was possible to distinguish that there is a 
high perception by the final user about the gender features of the chatbots vs the 
perception on the developer’s side. The people who work in ICT are not always 
aware of the bias imposed on some features, only if these ones are requested a 
prior [11].

• Chatbots may help in a positive way to the discrimination problematic in customer 
support issues and marketing efforts. Not having AI only perpetuates the tendency 
to discriminate and the users may feel more comfortable using this type of 
technology.

• A high percentage of chatbots have features more related to femininity as it was 
perceived by the users. It is necessary to have more studies in the programming 
side, since the sample of the developers was based on tendencies and market 
behavior.

• Business should consider the winning insight when automating processes; fixing 
the data analysis for recommendations along with a female bot could be a tool 
to achieve marketing objectives, business goals and increase the perception on 
non-discrimination toward the final user.

• An important insight for marketing and BI is that interests in products or other 
variables can be gathered when navigating and then use bots to provide options 
to the users. According to the investigation, people you assured buying with 
or through a bot did receive those recommendations, however almost half of 
them were useless options. Theory is that if BI could analyze better and provide 
clear information, marketing should be able to program along with IT better 
recommendations to both the one who bought and the ones who didn’t.

• In the following steps, it is possible to investigate more in detail what defines 
the traits of a bot, if in the space where they are being developed, they are using 
algorithmic ethics, and probably, also, to investigate the level of impact of this 
implementation in a broader sample of end users. 
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Chapter 34 
Production, Exhibition, and Promotion 
of the Peruvian Web Series: Miitiin, 
Brigada de Monstruos y Leo en el 
Espacio 

Veruschka Espinoza Zevallos and Yasmin Sayán Casquino 

Abstract During the pandemic, many Peruvian productions within the traditional 
form faced various obstacles in the realization of open signal television series. 
Nonetheless, new content creators saw the opportunity to explore new methods of 
production and distribution within the social network (Arboleda in Revista Univer-
sidad EAFIT 52:122–125, 2017 [1]). The digital transformation accelerated by 
the pandemic has provoked content creators to develop their ability to overcome 
constraints and find new ways to produce. Therefore, the objective of this research is 
to identify the strategies that have been implemented in the production, exhibition, 
and promotion of Peruvian web series. It is indispensable to understand the processes, 
creation, and promotion that can help others to generate more content. To carry out 
this objective, an interpretative investigation with qualitative data methodology was 
carried out. The selected categories were digital platforms, production, and exhibi-
tion. This study involved 20 interviews with professionals in the audiovisual sector 
and the team of the web series: Miitiin, Monster Brigade and Leo in Space. From the 
perspective of the specialists, it has been identified that the most relevant strategy in 
these processes is to disseminate the project on all possible platforms. In addition, it 
is important to keep the consumer expectant with different universes that finally help 
them to reach to the series. Finally, knowing the processes of audiovisual produc-
tion is of vital importance not only for the learning of the creators but also for the 
audience.
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34.1 Introduction 

The arrival of mobile devices along with the Internet has managed to revolutionize 
daily tasks, now to entertain ourselves it is enough to make a click from a cell phone, 
tablet or television [2]. The area of communications is facing new and accelerated 
technological transformations, such as the incursion of Information and Communica-
tion Technologies—ICT [3]. These transformations merge systems for transmission 
of content, which contrasts with a relevant application of alternative media, and the 
need to generate changes focused on the requirements promoted by production for 
the web [3]. 

Netflix, YouTube, or Vimeo are some of the platforms that are already part of 
our lives and our consumption habits [4]. Today, the streaming entertainment sector, 
which is in growth, is demandable and can be customized. It has also accelerated the 
evolution of streaming to digital applications and platforms [5]. In addition, digital 
platforms and their large catalog of audiovisual products are easily accessible [4]. 

Digital content and forms of entertainment are constantly evolving to adapt to 
this new generation of consumers [6]. The audiovisual world has faced major trans-
formations, due to technological, social, legal factors, and so on [6]. These changes 
have allowed the development of new series and new formats and created exclusively 
for online consumption. Likewise, with the advent of the Internet and 2.0 networks, 
the digital world has been transformed. Thanks to these phenomena, a new distribu-
tion possibility has opened up for the audiovisual sector, thereby creating a closer 
connection with the ultimate goal of the film: the viewer [7]. Today, we are in a media 
revolution, which shifts the entire culture toward means of production, distribution, 
and communication mediatized by the computer [8]. 

In Peru, considering the context we have been going through, a remarkable number 
of audiovisual productions aimed at the web have emerged: Miitiin, Brigada de 
Monstruos and Leo en el Espacio are some of those that have been released during 
the pandemic period. Additionally, one of the web series that had the greatest impact 
in our country is “Los Cinéfilos”, which was produced by Señor Z in 2013. This web 
series attracted the attention of users who, week after week, anxiously awaited the 
episodes to follow the adventures of two movie buffs. Thanks to the reception of this 
series, six seasons with 64 four-minute episodes were completed [9]. 

As aforementioned, web series have been positioning themselves as one of the 
main sources of entertainment among users; hence, it is important to investigate and 
analyze specific cases. On the other hand, production, exhibition, and marketing are 
key stages for the success of any audiovisual product and especially for web series, 
since they will surely be the main source of entertainment in the future [1]. 

Thus, this article aims to identify the strategies that have been implemented in the 
production, exhibition, and promotion of Peruvian web series. The main categories 
are digital platforms and production, exhibition, and promotion, since in this way we 
can delve into all aspects involved in making a web series. 

In addition, this article will contribute to the audiovisual sector and the new 
methods that are emerging to create and exhibit an audiovisual product. To address
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this issue, we hereby propose a qualitative analysis in which 20 semi-structured 
interviews will be conducted in order to obtain different points of view. 

34.1.1 The Internet as a Protagonist of Audiovisual Evolution 

Before taking into consideration all the aspects involved in the evolution of the 
Internet and web series, it is deemed necessary to know the meaning of some impor-
tant terms in this article. To begin with, it should be understood that web series are all 
those audiovisual productions created for broadcasting on the Internet in a serialized 
way (by means of chapters) [10], which means that web series are a different type of 
production from traditional ones. These are a new proposal for the consumer with a 
different content and are the pursuit of new ways to tell stories. According to the report 
“TV and Media 2015: The empowered TV and media consumer’s influence” carried 
out by Ericsson’s ConsumerLab, the consumption of audiovisual and entertainment 
series on the Internet has increased by more than 120% worldwide since 2010. The 
Internet is also a computer network that democratizes audiovisual consumption and 
production. This democratization, coupled with the ease of access to mobile devices 
with high quality video cameras, opened the possibilities of audiovisual production 
with alternative formats [1]. 

The audiovisual industry has been transformed and the consumption of audiovi-
sual productions for the web has increased in an extraordinary way. The Internet has 
meant that today we can watch a web series whenever and wherever we want [11]. 
Similarly, the digital transformation has had a global impact on content distribution 
and consumer habits [12]. 

To comprehend this process, it is impossible not to talk about the concept of 
streaming. The author mentions that this term means accessing content before it has 
been completely downloaded and obviously this fact of playing files in streaming 
means saving space in memory. Similarly, another of the things it offers is the possi-
bility of live streaming or consumption and publication of live content. Where one 
or all of the parties broadcast content that has just been recorded so that it can be 
consumed in the same way [4]. 

34.1.2 New Features for Web Series 

Web series are generally fictional and their episodes have a thematic unity. Their 
online distribution makes them target an audience very different from the typical 
television audience [10]. Likewise, web series that have a length between 3 and 
6 min, are articulated through the springs of the most classic comedy. Whereas, 
those that are extended up to 15 min, do so by virtue of a treatment that moves away 
from comedy or combines other genres [9]. Thanks to the short duration, it is possible 
for users to watch these series more flexibly as well as frequently. Web series become
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the emblematic product of digital fiction with the junction of technology, industry 
and audience. Thanks to their short length and ease of viewing, they offer an effective 
response to users’ interests and demands [9]. 

Focusing on the narrative and visual characteristics, the web series evidenced a 
short duration and a linear, agile, and rhythmic montage. Also, they have moderate 
camera movements and an advantage in the scale of shots, since they tend to be 
tight or closed frames. This is due to the fact that web series, being an agile product 
from its production to its display, have to be easy to process and at the same time 
entertaining [3]. 

Finally, a factor that must bear in mind in the narratives, since they use digital 
platforms. There may be many kinds of narratives, but if we do not consider the 
relationship between the story that is told and how it is told using these platforms. It 
is evident that the same story can be told and adapted to each of the platforms where 
it is to be published [13]. 

34.1.3 YouTube as an Exhibition Medium 

To first discuss YouTube, we have to see it as a social phenomenon. A social 
phenomenon, in sociology, is defined as all those events, trends, or reactions that 
take place within an established human society and are evidenced through collective 
behavioral modifications. As a result, YouTube has become a trend with an estab-
lished behavior and the explanation for this is that this platform is part of our lives 
[14]. Most people browse the Internet on a daily basis and when they wish to watch 
some audiovisual content or a video of anything, they relate to YouTube as a platform. 

YouTube can achieve great things and not only in areas as important as changing 
the consumption of all mankind, but also in smaller aspects, such as external events 
related to the Club Media Fest platform. YouTube has been growing over the years 
and as mentioned before, it is already part of our lives and we consult it daily for 
any purpose, either for entertainment or to look for information about something. 
According to a report made in 2019 by Kantar Ibope Media, YouTube is the second 
most used social network in our country and 40% of the world population uses social 
networks and invests in them an average of two hours a day. In addition, we can 
observe the percentages of each social network, with Facebook in first place with 
75% (see Fig. 34.1) [15]. 

Fig. 34.1 Kantar Ibope Media’s most used social networks report (2019)
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In Latin America, currently, the influence of the Internet, the global screen, the 
social web as well as collective participation have transformed consumption habits. 
New filmmakers have taken advantage of this change to rethink the business model 
and the film production chain [16]. Similarly, with new formats such as web series, 
filmmakers have taken advantage of this transformation to create their content and 
broadcast it on various platforms [4]. 

The exhibition is an important factor in the process of an audiovisual product and 
today there are several channels where we can exhibit, but currently the two channels 
with greater relevance, notoriety, and market presence are YouTube and Vimeo [17]. 

34.1.4 Marketing and Promotion of Web Series 

The term digital marketing emerged in the 1990s and gained prominence in the 
twenty-first century. It occupied an important place in persuading consumer buying 
behaviors, generating efficiency and proximity. Digital marketing, as a trend, has 
also caused the evolution of digital devices and all the technology around it [18]. In 
the audiovisual industry, project marketing begins simultaneously with the product 
development stage and continues throughout the entire production, distribution, and 
exhibition process [19]. 

As it occurs with other audiovisual products, audiences find new universes. These 
are generated by the fiction that emerges and interconnects users around a common 
theme. The fan phenomenon also encourages the spreading of these contents, which 
enjoy good engagement rates on Twitter, Instagram, and Facebook [20]. According 
to data from the 2020 Social Networks Study (IAB 2020), 87% of Internet users 
use social networks and the channels with the highest spontaneous awareness are 
Facebook (94%), Instagram (76%), and Twitter (70%). 

Knowing the different aspects that move audiences and generate more interac-
tions on social networks allows us to increase our knowledge of the market they 
are targeting and the social representations that emerge. In addition, the feedback 
obtained in these social media help to predict what type of audiovisual product and 
content marketing strategy will capture and retain a greater number of user-viewers 
[21]. 

On the other hand, the distribution of web series is through their official website 
and social media (YouTube, Facebook, Twitter, etc.). Therefore, the promotion of 
web series is given through social networks. Facebook is the network that brings 
together a larger community of users worldwide around the accounts of the brands 
[8]. To measure the effectiveness, we must bear in mind three types of interactions 
by the audience: reactions, shares, and comments. In the case of Instagram, publicly 
measurable interactions are only the “likes” and comments, since it is not allowed 
to directly share the content of other profiles in the user’s feed. Therefore, likes and 
comments are the measurable interactions for effectiveness [21].



496 V. E. Zevallos and Y. S. Casquino

34.2 Methodology 

Within the study of the production, exhibition, and promotion of web series, this 
article focuses particularly on web series exhibited on the YouTube platform. The 
scope of the study was limited to the Peruvian web series Miitiin, Brigada de 
Monstruos and Leo en el Espacio. 

The choice of these web series as the object of study is justified by the fact 
that they are Peruvian web series that premiered in 2020, when our country and 
the world experienced a pandemic. These series become relevant cases, since they 
were produced and shot in the same year. In addition, it involved innovating and 
discovering new ways to connect with the technical and artistic team, so that the 
series are successful. Also, these series, being from independent creators, show that, 
with a professional team, a low budget and a pandemic, innovative series can continue 
to be produced. With these web series, we intend to base our research and respond 
to our objectives, which will be of great help for future audiovisual productions. 

Focusing on the object of study, it can be mentioned that the Miitiin team was in 
talks for the series to be sold to a Peruvian channel. Also, there is a second season 
ready to be produced. In the case of Brigada de Monstruos, it can be mentioned 
that it is the first Peruvian web series made with miniatures and has more than five 
official selections at festivals such as Lift-Off Sessions 2020 in England and Curta-
Se Festival Iberoamericano de Cinema de Sergipe 2021 in Brazil. Similarly, Leo 
in Space was part of the official selection of the Ojo Móvil Fest 2020 Festival, an 
international film and video festival made with mobile devices. 

To address the object of study, an interpretative methodology has been chosen, 
reviewing indexed research articles related to the topic to be investigated, since this 
methodology serves to generate evidence of its scientific status [22]. Likewise, several 
communication journals were reviewed, among them, Comunicación y Sociedad and 
Latinoamericana de Comunicación. For this study, about 40 articles on the concepts 
that helped me to strengthen the research were reviewed. 

Finally, it is desired to carry out qualitative research, since interviews are a very 
useful technical instrument in research and serve to collect incommensurable data 
[23]. Likewise, in this research I do not analyze the reception of the series by 
the public, but the production and exhibition processes, for example, the ways of 
producing, how this type of format is exhibited or the strategies that are used. This 
type of information cannot be measured quantitatively because it is data handled by 
the series team, and it is essential to carry out qualitative research to obtain it. For this 
reason, 20 semi-structured interviews were conducted with experts from the audiovi-
sual and marketing sectors, as well as with people involved in the web series Miitiin, 
Brigada de Monstruos and Leo en el Espacio, in order to have concise information 
and people with experience in the research topic. Likewise, when interviewing the 
team of the three web series, there will be a clearer picture of how the process of 
elaboration and exhibition of the Peruvian web series has been. It is necessary to 
emphasize that we have the consent of all those interviewed to use the information
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Table 34.1 List of 
interviewees for data 
collection 

Interviewees Professional profile 

José Balado Director de DOCUPERU 

Omar Vite Experto en marketing digital 

Joaquín Sancho Gestor de proyectos 

Christian Yaya Productor y animador 

Gonzalo Benavente Director de cine 

Daniel Rodríguez Creador y director de Miitiin 

Alberto Castro Productor de Miitiin 

Atilio Quesada Productor y director de Miitiin 

Bruno Rosina Guionista de Miitiin 

Ivan Tahara Director de arte de Miitiin 

Julian Amaru Director de fotografía de Miitiin 

Giovanni Rossi Director de sonido de Miitiin 

Franco Parodi Editor de Miitiin 

Marco Castro Post productor de Miitiin 

Valeria Calmet Asistente de producción y arte de Miitiin 

Rogger Vergara Creador de Brigada de Monstruos 

Giovanni Arce Cocreador y guionista de Brigada de 
Monstruos 

Nataly Vergara Productora y directora de arte de Brigada 
de Monstruos 

Renato Medina Creador de Leo en el Espacio 

Jorge Cárdenas Editor y post productor de Leo en el 
Espacio 

for purposes related to the investigation. The following Table 34.1 details the people 
interviewed and their respective positions. 

It should be noted that for this article a specialized expert has validated the 
instruments and to certify this validation I have a document signed by him. 

34.3 Results 

As time goes by, forms of entertainment change and with them the way they are 
produced and consumed. Web series are a clear example, since it is a format that 
is being produced more frequently not only by independent creators but also by 
production companies in our country. Despite being a format that is becoming more 
relevant in these times, the interviewees have innovated with new ways of telling 
stories and have challenged a global pandemic to continue producing content, since 
they visualize great potential in web series.
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34.3.1 Digital Platforms and Universe of YouTube 

As findings of the digital platforms category, Christian Yaya mentions that digital 
platforms aim to accelerate the processes so that the content exhibited takes off faster 
and has a larger audience. Thus, digital platforms today are a powerful medium for 
the audiovisual market. Furthermore, Gonzalo Benavente says that YouTube has 
become more prominent in the audiovisual world and today is serving as a window 
to promote an audiovisual product, this is due to the very mechanisms of the platform 
and its form of consumption. However, Franco Parodi considers that YouTube is not 
a platform for web series or for a medium/high quality audiovisual product, since 
these products are drowned by contents that are less demanding at production level 
and are daily. 

On the other hand, Omar Vite mentions that all content should not be deposited on 
the Internet, but everything has to be interconnected (ecosystem) between everything 
to be a phenomenon. Nevertheless, Marco Castro assures that if you are not in digital 
media or social media, your product does not exist; that is why artists disseminate 
their content in these media and thus remain active. Likewise, Daniel Rodriguez 
mentions that in each digital platform audiences are different and behave differently; 
hence, if you want your content to reach more audience you must spread it through 
all possible platforms and at the same time. 

Focusing on Miitiin, Marco Castro assures that in Peru you have to push people 
everywhere to reach your content; consequently, the main medium was YouTube 
because it has the most people in the world and it is more accessible to everyone. Then, 
it was decided to use Facebook and Instagram as support media. However, Franco 
Parodi mentions that the premiere of Miitiin coincided with the launch of IGTV, and 
they decided to take advantage of this phenomenon to reach the audience. Thanks 
to this decision and curiously, Miitiin has had greater receptivity on Instagram, has 
had greater views and connectivity with the public. 

Focusing on Brigada de Monstruos, Rogger Vergara mentions that YouTube is not 
a platform where users watch fiction. As a result, they decided that the main channel 
for Brigada de Monstruos was Facebook, since that is where their target audience 
was focused, which were the fans of role-playing games. The fans of these games 
were key for the series to have a good reception, since they shared, commented, and 
made the series known to the entire community. Giovanni Arce mentions that while 
it is true that the audience was on Facebook, new users who liked the series and 
shared it were also arriving via YouTube and Instagram. 

Focusing on Leo en el Espacio, Renato Medina mentions that YouTube today 
has become more important to watch quality content and is a great alternative for 
independent creators. He also states that he was looking for the series to be in the 
most massive place in order to reach more users. Nonetheless, he also used Facebook 
to bounce the chapters and Instagram to upload content that would invite people to 
watch the series.
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34.3.2 Production, Exhibition, and Promotion of Peruvian 
Web Series 

As findings of the production, exhibition, and promotion category, José Balado 
mentions that web series are fundamentally different from traditional series, since 
they are a new format, a format that is exclusively designed for a digital platform. 
Likewise, Joaquín Sancho states that web series have their own particularities in 
terms of length, in addition to the fact that the stories are easier to digest. Atilio 
Quesada affirms that web series are approached from a different perspective and 
that is why you can take other licenses. However, Gonzalo Benavente affirms that 
web series and traditional series are still the same in terms of complexity, since both 
have to tell a story and tell it well. Nevertheless, web series, being designed in a 
web format, do not have limitations or parameters to follow, but rather the time and 
structure are adapted to the story. 

Bruno Rosina claims that the difference of a web series is more on the technical 
side, since the script is written as for any audiovisual product: movie, series, and so 
on. He also mentions that web series and comedy are closely related, since it is a 
genre that lends itself to this format. You are able to make a person laugh in 20 s, 
but making a person laugh throughout a whole film is more complicated. Giovanni 
Rossi asserts that many times there are series that have been made for the web and 
are the gateway for them to be sent to other platforms or simply to be sold. He also 
affirms that the gap between web series and traditional series is getting shorter and 
shorter, since all the work of the technical team is the same and the demand is the 
self-same. 

Regarding the exhibition, Omar Vite confirms that each project has its own essence 
and it is necessary to look for what it is about in order to propose a good exhibi-
tion strategy. Similarly, Joaquín Sancho mentions that the issue of distribution and 
exhibition is a decision that is made before producing. 

On the other hand, Gonzalo Benavente declares that the level of complexity of 
an exhibition strategy is developed according to the variables that one incorporates, 
and the more complex the better. The variables that can be taken into account are 
marketing, press, target, etc. He also mentions that each product must have a particular 
exhibition strategy; if a product is similar to the previous one, it is a good reference 
point, but in reality each story connects with a different public. Although, Ivan Tahara 
affirms that it depends on what you need, there will be a platform for that and you have 
to know well what your product needs to decide on which platform to exhibit it. In 
the following Fig. 34.2, we can observe in a general way what are the distribution and 
exhibition processes that must be followed for any audiovisual project (see Fig. 34.2).

Focusing on Miitiin, Julian Amaru considers that in this production he did not 
feel as a director of photography, since the conditions made the web series to be 
shot with the equipment that the actors themselves had. Given that, he was more 
as a technical advisor prior to the shootings in which he was not present. With 
this fact that Julian mentions, we might infer from what Giovanni Rossi said above 
regarding the differences between web series and traditional series, specifically with
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Fig. 34.2 Step by step of the distribution and exhibition process. Own elaboration

the statement “All the work of the technical team is the same and the demand is the 
same.” With Julian on Miitiin, we certainly can affirm that in this case the experience 
of a cinematographer was different. 

Meanwhile, Ivan Tahara mentions that the construction of the characters regarding 
the art direction was a long process of many video calls, explorations of the actors’ 
homes and the spaces that were going to be used. Ivan explains that although it is 
true that it has been a new way of working in his area, the art direction process for a 
web series or a traditional series is the same. 

As for Brigada de Monstruos, Rogger Vergara states that it was a great challenge 
to make the series with the miniature dolls, since he not only had the role of director, 
but he was in charge of the whole process of making the series. In addition, he 
indicates that web series have their own particularities but that they undoubtedly 
take and have as a reference some characteristics of traditional series, such as, for 
instance, the structure to tell a story. On the other hand, Nataly Vergara points out 
that the art direction was complex because they had few resources and they had to 
figure it out. The art direction was based on actions, in other words, on what was 
happening at the time of the scene. Nataly also adds that because the camera lens 
was set so close to the stage, everything was seen very large, and thus, they had to 
be aware of every detail of the framing. 

Centering on Leo en el Espacio, Renato Medina mentions that the concept of the 
series was always thought in the character’s personality, in his world. This series 
was filmed with a single cell phone and everything was handmade by himself, the 
production was not difficult but he managed with all the objects he had at home 
to simulate the spacecraft. Undoubtedly, this project was a challenge for him, not 
only because it was the first time he did a project independently but also because it 
challenged his creativity and finally the project obtained the expected results. 

Regarding the exhibition and promotion, Marco Castro mentions that, in the rush 
of wanting to be the first to come out, the processes needed to be accelerated and in the 
exhibition these processes were not addressed as they should have been. Furthermore, 
he affirms that Miitiin would have been more successful if they had had sponsorship.
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Giovanni Rossi mentions that they had “Aj Zombies” as a base, since this series 
was uploaded to YouTube and was successful. They participated in a contest in Miami 
and won a prize, thanks to which they were contacted by Canal + France to shoot 
the film. Bearing this in mind, Alberto Castro mentions that with Miitiin they never 
thought of winning based on views, the idea was to make a series that would be 
successful enough to be sold to a channel or platform, something similar to what 
happened with “Aj Zombies.” Bruno Rosina mentions that months later they were 
approached by a Peruvian audiovisual platform that was interested in the product 
and that they wanted it for their platform but what they were offering was low. It is 
understood that if they want to buy it, it is because the web series is good and they 
are going to make a profit; therefore, he considered that what they were offering was 
not reasonable. 

On the other hand, Daniel Rodriguez mentions that not having a big budget for 
the series and being a small team, there was not a good management in the screening. 
He is not a person who knows about the subject and had to take charge of this process 
with part of the team. Consequently, he believes that in order to analyze the exhibition 
strategies to be implemented, it is essential to have a person who knows the subject 
and is 100% in charge of this process. 

With regard to Brigada de Monstruos, Rogger Vergara mentions that different 
strategies were proposed to see where the audience was, since each social network 
has a different audience. In this case, they did a double strategy: The first was to try to 
find the target audience in order to make them aware of the series and the second was 
to promote the voice performances of all the actors who were in the series and the fact 
that it was the first fantasy web series made with miniatures in Peru. Furthermore, 
Gionanni Arce mentions that with the series they discovered a niche that had always 
been there and they didn’t know it, many role-playing communities started to watch 
the series and members of these communities even had companies related to this 
universe. This is how these two sponsors they had in the series approached them 
to support them in the way they could. On the other hand, Nataly Vergara explains 
that one of their strategies was also to make the series transmedia, hence, on the 
website of La Taberna they uploaded comics where they explained the whole world 
of dungeons, and this served as support for people who do not necessarily know the 
world of role-playing games. 

Referring to Leo en el Espacio, Renato Medina mentions that for the promotion 
in the networks they used pieces related to the chapters, and they always invited you 
not to miss the next chapter. The digital strategy was always aimed at getting the 
viewers to watch the series. What we did work with a press officer we hired was a 
campaign that allowed the series to have a press dossier and through this, the series 
was able to appear in various media such as El Peruano, El Comercio, La República, 
RPP, allowing it to have a better reception. Moreover, Jorge Cárdenas points out that 
together with Renato Medina they created Leo’s universe so that it would also be 
visually reflected in the graphic pieces. Jorge affirms that the network strategy was 
created focusing on the character’s personality and the situations he lived in each 
chapter. He also adds that in the promotion there is a zero point of research, data
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collection, hypothesis formulation, and preparation of your digital strategy document 
that is fundamental but that many do not keep in mind. 

Finally, most of the interviewees responded to certain concepts that are linked 
to the profitability of an audiovisual product: budget, distribution, business model, 
and financing. These concepts are a concern for the audiovisual market, since many 
times the productions that are made end up not being profitable and are rather a waste 
of money. In this case, several factors may influence: the product of low-quality, 
mis-execution of processes, and so forth. 

34.4 Discussion and Conclusion 

In response to the first objective, how is the production of series content within 
digital platforms? Franco Parodi mentions that web series and traditional series start 
from the same thing, if you do not have a solid script nothing will work. Additionally, 
Rossi also mentions that the differences between web series and traditional series are 
becoming shorter and shorter for several reasons, among them, the technical team, 
the requirements, the way they are written, among others. Nonetheless, this differs 
from author Hernandez who claims that web series are a different type of production 
than traditional series. As stated by the scriptwriter of Miitiin, Bruno Rosina, in the 
case of this web series the script was written as for any audiovisual product, it has 
a beginning, a conflict and a resolution. According to authors Montoya and Garcia, 
one of the main characteristics that distinguish web series from traditional series is 
that there is no limit to the number of chapters a web series may have per season. 

Based on all these arguments, it can be seen that web series and traditional series 
have different characteristics that are specific to the format, such as the length; 
however, they share characteristics with each other, as Julian Amaru mentioned, the 
web has influenced the traditional series that are now seen on Netflix, for instance, 
the way they are exhibited. Moreover, another similar characteristic is that all audio-
visual products tell a story and for that story to be well told, there must be a good 
script, a clear objective and, above all, a clear structure. 

On the other hand, Cappello mentions that, thanks to the short runtime, it is 
possible for users to be able to watch these series more flexibly and more frequently. 
Similarly, Bruno Rosina and Alberto Castro mention that the particularity of web 
series is their short duration, and that this has made them so popular today, as 
consumers do not spend more than 20 min watching a video on YouTube. Author 
Cappello also explains that web series become a dynamic playground where new 
narrative forms are tested. Rogger Vergara and Renato Medina also mention that 
these new web formats give you much more freedom to create and narrate new 
stories. Notwithstanding, Gonzalo differs from this argument and mentions that the 
formats and narratives in a web series are exhausted if they always follow the same 
logic, as in the case of Miitiin, if they follow the logic of the zoom meetings, the 
time will probably come when the series will no longer be able to continue, and they 
will have to opt for another more innovative proposal.
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As the author Rufete states, forms of entertainment are constantly evolving to 
adapt to this new generation of consumers. In the case of the audiovisual world, the 
transformation involving various factors has enabled the development of new series 
and new formats and created exclusively for consumption on the network. Likewise, 
as Valeria Calmet mentions, web series have particularities such as the audience and 
the way in which they can be consumed. In addition, Giovanni Arce states that the 
pandemic allowed the acceleration of this format and that it depends on the type of 
story you want to tell to find your audience. Regardless, web series fulfill the same 
objective of any audiovisual product: entertainment. Under these arguments, web 
series become a new form of entertainment for a specific audience that knows how 
to adapt to these new ways of consuming an audiovisual product. 

An important factor mentioned by the authors Molpeceres and Rodríguez is that 
the narratives make use of different digital platforms, so it is very important to think 
from the beginning for which platform the audiovisual product is aimed. However, 
with Miitiin it was different, since the team produced the series and uploaded it to 
YouTube because it is the most watched platform in our country. In this case, they did 
not care about the nature of the product, but rather because they wanted to be the first 
to be released, they opted for that platform. It should be noted that the option chosen 
does not deviate from what the authors pointed out, since the format and narrative 
of Miitiin lends itself to this platform. 

Responding to the second objective, what is the strategy for exhibition and promo-
tion of web series within digital platforms, the authors Montemayor and Ortiz indicate 
that today there are several channels through which you may display your product, 
but that there are channels with greater relevance, notoriety, and market presence, 
such as YouTube and Vimeo. Bruno Rosina states that in order to know which plat-
form is relevant to exhibit the product it is necessary to analyze the content; although 
in Peru local platforms are not being used and those that are easy to access, such as 
YouTube, are usually used. Also, the strategy used in the exhibition depends on what 
is the goal you seek to achieve with that product, for example, if what you wish is 
to generate content to have a large coverage and generate income, it is best to use 
platforms that are easily accessible, such as YouTube, TikTok, among others. 

On the other hand, if you expect your project to be sold to a recognized digital 
platform, the most important thing is to analyze all the factors that this process 
includes, highlighting that it is of utmost importance to have someone who knows 
the subject, to finally present it to a digital platform such as Movistar Play, Claro 
Play, etc. There is also another option that is widely used in the Peruvian audiovisual 
market, which is to exhibit an audiovisual production on platforms such as YouTube, 
in order to achieve a great reach and then be sold to a recognized digital platform in 
the market. All options are viable, though as I mentioned above, the one you choose 
will depend solely on what is the goal you want to achieve with that audiovisual 
product. 

According to the Miitiin team, the strategy that was implemented was not the right 
one. Firstly, because there were several factors at play that affected the decisions that 
were made, such as, the rush of being the first to come out with a product such as 
this. Secondly, the small budget and thirdly, the lack of a clear objective as to where
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the company wanted to go with this product. Atilio Quesada, producer of the series, 
mentioned that they had a great idea and a great team, however, if they had not 
been in such a hurry to be the first to come out, probably the decision to release it 
on YouTube would not have been in their plans. Nonetheless, Alberto Castro, also 
producer of the series, commented that with Miitiin they never thought of making 
money based on views, since the idea was to make a series that would be successful 
enough to be sold to a channel or a bigger platform. 

According to the Brigada de Monstruos team, they believe that the strategy was 
the right one. The first thing they did was to look for role-playing game fans, since 
the series is 100% inspired by that niche. When they found it, they found out that 
their audience was on Facebook and that was the platform where they should share 
the series and all the content, that’s how they decided to publish the series on the 
platform and in a short time it managed to have great reach. The followers of Brigada 
de Monstruos were so excited about this project that they did not stop supporting the 
series and it managed to get sponsors. 

Meanwhile, Leo en el Espacio sought to implement a strategy with diffusion on 
all platforms and also through the creator’s contacts. Because of its rebound not only 
on the platforms but also in the media, it was a semi-finalist in the Ojo Movil Fest 
International Festival, which is a festival created for projects that have been made 
with cell phones. 

We can point out that web series are a growing universe in the audiovisual sector, 
since in economic terms they are not yet within the metrics of the Peruvian audio-
visual market. Additionally, web series are characterized for being a light format 
to consume, since as I mentioned before, the user can watch the content wherever, 
whenever, and how he/she desires. On the other hand, at the production level, audio-
visual products start from the same point of view. In the specific case of web series 
and traditional series, web series have their own features of the format; notwith-
standing, they still contain characteristics of the series we are accustomed to watch. 
Web series are becoming a new form of entertainment and thus, more and more are 
being produced in the Peruvian market. 

The commitment and perseverance of each member of the Miitiin team ensured 
that the series has a structured flow. It is very likely that in the future the team of the 
series will bear in mind everything that happened with Miitiin, to avoid making the 
same mistakes in the next projects and to bring them a lot of personal and professional 
satisfaction. 

Regarding the exhibition, we can affirm that this stage is fundamental for the 
success of the audiovisual product. It is essential to analyze all the factors involved 
in this process in order to make a good decision. Without a good exhibition strategy 
your project does not exist, so it is important to analyze the market, innovate, and 
have mapped out the risks that are taken with the decisions that are chosen. 

Brigada de Monstruos and Leo en el Espacio are projects that were created in the 
pandemic while seeking to be a relief in the face of the crisis we were going through. 
Also, they knew how to take advantage of digital platforms in relation to the needs of 
users, and this allowed the series to have great reach and can be seen internationally.
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Finally, the limitations that have been encountered in the realization of this article 
have been the conditioning of the articles related to the research topic and especially of 
the web series investigated, since being a Peruvian product the environment becomes 
more complicated. Moreover, the accessibility to the interview-two was a determining 
factor for this research. The recommendations for content creators and especially for 
those who explore new formats such as the web series are to be innovative so that their 
project has greater visibility. In addition, it is important to plan a good advertising 
and promotion strategy so that the project is able to scale quickly and achieve its 
objective. 

To the Research Direction of the Universidad Peruana de Ciencias Aplicadas for the support 
provided for the realization of this research article 

References 

1. Arboleda, A.: La serie web no es el futuro, es el presente. Revista Universidad EAFIT 52(169), 
122–125 (2017) 

2. Arango, M.: Análisis de la influencia de internet en las formas de consumir televisión en los 
jóvenes del grado once de la institución educativa santo Tomás en la ciudad de Cali en el año 
2019. Doctoral dissertation, Universidad Santiago de Cali (2019) 

3. Urrea, J.E.: Lenguaje y contenido audiovisual de los programas en Internet frente a los 
programas de televisión convencional. Revista Lasallista de Investigación 11(2), 36–42 (2014) 

4. López Delgado, D.: Estudio de las plataformas de streaming. Trabajo Fin de Grado Inédito, 
Universidad de Sevilla, Sevilla (2018) 

5. Díez de Paz, L.: El streaming como forma de entretenimiento= Streaming as an entertainment 
source. Trabajo Fin de Grado, Universidad de León, España (2021) 

6. Rufete, E.: Análisis del uso de estrategias de crecimiento en Netflix. Tesis de fin de grado, 
Universidad Miguel Hernández, España (2016) 

7. Rodríguez, J.: Instagram como una plataforma de distribución disruptiva para el trabajo audio-
visual de estudiantes de pregrado, el caso de Form Factor. Tesis de fin de grado, Universidad 
de La Sabana, Colombia (2020) 

8. Sansó, M.: La producción audiovisual y los nuevos medios: configuraciones narrativas, 
plataformas y circuitos de exhibición de series web del NEA (2015–2019). Tesis de fn de 
grado, Universidad Nacional del Nordeste, Argentina (2021) 

9. Cappello Flores, G.: Prácticas narrativas en las ficciones seriadas para la web. Una mirada a la 
producción de cuatro países en Sudamérica. Comunicación y Sociedad, e7122 (2019) 

10. Prósper, J., Ramón-Fernández, F.: Propuesta de modelo de evaluación para webseries. La 
Colmena 105, 65–76 (2020) 

11. Heredia, V.: Revolución Netflix: desafíos para la industria audiovisual. Chasqui: Revista 
Latinoamericana de Comunicación (135), 275–295 (2016) 

12. Del Pino, C., Aguado, E.: Internet, Televisión y Convergencia: nuevas pantallas y plataformas 
de contenido audiovisual en la era digital. El caso del mercado audiovisual online en 
España. Observatorio (OBS*) 6(4) (2012) 

13. Montoya Bermúdez, D., García Gómez, H.: Estructuras narrativas en relatos cortos y 
serializados para la web. anagramas rumbos sentidos comun. [online]. 15(29), 103–118 (2016) 

14. Gonzáles, M.: YouTube como fenómeno social y su modo de consumo del audiovisual. Trabajo 
Fin De Grado, Universidad de Sevilla, Sevilla (2020) 

15. Asociación de Agencia de medios: Las tendencias en las redes sociales 2019 por Kantar Ibope 
Media (2020)



506 V. E. Zevallos and Y. S. Casquino

16. Sayán Casquino, Y.: Producción, distribución y exhibición del cine desde una nueva mirada: 
Obra Digit. (12), 27–51 (2017) 

17. Montemayor, F.J., Ortiz, M.Á.: El vídeo como soporte en la narrativa digital del Branded 
Content y los productos audiovisuales en las plataformas online. Poliantea 12(22), 85–116 
(2017) 

18. Ancín, J.M.: El plan De marketing digital En La Práctica. ESIC, Madrid (2017) 
19. Chumacero, Y.: Marketing de contenidos audiovisuales: Análisis de las herramientas aplicables 

a la industria cinematográfica peruana. Tesis para optar el título, Universidad de Piura, Perú 
(2019) 

20. Fernández-Gómez, E., Martín-Quevedo, J.: La estrategia de engagement de Netflix España en 
Twitter. El profesional de la información 27(6), 1292–1302 (2018) 

21. Navío Navarro, M.: Contenidos eficientes en redes sociales: la promoción de series de Netflix. 
index.Comunicación 11(1), 239–270 (2021) 

22. Barco, B., Carrasco, A.: Explicaciones causales en la investigación cualitativa: elección escolar 
en Chile. magis, Revista Internacional de Investigación en Educación 11(22), 113–124 (2018) 

23. Torruco-García, U., Varela-Ruiz, M., Martínez-Hernández, M., Díaz-Bravo, L.: La entrevista, 
recurso flexible y dinámico. Investigación en Educación Médica 2(7), 162–167 (2013)



Chapter 35 
Management Model and Capture 
of Benefits Integrated into the Practice 
of Project Management 
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Abstract An attempt has been made to address the difficulty of identifying and 
measuring the benefits derived from investment projects and capturing capital gains 
for an organization, focusing on developing and implementing a management model 
and realizing benefits for a leading company in its activity sector. Thus, the objective 
is to understand how it is possible to achieve the expected benefits of an investment 
project: A model characterized as generalist was developed (applied to all areas of 
the company), with the objective of optimizing the realization of benefits, measuring 
them and thus create value for the organization. Among the methods used, we high-
light, in a first phase, the research of some existing Frameworks, which later enabled 
the development of a proposed framework, validated internally using the existing 
Business Intelligence platform. Subsequently, based on a satisfaction questionnaire 
about the framework proposed to users, data related to its development and imple-
mentation were collected, with the aim of understanding its acceptance among the 
users and employees of the company. With the data from this questionnaire, an arti-
fact was developed: a PowerBI dashboard that reflects the benefits identified and 
captured. In summary, the artifact made it possible to identify, measure, and achieve 
the benefits generated by the project in question, but also to motivate its use in other 
existing investment projects, by adapting it to each of the other ones.
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35.1 Introduction 

Innovation and sustainable growth are two crucial concepts for the global competi-
tiveness of organizations. In this sense, investing in investment projects is increas-
ingly most vital within each organization, which can generate a set of benefits useful 
to daily activity. 

Santos [1] refers to the management of investment projects as essential to the 
competitiveness of ever-changing organizations. In this context, it is important to 
consider the capture and realization of benefits as essential concepts in motivating the 
implementation of investment projects [2], that is, identifying, capturing, monitoring, 
measuring, and presenting benefits are steps to consider in the implementation of a 
project. 

The support of these steps by the management of investment projects lacks the 
use of a Framework [1] capable of measuring and realizing the identified benefits. 
In addition to being able to assign a value, financial or otherwise, to each objective, 
it is essential to understand and analyze the impact, even if intangible, for example, 
on productivity or customer loyalty [3]. 

With a focus on understanding how to capture the benefits of an investment 
project, how all its management is carried out and contribute to the existing model 
in the company, this document exposes the work carried out through the choice of a 
Business Case of an organization of the Energy sector. 

The project aimed to answer the following questions:

• To what extent is project management important to the organization?
• How is the entire management process for the benefits associated with investment 

projects?
• What benefits did the Business Case bring to the organization?
• How it will be possible to measure these same benefits?
• How will the results/benefits of the Business Case and other projects of the same 

organization be presented and disseminated? 

In this context, where organizations need constant investment projects to update 
[4], the management of investment projects and benefits are two intrinsically related 
assumptions [5]. Thus, even considering that a project is characterized as being 
specific and finite, short or long term, larger or smaller, it is always associated with a 
stipulated budget [5, 6], and its ultimate objective is to put the organization’s strategy 
into practice and transfer its vision to the real plan [3]. Even the synchronous use 
of investment project management and inherently of benefits management is more 
likely to promote the success desired by organizations [7].
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35.2 Research Background 

At the base of this work is the concept of Investment Project Management. We 
are talking about “…management of techniques that enable companies to associate 
their strategy with the successful results of a project.” [8] which must be evaluated 
from different perspectives: cost, time, quality, scope, resource and activity, and also 
through successful measurement models [9]. 

This assessment, that is, basically the analysis of its viability, is supported by 
the correlation between costs and income, referenced in plans, such as financing, 
investment or exploration. In this sense, analyzing through technical–economic and 
economic-financial studies is essential to be able to decide whether to invest in a 
particular Investment Project. 

Moreover, according to the Introduction, it is equally crucial to look at benefits 
management, which “… constitutes an important part of project management,” as the 
latter is “… the means through which organizations/companies achieve their goals.” 
[8]. 

More focused, he wants the notion of benefit—“… a result whose nature and 
value is considered an advantage for the organization.” [10]-, both their classifica-
tion are essential, given the subjectivity in question (tangibility and intangibility) 
and measurement because “… what cannot be measured cannot be managed.” [5]. 
Classifying the benefits is even identifying each one as tangible, intangible, financial, 
or non-financial [6]. 

There are several models to consider supporting benefits management: Ward’s 
Cran-field Process Model [8]; Thorp’s Benefits Realization Approach [11]; the Active 
Benefits Realization [12]; or even Kaplan and Norton’s Balanced Scorecard [13]. All 
of them with specific focuses, yet promoters of the knowledge of managing benefits 
through the act of executing each one of them [14], useful in conflict management 
[4], crucial in the pre-definition of benefits [5], important in assessing the success of 
implementation [15], or even in identifying the organizational value of each benefit 
[16]. 

The implementation of investment projects and the inherent management of bene-
fits is based on a Business Case of the organization, which must be classified in 
different perspectives: financial, management, commercial, and strategic [17]. The 
objective is to identify investment reasons, benefits and costs, terms to consider and 
associated risks, in pursuit of the feasibility of the investment project [18], in order 
to expose the results as a form of table that summarizes information providing the 
indicators in question, with its final output being a data analysis [19]. 

35.3 The Solution 

The approach we followed includes the creation of a conceptual framework and, 
based on it, an implementation of a tool for the proof-of-concept. This has been
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realized as project steps, with the creation of the framework being step 1 and the tool 
development as step 2. 

In this chapter, we describe the proposed framework, the project developed using 
the framework, and an evaluation of the result. 

35.3.1 Proposed Framework—Step 1 

A conceptual framework relates concepts, empirical investigations, and relevant 
theories to advance and systematize knowledge about related concepts or issues. 

The proposed framework was developed based on the study of several articles, as 
already mentioned, and its structure is presented in Table 35.1. It consists of a phased 
approach to the problem.

The first phase is called pre-project implementation: It consists of the entire defi-
nition of the vision and business objectives that arise from that same vision. Project 
managers also define all KPI’s. Then, still in the pre-implementation phase of the 
project, the Business Case is created and developed, which will be essential to assess 
the reliability of the methodological framework. The Business Cases provide infor-
mation regarding benefits, costs and investment details allocated to projects, risk 
analysis, among many other aspects. 

The second phase is related to the implementation of the project. At this stage the 
assumptions will be validated, and updated if necessary, according to the framework. 
It will be during the implementation of the project that all initiatives will be monitored 
and changed in order to achieve all pre-defined benefits. 

Finally, in the post-implementation phase of the project, the main focus is 
managing and monitoring the benefits arising from the project, as well as analyzing 
and reviewing the project results. 

The last point relates with the reporting and dissemination of results. 
In summary, this framework applies to the case study that was chosen, as will 

be seen in the following section, but due to its structure it can be applied to any 
type of investment project, from any area within an organization, being for generic 
application. 

35.3.2 Tool Development—Step 2 

The developed tool consists on a business intelligence application; under an Oracle 
platform already implemented in the organization for two years. BI-SCADA included 
developing a Data Warehouse (DW) and ETL Processes, which group data from 
different sources. 

In order to provide reliable information for analysis, management and decision-
making support within the organization, a Framework was created (Table 35.1) to  
determine the scope of all defined benefits before the implementation of an investment
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Table 35.1 Proposed framework 

Stages Highlights 

Pre-project implementation 1 Set vision and objectives I.I Define vision and derive 
business objectives from the 
vision 

1.2 Define KPI’s and CSF’s 

2 Business case development 2.1. Identify benefits 

2.2. Estimate 
costs/Investment details 

2 3. Risk assessment 

2.4. Assessment the 
feseability of the project 

3 Benefits identification 3.1. Define which benefits we 
want to achieve and create 
essential changes to reach 
these objectives 

3.2. Link benefits to the 
business objectives, and 
ensure that they are realistic, 
specific, measurable, actual 
and linked to the strategic 
outcomes 

3.3. Identification of metrics 
and targets 

3.4. This stage include 
benefits and changes 
description associated to the 
project 

3.5. This stage include the 
date of realization of benefits 
as well as the used resources 

Project implementation 4 Benefits management 4.1. Validate the approaches, 
and if not valid, update the 
benefits (turn to stage n 3) 

4.2. All management and 
follow-up of the 
changes/initiatives that be 
done internally, in order to 
achieve all the benefits 

After project implementation 5 Benefits realization 5.l. Monitorization and 
benefits measurement 

5.2. Review and analyze of 
the results as well as 
identification of measures to 
adjust to targets

(continued)
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Table 35.1 (continued)

Stages Highlights

6 Benefits report 6.1. Reporting and 
dissemination of results

project, ensuring that the management of benefits is processed in the best way: 
there is a first step, pre-implementation of the project, which defines the vision and 
business objectives that arise from this same vision and the managers project also 
define all KPI’s; a second step, which consisted of project implementation, in which 
the assumptions were validated and updated; and finally, post-implementation of 
the project, focusing on the management and monitoring of benefits as well as the 
analysis and review of project results, including the reporting and dissemination of 
results. 

A satisfaction questionnaire was applied to assess the effectiveness of the real-
ization model and capture benefits in the business as mentioned above intelligence 
application. The questionnaire was applied in two phases: at the beginning of the 
use of the application (January 2021) and in the post-implementation phase of the 
project (June 2021). The main purpose was to understand whether the pre-established 
benefits for this project were achieved or not, and for those that were not, to identify 
those reasons. 

The satisfaction questionnaire also has the following objectives:

• understand the evolution of this application since the first completion of the 
questionnaire;

• understand if its users are satisfied with the application and if they are well using 
it;

• and understand if there were problems adapting to the platform by end users, to 
promote measures in the future that can solve this type of problem. 

The satisfaction questionnaire has 44 questions, divided into eight distinct groups 
to achieve the defined goals: user profile, user experience, BI system functionalities, 
performance and availability, integrity and security of the data extracted from the 
program, application and evolutionary maintenance, user training for a better use of 
the tool and, finally, the global appreciation. 

Finally, a dashboard was developed to present the results obtained, both from 
the questionnaire and from other investment projects. This dashboard focuses on 
the standardization and centralization of all information (costs, benefits, investment, 
benefits catalog, status of investment projects) allocated to investment projects in 
all areas of the company: This artifact allows project managers to use all the infor-
mation associated with investment projects, eliminating their dispersion across the 
company’s various media.
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35.4 Evaluation 

For the evaluation purpose of the proposed artifact, a questionnaire has been applied. 
In a universe of 246 users, a response rate of approximately 38.6% was obtained: 95 
users of the platform answered the questionnaire. These users are divided into these 
10 departments, most of them aged between 31 and 40 years old (34.74%), or even 
30 years old or less (30.53%). 

For the rest of the questionnaire, the organization defined a set of targets to be 
addressed by each question:

• user experience—5.3;
• functionalities—4.5;
• performance and availability—4.3;
• integrity and security—unassigned;
• application and evolutionary maintenance—unassigned;
• user training—5.5;
• overall appreciation—5.5. 

Only two groups reached the values defined by the target and only in the second 
pass of the questionnaire: Performance and Availability (4.47) and Training (5.68). 
The remaining groups fell short on the defined targets. Below is a summary Table 
35.2. 

From the analysis of these averages by group, we got evidence that contributed 
to the results, as presented below:

• user experience: SCADA is unappealing, not very user-friendly and graphs, 
reports and tables could have a better design;

• functionalities: 20 of the 95 respondents chose the option “I completely disagree” 
in the question about the use of the help menu frequently, lowering the averages 
of this group (2.18 in the 1st time and 2.37 in the second);

Table 35.2 Summary 
averages of responses in each 
group 

Group Average 
questionnaire 1st 
time 

Average 
questionnaire 2nd 
time 

User experience 4,31 4,71 

Functionalities 3,81 4,09 

Performance and 
availability 

4,49 4,87 

Integrity and 
security 

5,69 5,86 

Maintenance 4,05 4,59 

Formation 5,06 5,68 

Global appreciation 4,58 4,97 
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• performance and availability: The question about the speed of production of results 
by the system had an interesting rise from 3.94 (1st time of the questionnaire) to 
4.47 (2nd time), certainly contributing to the reach of target with the 2nd pass of 
the questionnaire;

• integrity and security: Although without a defined target, it is possible to verify 
high averages in both sections of the questionnaire (5.69 and 5.86), reflecting the 
satisfaction of users in this area;

• maintenance: Also without a defined target, it is possible to verify lower values 
(4.05 and 4.59) than those of the previous topic, which may indicate lower user 
satisfaction in this topic;

• training: In this context, the average of 5.68 in the question about the usefulness 
of available training is highlighted, which is very close to the top value of the 
scale (between 1 and 7);

• global appreciation: The averages of this scope are below the target, showing that 
the application in general will have to be improved—the answers to the question 
about the “user-friendly” characteristic (4.3) stand out. 

35.4.1 Results Discussion 

In a first approach, the fact that the application is considered not very “user-friendly,” 
compared to the target defined for the user experience group. It suggests some 
negative impact on productivity: Users spend more time using the application than 
expected. One of the reasons for this evidence is the lack of speed in finding the 
information necessary for the execution of activities: It increases time wastage and 
yes it contributes to reducing productivity rates. 

From the analysis, it is important to highlight the integrity and security, as well 
as the training available, of this platform. Integrity and security really support the 
application, as there is trust in using the software. The group of training questions 
turned out to be the one that had averages closest to the target: To improve this 
scope, it will have to be felt, namely the monitoring of users and the materialization 
of platforms that allow to clarify doubts and provide clarifications on the app. 

On the other hand, the averages of applicational and evolutionary maintenance 
were among the lowest compared to the values obtained in other areas. This is a topic 
to bet on, in the sense that it will certainly have an impact on productivity, as already 
mentioned in the scope of application use. 

Following these ideas, the development of the dashboard allowed the dissemina-
tion of the results of the questionnaire made and contributed to internal communica-
tion, also an objective of the organization’s management. This was the most useful 
result for the organization, since it includes a list of all projects carried out internally, 
with an indication of investment values (initial investment, financial benefits, fixed 
costs and variable costs). 

The dashboard is supported in four main parts:
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• a “Benefits Tree” that consists of exposing the benefits in the form of a tree, being 
possible to consult each benefit by itself regardless of the level and ascending or 
descending dependence it has, associated with a set of three filters—organization 
area, area products and associated metrics;

• a “Project/Product Status,” depending on the benefit target, to consult the imple-
mentation status of each project (pre, during or post-implementation), with asso-
ciated filters regarding the forecast of costs and income, in addition to the benefits 
actually generated;

• “Captured Values” area supported by a balanced scorecard perspective, to identify 
which organizational unit is generating more revenue, and which one needs some 
type of development and investment, supported by an improved cost structure, 
giving as yes, a better financial view of the impacts of each project;

• • “Continuous improvement initiatives in progress” area, which is a list of initia-
tives to improve ongoing investment projects (includes expected start and end 
dates), with reference to the internal person in charge, being possible to filter by 
area and by project. 

This artifact promotes the simplification and streamlining of the entire process 
of filling in the “Business Case sheets” by project managers, thus enabling them 
to allocate part of their time to other activities within the company. Likewise, it 
centralizes and standardizes all information associated with investment projects, as 
well as eliminating the dispersion of information about them, due to their more 
interactive use. 

35.5 Conclusion 

As mentioned at the beginning of the paper, “the difficulty of identifying and 
measuring the benefits derived from investment projects and capture of capital 
gains for the organization” was the motto for this exhibition, which began with 
the identification of the issues inherent to the concept of “benefit.“ 

After framing and theoretical delimitation, by bibliographic review of concepts 
and frameworks in this area, a Business Case was used to explore the benefits of an 
organization’s investment projects. 

Regarding the necessary steps to methodologically support the study carried out, 
it was possible to identify benefits inherent to the chosen Business Case, promoting 
the identification of information, namely financial, on the evolution of the investment 
project in question. 

With the construction of the dashboard, a set of data/information was evidenced, 
which promotes evidence of the evolution of the pre-implementation phase to 
the post-implementation phase, highlighting a set of pertinent information for the 
different users. This was undoubtedly the most useful and most transversal result, 
in the sense that it allowed the adaptation of the layout of this Business Case to
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others that the organization was also interested in exploring and identifying inherent 
benefits. 

This work was carried out in a very specific context, so it was difficult to sustain 
its relevance given the almost non-existence of scientific publications in this area. 
This limitation, however, provides motivation in the dissemination of this type of 
projects in scientific forums, due to the opportunity to obtain feed-back. 

Even so, issues such as the complexity of the organizational database or the use 
of little-known software to develop the dashboard were also limitations for carrying 
out the work. 

In this sense, it would be very interesting to carry out a broader analysis of this 
organization, through a comparative study of more projects, both in terms of the 
benefits of each one, and in terms of the impact of each one on the results, for 
example financial, of the organization. It is clear to dimension this study for the 
Energy sector, it could bring useful inputs to the development of strategies by the 
sector, either by the organizations of the same, or by the tutelage in the regulation 
for which it is responsible. 
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Chapter 36 
The Influence of Social Media on Voters’ 
Decision-Making Process in Portugal: 
A Case Study 

Jorge Esparteiro Garcia , Eduardo González Vega, Patrícia Purificação, 
and Manuel José Fonseca 

Abstract Nowadays, social media are inevitably part of people’s daily lives. Thus, 
political communication should also go through digital communication channels, 
particularly on social media. In such channels, it is important to define a digital 
marketing and communication strategy to attract new voters and consecutively more 
votes. As in offline communication channels and also in digital communication, one 
of the indispensable points in political communication is the candidate’s image. This 
image must show its own style and differentiate the candidate from his opponents. 
The main objective of this study is to understand the influence of social media on 
Portuguese voters’ decision-making process. Throughout the study, different research 
questions were also analyzed to access which social media are the most used to follow 
the online political campaign and which criteria influence the voting decision-making 
process. To achieve this purpose, exploratory research was carried out through ques-
tionnaire surveys. Three surveys were conducted based on the Portuguese presidential 
elections of January 24, 2021. The surveys were distributed before, during, and after 
the end of the electoral campaign, and 106 people were questioned and answered all 
3 surveys. With the results of this study, it was possible to conclude that only 11% of 
respondents changed their voting intention due to the political communication made 
by political parties on social media during this electoral campaign. The social media 
most used by respondents was Facebook, which is also the one they consider the 
safest and most trustworthy to follow political communication in online media.
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36.1 Introduction 

It is from the marketing that it is possible to create, communicate, and confer value 
to the target audience, customers, or consumers of some product or service [1]. It 
is also through marketing that a continuous development and exchange of ideas, 
goods, and services is achieved to meet the needs of consumers and companies [2]. 
In politics, it does not work differently, political marketing is characterized by the 
creation and maintenance of the relationship between politicians and voters, in which 
the idea of mutual exchange is implicit [3]. According to [4], the political market is 
based on the central principle of marketing, the exchange between buyer and seller, 
since voters give their votes to politicians in exchange for the promise of seeing their 
interests defended and provided for. There are within political communication four 
basic elements, the sender, the message, the means used/channels of communication 
and the receiver. In the work Comunicación política en campañas electorales [5], 
one can see the importance of the feedback between the sender and the receiver, 
that is, between the candidate and the voter, this part of political communication is 
fundamental, because it is at this moment that the voter can express the consternation 
and feel that they are being heard and that they have a chance to be resolved in 
the future, this way the candidate gains supporters. Durán et al. [6] consider that 
strategy is the path to follow to achieve the main objective of the campaign, in other 
words, to make the candidate win the elections. The strategy mainly involves the 
definition of the electoral space, the message, the communication, the image of the 
candidate and his opponents and the campaign calendar. The candidate’s image, 
positioning, and message are three fundamental strategies in both traditional and 
online political communication [5]. The image of the candidate is important because 
it can dictate whether the candidate wins or loses the elections. It should include 
factors such as personal qualities, convictions, credibility, history, and the ability to 
communicate and create empathy with the other. The positioning, on the other hand, 
concerns the way in which the candidate manages to interact, to reach the mind or 
emotion of the voters. Finally, the message concerns everything the candidate speaks 
publicly during the campaign. It can be conveyed in a speech or through symbols, 
metaphors, images, colors, or shapes, all procedures previously planned and used for 
the candidate to gain new votes and keep current supporters [5]. According to [7], the 
integration of the Internet in the political environment benefits the development of 
horizontal networks of interactive communication that connects locally and globally. 
Finally, the characterization of the voters, they are the main key of the political 
landscape; without these elements, there are no elections, and hence, there is such 
a great concern regarding the large abstention present in recent years of political 
elections [8]. With this study, it is intended to better understand political marketing 
and the influence of social media in the decision-making process of voters in Portugal. 
That is, to understand if the communication that is made online, such as publications 
of images, videos, interviews, online debates have any influence in the final decision 
of the Portuguese at the time of voting. The study will focus on social media such 
as Facebook, Instagram, Twitter, and WhatsApp on political communication and
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the communication strategies and political content that are implemented by political 
parties on these platforms. And it aims to understand and study the influence that 
social media have on Portuguese voters’ decision making, as well as to understand 
the use of social networks in the political environment. In addition to the general 
objective, the following research questions were identified: Q1: Do young people 
consume more political communication on social media?; Q2: During the election 
campaign, which social media did respondents prefer and considered safe?; Q3: Are 
voters who always vote for the same party less influenced by political communication 
on social media?; Q4: Does the monthly income of voters make a difference regarding 
the influence that political communication has on their voting intention?; Q5: Are 
people influenced differently by different social media?; Q6: Did the voters who 
changed their voting intention during the political campaign show at the beginning 
of the study that they already knew which candidate they were going to vote for?; Q7: 
Is there a difference by gender regarding the influence of political communication 
on social media on voting decision making? This research paper is structured in five 
parts. After the introduction, the second part refers to the theoretical framework. 
This section defines the key concepts that underpin the study. In Sect. 36.3, it is  
characterized by the methodological approach adopted. In Sect. 36.4, it is proceeded 
with the presentation and analysis of the results. The fifth part presents the conclusions 
and the practical implications of the study, as well as its main limitations and lines 
for future research. 

36.2 Theoretical Background 

36.2.1 Marketing 

In recent years, the concept of marketing has undergone several changes, becoming 
an increasingly varied and less universal definition among marketers [9]. 

According to [1], managers, academics, and management students know dozens 
of definitions of marketing. All of them have contributed to the understanding and 
practical use of an area of management that has exceeded the boundaries of the 
functional area normally referred to as the commercial function in companies. In 
addition, still be able to make profit, both for the company and for the surrounding 
market [10]. Marketing is a continuous method of development and exchange of 
ideas, goods, and services that aim to meet the needs of consumers and organizations 
[2]. It is a set of means available to a company to sell its products or services, and it 
can be said that marketing adds value.
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36.2.2 Political Marketing 

Political marketing can be characterized as the creation and maintenance of the rela-
tionship with voters, in which the idea of mutual exchange is implicit; that is, the 
voter expects and believes that the promises made by candidates are fulfilled, thus 
satisfying both parties, on the one hand the candidate wins and on the other hand, 
voters expect to see fulfilled the promises made during the campaign. In the same 
way that a person exchanges a part of the money he has for a piece of clothing, 
a sofa or an appliance, the voter exchanges his vote for the expectation of having 
a better government [3]. In the work, Conference report [11], the author lists the 
main aspects of political marketing, a focus on exchange relationships, a long-term 
perspective, voter orientation, and mutual benefits for all parties involved. According 
to the Journal of Marketing Management [4], political marketing is defined as the 
party’s or candidate’s use of opinion research and analysis of the environment to 
produce and promote a competitive offering that will help realize organizational 
objectives and satisfy constituency groups in exchange for their votes. According 
to [12], political marketing is related to the development of propaganda and the 
media. According to the publication Comunicación política en campañas electorales 
[5], political communication can be characterized by all the actions and activities 
practiced transmitting a message to the receiver, in this case, the voters. The polit-
ical campaign should be directed toward a strategy to capture new votes/voters, 
all communication should be carried out with a view to winning the election and all 
members of the campaign, such as the presidential candidate or the head of campaign, 
for example, should remember this main objective and not allow themselves to be 
distracted by other concerns [5]. 

36.2.3 Digital Marketing and Social Media 

The most recent advances in the field of marketing are mainly due to rapid techno-
logical advancement. Some authors argue that digital marketing is a restructuring of 
traditional marketing [13]. In the work Changing from Traditional to Digital, digital 
marketing does not appear as a replacement for traditional marketing, but rather to 
complement it, with the most facilitated and fast interactions through the internet 
[14]. Digital marketing is defined as marketing that uses strategies with some digital 
component in the marketing mix—differentiating itself from commercial marketing, 
because its function becomes to disseminate the image of an organization or person 
through the internet [15, 16]. Social media are virtual platforms where people can 
relate to each other, either by sending messages or sharing content [17].
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36.2.4 Online Political Communication 

Currently, people use new technologies and consequently social media through all 
day. Thus, it is important that political communication also goes through these new 
sharing channels. According to [7], the integration of the Internet into the political 
environment benefits the development of horizontal networks of interactive commu-
nication. Furthermore, there remains an antagonism within online political commu-
nication; for one viewpoint, there are the digital dynamics identical to Habermas’ 
description of the public sphere [18]. On the other, it represents the public space, 
i.e., the unspecified sociocultural sphere [19]. According to the study Internet and 
Elections [20], the Orkut communities in Brazil are organized into different virtual 
groups that defend different parties, with nuclei called “I love …”, “I hate …” or 
“I will vote for …”. Frequently online democracy is present, and there has been a 
huge increase in the presence of parties on the Internet. In this regard, [21] underline 
the “me too” phenomenon as the cause of this increasing use of social media by 
politicians or political parties, with the premise that “if others have it, I have to have 
it too” [22]. 

36.3 Methods 

The objective of this paper was to study the influence of social media in the decision-
making process of voters in Portugal. That is, to understand how the communication 
made by politicians or political parties influenced the Portuguese over 18 years old 
who exercised their right to vote. The study was based on the presidential elections 
of January 24, 2021, which elected the President of the Republic of Portugal. It 
was used a non-probability convenience sample [23, 24] and composed of voters 
aged enough to exercise their right to vote. Three questionnaire surveys were created 
with the aim of analyzing voting intention and its variability throughout the campaign 
(before, during, and after the elections). The first form corresponds to the pre-election 
campaign period and was carried out in person, between January 1st and 9th, at the 
School of Business Sciences of the Polytechnic Institute of Viana do Castelo, for 
the more controlled group, and in the municipality of Vila Nova de Cerveira, for the 
more heterogeneous group. The central themes of the questions aimed at collecting 
sociodemographic data, and the access to and trust in online political information. 
The second questionnaire survey referred to the period during the election campaign, 
which ran from January 10 to January 22, 2021. Questions were asked related to 
the opinion of voters during the campaign and whether they were attentive to the 
information disseminated. An attempt was also made to understand how they had 
access to the campaign contents. The survey was answered between January 17th 
and 22nd. The third questionnaire survey was carried out after the election campaign 
period and was administered between January 25th and 29th. The selected questions 
aimed to analyze how many respondents were influenced by political communication
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on social media, as well as to assess which digital communication channels and 
social media were used by candidates to influence voters. The three questionnaire 
surveys were divided into six different parts, which categorized the information 
collected. Thus, in the first survey (administered in the pre-election campaign period), 
sociodemographic data were collected (part I), as well as the information collected 
about social media and the politicians/political parties (part II) that the respondents 
follow or have more affinity with. In the second survey (administered during the 
political campaign), the questions focused on political campaigns (part III) and social 
media communication (part IV). Finally, the third survey (administered in the post-
election period) addressed the campaign (part V) and the voting decision (part VI). 
The structure of the surveys involved the use of closed questions with direct answers, 
as well as questions with 5-point Likert scales. In total, 106 responses were collected, 
which were repeated for all three surveys. The participants, divided into two groups, 
were the same answering the three surveys. 

36.4 Presentation and Results Analysis 

36.4.1 Questionnaire Survey 1—During the Pre-election 
Campaign Period 

The first part of the analysis of this study consists of the characterization of the 
sample of individuals interviewed, namely their age, gender, location, education, 
occupation, as well as financial condition. Regarding age, most of the respondents 
are between 18 and 24 years old and between 35 and 44, each corresponding to 25.5%. 
As for the gender, there are more female respondents. In fact, 58.5% of the respon-
dents answered female (62 answers) while only 41.5% answered male (44 answers). 
In terms of place of residence, the greatest number of respondents belong to the 
district of Viana do Castelo, corresponding to 75.5%, followed by Vila Real (8.5%) 
and Braga (7.5%). Lastly, Porto with 6.6% and Leiria and Coimbra with only one 
respondent (0.9% each). In this sample, there are only responses from respondents 
residing in the north of Portugal, given that the questionnaire survey was adminis-
tered in person. Concerning the respondents’ academic qualifications, 48.1% have 
secondary schooling and 35.8% have a bachelor’s degree. In terms of professional 
occupation, 64.2% are employees, 18.9% are students, and 8.5% are self-employed. 
Regarding the financial background, most of the respondents are in a remuneration 
bracket between 10,000 and 20,000e per year (44.3%), followed by incomes below 
10,000e/year (43.4%). In the second part of the first questionnaire, it is intended 
to verify if those involved in the study had access to the Internet, if they usually 
vote, what their interest in politics is, and how this corresponds with their relation-
ship with social media. The trust and influence that politicians/political parties have 
on the interviewed individuals were also analyzed. The media most used to obtain
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information on political issues are television (35.4%), followed by paper newspa-
pers/magazines (13.7%), digital newspapers/magazines with 13.1%, Facebook also 
with 13.1%, and radio with 12.7%. It was possible to verify that a large part of the 
interviewees does not resort to social media much to obtain political information, 
since excluding Facebook, the other social media options showed little participation: 
Instagram with 6.2%, Twitter with 3.8%, and WhatsApp with 1.4%. When respon-
dents were asked whether they regularly follow any politician or political party on 
social media, 69.8% assumed not to follow any politician, 15.1% follow one politi-
cian/political party, 10.4% follow 2–5 politicians, about 1.9% follow between 5 and 
10 politicians, and 2.8% follow more than 10 politicians/political parties on social 
media. Regarding the trust in the communication made by politicians/political parties 
in the media, 32.1% assume themselves as indifferent, 30.2% trust partially. When 
this communication is made in social media, most respondents assume indifference 
(42.5%), 26.4% partially trust, 9.4% do not trust. As for the influence of communi-
cation made by politicians/political parties on the voting intention of respondents, 
46.2% assume that it is partially influenced, 17% indifferent, 13.2% assume no 
influence whatsoever. In terms of loyalty to political parties, 51.9% occasionally 
vote for the same party, 6.6% never vote for the same political party, and only 2.8% 
of respondents said they always vote for the same political party. When asked if they 
had already decided who to vote for in the 2021 presidential elections, 69.8% of 
respondents said yes, 25.5% had not yet decided, and 4.7% did not intend to vote. 

36.4.2 Questionnaire Survey 2—During the Election 
Campaign Period 

During this period, it was intended to verify if the participants of the study were 
following the political campaigns and through which media they were doing so, as 
well as following politicians/political parties on social media. Thus, 40.4% were 
following political campaigns through television, 14% through radio, and 13.6% 
through digital newspapers/magazines. As for social media, it was found that 13.2% 
of respondents were following through Facebook, 3.6% through Instagram, 2.8% 
through Twitter, and 0.8% through WhatsApp. However, 76.4% of the respondents 
were not following any campaign, and of the 23.6% who were doing so, 36.8% were 
following through television and 16.9% through paper newspapers/magazines. Some 
15.4% were following via digital newspapers/magazines and on social media in a 
very residual way, with Facebook accounting for 15.4%, then Instagram with 3.1% 
and Twitter and WhatsApp with 1.5% each. Specifically for the presidential elections, 
only 21.7% of respondents followed the campaign on social media, with Facebook 
being the most used, corresponding to a percentage of 64.3%, then Twitter with 
17.9%, Instagram with 10.7%. Finally, WhatsApp with only 3.6% and another social 
media, Telegram, was also pointed out with 3.6%. Regarding the results concerning 
the perceived influence of communication actions on social media on voting intention,
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39.1% of respondents consider themselves partially influenced, 26.1% indifferent and 
8.7 do not consider themselves influenced. Still, while in Questionnaire 1 only 69.8% 
had made their decision, during the campaign they were 85.8%. Those respondents 
who had not yet decided decreased from 25.5% to 8.5%, and those who did not intend 
to vote went from 4.7% to 5.7%. 

36.4.3 Questionnaire Survey 3—During the Post-election 
Period 

With this survey by questionnaire, it was intended to measure only three dimen-
sions: which communication channels did the respondents follow during the elec-
toral campaign, how many candidates saw communication elements, and which were 
the most relevant for the change of opinion or voting decision. As for the commu-
nication channels that respondents followed during the campaign, television was in 
the lead, with 38.3%. As for social media, Facebook represents 12% of the answers, 
Instagram represents 5.6%, Twitter 4.9%, and WhatsApp only 1.9%. Regarding the 
communication elements seen by the respondents, 55.7% saw from 2 to 5 politi-
cians/political parties, 19.8% saw from 5 to 10, 16% saw none, and 8.5% saw only 
one politician/political party. Before the election campaign, 64.2% of the respon-
dents said they were not undecided and only 35.8% said they were undecided. In 
relation to the specific communication of the candidates, it was intended to know 
if the communication of any politician/party made the respondents change their 
opinion, to which 67.9% answered “no”, and 32.1% answered “yes”. Objectively, to 
understand if the way they voted had changed during the election campaign, 77.4% 
answered “no”, 20.8% answered “yes”, and 1.9% of the respondents “did not go to 
vote”. Those who answered “yes” were asked if their vote had been changed based 
on the candidates’ communication on social media, to which 54.5% answered “yes” 
and 45.5% answered “no”. Additionally, it was asked which contents the respon-
dent saw most frequently on social media, with the answers being 29% for debates 
between candidates, 22.6% for campaign videos, 19.4% corresponds to news about 
the candidate’s campaign, 16.1% for photographs, and 12.9% for video interviews 
with the candidate. The contents perceived as most influential in decision making 
were debates between candidates (29.2%), campaign videos (25%), news about the 
candidate’s campaign (20.8%), interview with the candidate on video (16.7%) and 
photographs (8.3%). As for the reasons why, the respondents decided or changed 
their vote, it is possible to see that the way the candidate behaved in the debates 
between candidates was the most chosen (35.3%), followed by the statement: “I had 
a wrong idea about the candidate’s ideas” (23.5%) and “I had the opportunity to get 
to know the candidate better” (23.5%). Last was the way the candidate responded in 
the interviews (17.6%). As for the answers alluding to the initial research questions, 
a brief systematization follows. Based on the analysis of the results obtained, it can 
be stated that research question 1 (Q1), “Do young people consume more political
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communication on social media?” has a positive answer. It is possible to make this 
statement because it is verified that of the 27 young people interviewed (100%), 
aged between 18 and 24 years, 17 say they consume political communication on 
social networks, corresponding to approximately 63%, while the remaining partici-
pants of the study (79 participants = 100%), aged between 25 and 65 + years, only 
38% approximately consume politics on social media. Regarding question 2 (Q2: 
During the election campaign, which social media did respondents prefer and consid-
ered safe?), it can be said that respondents expressed their preference for Facebook 
(64.3%), followed by Twitter (17.9%) and only then Instagram (10.7%), WhatsApp 
(3.6%) and Telegram (3.6%). In response to research question 3 (Q3: Are voters who 
always vote for the same party less influenced by political communication on social 
media?), it was found it to be true, as of the 20 people who said they “always” or “ 
often” vote for the same party (18.8%), only two were influenced during the online 
political campaign. Regarding research question 4 (Q4: Does the monthly income 
of voters make a difference regarding the influence that political communication 
has on their voting intention?), the answer is also positive: of the respondents with 
lower income (93 respondents), 12% changed their voting intention due to political 
communication on social media. As for the respondents with a higher income (13 
individuals), only 8% changed their voting intention. As for the research question 5 
(Q5: Are people influenced differently by different social networks?), respondents 
feel more affinity for Facebook, because it is where they watch more online polit-
ical communication. “Did the voters who changed their voting intention during the 
political campaign show at the beginning of the study that they already knew which 
candidate they were going to vote for?” (Q6). It was possible to verify that out of 
106 respondents, only 12 people (100%) changed their voting intention based on the 
candidates’ political communication on social media. Of these people, 7 (58%) said 
at the beginning of the study that they already knew which candidate they were going 
to vote for, and only 5 (42%) said they were still undecided. Thus, it is possible to 
see that the majority of voters who changed their voting intention during the political 
campaign, at the beginning of the study already had their voting intention set. Finally, 
regarding the question (Q7: Is there a difference by gender regarding the influence of 
political communication on social media on voting decision-making process?), 58% 
of women respondents assumed the influence of online political communication on 
their voting decision, against 42% of men. 

36.5 Conclusions and Practical Implications 

The present study, whose purpose was to understand the influence of social media 
in the political field, allowed the identification of different strategies to be used 
during political communication and the importance that marketing has in multiple 
dimensions of this activity sector. It was also possible to analyze how fundamental 
it is, nowadays, to be present in online platforms, to be able to reach a larger number 
of people. This was developed through an exploratory study to assess some of the
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aspects related to the initial research questions. Throughout the study, a several 
research questions were identified regarding age, income, loyalty to political parties, 
social networks used in the online political campaign and voting intention. The study 
focused on the Portuguese presidential elections held on January 24, 2021. Three 
questionnaire surveys were conducted, distributed before, during, and after the end 
of the electoral campaign, and 106 individuals were surveyed and responded to all 
3 surveys. A quantitative exploratory methodological approach was implemented 
with a non-probabilistic convenience sample. The results and conclusions of the 
empirical work indicated that only 11% of the interviewees changed their voting 
intention due to political communication on social media. Young people, aged 18 to 
25, consume more political communication on social media than other age groups. 
It can also be stated that voters who usually always vote for the same party are less 
influenced by online political campaigns. As for the voting intention and the gender 
of each participant of the study, between the people who changed their vote during 
the political campaign on social media, 58% were female, and 42% were male, thus 
concluding that the female participants of the study were more influenced by the 
political communication of the parties on social media. Overall, it can be concluded 
that there were few people interviewed who changed their voting intention during 
the political campaign, as out of 106 respondents in the study, only 12 changed their 
vote. The online content most viewed and that most changed the voting intention 
of the voters surveyed in this study were debates between candidates, campaign 
videos, and news about the candidate’s campaign. The main reason for the voter to 
have changed their vote was the way the candidate behaved in the debates between 
candidates, followed by trust, responsibility, and security as other characteristics to 
have changed their vote during the campaign. In the future studies, we suggest the 
use of a larger sample size. In addition, in the future research, as this is a longitudinal 
study, we suggest the use of inferential statistics for the population. This may be 
considered a limitation of the present study, given that the results are only applicable 
to the sample under analysis. Another aspect to consider in the future studies might 
be the diversification of the type of elections to be investigated: presidential elections 
are more focused on the personal side of candidates than on the parties that support 
them. 
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Chapter 37 
How Endorser Promotes Emotional 
Responses in Video Ads 

Luísa Augusto , Sara Santos , and Pedro Manuel do Espírito Santo 

Abstract The importance of advertising on social networks has been growing, and 
the use of videos has become a more present reality. Understanding the narrative 
is not always understood by consumers. Closely associated with advertisements on 
YouTube are influencer marketing and the use of influencers by brands to produce 
content and narratives about brands, generating greater trust, engagement, and more 
positive emotional responses. In this sense, understanding how consumers see the 
narrative and how the video ad generates emotional responses for consumers is still an 
unexplained issue. This study seeks to fill this gap and studies how video ad elements 
contribute to positive emotional responses. Through a cross-sectional investigation, 
data were collected from a group of consumers of a telecommunications brand that 
were analyzed through structural equation modeling. Therefore, this investigation 
understands that the endorser is a constituent element of the narrative that promotes 
narrative transportation and emotional responses. 

37.1 Introduction 

YouTube has become one of the most used social media in brand advertising 
campaigns [1], which is why it has aroused the interest of academia [2]. The authors 
are unanimous in considering that the way YouTube disseminates information asso-
ciated with entertainment generates more positive attitudes toward advertisements 
and their respective brands [3]. Dehghani et al. [2] understand that factors such as
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entertainment and information add value to the ad, affecting brand recognition and 
purchase intention. 

Closely related with announcements on YouTube are influencer marketing and the 
use of endorsers by brands to produce content and narratives about brands, generating 
greater trust, engagement, and more positive emotional responses on the part of 
audiences concerning the ad and brands [4, 5]. Stories and narratives, or the process 
of telling the brand or product’s story, make advertisements more persuasive and 
effective [6]. 

The literature review suggests that the fit of celebrities to the target audience, 
the sharing of values [7], a certain familiarity [8], as well as a transparent, altruistic 
behavior perceived in the influencers’ messages, generates greater trust in audiences, 
giving greater value to the advertisement [9], facilitating transport and immersion in 
the narrative. In turn, immersion in narrative positively impacts consumers’ emotional 
responses [10]. 

This study aims to analyze the role of endorser in brand narratives and, conse-
quently, in emotional responses, in particular in the sympathy of audiences toward 
brands. It is crucial to understand whether celebrities’ adjustment, familiarity, and 
altruism influence audiences’ narratives and emotional responses. 

37.2 Theoretical Framework 

37.2.1 Endorser Fit, Familiarity, and Altruism 

Currently, brands have opted for advertising strategies that include using celebrities 
who fit the advertised product. Previous studies demonstrate that celebrity endorse-
ment advertising responses can be transferred to the brand, increasing campaign 
effectiveness [11]. 

A celebrity endorser is defined as “an individual who enjoys public recognition 
and who uses this recognition on behalf of a customer good by appearing with it in 
an advertisement” [12]. 

Several recent studies [13] have confirmed that celebrity endorsements substan-
tially increase advertising effectiveness. The celebrity’s image is transferred to the 
advertised product [14]. With the advancement of technologies, not only “traditional 
celebrities” (actors, athletes, supermodels, etc.) but also social media influencers 
started to endorse brands [15]. The high number of followers on social networks of 
celebrities positively impacts advertising campaigns [16]. However, not all celebrities 
can represent every type of product or brand. 

When brands look for celebrities for their advertising campaigns, it is essential to 
have a brand-celebrity fit and a product-celebrity fit. This fit is the similarity between 
the product and the celebrity endorser [11]. Many studies [17, 18] confirmed that 
endorser-brand fit is essential in advertising because images of the endorser are 
transported to the product. When consumers identify with the celebrity, they respond 
more to the brand endorser, leading to increased purchase intention [19].
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So, the product-endorser fit is related to the effectiveness of the ad [20]. When 
endorsers advertise products, they do not fit in, they become less effective and credible 
[3]. Likewise, endorsers are less committed to each brand when they advertise several 
different brands and, therefore, less credible [21]. 

Likewise, familiarity with the endorser affects the endorser’s communication and 
decision-making process [22]. Brand familiarity refers to “the number of product-
related experiences accumulated by the consumer” [23]. Other authors define it as 
“knowledge of the source through exposure” [24]. 

When familiarity with the person, it is recognized by a large part of the public 
who have a positive or negative image of it. The more familiar and attractive the 
celebrity is to the consumer, the more positive effects it will have on the brand [25]. 

Studies in the area of endorsement show that familiarity with the celebrity is more 
persuasive than with unknown endorsers [20]. This familiarity also attracts and keeps 
consumers’ attention to the brand [26]. 

On another side, altruism is also a critical endorser characteristic. When people 
point out altruistic intentions to endorsers, attitudes are more favorable [17]. 

Endorser effectiveness increases when consumers recognize altruistic motivations 
such as sincere commitment [27]. 

37.2.2 Narrative Transportation 

Narratives in advertisements in video format have been increasingly used, becoming 
a useful creative technique for different and varied types of products [28]. For 
Brechman and Purvis [29], transport to the narrative is “an intrinsic orientation toward 
greater absorption into an imaginative world created by a story and its characters,” 
so the story or narrative must be memorable and engaging, that encourage viewers 
to integrate their thoughts and experiences [30]. 

Casaló et al. [7] mention that influencers must publish original content that is 
perceived as authentic that matches their lifestyle and personality. 

Glaser and Reisinger [6] emphasize that the ad story must be linked and have a 
strong connection with the product, as it helps viewers understand and interpret the 
story’s meaning, being more easily involved in the story. 

Grigsby et al. [31] add the role and importance of images in activating consumers’ 
imagination and transporting them to the narrative. 

Advertisements should privilege an authentic and engaging story [28]. An 
engaging story influences a good ad [6]. According to Green and Brock [32], the 
transport to the narrative involves images, affection, and attention of the spectators. 

However, communication managers must create only the appropriate level of 
transport for the narrative so that viewers do not overstep their limits [10]. 

The narrative carryover effect is more substantial when the story is generated by 
the user rather than the professional. Furthermore, it is received by one story receiver 
at a time [33].
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37.2.3 Emotional Responses: Sympathy 

Advertising narratives play a crucial role in immersing and engaging consumers in 
these brand narratives and stories [8]. They are a powerful communication tool and 
can lead to changes in attitude, as they usually use emotional appeals and a certain 
emotional intensity [29]. 

The experience of immersion or transport to the narrative, leading the viewer, 
through an imaginary mental process, to stay away from real life or even forget 
reality, can have positive effects on the viewers’ attitude [32], giving rise to affec-
tive, evaluative and behavioral responses from consumers [34]. Transport leads the 
viewer to experience the message without feeling pressured, generating increased 
appreciation and trust [29]. 

Chang [35] considers that narrative processing leads to strong emotional 
responses, and Escalas [36] adds that it reduces levels of critical thinking, which 
has implications for brand evaluation. 

The brand’s history and transport to the narrative can positively influence the 
formation of the brand’s image [37], and the higher the level of transport, the more 
intense the affective responses [36]. Escalas and Stern [36] analyzed sympathy and 
empathy responses as different, albeit related, emotional responses of consumers 
concerning advertisements, considering that transport and immersion in the narrative 
generate more sympathy and empathy toward the advertisement and the brand, and 
in turn, these generate a more positive attitude. 

Based on the literature, we formulated the following: 

H1: Endorser familiarity has positive effects on narrative transportation; 
H2: Endorser fit has positive effects on narrative transportation; 
H3: Endorser altruism has positive effects on narrative transportation; 
H4: Narrative transportation has positive effects on emotional responses; 
H5: Endorser familiarity has positive effects on emotional responses; 
H6: Endorser fit has positive effects on emotional responses; 
H7: Endorser altruism has positive effects on emotional responses. 

37.3 Methodology 

In order to validate the proposed research model, we used a video ad, available at 
YouTube. (https://www.youtube.com/watch?app=desktop&v=5tFYfASqMCo), that 
we presented before the consumers answered the questionnaire. 

The selection of the video ad took into account the advertised brand (NOS—one 
of the largest national telecom operators) as well as the chosen influencer (the 3rd 
with the most notoriety, according to a Marketest study [38]). 

A cross-sectional research was conducted. The data was collected through a self-
administered questionnaire and had two phases. First, consumers showed a video, in 
which the main character is a well-known Portuguese blogger. In the second phase,

https://www.youtube.com/watch?app=desktop&amp;v=5tFYfASqMCo
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Table 37.1 Survey instrument 

Construct Items Item description 

NAT NAT1 While I was watching the ad, I thought of nothing else 

NAT2 This ad attracted me from start to finish 

NAT3 While watching the ad, I imagined myself in the scenes of the video 

EFA EFA1 This character is very familiar to me 

EFA2 I am informed about this character 

EFA3 I know a lot about this character 

EFI EFI1 This character adds value to this brand 

EFI2 There is a logical connection between this brand and the character 

EFI3 It makes sense for this character to be associated with this brand 

EAL EAL1 I think the main reason why the influencer is involved with NOS is because 
she believes she deserves their support 

EAL2 I think that influencer is passionate about the NOS brand 

EAL3 I think the influencer would agree to do this video at any price 

ERE ERE1 In the ad presented, I understood the characters’ feelings 

ERE2 In the ad presented, I understood the characters’ concerns 

ERE3 In the ad presented, I understood the motivation of this ad 

ERE4 In the ad presented, I recognize a sympathetic message 

NAT: Narrative Transportation; EFI = Endorser Fit; EFA = Endorser Familiarity; EAL = Endorser 
Altruism; ERE = Emotional Responses 

we presented a questionnaire to analyze the constructs. To measure the constructs, 
we adapted items from the literature. Thus, we used Silva and Topolinski [39] items 
for narrative transportation. The items used for endorser altruism, endorser fit, and 
endorser familiarity were adapted from Carlson et al. [19] (Table 37.1). The items to 
measure emotional responses were adapted from Escalas et al. [36]. 

All the items used in this study were measured using a 5-point Likert scales, 
ranging from strongly disagree (1) to strongly agree (5). 

37.3.1 Sample 

Previous to data collection, we conducted a pretest with 15 YouTube users. Thus, 
the data were collected from a non-probabilistic sample of YouTube users who 
were contacted through social networks to answer the questionnaire. The sample 
is composed of 286 YouTube users whose characterization is presented in Table 
37.2.
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Table 37.2 Demographic 
profiles (N = 286) Variables Category N % 

Gender Male 197 31.1 

Female 89 68.9 

Age ≤20 47 16.4 

20–29 147 51.4 

30–39 37 12.9 

40–49 38 13.3 

≥50 17 5.9 

Education Primary school studies 31 10.8 

Secondary school studies 135 47.2 

High school 120 42.0 

37.4 Results 

Given the sample size, we considered that the conditions were met for data analysis 
through structural equation modeling (SEM), which is a multivariate analysis tech-
nique that allows testing dependency relationships between concepts. To this end, 
we used AMOS v.25 software [40]. 

In a preliminary analysis of the data, we verified that the Variance Inflation Factor 
(VIF) value met the criterion for no multicollinearity (VIF <5). We also analyzed 
skewness (Sk) and kurtosis (Ku) and concluded that the items do not deviate from 
normality since Sk <3 and Ku <7 as suggested in the literature [40]. Additionally, we 
calculated the Kaiser–Meyer–Olkin (KMO) value and performed Bartlett’s test of 
sphericity. We obtained KMO = 0.866, and Bartlett’s test of sphericity is significant 
for p <0.05. 

The data analysis was developed in two phases: First phase we analyzed the 
validity of the measurement model, and in the second phase, we analyzed the causal 
effects between the variables under study by validating the hypotheses under study. 

37.4.1 Measurement Model 

The first phase of this study consisted of analyzing the measurement model. Although 
the items were adapted from other studies and showed consistency and reliability, we 
performed a confirmatory factor analysis through maximum likelihood estimation. 
According to the literature [41], the measures model has an acceptable fit (χ2 = 
147.52; df = 80; GFI = 0.936; NFI = 0.955; IFI = 0.979; TLI = 0.972; CFI = 
0.979; RMSEA = 0.054). 

Table 37.3 shows the values obtained for the measurement model and shows that 
the average variance extracted (AVE) values are between 0.677 and 0.878, and the 
composite reliability (CF) ranges between 0.855 and 0.956. These values are above
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the recommended threshold values (AVE >0.5; HR >0.7). In addition, the analysis 
of the measurement model of the items under study verified that the standardized 
factor loadings were above the value of 0.7 (λ >0.5; p <0.05) [41, 42]. The items 
under study have a coefficient R2 >0.2. 

Table 37.4 presents the Fornell and Larcker [43] criterion to assess discriminant 
validity and verify if the construct is distinct from each other. In this sense, we verified 
that the values of the average variance extracted from all constructs are higher than 
the square of the interconstruct correlations. These values show discriminant validity.

Table 37.3 Measurement model (N = 286) 
Latent variable Items Code λ t-values R2 CR AVE 

Narrative transportation 0.875 0.700 

NAT1 0.845 (a) 0.714 

NAT2 0.863 16.542 0.744 

NAT3 0.800 15.253 0.641 

Endorser fit 0.855 0.747 

EFI1 0.844 (a) 0.713 

EFI2 0.884 14.004 0.782 

Endorser familiarity 0.956 0.878 

EFA1 0.938 (a) 0.879 

EFA2 0.952 31.910 0.907 

EFA3 0.921 28.645 0.848 

Endorser altruism 0.862 0.677 

EAL1 0.921 (a) 0.847 

EAL2 0.812 16.793 0.659 

EAL3 0.723 14.238 0.523 

Emotional responses 0.908 0.711 

ERE1 0.834 (a) 0.696 

ERE2 0.859 17.567 0.738 

ERE3 0.805 15.945 0.648 

ERE4 0.874 18.002 0.763 

NAT: Narrative Transportation; EFI = Endorser Fit; EFA = Endorser Familiarity; EAL = Endorser 
Altruism; ERE = Emotional Responses; λ = Standardized loadings; AVE = Average Variance 
Extracted; CR = Composite Reliability; (a) the path is fixed to 1.0 to set the construct metric; 
Model fit: χ2 = 147.52; df = 80; Good fit index (GFI) = 0.936; Normal fit index (NFI) = 0.955; 
Incremental fit index (IFI) = 0.979; Tucker-Lewis index (TLI) = 0.972; Comparative fit index (CFI) 
= 0.979; Root mean square error approximation (RMSEA) = 0.054 
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Table 37.4 Discriminant validity: Fornell and Larcker criterion 

Construct NAT EFI EFA EAL ERE 

Narrative transportation (NAT) 0.700 

Endorser fit (EFI) 0.287* 0.747 

Endorser familiarity (EFA) 0.104* 0.173* 0.878 

Endorser altruism (EAL) 0.174* 0.401* 0.229* 0.677 

Emotional responses (ERE) 0.389* 0.283* 0.154* 0.364* 0.711 

NAT: Narrative Transportation; EFI = Endorser Fit; EFA = Endorser Familiarity; EAL = Endorser 
Altruism; ERE = Emotional Responses; * All correlations are significant (p <0.01) 

Table 37.5 Structural theory results 

Hyp Path β t values p-values Hypothesis 

H1 EFA→NAT 0.095 1.431 0.152 Not supported 

H2 EFI→NAT 0.436 4.991 < 0.01 Supported 

H3 EAL→NAT 0.096 1.111 0.267 Not supported 

H4 NAT→ERE 0.426 6.478 < 0.01 Supported 

H5 EFA→ERE 0.061 1.095 0.274 Not supported 

H6 EFI→ERE 0.046 0.596 0.551 Not supported 

H7 EAL→ERE 0.367 4.941 < 0.01 Supported 

NAT: Narrative Transportation; EFI=Endorser Fit; EFA=Endorser Familiarity; EAL=Endorser 
Altruism; ERE=Emotional Responses; β = Path loadings; Model fit: χ2 = 147.52; df = 80; Good 
fit index (GFI) = 0.936; Normal fit index (NFI) = 0.955; Incremental fit index (IFI) = 0.979; 
Tucker-Lewis index (TLI) = 0.972; Comparative fit index (CFI) = 0.979; Root mean square error 
approximation (RMSEA) = 0.054 

37.4.2 Structural Model 

After confirm, the validity of the measurement model was analyzed and the results 
of the structural model in order to test the hypotheses under study. In Table 37.5, 
we present the relationships between the constructs and the results suggest that the 
structural model presents a good fit (χ2 = 147.52; df = 80; GFI = 0.936; NFI = 
0.955; IFI = 0.979; TLI = 0.972; CFI = 0.979; RMSEA = 0.054). 

37.5 Discussion 

In the context of communication and publication, this study examined the effects 
of endorsement on narrative carry and emotional responses. From the results, it was 
found that the R2 values for narrative transport are equal to 0.305 and the R2 value for
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emotional responses is equal to 0.536. Thus, it is considered that the model presented 
explains, through the hypotheses under study, the dependent variables. 

Hypothesis H1 proposed to analyze the direct effects between endorser familiarity 
and narrative transportation. The results obtained do not allow us to conclude that 
there are relevant effects between these two constructs (βEFA → NAT = 0.095; t = 
1.431; p > 0.0). Thus, it is considered that the hypothesis is not confirmed by this 
study. 

From the results, hypothesis H2 reveals that there is statistical support to confirm 
that adjusting the characteristics of the endorser as a character in the advertising video 
promotes greater narrative transport (βEFI → NAT = 0.436; t = 4.991; p < 0.01). In 
the literature, we found that, when characters with high notoriety have a high fit with 
consumers, this increases the effectiveness of ads through narrative transportation. 
Thus, it is considered that hypothesis H2 is confirmed by this study. 

In the analysis of the effects of endorser altruism on narrative transportation, no 
significant effects were found (βEAL → NAT = 0.096; t = 1.111; p > 0.05). Thus, it 
is considered that hypothesis H3 is not confirmed by this study. 

According to the literature, narrative transportation leads the viewer to experience 
the message without feeling pressured and emotional responses appeared [36]. In this 
point of view, this research confirms this theory and H4 is supported by the results 
(βNAT→ ERE = 0.096; t = 1.111; p > 0.05. 

When compared to ads that do not use endorsers, the use of endorsers generates 
more positive responses to the ad as sympathy [14, 21]. Therefore, we analyzed the 
direct effects of endorser familiarity on emotional responses generated by the video 
ad. Thus, we tested hypothesis H5 and the results do not show that there is direct 
impact of endorser familiarity on emotional responses (βEFA → ERE = 0.061; t = 
1095; p >0.05). Hypothesis H6 was also not supported by this study (βEFI → ERE = 
0.046; t = 0.596; p >0.05). 

This result may be associated with the fact that some consumers did not recognize 
the character in the video which may have led to some responses being biased. 
Hypothesis H5 was not supported by this study. 

Finally, this study assessed the direct effects of endorser altruism on emotional 
responses and found statistical evidence to confirm hypothesis H7 (βEAL → ERE = 
0.367; t = 4941; p >0.05). 

37.6 Conclusions 

The model used obtained a good fit and confirmed the importance of the endorser in 
advertising. In detail, this study confirms the relationship between endorsement (fit 
and altruism) and narrative transport and emotional responses. 

In the literature, it is considered very important for brands to include characters 
known to consumers in their ads so that their message is more easily understood 
and interpreted. In this sense, consumers analyze the video as their real life and the 
message that the brand intends to spread has a greater efficiency.
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This study shows that not all endorser characteristics are equally relevant, since, 
while the altruism of the endorser proved to be very relevant for consumers to have 
positive emotional responses, the consumer’s adjustment to the endorser promotes 
greater immersion in the video scenes and, consequently, more meaningful emotional 
responses. Thus, we consider that this study is very relevant, and we believe that 
brands should consider including endorsers in their ads. 

Therefore, we suggest that brand managers take the findings of this study and 
recognize in their ads that endorser altruism and fit have benefits for their consumers’ 
perception. Although the study found valid results, these were subject to some 
limitations. 

Among the limitations found, it was identified that the sample consisting of young 
individuals with high school education may have limited the results. More educated 
individuals have greater skills. Another limitation of the work was the fact that the 
study analyzed only one video. Therefore, it is proposed to carry out studies with 
different samples in advertising and countries. In these studies, new variables can 
also be included, such as the counter arguing and video creativity. 
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Chapter 38 
The Impact of Surprise Elements 
on Customer Satisfaction 

Márcia Martins, Mafalda Teles Roxo, and Pedro Quelhas Brito 

Abstract This study intends to understand whether hotels should choose to surprise 
through a discount or a surprise gift. The experiment consisted in identifying whether 
there were differences in satisfaction and delight, according to the associated treat-
ment (no surprise, surprise discount, or gift). With this purpose, a fictional hotel 
website was created for participants to simulate a reservation. Through the analysis 
of the experiment, the impact of surprise on customer satisfaction was confirmed. It 
was also found that, in the hospitality industry, a gift has a higher impact on satisfac-
tion than a discount. When analyzing the guest delight, the results differ from what 
is stipulated in the literature (which points to the significant impact of surprise in this 
measure). It was concluded that between the two promotion tools, only the gift can 
significantly increase customer delight. This study demonstrates the importance of 
understanding the concept of surprise according to different industries. It also points 
to the importance of identifying the best methods to surprise customers, as different 
methods may lead to different results. 

38.1 Introduction 

The hospitality research focusing on the customer experience has been increasing 
over the last years since tourism activity is managed having into consideration
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that customers are looking for positive and pleasant experiences [6, 21, 43]. One 
of the company’s main priorities and challenges is to create a unique and memo-
rable customer experience [30]. Using surprise enables a lasting relationship with 
customers since it makes them more satisfied [53]. To achieve customers’ loyalty, 
it is essential to understand what is the “uniqueness” that customers are looking for 
and, on the other hand, what is the exclusive factor that the company can offer to the 
market [34]. It is no longer enough for the company’s strategy to focus only on the 
price or product/service differentiation [37]. Therefore, it is necessary to comprehend 
the impact of using different w ays of surprise. Nowadays, people feel increasingly 
bored and unenthusiastic about the purchase process and surprise can prevent this 
situation. The exploration of emotions by organizations enables them to achieve a 
competitive advantage, given that such strategy is hardly imitated [46]. Surprise, 
both negative and positive, provokes emotions in human beings [38] that last in their 
memory and, therefore, it is used to define their satisfaction [52]. This research aims 
to understand how hotels can use surprise, more precisely find if there are differences 
between surprising with a gift or a discount. The focus of this research is to answer the 
following research question: “How can hotels use the element of surprise to increase 
customer satisfaction and delight: discount or gift?” After gathering the theoret-
ical background, a questionnaire was carried out to better understand which gift is 
preferred by generation Z to be used on the experiment, subsequently performed. 
The data was analyzed, and at the end, it was defined the theoretical contributes and 
managerial implications, as well as limitations and direction for future research. 

38.2 Theoretical Background 

38.2.1 Surprise 

According to Teigen and Keren [50], a surprise is the difference between the expected 
result and what really happened. Therefore, it is present when a stimulus does not 
meet expectations [25]. Since it is unlikely to happen, this stimulus is considered 
unexpected and surprising [32]. Stimuli that are not part of the individual schema 
draw the customers’ attention, making them stop doing their ongoing activity, once 
they try to match this stimulus with the familiar ones [8]. Besides, they become more 
conscious about the stimulus, having deeper memory retention, because the cognitive 
process is more profound. Surprise can be used by an organization in several ways, 
allowing to achieve success in the respective market [7], since it can cause positive 
emotions next to the customer [20].
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38.2.2 Customer Satisfaction 

Satisfaction is present when consuming a product or service, a pleasurable level 
of fulfillment is reached [42]. Customer satisfaction defines the long-term customer 
behavior, causing attitude change, repeat purchase, and brand loyalty [41]. It is deter-
mined through cognitive and affective processes, having into consideration the pre-
consumption mood and expectations [35, 55]. People’s mood affects their satisfac-
tion. If they are in a negative mood, they will make a worse evaluation than it would 
be expected [35]. Contrarily, if they are in a good mood, they are more propitious to 
consider forgivable possible mistakes [24]. 

Surprise is a crucial factor to understand and achieve customer satisfaction [27, 
47]. Clearly, when the element of surprise is present, the customer gives a better 
evaluation to the same product [27]. There is also a bigger impact on the attitude 
toward the brand and on their word of mouth when the customer is loyal compared to 
the non-customers [23]. Indeed, positive surprise generates satisfaction, regardless 
of the pre-consumption mood of the individual [27]. 

38.2.3 Customer Delight 

Several researchers claim that it is no longer enough to just satisfy the customer. In 
order to have loyal and committed customers, companies need to go beyond satisfac-
tion. To achieve competitive advantage, companies have to delight their customers 
[47, 48, 54]. Satisfaction is present when a company meets the needs of its customers. 
When a company not only satisfies its customers but also surprisingly goes beyond 
their expectation, it delights them [10, 42]. In fact, it has been increasing the number of 
researches that demonstrate that satisfaction does not always lead to significant favor-
able behaviors [4]. Indeed, not all satisfied customers are loyal [26] and, according to 
Bartl et al.  [5], satisfaction is not that relevant when it comes to repurchasing inten-
tions. Otherwise, delight results in more relevant outcomes, such as a bigger impact 
on customer memory [47]. Other differences are that delighted customers are more 
loyal and committed, having higher willingness to pay and repurchase [3]. There-
fore, after companies guarantee the satisfaction of their customers, they must switch 
their focus to customer delight [16]. In the service experience, surprise potentiates 
delight, which consequently will help achieve long-term success [1]. Magnini et al. 
[31], throughout the analysis of hotels’ online posts from TripAdvisor, discovered 
that surprise is crucial to obtain customer delight. Besides, they concluded that in 
the case of guests who affirmed being surprised and delighted, there was a perfect 
correlation with loyalty. According to this research, very satisfied in comparison 
to satisfied guests are 24% more probable to recommend the hotel and share posi-
tive word-of-mouth, while when delighted they are 40% more likely to have such 
behavior [31].
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38.2.4 Sales Promotion 

Sales promotion increases sales in the short run. It can be addressed to customers, 
members of the distribution channel or to employers [2]. The promotion tools chosen 
to this study approach are the discount and gift. The most used sales promotion tech-
nique is price discounts [14, 28] because it allows companies to gain new customers 
and increase sales [19]. Indeed, the discount tool may cause a positive effect on 
consumer perceptions, increasing the perception of value of the offer [12]. The 
customer may also receive a free gift/premium when buying a product or service. 
This technique is highly valuable from the customers’ perspective [14] since they 
appreciate the experience of accepting and using a gift, as well as the value of the 
desirable premium [17]. It can change customers’ attitudes and preferences, devel-
oping a good opinion about the brand [11]. When offering gifts of small value, there 
is the risk of reducing the purchasing intention of the customer, who may consider 
the offer an opportunist marketing strategy [17]. When the surprise element is not 
present, by comparing these two promotion techniques it is possible to conclude that 
offering a gift is more effective in the communicating the companies’ values and 
culture. In fact, the consumer’s evaluation of the gift depends on the perceived price 
and not on the cost price for the company. When using the discount, it is noted that 
there is vulnerability in relation to the negative perceptions of quality [14]. Wu et al. 
[57] analyzed the behavior of loyal restaurant customers, comparing the impact of 
discount surprise (10%) with rewards surprises (free dessert). It was concluded that, 
in dissatisfied clients, surprise rewards cause more delight and satisfaction than a 
discount. In contrast, when trying to surprise a satisfied client, it is not relevant the 
type of promotion chosen between these two. 

38.2.5 Relevant Aspects When Using the Surprise Element 

Before satisfyingly surprising the customer, companies must ensure that the current 
product/service (which does not yet contain the element of surprise) already satisfies 
the essential needs of the customer [36]. After ensuring that the minimum expected is 
respected, it is important to find the best way to include the surprising element [34]. 
To comprehend what surprises their customers, managers need to understand their 
target groups and how they react to surprise. For that, it is crucial using relevant and 
current information [20, 23]. It also should be considered that it is not appropriate 
to try to surprise all market segments [34]. Before including the surprise element, 
it is necessary to reflect about the aspects that contribute to the company unique-
ness. They must be aligned with the values, vision, and mission since the WOW 
effect, to be successful, must be based on the organizational culture [34] and brand 
identity [9]. The use of surprise is unlikely to influence the customers’ feelings if 
the company’s employees are not motivated. Regarding this referred to the concept 
of internal marketing particularly the importance of satisfaction and well-being of
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employees in the marketing and sales department, as they represent the company 
[34]. When using surprise, it should be considered that it will have an impact on 
the company’s reputation, but also that it will send the message that customers are 
a priority. This may positively influence their behavior and make them choose the 
company in question or even become loyal to it [34]. 

38.2.6 Research Hypotheses 

With the purpose of answering the research question (How can hotels use the element 
of surprise to increase customer satisfaction and delight: discount or gift?) several 
hypotheses were defined, regarding each one of the following topics:

H1: Satisfaction: 
H1.1 A surprise gift (versus without surprise) leads to a higher customer 
satisfaction. 
H1.2 A surprise discount (versus without surprise) leads to a higher customer 
satisfaction. 
H1.3 There are not relevant differences on customer satisfaction between 
surprising with a gift or a discount. 
H2: Delight: 
H2.1 A surprise gift (versus without surprise) leads to a higher customer delight. 
H2.2 A surprise discount (versus without surprise) leads to a higher customer 
delight. 
H2.3: Customer delight is higher when receiving a gift, instead of a discount. 
H3: Acknowledgment: 
H3.1: When the customers are surprised with a gift (versus without surprise), they 
acknowledge more the effort of the hotel. 
H3.2: When the customers are surprised with a discount (versus without surprise), 
they more the effort of the hotel. 
H3: Acknowledgements 
H3.3: The customers acknowledge more the effort of the hotel when surprised 
with a discount instead of a gift. 
H4: Expectancy Disconfirmation: 
H4.1: The expectations of the customers who receive a surprise gift are most 
exceeded comparing to the ones “without surprise.” 
H4.2: The expectations of the customers who receive a surprise discount are most 
exceeded comparing to the ones “without surprise.” 
H4.3: The expectations of the customers who receive a gift surprise are more 
exceeded than the ones who are surprised with a discount. 
H5: Surprise: 
H5.1: When customers are surprised with a gift (versus without surprise), surprise 
is felt more intensely.
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Table 38.1 Hypotheses Constructs Hypotheses 

H1: Customer satisfaction H1.1: surprise gift > without 
surprise 

H1.2: surprise discount > without 
surprise 

H1.3: surprise gift = surprise 
discount 

H2: Customer delight H2.1: surprise gift > without 
surprise 

H2.2: surprise discount > without 
surprise 

H2.3: surprise gift > surprise 
discount 

H3: Acknowledgment H3.1: surprise gift > without 
surprise 

H3.2: surprise discount > without 
surprise 

H3.3: surprise discount > surprise 
gift 

H4: Expectancy 
disconfirmation 

H4.1: surprise gift > without 
surprise 

H4.2: surprise discount > without 
surprise 

H4.3: surprise gift > surprise 
discount 

H5: Surprise H5.1: surprise gift > without 
surprise 

H5.2: surprise discount > without 
surprise 

H5.3: surprise gift > surprise 
discount 

H5.2: When customers are surprised with a discount (versus without surprise), 
surprise is felt more intensely.
H5.3: When surprising with a gift, the surprise is higher than with a discount 
(Table 38.1). 

38.3 Methodology 

This study intends to understand whether hotels should choose to surprise through 
a discount or a surprise gift. The experiment consisted in identifying whether there 
were differences in satisfaction and delight, according to the associated treatment (no
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surprise, surprise discount, or gift). With this purpose, a fictional hotel website was 
created for participants to simulate a reservation. Through the analysis of the exper-
iment, the impact of surprise on customer satisfaction was confirmed. It was also 
found that, in the hospitality industry, a gift has a higher impact on satisfaction than a 
discount. When analyzing the guest delight, the results differ from what is stipulated 
in the literature (which points to the significant impact of surprise in this measure). It 
was concluded that between the two promotion tools, only the gift can significantly 
increase customer delight. This study demonstrates the importance of understanding 
the concept of surprise according to different industries. It also points to the impor-
tance of identifying the best methods to surprise customers, as different methods 
may lead to different results, with the specific goal to find whether hotels should 
choose to surprise through a discount or a surprise gift. The experiment consisted in 
identifying whether there were differences in satisfaction and delight, according to 
the associated treatment (no surprise, surprise discount, or gift). With this purpose, a 
fictional hotel website was created for participants to simulate a reservation. Through 
the analysis of the experiment, the impact of surprise on customer satisfaction was 
confirmed. It was also found that, in the hospitality industry, a gift has a higher impact 
on satisfaction than a discount. When analyzing the guest delight, the results differ 
from what is stipulated in the literature (which points to the significant impact of 
surprise in this measure). It was concluded that between the two promotion tools, 
only the gift can significantly increase customer delight. This study demonstrates the 
importance of understanding the concept of surprise according to different industries. 
It also points to the importance of identifying the best methods to surprise customers, 
as different methods may lead to different results. This study intends to understand 
whether hotels should choose to surprise through a discount or a surprise gift. The 
experiment consisted in identifying whether there were differences in satisfaction 
and delight, according to the associated treatment (no surprise, surprise discount, or 
gift). With this purpose, a fictional hotel website was created for participants to simu-
late a reservation. Through the analysis of the experiment, the impact of surprise on 
customer satisfaction was confirmed. It was also found that, in the hospitality industry, 
a gift has a higher impact on satisfaction than a discount. When analyzing the guest 
delight, the results differ from what is stipulated in the literature (which points to the 
significant impact of surprise in this measure). It was concluded that between the two 
promotion tools, only the gift can significantly increase customer delight. This study 
demonstrates the importance of understanding the concept of surprise according to 
different industries. It also points to the importance of identifying the best methods 
to surprise customers, as different methods may lead to different results articles, and 
websites. The primary data was collected through an experimental study. For the 
data collection, it was used a convenience sample (composed by college students), 
it was decided to use this sample since guests and consumers are often segmented 
according to their age because individuals with similar age have similar experiences 
and needs [22]. All the individuals that contributed to the data collection belong to 
Generation Z, as they are born between the mid-1990s and late 2000s. It is important 
for the hospitality industry to better understand this group since they are becoming a 
bigger influence on their family travel decisions and are seen as the next generation
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of travelers. When they travel, around half of them (52.7%) stays in hotels, indeed 
most of them have already stayed in hotels. This preference for hotels by Gen Z is 
mainly because these establishments are able to offer them everything they may need 
when compared to other types of accommodation [56]. 

38.3.1 Experimental Design 

To respond to the research question, it is necessary to prove if the presence of the 
surprise element (discount or gift) causes an impact on customer satisfaction and 
delight. Despite it is not possible to prove causality, through experimentation, cause-
and-effect relationships can be inferred [33]. For this reason, when studying the 
element of surprise, experimental studies are essential [52]. The main idea of this 
experiment was to see if there was any difference in the satisfaction and delight 
of the participant when they received a surprise. It was developed a fictitious hotel 
website for this purpose, so participants could simulate the purchase of a one-night 
stay. When the participants concluded the reservation, some of them were surprised 
with a pop-up notification informing they had just received a surprise (a gift or a 
discount). It was necessary to define that the discount and the gift used in this study 
would have the same value. The gift chosen was “A credit of 15e to use at the 
customer choice (hotel bar, fridge minibar of your bedroom, hotel restaurant, game 
room).” It was decided to use in the experiment the one regarding a friend’s trip 
since all members of the group belong to the generation Z (population under study). 
The discount surprise used was of 15e (to be deducted on the client bill, paid on 
the hotel reception). At the end of the online reservation, participants completed a 
survey to measure their satisfaction and delight. Posteriorly, this data was analyzed 
to see if the answers differ according to the treatment of the group (no surprise vs 
gift surprise vs discount surprise). It was decided to do all this process online. 

The dependent variables demonstrate how the independent variables affect the test 
units. In this study, they are customer satisfaction, customer delight, acknowledg-
ment, expectancy disconfirmation, and surprise (these were measured using a ques-
tionnaire). The independent variables (without surprise; surprise discount; surprise 
gift) are changed by the researcher to measure and compare their impact. 

The treatment levels are the following: 

• No Surprise: “normal reservation,” there aren’t any surprises offered. 
• Surprise Gift: after booking on the fictitious website, it pops up a notification 

offering a surprise gift (credit of 15e to use at the customer choice on the hotel 
services). 

• Discount Gift: after booking on the fictitious website, it pops up a notification 
offering a surprise discount (15e discount to deduct on the bill to be paid on the 
hotel reception). 

In order to control the extraneous variables, it was used randomization and design 
control. The participants’ assignment was random since depending on which group
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were the responses to the questionnaire being collected, the website settings would 
change. For example, when collecting answers regarding the gift surprise treatment, 
on the website settings the corresponding pop-up notification would be selected 
(appearing at the end of the participant reservation). After a specific questionnaire 
(gift surprise, discount surprise, or no surprise) having reached 50 additional answers 
comparing to the previous number of answers, the website would switch to another 
condition. So, the links (both questionnaire and the hotel website), even though those 
already sent to participants, were adjusted to the treatment selected). In this study, the 
experimental design applied was the true experimental (the participants are randomly 
attributed to groups, and the treatment of the group is also chosen randomly) using 
posttest-only control (the measurements are only collected once. It was not taken 
any pretest measures, only after the exposition of the treatment [13]. 

38.3.2 Choosing and Assignment of the Participants 

There were three groups: one for the discount surprise treatment, another for the gift 
surprise treatment, and the other one was the control group (that didn’t receive any 
surprise). It was collected the participation of 400 participants (at least 132 students 
per condition). The invitation of university students to take part in the study was 
done using social media platforms, institutional email, and by QR Codes placed in 
the university. 

38.3.3 Experimental Design Results 

Sample Description 
In this study participated 402 students, from several universities in Portugal, mostly 
from University of Minho and University of Porto. The average age of the experiment 
students is 21.39 years. It was guaranteed the homogeneity of the groups in terms of 
demographic characteristics. 

38.3.4 Manipulation Check 

It was analyzed through the presence of two questions on the questionnaire. On them 
it was asked to rank, on a 5-point Likert scale, the agreement with the sentences: 
“I felt surprised” and “I felt astonished.” Several ANOVA and multiple comparison 
tests were performed. Since in each case p ≤ 0.05 (p = < 0.001), the hypothesis H0 is 
rejected (the average of the dependent variable has the same value in each group), and 
therefore, it is possible to conclude that at least two averages are different from each
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Table 38.2 Cronbach’s alpha 
of each construct 

Constructs Cronbach’s alpha 

Customer satisfaction 

Customer delight 0.91 

Acknowledgment 0.918 

Expectancy disconfirmation 0.873 

Surprise 0.858 

other. Consequently, it is necessary to do multiple comparisons (pair by pair) to under-
stand the existing differences between the respective combinations. In conclusion, 
as it was hoped there are significant differences in having surprise (gift or discount) 
or not (without surprise), both on the “surprised” and the “astonished.” Due to the 
similar nature of discount and gift (both are surprises), it was not found significant 
differences between them. In summarizing, the manipulation was successful. 

38.3.5 Internal Consistency 

It was decided to use internal consistency methods to evaluate the several constructs 
defined according to the literature (customer satisfaction, customer delight, acknowl-
edgment, expectancy disconfirmation, and surprise). Table 38.2 full version is in 
appendix 2. (the construct “Customer Satisfaction” wasn’t included on this analysis 
since it is composed by only one item). From the analysis, it is noticed that the scale 
items that measure the same construct are highly intercorrelated. It wasn’t necessary 
to eliminate any measure since all the constructs were acceptable (in all α ≥ 0.7). 
Of the four analyzed constructs, two had a good internal consistency (Expectations: 
α = 0.873 and Surprise: α = 0.858). The other two had an excellent internal consis-
tency (Customer Delight: α = 0.91 and Acknowledgment: α = 0.918). All measures 
were maintained on this construct since if one was deleted Cronbach’s alpha would 
decrease. On the customer delight construct, since it was composed by three parts, it 
was also possible to conclude that if one of the items of this construct were deleted, 
Cronbach’s alpha would decrease, and therefore the three items must be kept together. 

38.3.6 Questionnaire and Hypotheses Research Analysis 

Customer Satisfaction 
H1.1 A surprise gift (versus without surprise) leads to a higher customer satisfaction. 

By considering Table 38.3, it is possible to conclude that the satisfaction has a 
higher value when the participant was surprised with a gift (M = 5.85). When the 
surprise is not present, as expected, the customer satisfaction is lower (M = 4.85). To 
understand if this difference was statistically significant, an ANOVA analysis was
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made (the assumptions are guaranteed (p > 0.05), and therefore the variances are 
equal). Since p < 0.05, it indicates that the differences in the customer satisfaction 
mean between groups are statistically significant. By doing a multiple comparison 
test, Table 38.4 was created. To sum up, from a statistical point of view, the customer 
satisfaction varies significantly according to the treatment. 

The customer satisfaction is average—when it is offered, a surprise gift is higher 
(M = 5.85) than when the surprise element is not present (M = 4.85). As claimed by 
the multiple comparison tests, the difference between these averages is statistically 
significant. Thereby, H1.1 is confirmed. 

H1.2 A surprise discount (vs without surprise) leads to a higher customer 
satisfaction.

Table 38.3 Mean values of each construct according to each treatment level 

Treatment levels 

Means values Discount Gift Without surprise 

Customer satisfaction 5.3 5.85 4.85 

Customer delight 3.89 4.01 3.71 

Acknowledgment 3.44 3.3 2.93 

Expectancy disconfirmation 5.49 5.39 4.99 

Surprise 3.62 3.67 2.77 

Table 38.4 Conclusions from the multiple comparison tests 

Multiple comparison tests 

Dependent 
variable 

Combinations Tukey 
HSD 

Bonferroni Games-Howell Conclusion 

Customer 
satisfaction 

Without 
surprise 

Discount /= /= – /= 
Gift /= /= – /= 

Discount Gift /= /= – /= 
Customer delight Without 

surprise 
Discount = – – = 
Gift /= – – /= 

Discount Gift = – – = 
Acknowledgment Without 

surprise 
Discount /= /= – /= 
Gift /= /= – /= 

Discount Gift = = – = 
Expectancy 
disconfirmation 

Without 
surprise 

Discount /= /= – /= 
Gift /= /= – /= 

Discount Gift = = – = 
Surprise Without 

surprise 
Discount – – /= /= 
Gift – – /= /= 

Discount Gift – – = = 
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There are significant differences between not offering a surprise (M = 4.85) 
and giving a discount surprise (M = 5.30). By comparing these two treatments, it is 
possible to see that discount creates a higher customer satisfaction. H1.2 is supported. 

H1.3 There are not relevant differences on customer satisfaction between 
surprising with a gift or a discount. 

H1.3 is not supported, customer satisfaction when surprised with a gift (M = 
5.85) is statistically significantly higher than when surprised with a discount (M = 
5.30). 

Customer Delight 
Starting by looking at the construct “Customer delight,” it is possible to note that the 
one with the higher score was the gift (M = 4.01), followed by the discount (M = 
3.89). Robustness of means was used instead of ANOVA since there is no equality 
of variances. The means of the groups are statistically different (p < 0.05: H0 is 
rejected). According to Games-Howell Test (inequality of the variances), there is 
only one difference between the conditions (without surprise versus discount). There 
is no impact on the customer delight by offering a discount surprise or not since the 
means of these two groups are considered to be equal. The data is contradictory 
considering that there are no significant differences between surprising with a gift 
or discount. It is inconsistent since comparing the condition without surprise and 
discount the averages is statistically similar, and comparing it to the gift are different, 
so it wouldn’t be expected the equality between surprise discount and gift. At this 
point, it must be considered the following statement: “In mathematics, if A = B and 
B = C, then A = C. However, in statistics, when A = B and B = C, A is not the 
same as C because all these results are probable outcomes based on statistics.” The 
inconsistent results must be due to inadequate statistical power, caused, for example 
by the small size of the used sample [29]. It is also useful to analyze the means of the 
homogenous subsets, due to the odd results prevenient from the multiple comparison 
test [15]. Indeed, considering the similar averages of each condition regarding the 
“customer delight” construct, there are two homogeneous groups: One composed by 
the discount and the without surprise, and the other gift and discount. The condition 
surprise discount has a similar average to each one of the other groups, although gift 
and without surprise had differences statistically significant. Overall, the conclusion 
is that it is preferable to surprise through a gift that doesn’t use surprise. 

H2.1 A surprise gift (vs without surprise) leads to a higher customer delight. 
Analyzing the research hypostasis of the delight construct, it begins by supporting 

H2.1. Indeed, the surprise gift (M = 4.01) leads to a higher customer delight than 
when it is not offered any surprise (M = 3.71), being this difference statically 
significant (Games-Howell’ test). 

H2.2 A surprise discount (vs without surprise) leads to a higher customer delight. 
However, offering a surprise discount (M = 3.89) increases customer delight 

(mean of without surprise = 3.71); according to the multiple comparison tests, this 
difference is not relevant, and therefore H2.2 is rejected. 

H2.3: Customer delight is higher when receiving a gift, instead of a discount.
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H2.3 is also not supported; despite the surprise gift generating a higher customer 
delight (M = 4.01) comparing to discount (M = 3.89), this difference is not 
statistically relevant. 

Acknowledgment 
H3.1: When the customers are surprised with a gift (versus without surprise), they 
acknowledge more the effort of the hotel. 

Since there is variances equality, it is possible to use the ANOVA. It indicates 
that there are significant differences between the groups, indeed it can be seen by the 
comparisons (Table 38.4). According to this statistic, by using surprise, regardless of 
the nature (gift or discount) there is a significant impact on the guests, by making them 
feel special and unique. When surprised with a gift (M = 3.30), they acknowledge 
more the effort of the hotel (without surprise mean = 2.93). These averages are 
statistically significant differences, and therefore H3.1 is supported. 

H3.2: When the customers are surprised with a discount (vs without surprise), 
they acknowledge more the effort of the hotel. 

H3.2 is confirmed since the treatment level where participants received a discount 
(M = 3.44) resulted in a significant higher score of this measure (without surprise = 
2.93). Indeed, when it is offered a surprise discount, the customer recognizes more 
the intention of the hotel, feeling more unique and special (M = 3.44), in comparison 
with the other groups. 

H3.3: The customers acknowledge more the effort of the hotel when surprised 
with a discount instead of by a gift. 

H3.3 was not supported since there are no significant differences on the customer 
acknowledgment between surprising with a discount or gift. Besides, the score of 
this construct is smaller than in the discount treatment (M = 3.44) than the gift (M 
= 3.30). 

Expectancy Disconfirmation 
H4.1: The expectations of the customers who receive a surprise gift are most exceeded 
comparing to the ones “without surprise.” 

Due to the equality of the sample variances, it is possible to analyze the values of 
the ANOVA analysis, which indicates that the means in each group are statistically 
different. Considering Table 38.4, it is seen that surprise, regardless of which of the 
two methods it is used, affects the participants. H4.1 is supported since the presence 
of a surprise gift (M = 5.49) results in a expectancy disconfirmation higher than 
the treatment level without surprise (M = 4.99), being this difference statistically 
significant. 

H4.2: The expectations of the customers who receive a surprise discount are most 
exceeded comparing to the ones “without surprise.” 

H4.2 is also supported since there is a significant increase of the expectancy discon-
firmation when the customer is surprised with a discount (M = 5.49), comparing to 
when it is not (M = 4.99). The surprise discount was the one in which expectations 
were most exceeded (M = 5.49), followed by the gift (M = 5.39).
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H4.3: The expectations of the customers who receive a gift surprise are more 
exceeded than the ones who are surprised with a discount. 

H4.3 is rejected, despite the treatment of discount presenting a higher score on 
the expectancy disconfirmation measure (M = 5.49); the difference between this 
promotion tool and the surprise gift is not relevant. 

Surprise 
H5.1: When customers are surprised with a gift (vs without surprise), surprise is felt 
more intensely. 

There is a difference between those who received a surprise and those who do 
not, being slightly higher on the gift treatment (M = 3.67). Both methods provoked 
equally surprise in the student. H5.1 is confirmed since the treatment level gift (M 
= 3.67) has a significant higher score of this measure than without surprise (M = 
2.77). 

H5.2: When customers are surprised with a discount (vs without surprise), 
surprise is felt more intensely. 

H5.2 is also supported since the treatment level discount (M = 3.62) has a 
significant higher score of this measure than without surprise (M = 2.77). 

H5.3: When surprising with a gift, the surprise is higher than with a discount. 
H5.3 is not supported since there are no significant differences between these two 

levels. 

Answering the Research Question Figure 
Order of preference when implementing a surprise: 

Customer Satisfaction: 1º Gift- > 2º Discount- > 3º Without Surprise. 
Customer Delight: 1º Gift- > 2º Discount or Without Surprise. 
Acknowledgment, Expectancy disconfirmation, Surprise: 1º Gift or Discount-

> 
2º Without Surprise 
Answering the research question, between the two options, it must be chosen a gift. 

Regarding the acknowledgment of the hotel effort, the expectancy disconfirmation, 
and the surprise the impact is the same. On the other hand, since using this promotion 
tool, results in a higher customer satisfaction and delight, comparing to the discount. 

38.4 Discussion 

38.4.1 Final Considerations 

This study’s purpose was to better understand generation Z’s perception of surprise, 
as well as recognize how can hotels achieve customer satisfaction and delight. The 
experiment’s results allow to answer the research question (How can hotels use the 
element of surprise to increase customer satisfaction and delight: discount or gift?).
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The goal was to see if, according to the treatment level associated (without surprise, 
surprise gift, or surprise discount), there would be significant differences between 
these two measures. Since H1.1 e H1.2 were supported, it is confirmed the impact of 
surprise, whether by a discount or gift, on satisfaction. In fact, surprise has the ability 
to increase satisfaction [27, 47, 52]. According to this research, that effect is also 
present in the hospitality industry. In different research, it was analyzed the behavior 
of satisfied and loyal restaurant customers, by comparing the impact of surprise 
when using each of the two promotion tools. No relevant differences were found in 
customer satisfaction between surprising with a gift or a discount when the initial 
cumulative satisfaction is high. On the other hand, when this cumulative satisfaction 
is low, this indifference is not confirmed. Indeed, in that condition, using a surprise 
gift instead of a discount has a higher impact (positive) on customer satisfaction 
[57]. The conclusions from this hotel experiment indicate that offering a gift surprise 
generates higher customer satisfaction than a discount does. To accomplish customer 
commitment and loyalty, companies need to go beyond satisfaction, focusing on 
delighting them [47, 48, 54]. It was already proven that surprise increases customer 
delight [1, 31]. However, the experiment results indicate that such effect depends on 
the promotion tool chosen. More precisely, a gift surprise increases customer delight; 
however, the same is not confirmed when using a discount. Regarding the other three 
components (acknowledgment, expectancy disconfirmation, and surprise), it is not 
relevant which one of the two promotion tools is used, both statistically increase 
similarly customer satisfaction and delight. Portuguese hotels must consider imple-
menting surprise techniques. Indeed, when surprised, customers give a better evalu-
ation of the same product [27] and besides generate a higher impact on the attitude 
toward the brand and word of mouth [23]. The experiment results confirm that using 
surprise leads to higher customer satisfaction. A customer delight increase is also 
notable when offering a gift. On the other hand, when surprised with a discount, 
no significant differences were found. Generation Z acknowledges the hotel effort 
similarly, regardless of having received a surprise discount or gift. Likewise, on the 
expectancy disconfirmation and the intensity of surprise were not found any rele-
vant differences. Answering the research question: between the two promotion tools 
analyzed, the best way for Portuguese hotels to increase customer satisfaction and 
delight is by surprising them with the offer of a gift. 

38.4.2 Theoretical Contributes and Managerial Implications 

The hospitality research focusing on the customer experience has been increasing 
over the last years since the key is to create positive experiences for the customers [6, 
21, 43], which can be achieved by using surprise [34]. Many studies show the several 
effects of surprise, especially in customer satisfaction and delight. However, it cannot 
be found any research indicating specifically the best way for hotels to surprise their 
guests, considering that their main intention is to increase customer satisfaction and 
delight. The developed study helped fill a part of a research gap previously pointed.
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Companies must also consider the resulting costs in surprising their customer [34]. 
The entire guest’s process and steps during their stay must be analyzed to identify 
how the hotel can surprise them in a personalized way, even in the most banal steps 
and small details. Surprising efficiently implies using wisely the company’s exclusive 
factor, in alignment with the organizational values, vision, mission and culture [34] 
and brand identity [9]. Part of the customers, search for more information about the 
company after being surprised and want to tell others about it. Since these attitudes 
are also present online, companies need to update and invest in the website and social 
media. When the element of surprise is present, the customer gives a better evaluation 
to the same product [27]. Taking this into consideration, hotels can also try to get 
more guest reviews on their websites or on reservation platforms, like booking. On 
the other hand, there are situations when surprise may be a double-edged sword, 
for example, if customers view this action as an opportunist marketing strategy [17, 
49]. This research helped to understand that a hotel must choose to surprise their 
customers through the offer of a gift (in this case, a voucher of 15e to use in the 
hotel according to the customer preference). To use a gift instead of a discount, does 
not provoke significant changes regarding the acknowledgment of the hotel effort, 
the expectancy disconfirmation, and the intensity of the surprise. However, it does 
significantly generate higher customer satisfaction and delight. This research also 
alerts to the limitations associated with using this strategy. A surprise is something 
unexpected that includes the novelty factor. If customers were previously surprised 
with the same or similar stimulus (either by the company or competitors), it won’t 
generate surprise again [23, 53]. 

38.5 Conclusions 

This study contributed to the research fields that approach the impact of surprise and 
customer behavior on the hospitality industry. In fact, it is necessary more information 
about how hotels can use the surprise element to achieve the company objectives. 
According to this research results, if a hotel intends to increase customer satisfaction 
and delight, a surprise gift must be offer to the guests instead of a discount. This choice 
is mainly due to the higher ability of this tool to increase customer satisfaction. In 
addition, there are significant differences in customer delight between not surprising 
or surprising with a gift, the same is not confirmed when it’s given a discount. 
Both promotion tools increase the components evaluated, excluding the customer 
delight. Indeed, H1.1 and H2.2 indicate that the surprise gift and discount significantly 
increase customer satisfaction. The hypotheses measuring the positive impact of 
each technique in other components were all supported (acknowledgment of the 
hotel effort: H3.1 + H3.2: expectancy disconfirmation: H4.1 + H.4.2 and surprise: 
H.5.1 + H5.2). The impact of the gift and the discount on these three components 
are similar. H2.2 compares the impact on customer delight in surprising through a 
surprise discount or not surprising. This hypothesis was rejected, indicating that there 
are no significant differences in this component between the conditions. As it was
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confirmed H2.1, the gift increases customer delight in the defined scenario. On the 
other hand, the rejection of H2.3 supports that, regarding this measure, it is indifferent 
to use the discount or gift. This study contains some limitations. First, these research 
conclusions are based on hypothetical online booking; as any laboratory experiment, 
it does not represent real life in all its elements and distraction. Developing this study 
in a real setting would make it more meaningful. The self-selection of the sample 
used may also have contributed to the existence of bias in this study since it reflects 
only the perceptions of a specific group of individuals [33]. For causal research, such 
as this one, convenience samples are not suggested. However, considering that this 
is a pilot study in the hospitality field, and this type of sample is acceptable. Indeed, 
they stimulate the development of ideas, perceptions, and hypotheses [39]. In this 
experiment, it was compared the impact of a discount of 15e and a voucher to use at 
the hotel. It could be analyzed the results of offering others amount of discount, as 
well as other gifts. This research is restricted to the perception and reaction to surprise 
by Portuguese university students who belong to generation Z. Students’ perception 
regarding services can be different from the general consumers [40]. In fact, age 
is an influencing element. If the study participants were older, most likely different 
conclusions would be found. Indeed, in older individuals a surprise may not have such 
impact on their satisfaction and delight [45]. It is also known that reactions to surprise 
differ between cultures [51] and in other experiments could be used other participants’ 
profiles to generalize the findings to other populations. Another issue to be considered 
is that hospitality industry is unpredictable. Guest experience depends on countless 
factors [18] and decides the emotional responses to surprises may differ having into 
account individual personality traits and emotional instability [44]. Another research 
limitation was that the measurement of surprise and respective outputs could have 
been affected by the use of self-reporting scales [23]. Another limitations are due to 
the fact that the increase in the participant satisfaction and delight may have been 
caused by the fact of receiving a gift or discount, regardless of the presence of surprise. 
Future research should control the surprise element. In other words, understanding 
if the customer satisfaction and delight change between receiving these promotional 
tools with the presence or not of surprise. From this research, it was concluded that 
the impact of the surprise discount and gifts in restaurants is different in hotels. It 
would also be interesting to carry out the same study in another economic sector. 
In the experiment, the discount and the gift had different effects, demonstrating the 
need of comparing different surprise techniques in the future. 
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Chapter 39 
The Social and Financial Impact 
of Influencers on Brands and Consumers 

Inês Melo and José Luís Reis 

Abstract With the growth and development of Instagram, it is more possible to see 
brands using this platform, not only to show and promote their products and services 
but also to collaborate with various influencers to increase visibility with their target 
audiences. These partnerships are based on hiring people with some influence on 
Instagram, with intrinsic and brand-like characteristics, for them to disclose the 
products and services to their followers. This research seeks to understand the social 
and financial impact of influencers on brands from the point of view of influencers and 
consumers. A mixed, quantitative and qualitative methodology was used to elaborate 
this work. The quantitative data were obtained through a questionnaire to Instagram 
users. The results were analysed to understand the perception of digital influencers 
and consumers, in relation to the social and financial impact of marketing strategies 
on social networks, by the influencers in the dissemination of products and services of 
brands. Qualitative data were obtained through interviews with nine influencers. The 
results obtained allowed us to realize that there are several characteristics inherent 
to the influencers and their work that positively influence the consumer’s purchasing 
decision, namely the proximity between influencer and follower, opinion about brand 
or product, recognition/credibility of the influencer and brand, number of followers 
of the influencer and constant communication. It was also possible to conclude that 
recognition/credibility positively affects the collaboration between brands and the 
influencer and the financial impact of brands.
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39.1 Introduction 

The development of digital marketing is associated with partnerships between brands 
and influencers in digital platforms. The use of influencers in marketing strategies by 
companies is increasing, which makes the development of this research relevant to 
better understand this phenomenon, being this a current theme that aims to understand 
the importance of influencers for brand strategies and how influencers are accepted by 
consumers. This research aims to understand the work of influencers from different 
points of view, analysing the repercussion that influencers can exert on brands and 
their marketing strategies, how consumers receive and recognize influencers, as well 
as they recognize the work they do with brands. 

This work, in the first part, presents information about the evolution of marketing, 
the decision-making process of buying consumers, the concept of social networks 
and influencers, and how these are the main elements of influencer marketing. In the 
second part, the research methodologies are presented, including de hypotheses, the 
conceptual model and the data collection method. This is followed by an analysis of 
the results of the questionnaires and interviews and the validation of the hypotheses. 
Finally, the conclusions, limitations and future work are presented. 

39.2 From Traditional Marketing to Digital Marketing 

Marketing, since the 50 s, has been failing to focus so much on the product (the 
so-called Marketing 1.0) to focus on the consumer (Marketing 2.0). However, there 
are currently more and more transformations [1]. 

Marketing involves dealing with a market that is constantly changing, and it is 
necessary to always understand the evolution of the market. It is this constant advance 
that also causes marketing to change and adapt more and more [2]. Marketing, in 
general, is the discipline capable of dealing with the needs of consumers and their 
wills, which in turn will bring return to brands, whether financial as social. 

Traditional marketing strategies were to communicate with their customers on 
a programmed schedule at specific times, whether festive seasons or promotions. 
However, it is verified that, with the introduction of the Internet and the passage of 
these strategies to the digital world, this communication has become continuous and 
creating possibilities for multidirectional interaction between brands and consumers 
[3]. The communication model has gone from “one-to-many” to “many-to-many”, 
now allowing for greater interaction between businesses and consumers. 

In this way, digital marketing can be defined as the development of marketing 
strategies, in order to promote products or services, through digital channels and 
electronic devices, such as computers, mobile phones and tablets [4]. 

With the evolution of the Internet, people now have the possibility to choose what 
they want to see, where and when they want to do it. They also end up becoming
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own content producers by being able to share their opinions and ideas, interacting 
with others on a channel or platform, now more digital [5]. 

39.3 Consumer Buying Process 

Consumers are influenced by three factors when they want to make purchasing deci-
sions [2]. The first is the communications that marketing departments create for the 
products; second, the opinions of friends and family; and third, their own knowledge 
and feelings in relation to a particular product and brands. In view of the whole 
decision-making model, it is increasingly becoming more and more that both the 
recognition of needs and the information collection are increasingly influenced by 
information available on the Internet and on digital platforms. With the increasing 
use of the mobile network, consumers are now connected and with access to crowds 
of people who can help in the decision-making process of purchasing a product 
or service. Given this, most decision-making becomes social decisions now, since 
consumers currently communicate with each other and can influence each other on 
a brand or product [2]. 

The new generation of people draws inspiration from digital personalities and sees 
them as a reference to their decision-making regarding any product or service. Young 
people aspire to be like these figures since they believe they are ordinary people, so 
they accept their words and opt for products referred to them [6]. In addition to the 
opinions of nearby groups, young people are also attracted by current trends in areas 
such as sports, music, art and fashion. Many of these trends end up being currently 
on digital platforms and addressed not only by other young people but also by these 
new opinion leaders and influencers [2]. 

39.4 Social Media 

One of the points of digital marketing goes through social networks and marketing 
strategies using these platforms to promote products and services to increase the 
visibility of brands. [6]. 

Social networks are increasingly present in the marketing communication of 
companies that have begun to realize, as Campbell and Marks say, “that sales and 
promotional messages are not usually the kind of messages consumers want to see” 
on these platforms, but rather more informal content [7]. 

Social networks become increasingly a space for the introduction of marketing 
strategies, being the main means of communication in digital marketing to serve 
customers, clarify doubts and generate traffic to some website and a great complement 
to other existing digital media [4]. They need to be managed effectively to produce 
long-term results, becoming a way to create more loyal relationships and dialogues 
with the target audience of each company [8].
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Social networks seem to facilitate and enable communication between a greater 
number of people, attracting proximity between brands and their consumers while 
also providing greater competition between companies and to capture more attention 
from customers, brands now have more and more to compete while maintaining 
credibility and responding to the needs of their target audience [9]. 

39.4.1 Instagram 

Instagram is an Internet-based application and a social network that aims to share 
images, with also integrated features such as IGTV and Instagram Stories [10]. It turns 
out to be a creative tool where there are millions of people connected to exchange 
information and opinions on various subjects [15]. 

With the increasing development of this digital platform, several brands and 
companies began to take advantage of its functionalities and use it as one of the 
tools in their digital marketing strategies to disseminate projects, products and even 
show their entire commercial identity and entrepreneurship [6]. It was on Instagram 
that the “micro-celebrities” were set off, now referred to as influencers, where they 
see their work recognized [13]. 

39.4.2 Influencers 

As the number of Instagram and Facebook users began to emerge, “professionals 
who use social networks to influence the decision-making of their followers” have 
begun to emerge as well [4]. 

There are several terms to designate the user who produces content on digital 
platforms, from digital influencers, online opinion former, content producer, creator 
to youtuber, blogger, vlogger, etc. This user shares on social media platforms or even 
on their own digital properties such as websites and blogs and may or may not receive 
money [14]. 

Currently, the significant growth of influencers that can be found on social 
networks such as Instagram, Facebook, Snapchat, YouTube and TikTok is noticeable 
[15]. The influencers are recognized as experts in this field, share content that is 
seen by thousands and even millions of people, generating with them an engaging 
community with very large interaction and engagement rates [16]. 

These opinion leaders become “content creators with a large number of followers 
on digital platforms who are able to influence others through their behaviours and 
attitudes” [17]. They are chosen and selected by various brands to disseminate various 
products, through their opinions.
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39.4.3 Influencer Marketing 

As the number of influencers and the number of users of the various social networks 
grows, companies begin to realize that the latter joining the influencers and become 
a great platform to activate their marketing strategies. Thus, a new marketing term 
is born, “Influencer Marketing”. 

Influencer marketing is the art and science of engaging people who are influential 
online to share branded messages with their audience in the form of sponsored content 
[17]. It is a technique that is growing, since it benefits from lower costs, faster and 
more specificity in relation to its targets. 

Brands must be able to identify opinion leaders, based on various characteristics, 
such as the number of followers or traffic they generate on a web page, so that they 
can help organizations connect naturally and spontaneously with their customers [9, 
16]. They must be confident and convey this since doing so also promotes confidence 
in the brand [18]. 

39.5 Research Methodology 

In this section, the methods used in this research are identified and described, which 
is divided into three parts; in the first part, the objectives of the research, in which the 
problem and the general and specific objectives to be achieved will be evaluated; in 
the second part, the research hypotheses and the conceptual model are presented; and 
in the third part, the methodology that will respond to the problem will be selected 
and, finally, the techniques of data collection appropriate to meet the objectives. 

39.5.1 Objectives 

The overall objective of this work is to understand how the work of influencers on 
the social network Instagram influences the perception about brands, as well as the 
perception that consumers, have about influencers. Regarding the specific objectives 
of the research, it focuses on four distinct objectives to answer the question set out 
in the general objective:

• Realize the importance of the work of influencers with brands;
• Understand consumers’ perception of influencers and their influence on 

purchasing decisions;
• Analyse the size of brands and the work of influencers on the social network 

Instagram;
• Understand the work of influencers and their perception of working with brands.
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39.5.2 Research Hypotheses, Propositions and Conceptual 
Model 

Seven research hypotheses were formulated that aim to respond to the specific objec-
tives formulated in the previous point, especially the first and second objectives—to 
understand the importance of the work of influencers with brands; and understand 
consumers’ perception of influencers and their influence on purchasing decisions. 

The following research hypotheses and proposition have been formulated 
following the objectives proposed for the elaboration of the research: 

H1: The proximity between follower and influencer has a positive influence on 
the decision to purchase a product. 

H2: An influencer’s opinion of a brand or product is a positive factor in consumers’ 
purchasing decision. 

H3: The recognition and credibility of an influencer have a positive impact on 
consumers’ purchasing decisions. 

H4: The number of followers of an influencer is a key factor in the decision to 
purchase a product. 

H5: The constant communication between influencer and follower makes an 
impact on the purchase decision greater. 

H6: Brand recognition is positively influenced through collaboration with 
influencers. 

P1: Brand and influencer recognition has a positive factor in the financial impact 
of brands. 

According to the literature review that served as the basis for the research, the 
conceptual model that supports the research was constructed in accordance with the 
objectives and hypotheses defined—see Fig. 39.1. This model serves to understand 
the relationship between the various constructs selected for the investigation.

As seen in Figure 39.1, it is intended to understand the relationship between 
proximity and purchase decision; how opinion of a product or brand influences the 
purchasing decision; how the recognition/credibility of an influencer is important 
for purchasing decision-making; how the number of followers can be an important 
factor in the purchase decision; and whether constant communication by influencers 
positively interferes with consumers’ purchasing decisions. Next, it is intended to 
understand if the collaboration between brands and influencers brings a good recog-
nition to them and whether this recognition / credibility has a positive financial 
impact. 

39.5.3 Data Collection Method 

This research presents a mixed methodology since it presents a quantitative analysis, 
collected through an online questionnaire to consumers, and a qualitative analysis,
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Fig. 39.1 Conceptual model

collected from an e-mail interview to some influencers. Using the mixed method-
ology, it is intended to give preference to data validation and its compliance with the 
object under study [12]. Since we cannot say that any methodology is perfect, both 
presenting advantages and disadvantages, the use of both allows a better interpretation 
of the data, combining different approaches to better study the same phenomenon. 

The sample used for this investigation is a random sample for convenience, in two 
categories of individuals. On the one hand, we have a set of individuals/consumers, 
who are users of social networks, who answered a questionnaire, which obtained 
305 valid answers. On the other hand, we have a set of 9 digital influencers who 
responded to an interview via email. 

39.6 Analysis of Interviews 

The aim of the interview is to understand the point of view of digital influencers 
in what is related to working with brands on Instagram, as well as the perception 
of the impact they can have on consumers’ purchasing decisions. The collection of 
influencers for the sample went through research by the works carried out between 
influencers and brands that the researcher knows, as well as their acceptance for the 
interview. 

The interviews were conducted with a pre-defined script and included 9 partici-
pants that answered everything through email, given the situation of COVID-19. 

It was possible to understand that the influencers give great importance to the 
identification with the brand or product and to the interest and curiosity of themselves 
or their followers when they decide to accept some proposal of partnership with a 
brand. These influencers also claim that they work with brands often sporadically,
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but one can count a gap between 5 and 23 brands with which the interviewees are 
working. It was also possible to realize that the work between brands and influencers 
is beneficial for brands since, according to the interviewees, the greater reach of their 
accounts and the identification with their followers causes the visibility of the brand 
to increase. 

When asked if they believed that their followers only buy products because 
they mention it, the interviewees responded positively, although they stated that 
it sometimes depends on the type of product and the type of followers. 

Regarding the work with brands and the perception that followers may have, the 
interviewees unanimously believe that the more solid and long the relationship with 
a brand, the more their followers believe not only in the products, but in their honesty. 

39.7 Analysis of the Questionnaire Results 

The launch of the questionnaire was made through the social network Facebook, 
obtaining a total of 312 responses to the questionnaire. This was limited to individuals 
aged 18 years or older, of both genders, who use the Internet and social networks, 
specifically Instagram and were considered 305 valid responses for this study. In this 
questionnaire, it was chosen to provide the answers to the questions by completing 
a 5-point Likert scale, 1 meaning “Totally Disagree” and 5 means “Totally Agree”, 
to obtain more credible results and a better statistical evaluation. 

Regarding responses to the frequency of use of Instagram, it is noticed that 95.4% 
of respondents visit this social network every day and 70.8% of the respondents 
are between 1 and 5 h a day on the social network. To understand if respondents 
consider it important that brands are present on the social network Instagram, 51.5% 
fully agree with the statement. 

Regarding the importance of proximity between influencer and follower, 41.3% 
of respondents agree that the closer the proximity, the greater the recognition of a 
need and the search for information about a product. 

When confronted with the statement “I only follow influencers with a large 
community of followers”, to perceive their position on the number of followers 
of an influencer, 39.3% responded totally disagreed, showing that a larger number 
of followers is not the only factor in the purchasing decision. As for the belief that 
the more an influencer interacts with its followers, the greater the power of influence 
in the purchasing decision, 43.6% partially agreed on—see Table 39.1.

39.7.1 Exploratory Factor Analysis 

To perceive the veracity of the information obtained with the respondents’ answers, 
an exploratory factor analysis was performed on constructs that have a correlation 
between them. In this analysis, four instruments were performed to test: the first,
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Table 39.1 Frequency of 
influence of interaction with 
followers in purchasing 
decision 

Q14: The more you interact with an influencer with your 
followers, the more power of influence you have in deciding to 
purchase a product 

Frequency Percentage (%) 

I totally disagree 8 2.6 

I partially disagree 24 7.9 

Indifferent 53 17.4 

I partially agree 133 43.6 

I totally agree 87 28.5

Bartlett’s field test, which intends to test whether the first hypothesis of the correlation 
matrix is identity or not; the second test is the KMO test (Kaiser–Meyer–Olkin) that 
aims to evaluate the intensity and variance of the analysis and its variables; in the 
third phase, in order to evaluate the quality and internal consistency of the factors, 
Cronbach’s alpha is used; and finally, in order to interpret the factors obtained, the 
indicator of total variance is used. 

After verifying each of the variables, it was possible to perform factor analysis 
at a total of four constructs, and three of them, because they are identity variables, 
have no correlation to be verified in factor analysis. 

Thus, it was possible to verify the results obtained in each construct and it is 
concluded that:

• All variables are one-dimensional and extracted 1 component in each analysis.
• In the Bartlett scouting test, all variables achieved a result of 0.000, meaning that 

there is a correlation between them.
• In the KMO test, the variables obtained values between 0.500 and 0.714, which 

demonstrates results between admissible and good, respectively.
• Referring to the percentage of variance, values between 48.157 and 83.427% can 

be observed.
• Finally, verifying the consistency and quality of the variables, the values reached 

in Cronbach’s alpha are between 0.451 and 0.811. 

39.8 Validation of the Hypotheses and Propositions 

Pearson’s correlation analysis was used to validate the hypotheses and the proposition 
created for this study since it provides proof of the relationship between the constructs 
in each hypothesis. 

Thus, it can be concluded that all the hypotheses and the proposition proposed in 
this investigation are valid, within their scales and values, as can be seen in summary 
in Table 39.2.

In conclusion, it is possible to perceive that for the validation of all hypotheses 
and propositions, the two methods chosen for this analysis resulted in conclusions
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Table 39.2 Summary of hypothesis validation 

Hypotheses/Propositions Correlation Validity of hypotheses 

H1 0,246 Valid 

H2 0,499 Valid 

H3 0,479 Valid 

H4 0,327 Valid 

H5 0,247 Valid 

H6 0,320 Valid 

P1 In interviews Valid

that allowed to validate all hypotheses, both from the point of view of the influencers 
and from the point of view of consumers. 

39.9 Conclusions, Limitations and Future Work 

This research lies in understanding the work of digital influencers present in social 
networks, particularly Instagram, for brands as well as for consumers. With the main 
objective of understanding how the work of influencers, on Instagram, achieves the 
perception of brands as well as the view of consumers towards this work, it was 
possible to ascertain, throughout the investigation, that the reach that these influ-
encers have in their digital accounts allows to increase the visibility of the brand, by 
making known to their consumers the products that later also end up being purchased, 
indirectly influencing the sales of the brand with which they collaborate. Given this, 
it becomes important for those responsible for brand marketing, when developing 
marketing strategies, bet on working with influencers with characteristics that meet 
the brand’s vision. In the view of consumers, it was possible to realize that many 
characteristics that influencers value—such as proximity, recognition and credibility, 
constant communication, opinion they transmit and the number of followers—result 
in a positive influence at different levels in their purchasing decisions. 

Regarding the size of the brands on Instagram and the work of the influencers 
in this social network, it was possible to understand that, from the point of view of 
consumers, they believe that the presence of brands in this social network is important. 
From the point of view of influencers, Instagram turns out to be the favourite social 
network for collaboration with brands since it has several tools and at the same time 
achieves greater and better communication with its followers. 

In relation to the work of influencers with brands, they consider that all the part-
nerships they carry out end up being beneficial for both sides once the visibility and 
reach of the two parties are increased. In addition, it was also possible to perceive, 
through the view of the influenced interviewees, that even if the types of collabora-
tions vary, the longer a partnership with a brand, the better the results, since these
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partnerships demonstrate greater honesty on the part of the influencers and increase 
the interaction with their followers. 

Finally, regarding the limitations of this study and in order to have guidelines 
for future studies, it is important to highlight that the results obtained are limited, 
and the global population cannot be generalized since the sample obtained is not 
probabilistic. Thus, for future work in this area, even with inspiration from the results 
of this research, it will be necessary a study with a more comprehensive population 
to obtain a more generalized result and closer to reality. Another limitation found 
was the lack of collaboration on the part of brands to answer some questions, which 
would be used to understand their point of view in this investigation, resulting only in 
the analysis of the point of view of influencers and consumers, thus being important 
in future studies that the view of the brands be studied. 
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Chapter 40 
Has It Ever Been the Fashion Blog’s 
Dusk? A Thematic Analysis-Based 
Research on the Anguishes 
in the Post-transition from Text Blog 
Writers to the Ready-Made Scroll, Scroll, 
Scroll Instagram Images 

Maria Inês Pimenta and José Paulo Marques dos Santos 

Abstract The first decade of the current century witnessed the emergence of fashion 
blogs. Although initially bloggers were sawn as interlopers by established fashion 
journalists, the power of the large audiences of the former imposed their accep-
tance in the fashion industry, pushing changes in the status quo. The early 2010s 
were bloggers’ golden age, but then social networks emerged with hordes of ad-lib 
content co-creators, culminating in the indistinguishable Instagram influencers and 
Instagrammers. At the beginning of the 2020s, it is questionable if there is still a 
place for fashion bloggers and their blogs. We conducted semi-structured interviews 
with fashion consumers in Portugal, aiming to capture their perspective, rationale and 
prognoses for this sector of the digital marketing arena. Data is analysed under the 
thematic analysis method. Results are interpreted under the modernity / postmoder-
nity paradigm. Although the media differ, fashion journalists and professional fashion 
bloggers do not differ in their essence. They inscribe in the modernity paradigm. Their 
creations are well-structured and receive important investments in their production. 
Authors speak backed by authority, aligning with the Foucauldian “regimes of truth”. 
Influencers and Instagrammers inscribe in the postmodernity paradigm. Fragmented 
lives consume (and produce) fragments of everything. The subject is decentred and 
is comfortable with the hype(r)-reality, and the producers are the images and the 
products of their authors. It is unlike that there will be a place for bloggers again as 
postmodernist fluidisation is underway… until one rupture relieves the tensions.
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Fig. 40.1 Searches (adjusted to 100 for the higher value) in Google of the terms “blog”, “tumblr” 
and “start a blog” since January 2004. Because of its low magnitude, the line corresponding to the 
term “star a blog” overlaps the abscissa, and it is detailed in Fig. 40.2. Source Google Trends 

40.1 Introduction 

In a recent article in Forbes, Mimi Polner and Cassie Bottorff explain “how to start a 
blog and make money in 2022”.1 Eight years before, Onur Kabadayi announced in 
The Guardian that “Bloggings is dead, long live blogging”.2 He explains: 

Blogs haven’t disappeared – they have simply morphed into a mature part of the publishing 
ecosystem. The loss of casual bloggers has shaken things out, with more committed and 
skilled writers sticking it out. Far from killing the blog dream, this has increased the quality 
of the blogosphere as a whole. 

He concludes by stating that “bloggers should be excited, not downhearted. (…) best 
years are ahead of it”. However, by the end of 2017, Farah Mohammed sums up in 
the JSTOR Daily article “The Rise and Fall of the Blog”3 : 

Today, writers lament the irrelevance of blogs not just because there’s too many of them; but 
because not enough people are engaging with even the more popular ones. Blogs are still 
important to those invested in their specific subjects, but not to a more general audience, 
who are more likely to turn to Twitter or Facebook for a quick news fix or take on current 
events. 

According to Google Trends, the search terms “blog”, “tumblr” and “start a blog” 
have been evolving, as depicted in Figs. 40.1 and 40.2, since January 2004.

It seems that opinions are contradictory, although the data, which, however, 
refers to searches in Google and is not a direct measure of blogs’ interest, suggests 
that the golden era of bloggers and blogs is gone, and they are leaving their dusk 
today. Pedroni et al. [9] recognise that the golden era is past, and bloggers have 
entered the silver age. They split the bloggers into three groups: at the bottom, the 
amateurs, which are the vast majority, the lovers, who maintain their blogs due to their

1 https://www.forbes.com/advisor/business/start-A-blog/. 
2 https://www.theguardian.com/media-network/media-network-blog/2014/jul/16/blogging-dead-
bloggers-digital-content. 
3 https://daily.jstor.org/the-rise-and-fall-of-the-blog/. 

https://www.forbes.com/advisor/business/start-A-blog/
https://www.theguardian.com/media-network/media-network-blog/2014/jul/16/blogging-dead-bloggers-digital-content
https://www.theguardian.com/media-network/media-network-blog/2014/jul/16/blogging-dead-bloggers-digital-content
https://daily.jstor.org/the-rise-and-fall-of-the-blog/
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Fig. 40.2 Searches (adjusted to 100 for the higher value) in Google of the term “start a blog” since 
January 2004. Source Google Trends

passion for fashion; and, on top, the professionals, who have an international repu-
tation and accordingly structure. Professional bloggers have an established position, 
mediating companies and brands, and fashion consumers, and influencing the latter 
decision-making process [11]. Nonetheless, in 2014, Robin Givhan, in her article 
“The Golden Era of ‘Fashion Blogging’ Is Over” in the Cut, questioned4 : 

Fashion followers can thank bloggers for making fashion coverage more democratic (…) 
But, now that so many bloggers have been embraced by the industry (…) is there still an 
opportunity for new voices at shows? And if so, what kind of voices can still flourish? 

Hence, these are the same questions that guide the present research. We conducted 
semi-structured interviews with fashion consumers in Portugal, aiming to understand 
more specifically:

• How do consumers see fashion blogs’ past, present and future in Portugal?
• Is there still an opportunity for new voices (blogs)?
• Have we really entered a new stage in the history of this relatively recent social 

phenomenon (fashion blogs)?
• What pros and cons have social networks brought to fashion blogs?
• Has social media come to revolutionise the way fashion blogs are perceived?
• Have digital fashion influencers replaced fashion bloggers? 

40.2 Method 

40.2.1 Participants 

This study contains five face-to-face semi-structured interviews with five women of 
different ages, ranging from 19 to 53, to have a longitudinal perspective. The chosen 
participants are female because it is the gender that follows more fashion blogs. 
Fictitious names are used to ensure the participants’ privacy, and their characterisation 
is shown in Table 40.1.

4 https://www.thecut.com/2014/04/golden-era-of-fashion-blogging-is-over.html. 

https://www.thecut.com/2014/04/golden-era-of-fashion-blogging-is-over.html
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Table 40.1 List of participants and their characterisation 

Fictitious name Age Marital status Children Occupation Field 

Sophia 19 Single No Student Architecture 

Rachel 25 Single No Working-student Researcher (PhD) in 
the environmental 
area 

Maria 26 Single No Worker Doctor 

Clare 37 Married 3 Worker Fashion 

Amelia 53 Married 2 Worker Teacher 

Sophia is 19 years old and lives in the North of Portugal. She entered university 
this year, where she is studying Architecture. She is single and has no children. 
However, the area of fashion is a personal interest of hers, and it was this interest 
that led her to research and follow fashion blogs. 

Rachel lives in the North of Portugal and is 25 years old. She is a student-worker, 
doing a PhD and working in the environmental area. She started following fashion 
blogs in her adolescence, where she decided to create her blog. The fashion area 
continues to be a personal interest until today. She is single and has no children. 

At 26 years old, Maria is single and has no children. She is a dedicated doctor 
who lives in Northern Portugal. The area of fashion is a personal interest of hers, 
which began in her adolescence when she built her blog because of her curiosity in 
the area of blogs. Nowadays, she still keeps up with it. 

Clare is 37 years old, married and has three children. Fashion has always been an 
area of her personal and professional interest. She works in a multinational company, 
where she employs specialised positions in the fashion area. She lives in the North 
of Portugal. 

Amelia is married, has two children, lives in the North of Portugal and is 53 years 
old. Fashion is like a hobby; she used to follow trends through fashion magazines. 
She is a textile engineer, and at the moment, she works as a teacher. 

40.2.2 Semi-Structured Interview 

The semi-structured interview was prepared with the following objectives in mind:

• Cross-referencing and relating information.
• To understand the perspectives of female blog consumers towards the present, 

past and future of fashion blogs;
• To understand the importance that social networks have for the communication 

strategies of bloggers;
• To understand whether social media has revolutionised how blogs are perceived;
• Understand the role of digital fashion influencers vis-à-vis fashion bloggers;
• To achieve an overview of how fashion blogs are positioned in Portugal.
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The semi-structured interview is composed of seven questions. There is a progres-
sion, starting with general questions to understand the interviewees’ opinions about 
fashion blogs, followed by questions related to social networks, the digital world 
and the same blogs. The emergence of digital fashion influencers is a pivotal point 
in understanding the future of fashion bloggers. The following questions focus on 
these topics. One question, particularly, is where fashion bloggers’ or digital fashion 
influencers’ pictures are shown. First, the interviewee has to identify if they knew 
the person and if the same is a fashion blogger or a digital influencer. In this ques-
tion, the aim is to understand if the interviewees can, in practice, distinguish what 
a digital influencer is and what is a fashion blogger. Next, the question focuses on 
four sentences where the interviewees have to say their degree of agreement with 
the sentence and explain the reason. We intend to demystify what people think about 
certain subjects through these questions. The last question focuses on the main reason 
for the interview. 

In detail: 

Question 1: Tell me a bit about how you started following Portuguese fashion 
blogs and the reasons and motivations 

Themes to explore:

• Reasons and motivations to follow;
• Whether the environment in which the interviewee is inserted is favourable or not 

for her to get to know blogs;
• Means of discovery of blogs;
• The method you use when you want to visit the blogs you follow. 

Question 2: What characteristics come to mind when you think of a “fashion 
blogger”? 

Themes to explore:

• To understand the adjectives and memories that interviewees have about “fashion 
bloggers”;

• To understand at what moments the interviewee associates the “fashion bloggers”. 

Question 3: What is the difference between a fashion blogger’s social media and 
the blog? 

Themes to explore:

• Which social networks do you use the most to follow the bloggers you like the 
most;

• What is the opinion of the interviewees about: whether social networks have come 
to replace blogs;

• If you think social media has come to transfer more merit to people who own a 
fashion blog;

• What are your views on Instagram as a content viewing tool;
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• What’s your opinion on fashion vlogs. 

Question 4: Tell me about your opinion on fashion digital influencers 

Themes to explore:

• What distinction do you make between a digital fashion influencer and a fashion 
blogger;

• Whether they understand the difference between the two. 

Question 5: Can you identify digital influencers or bloggers from the 
fashion/lifestyle sector on this list? I will show you the pictures one by one, 
and you will tell me if you know who it is and if you think it is active 

Question 6: I’m going to say a few sentences, and tell me how much you agree 
or disagree and why? 

Themes to explore:

• I met the bloggers I follow through social media (Instagram; YouTube; Facebook; 
etc.);

• Whenever I want to check blog X, I go directly to his blog address;
• I view vlogs (YouTube) more compared to blogs;
• I rarely go to a blogger’s blog; however, I regularly follow social media. 

Question 7: What are your expectations for the future of fashion blogging? 

Themes to explore:

• Whether blogs should adopt specific changes to grow the blog and which ones;
• If there is still room for new fashion bloggers in Portugal;
• If fashion bloggers spread a style. 

40.2.3 Data Analysis with Thematic Analysis 

The method of analysis of the semi-structured interviews is thematic analysis, which 
contains six phases in sequence [2]: (1) familiarisation with the data, (2) creation of 
initial codes; (3) search for themes; (4) review of themes; (5) definition and naming 
of themes; and (6) report writing. According to the developers, “Thematic analysis 
is a method for identifying, analysing and reporting patterns (themes) within data. 
It minimally organises and describes your data set in detail.” [2], p. 79. In parallel, 
for [1], it is essential to follow three guidelines: describe, compare and relate. First, 
it is necessary to describe in detail the context of the study and all its pertinent 
details. Next, comparing to understand the differences in characteristics and bound-
aries between the themes is essential. Finally, by asking questions, one must relate 
categories and themes through other details.
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The first stage focuses on familiarisation with the data to become aware of the 
vastness and depth of the content. Before reaching the next stage (coding), it is 
essential to read all the data so that the analyst is exposed to all ideas and possibly 
identifies appropriate patterns early on. The transcription of verbal data is done at 
this point, which helps this familiarisation process. All oral, as well as non-verbal 
utterances are reported in detail. 

The second stage focuses on coding. In this stage, one must have present all the 
data, analyse it separately and compare it, which allows for identifying recurring 
aspects that help form patterns that lead to the themes. The coding applied is of the 
open type. 

The third phase focuses on the search for themes. Since the data have been previ-
ously coded, it is necessary to transform the data summarised in the codes into 
possible themes. In this stage, some techniques are used to group the themes, such 
as thematic maps and visual representations. 

The fourth stage is the review of the themes against the codes they contain. At this 
stage, it is important to go back and revisit the coherence of the content of the codes 
of each theme again. The aim is to refine, “purify” and decide which themes will be 
kept and which will be discarded or merged. Scrutiny takes place at two levels: at 
level 1, the themes must be coherent with the content of the codes, and at level 2, the 
themes must reliably represent the overall data set, producing a thematic map of the 
analysis. 

The fifth phase concerns the definition and naming of themes. The multiple but 
coherent facets within a theme converge into a name. The names of each theme are 
precise and solid, translating to the reader the transparent idea of the theme. 

The last phase, the sixth, is the production of the analysis report. This report 
considers all the data for each theme summarised in a memo. After the necessary 
polishing, the grouping of the memes is the theory that emerges from the analysis, 
which is grounded in the data. Several snippets of data are presented to give evidence 
of this foundation. 

40.3 Data Analysis and Results 

This section presents the data analysis sequence and results, which integrates the six 
phases of the thematic analysis. 

40.3.1 Data Familiarisation 

At this stage, the transcripts of the five interviews conducted were made. In addition, 
all notes and details observed during the interview were reviewed.
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40.3.2 Coding 

Codes were created for all interviews. In quantitative terms, Sophia’s interview gener-
ated 48 codes, Rachel’s 133, Maria’s 71, Clare’s 146 and Amelia’s 39. The following 
paragraphs reproduce the most relevant ones for each participant: 

Sophia #16: The blog ends up being more tiring (compared to social networks): 
“(…) in the blog itself it is more descriptive, it is more a text where they write what 
they do, and it ends up being a bit more tiring (…)”; 

Rachel #22: To consume content more instantly, Instagram is the best fit: “(…) 
you have Instagram for that, on Instagram, you easily see all the pictures of all the 
looks she shared that week in a matter of seconds, so you don’t have to go to the 
blog”. 

Maria #22: Fashion bloggers currently use social media more than the blog itself: 
“(…) the older ones that I used to follow have turned to social media a lot, especially 
Instagram, and I think it’s an easier and more accessible way to reach people than 
the blog itself (…)”; 

Clare #43: The content in a fashion blog is boring because nobody wants to read: 
“(…) in a blog the content was boring, it was boring because nobody wanted to read. 
In these areas that I am telling you about, fashion (…)”; 

Amelia #13: Instagram is easier to access and faster: “(…) I go there because I 
think it’s easier to access. Being on Instagram is faster”. 

40.3.3 Search for Themes 

Themes emerge from coherent sets of codes. Some of the themes found: 

She got to know fashion blogs through her interest in the fashion field:

• She got to know fashion blogs through her taste in the fashion area (Sophia; #1);
• She started following fashion blogs because of her interest in fashion (Clare; #1);
• She began following blogs because of her interest in the area (Maria; #1). 

When you really want to visit a specific blog, you go directly to its blog address:

• Go directly to the address of a blog that interests you to follow it (Maria; #10);
• I had saved in thematic favourites the blogs I followed most so that it would be 

easier to follow (Clare, #17);
• She usually goes to the blog via her blog address to see more complete articles 

(Sophia; #7);
• Some blogs directly visit the blog address when you want to check their blog 

(Sophia; #40);
• Only enter their blog if they offer an exciting tip (Amelia, #11);
• You only go to the blog if the content interests you (Amelia, #34).
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40.3.4 Review and Refinement of the Themes 

During the iterative process of reviewing and refining the themes, which contem-
plated the two levels, i.e. scrutinising the coherence between codes under the same 
theme and ensuring that the thematic map reproduces the data set, there was an 
intermediate convergence to twelve themes. Still, in the end, it reduces to seven:

• How the participants met the fashion blogs, and how did they use or are using 

– How did you meet the fashion blogs 
– Motivations to start following the fashion blogs 
– When you started following fashion blogs 
– Shares, or not, the consumption of fashion blogs with someone else 
– Has, or does not have, an own blog 
– How sees blogs and why

• What represents Instagram to the consumers
• What fashion blogs represent to the consumers
• What fashion vlogs represent to consumers
• Participants’ opinions about the digital influencers
• Differences between fashion blogs and social networks
• The future of fashion blogs. 

40.3.5 Naming the Themes 

The definition and nomination of themes were carried out, taking into account several 
aspects, such as the research questions, the problem spectrum, the division between 
social networks and blogs, and the temporal space between opinions. The final 
convergence is for seven themes (cf. Section 3.4). However, the first theme, which 
focuses on the magnitude of fashion blogs, how participants started to follow them, 
and their motivations, is unfolded into six subthemes. 

40.3.6 Final Reporting 

Clare, Maria and Sophia state that their interest in the fashion area was a strong point 
for them to get to know fashion blogs. Amelia and Clare, the oldest participants, 
aged 37 and 53, looked at fashion blogs as a follow-up to fashion magazines because 
before the existence of fashion blogs, they followed fashion in magazines, and it was 
through these magazines that they got to know some fashion blogs and started to 
follow them. Clare “(…) because in the old days we used to buy a lot of magazines 
to see what other people were wearing and suddenly we could see that quickly on 
the internet, right, and it was a bit of that (…)”. Most participants state that one of
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how they discovered fashion blogs were through Google searches. Maria says that 
she started by searching on Google “fashion blogs”, and Clare goes further as she 
states that she met bloggers through this search on Google and then met other people 
through these people she found on Google. 

It is unanimous that the main reason for following fashion blogs is to be inspired 
by looks and to follow fashion trends. Maria started following fashion blogs to see 
what the bloggers wore and the shops where they bought clothes. She also found 
it interesting when they published looks with cheaper pieces to recreate. Rachel, 
26 years old, agrees and admits that she has already met new shops through blogs. 
For example, she got to know Primark through a blogger many years ago. Clare 
remembers that when she started following blogs, she saved the photos in an image 
bank for later inspiration “(…) looks to copy, trainers that I didn’t know the brand 
(…) lots of things that I have saved (…)”. 

Despite significant age differences, the participants started following fashion blogs 
at more or less the same time. Maria and Rachel comment that they began following 
fashion blogs when they were more or less 15/16/17 years old, i.e. in adolescence. 
Clare, 37 years old, comments that she started following fashion blogs more or less 
ten years ago. 

Rachel, a researcher in the environmental area, is the only one who does not 
interact much with her environment regarding her taste for fashion blogs. However, 
she states that it is only from her side that she tries to make her friends aware of 
fashion blogs “In the beginning it was more like a desire of her own (…) it was very 
much “mine”, it was a personal taste (…)”. The remaining participants affirmed that 
they shared this taste with their environment. Sophia, 19 years old, says that she has 
already met fashion blogs through friends, while Amelia comments that she shares 
this taste with friends and with her sisters “(…) we share tips: “(…) ‘follow this one 
is interesting, follow that one and I will also tell her: ‘look this one is cool’, and we 
exchange ideas (…)”. 

Maria and Rachel created a blog about fashion and other themes. Rachel still has 
the blog active, while Maria’s is no longer in action. However, Rachel comments that 
she no longer dedicates much time to the blog: “Yes, without a doubt, also because my 
free time is completely different and, well, having a blog demands work, it requires 
you to leave home thinking what you are going to photograph, where, who is going 
to photograph you. Maybe you want to go out with your friends, with your boyfriend, 
but knowing that you have to photograph limits you a little bit and then it is much 
more work (…)”. Rachel thinks that her blog’s followers don’t miss her blog posts. 
Over the years, Rachel has changed the content of her blog and bet on Instagram, 
too: “I tend to change my content on the blog myself. While on Instagram, maybe 
I bet much more on photographing clothes, making more short videos, on the blog 
maybe I focus more on content posts, more informative, maybe with more text, more 
boring (…)”. 

When they want to enter a specific fashion blog, they usually go straight to its 
blog address. Amelia comments that she only really goes to a blog if the content is 
exciting. Sophia goes along the same lines, saying that she usually goes when she
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wants to see a complete article. Clare had saved the blogs she most followed in her 
favourites, so it was easier to go there. 

All participants admit that, now, they no longer open fashion blogs. Clare justifies 
this attitude by the new technologies, more precisely by the arrival of Instagram and 
the speed that this network offers, and being so, “(…) one ends up forgetting the 
blog”. Amelia agrees. At this time, she follows the blogs mainly through Instagram. 
Years ago, she went daily or weekly to the blogs. Sophia says the same and confesses 
that she follows the blogs that appear in her Instagram feed: “(…) even if I’m not 
looking for it, it appears in the feed (…)”. 

You can see the demand for quicker, ready-made content. Rachel even says “You 
consume content very instantly”. Clare concludes that what is fast is good, and Amelia 
agrees. After all, she thinks the blog is not so used because people want everything 
faster. Ready-made, at a glance. 

Instagram is, without a doubt, the most used social network of the five participants. 
For them, Instagram is the favourite social network to follow fashion blogs, with 
advantages over these, even. At 19 years, Sophia follows the bloggers daily and in 
more detail on Instagram because it is easier to follow the instant and daily content. 
Maria shares the same opinion: “(…) and I think it’s an easier and more accessible 
way to reach people than the blog”. Rachel and Maria comment that on Instagram, 
they can see everything about the blogger X in seconds, thus not needing to resort to 
her blog. Maria says: “(…) and there it is, allowing Instagram to make the description 
of the photos and so everything they did on the blog is much more accessible”. Clare 
even says she prefers using Instagram compared to blogs and other social networks. 
For Rachel, Instagram offers better accessibility than blogs. There is no need to read 
this because the content you seek is on the social networks of bloggers and is easier 
to access. 

Instagram is a more instant social network, where the more personal and daily 
contact is more intense. Clare praises Instagram, seeing it as an instant social network, 
fast and easy to use and search. Maria compares bloggers’ interaction with the public 
through blogs and through Instagram, where she says that Instagram fosters more 
shares than the blog. She continues by stating that they don’t “have to spend as much 
time” on a post on Instagram. Rachel comments “The Instagram itself is also made 
in a way that gives you what you seek (…)”. 

Rachel says that “(…) it is one of my favourite social networks (…)”. Amelia 
agrees commenting “(…) Instagram, I’ve been a fan for a long time (…)”. However, 
she also admits that she already liked Instagram more before because she does not 
like the advertising part of the network. 

For the participants, Instagram allows bloggers to forward the Instagram audience 
to the blog and quickly reach a good range of followers. Some participants say they 
met bloggers through Instagram. Rachel says, currently “(…) I go to Instagram. I 
don’t go to the search engine looking for ‘blogs’, no”. Sophia also agrees, saying 
she has met more bloggers through social networks than blogs. Maria mentions that 
instastories are an Instagram tool where bloggers can take advantage and captivate 
and refer people to their blog. For Maria “(…) anyone who invests a bit in this can 
get a range of people who will follow (…) with the social networks and, especially
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with Instagram, they will be able to captivate the same number and even a larger 
number of people (…)”. 

The tools that Instagram offers its users are an asset to a good performance on this 
platform, such as IGTV, the instastory and the use of hashtags. Rachel comments 
“(…) on Instagram you can also take advantage of the videos, the instastories; ah! 
those masks now of Snapchat, you can draw much more attention and people in the 
background look at that (…)”. Maria, Clare and Rachel agree that videos on Instagram 
are an exciting tool. Maria comments that, with IGTV, the videos on Instagram have 
started to be longer. Clare agrees, saying that they have the perfect length, so they 
are not dull “(…) although now with IGTV, they are not boring because if you are 
in someone’s profile, you watch that minute and then if you want, you can keep 
watching; otherwise, you may leave, which makes all the difference (…)”. 

The participants’ opinion on blogs is diverse. For them, a fashion blog is a personal 
fashion diary, very descriptive, where they show people who dress very well. Rachel 
comments “(…) maybe a style icon, maybe what few people use is not (…), but 
on the other hand, maybe I value more those bloggers who use pieces that I could 
easily also use (…) it is me wanting to use what they have (…)”. Sophia says that 
she looks at fashion bloggers as fashion journalists who keep a diary of what they 
wear and states that a fashion blog is more descriptive than social networks. Clare 
says that when she thinks of fashion bloggers, she automatically thinks of fashion 
and comments “The blog was a kind of diary, which at the beginning was a kind of 
personal diary of the person who wrote about it. People would throw up everything 
they wanted in there (?)”. For Clare, it no longer makes sense to use blogs in the 
fashion area, and the blog platform is no longer the same as it was a few years ago. 

Currently, getting to know new bloggers is done through social media. Sophia 
admits that she has met more fashion bloggers through social networks than from any 
other source. Likewise, Maria admits that she has met more bloggers through Insta-
gram than any other source. However, it wasn’t like this in the old days. Clare agrees. 
Rachel agrees, saying “(…) nowadays I take my mobile phone, I go to Instagram. I 
don’t go to the search engine to look for ‘blogs’, no”. 

A fashion blog is considered something with text and images, a personal diary 
that is massive. Rachel comments that the blog has text and pictures and doesn’t go 
much beyond that “(…), so it is easy you get bored there (…)”. Clare even comments 
“(…) it no longer works as I was saying a moment ago, having a diary to go and 
write in there, that’s a nuisance”. 

When we talk about fashion vlogs, opinions diverge. The youngest participants, 
Sophia, Rachel and Maria, admit they are interested in this content. The older partic-
ipants, Clare and Amelia, say they have no interest in this type of content. However, 
Rachel and Maria are neither assiduous consumers of this media type either. Sophia 
states “(…) I see more fashion vlogs (…) it is more a message passed more quickly 
(…) because it is visual than reading a text (…) I can see it in more places, and it is 
not so boring (…)”. On the other hand, Rachel says that she watches more fashion 
vlogs than blogs. For Maria, “(…) while I stopped going to blogs a lot, YouTube is 
something that I still watch because Instagram also doesn’t have videos with a level 
(…)”.
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Amelia comments that she doesn’t view fashion vlogs and has no interest in 
discovering YouTube. Clare says that YouTube has never interested her and that she 
rarely goes there. Only when someone sends her a video to go and watch. She thinks 
that YouTube is more geared towards her children or people who like technology. 
For Clare, “(…) I think it’s boring (…)”. Rachel, while stating that she consumes 
more fashion vlogs compared to blogs, also says that YouTube does not interest her 
much. In her perspective, fashion vlogs are directed to a lower age group. She also 
thinks that people her age have the same opinion. She also comments that “(…) for 
me, spending 10/15 min watching a video about the whole day of a person without 
any kind of specific interest for me is not enough (…)”. 

Rachel quickly says she watches a fashion vlog but also easily gets bored. She 
thinks the younger generation has more patience to watch endless videos. Sophia 
believes that fashion vlogs have replaced fashion blogs. However, YouTube is not 
as instantaneous as Instagram. In this context, Maria thinks fashion vlogs are more 
dynamic than blogs but that Instagram will overtake YouTube and videos. 

Digital influencers are a relatively new concept. To be a digital fashion influencer, 
it is not necessary to have a fashion blog. Sophia and Rachel are of this opinion. 
Rachel says that they can be concepts that come together, or not. Sophia says that 
“(…) because they now through Instagram, which in this case is the best known 
social network, they can do everything, photos, videos, pass information (…)”. 

All participants say that digital influencers are a “new way” to promote fashion, 
and brands are increasingly betting on them as a form of advertising. Sophia even 
says that digital influencers are the most recent era. Rachel comments that brands 
increasingly bet on digital influencers for their campaigns: “(…) it’s simply an update, 
it’s not futility”. Clare agrees, saying that brands have started to enter this market and 
invite digital fashion influencers to give their faces and get to know their products 
because this works in promoting a brand. 

Only Rachel, 25, says that what digital fashion influencers communicate is 
authentic and credible. It should be noted that this participant has a fashion blog 
and relies on social networks to disseminate its content. The same defends that she 
more easily buys something recommended by a digital influencer because she finds 
it more accurate: “(…) the way she does it creates much more empathy (…)”. She 
reflects that digital fashion influencers should not be called as such, but rather as 
content creators: “(…) even I think it makes much more sense to say that you are 
a content creator than to dominate yourself as an influencer because this is a bit 
relative, who says you are an influencer or not are your metrics, not you (…)”. Clare 
is peremptory when she says that what digital influencers communicate is neither 
authentic nor credible. For her, being careful and suspicious of what they say is 
necessary because they are always trying to sell something. They create expectations 
of something that does not exist: “(…) In this area of fashion, there is always a 
product to be sold. Nothing works as we see in the photographs (…) again turned to 
the commercial area, because everything they are talking about and everything they 
are wearing, everything they are doing and eating is for profit (…) that is, nothing is 
real (…)”. For her, digital influencers often put their faces to brands they don’t even 
identify with. Maria has the same opinion. However, she is not so drastic. She only
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states that the content that digital influencers share is not exciting and that not all of 
them do a good job. 

Clare thinks that the world of digital influencers is already saturated. Clare feels 
that the amount of digital influencers out there is getting boring and that people don’t 
want to see unboxing anymore. As a result, she believes that people will start not 
trusting them. Maria also thinks that there are too many fashion influencers, but, on 
the other hand: “(…) I think there is room for everyone, and then one also doesn’t 
get tired of always seeing the same thing (…)”. For Rachel, it is as legitimate for 
an actor as a fashion influencer to advertise a brand. As such, she thinks that digital 
fashion influencers have a future. 

Most participants in the study value a person who has a blog more than someone 
who is just a digital fashion influencer. Amelia thinks a blog is more structured and 
thought out than a digital fashion influencer. Sophia is of the same opinion, saying 
that fashion bloggers work harder than digital fashion influencers. However, she 
does not take the spotlight away from female fashion digital influencers. Rachel has 
a divided opinion on this issue: “I would not say believe more. I think having a blog 
has an increased weight. You complement Instagram with a blog. You know that the 
person spends some time on that (…). It probably gives you more maturity, but it’s 
a bit relative. But, I think it always has a bit of influence”. 

The participants say that social networks have replaced fashion blogs. Sophia 
admits that social networks are replacing fashion blogs because they contain a bit 
of everything. Maria agrees because she says that bloggers manage to pass all their 
content to Instagram “(…), so I think that very difficultly the blog will be able to 
overcome no matter how many changes it makes, it will not overcome the social 
networks”. Since Instagram’s new features, Clare believes that blogs will start to be 
forgotten. Rachel thinks that, given the excess of content that blogs present, social 
networks have come to replace them: “I think it no longer makes sense for you to put 
a photo on Instagram. Maybe it can make sense, but you put a photo on Instagram 
and say to see more photos go to the blog… like no, that photo is good, like there is 
no need to go to the blog (…)”. 

Sophia says that for fashion blogs to survive, they should make some changes, 
captivating the public through vlogs, for example. Clare thinks fashion blogs should 
be more irreverent, and Rachel says they should reformulate their concept. Maria 
feels the blog platform should not adopt changes, and Amelia agrees: “now I go 
to Pipoca’s blog and the text is well written. I won’t say that she should be more 
succinct. I don’t know. I think it is the speed of access that is easier. I also can’t say 
that changes are needed. I’m not going to say that they are bad (…)”. In this context, 
Amelia comments that there is still room for new fashion bloggers, whereas Clare 
shares the same opinion, but only if the new fashion bloggers bring something new. 
Rachel thinks the same: “it’s in that sense, I think that nowadays having a blog forces 
you to stand out for the difference, don’t you, to have contents that you may not find 
so easily elsewhere (?)”. Maria says there is no room for new fashion bloggers: “I 
don’t think it’s worth it (…)”. 

Maria, Amelia and Sophia say that fashion blogs are likely to end. Rachel doesn’t 
think so: “I don’t think they will end. I think they will reformulate the concept. I
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think they will be seen more as a search engine than as a way of consuming instant 
content”. Clare can not predict the future of fashion blogs: “(…) I don’t think I can 
predict what will happen in 10 years. Just like I couldn’t predict what would happen 
ten years from now, which is where I am now, and it’s amazing what’s changed. And 
it’s very fast, very fast”. 

Table 40.2 shows that the five Portuguese participants have a heterogeneous 
knowledge, recognising some fashion bloggers to the detriment of others. The blogger 
“Pipoca mais Doce” is the blogger that all participants know, and all of them say that 
she has her blog. It should be noted that “Pipoca mais Doce” is one of the oldest blog-
gers, having had her blog since 2004. Only Clare, 37 years old, recognises “Carlota’s 
Blog”. This blog is for mothers and is owned by Fernanda Velaz. It is interesting to 
note that Clare, with three children, is the only one who knows this blog. Bárbara 
Inês is a 25-years-old fashion blogger. Except for the older participants, Amelia and 
Clare, all participants know Bárbara Inês. However, Maria is unsure if she has a 
blog or not: “I think Barbara Ines is just an influencer. At least, I only know her 
from there”. Concerning Anita Costa & The Blog, everyone knows them except 53-
years-old Amelia. Clare comments that Anita Costa “(…) sells a product. She looks 
good, she does gym classes with Nilton Bala, so everyone wants classes with a PT 
like hers (…)”. Finally, most of the participants recognised the blogger “Stylista”, a 
34-year-old fashion blogger. Only 19-year-old Sophia and Maria do not know her. 
Clare comments: “(…) is Maria Guedes, has a brand and has a blog…”. 

Table 40.2 Recognition of fashion bloggers or fashion influencers 

Blogger Sophia (19) Rachel (25) Maria (26) Clare (37) Amelia (53) 

Pipoca mais 
Doce 

Knows blog 
and blogger 

Knows blog 
and blogger 

Knows blog 
and blogger 

Knows blog 
and blogger 

Knows blog 
and blogger 

Blog da Carlota Does not 
know 

Does not 
know 

Does not 
know 

Knows blog 
and blogger 

Does not 
know 

Bárbara Inês Knows blog 
and blogger 

Knows blog 
and blogger 

Knows the 
blogger only 

Does not 
know 

Does not 
know 

Anita and The 
Blog 

Knows the 
blogger only 

Knows blog 
and blogger 

Knows blog 
and blogger 

Knows blog 
and blogger 

Does not 
know 

Stylista Does not 
know 

Knows blog 
and blogger 

Does not 
know 

Knows blog 
and blogger 

Knows blog 
and blogger 

Maria Vaidosa Knows vlog 
& influencer 

Knows vlog 
& influencer 

Knows vlog 
& influencer 

Does not 
know 

Knows vlog 
& influencer 

Catarina Filipe Does not 
know 

Knows vlog 
& influencer 

Does not 
know 

Does not 
know 

Does not 
know 

Bárbara Corby Does not 
know 

Knows vlog 
& influencer 

Does not 
know 

Does not 
know 

Does not 
know 

Mafalda 
Patrício 

Does not 
know 

Does not 
know 

Knows 
influencer 

Knows 
influencer 

Does not 
know
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Opinions are controversial when talking about “Maria Vaidosa”, Mafalda 
Sampaio, the author of this character. “Maria Vaidosa” is a fashion digital influ-
encer and YouTuber and does not have a blog. Only Clare does not know this digital 
influencer. All the others do. However, she is not sure if she has a blog or not. Sophia 
says: “(…) this is Mafalda Sampaio, Maria Vaidosa, this is more of an influencer 
and makes some videos (…)”. The YouTuber and digital influencer Catarina Filipe 
is not “famous” among the participants. Only Rachel knows her and knows that she 
makes vlogs. The same goes for Barbara Corby, a digital influencer and YouTuber. 
Only Clare, 37 years old, and Maria, 26 years old, know who is Mafalda Patrício, a 
digital fashion influencer. 

In sum, the oldest blogger is the one all participants recognise and know that she 
has a blog. A more specific blog, such as “Carlota’s Blog”, is recognised by only one 
participant, coincidentally being 37 years old and having children. With surprise, it 
is found that the two YouTubers and digital fashion influencers are almost unknown 
to most. Only Rachel knows them, with Rachel being one of the biggest YouTube 
consumers in the sample. “Maria Vaidosa” is identified as a digital influencer and 
someone “who makes videos”. However, the participants were unable to remember if 
she had a blog or not. Finally, the characters who have a blog are those the participants 
most recognise, which is paradoxical given the consensus that blogs and bloggers 
are on the decline. However, these blogs and bloggers are followed more through 
Instagram nowadays. 

40.3.7 Results of the Analysis Centred Around the Research 
Questions 

How Do Participants see Fashion Blogs’ Past, Present and Future In Portugal? 
The participants distinguish between the past, the present and the future of fashion 
blogs. In the past, people viewed blogs as a complement to fashion magazines, as a 
new way to visualise fashion. It is noticeable that female participants started looking 
at blogs as a platform of interest to follow fashion trends. They looked at bloggers 
as fashion journalists. 

Clare: “The blog was a kind of diary, which at the beginning was a kind of personal 
diary of who wrote about the theme (…) People threw up everything in there (…). 
Some people followed that because they had common interests, but in the meantime, 
it started to become segmented. Some people talked about everything, and then they 
started to segment (…)”. 

Sophia: “(…) it’s more like a diary of what you use”. 
Today, female consumers already look at fashion blogs differently. Most partici-

pants state that they no longer open a blog, following it through the bloggers’ social 
networks. They complain that blogs are massive; i.e. there is a lot of text and images 
and not something so personal. Instead, they have started to look at social networks 
as something more appealing, where they follow bloggers more daily and intimately. 
In addition, participants say that they know more bloggers through social networks.
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Rachel: “Yes, it is. I agree, ah, because nowadays I pick up my phone, I go to 
Instagram. I don’t go to the search engine looking for “blogs” no”. 

Clare: “ah, and in a very clever way, it no longer works as I was saying earlier, 
having a diary to go and write in, that’s a hassle”. 

Amelia: “Initially, I would go. I would go to the blog a few years ago. I was 
interested, and I would see either daily or weekly. I would go to the person’s blog 
and see things back (…) nowadays it’s more on Instagram only”. 

In future, participants think that blogs will never return to what they were. Given 
the limited use of the blog platform by the participants, they believe that if fashion 
blogs do not change their form, they will be forgotten, and few people will consume 
them. 

Maria: “(…) I think that blogs are tending to go increasingly into disuse (…)”. 
Federica: “I don’t think it will grow. I think it will stop. I think it has to be. It 

tends to stop (…)”. 
Rachel: “But I feel a lot of difference between a few years ago and now [when 

asked what the difference is between using blogs in the past and now]. For example, 
I come from work on the train, and I’m on Instagram scrolling. I see a photo I like. 
So I enter the page, scroll, scroll, scroll, instastories… I’m much more consuming 
that, than “ let me see this link here (…)”. 

Rachel: “I think it’s that way, they won’t stop existing, but it will be different. 
Basically, I think the blog will be almost a complement to Instagram and not the 
opposite”. 

Is there Still an Opportunity for New Voices (Blogs)? 
The participants are somewhat divided on this question. However, it is noticeable 
that they think there is no longer an opportunity for new blogs. However, they say 
there might be an opportunity, but only if they are different and bring something new. 

Rachel: “Yes, in that sense, I think that nowadays, having a blog forces you to 
stand out for your difference. You have contents that you may not find so easily 
elsewhere (…)”. 

Maria: “I don’t think it’s worth it (…)”. 

Have We Really Entered a New Phase in the History of this Relatively Recent 
Social Phenomenon (Fashion Blogs)? 
Yes, at this point, we have entered a new phase in the history of fashion blogs. 
Participants no longer look at blogs like they did when they started following them. 
Fashion blogs are in a declining era of usage. Participants state that they no longer 
open fashion blogs but rather follow them on social networks and do not miss opening 
the blog platform itself. 

Clare thinks that not all blog themes have this outcome, but she feels that when 
we talk about fashion, it no longer makes sense to open a blog. She says that when 
it comes to cooking blogs, she still opens them because she is interested in reading 
their content, while when we talk about fashion, she is no longer interested in reading 
the content.
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Fashion vlogs are seen as a genre that is replacing fashion blogs. However, older 
participants do not share this perspective, as it is something that has never caught their 
attention. They think this type of content is more suitable for younger age groups. 

Rachel: “I think it’s more for younger girls. I think as I connected with blogs eight 
years ago, the younger generation connects with vlogs”. 

Amelia: “I haven’t discovered YouTube yet [laughs]. But that’s enough too, so 
much”. 

Those who consume fashion vlogs comment that they use fashion vlogs more 
than blogs, as they deliver a quicker message, are more visual and are not as dull. 

What Pros and Cons have Social Networks Brought to Fashion Blogs? 
Social media has brought both pros and cons. However, social media is the cause 
of blogging’s demise. With the emergence of social networks, participants began to 
look at blogs differently. On the one hand, social networks brought visibility to blogs, 
as participants admitted that they got to know new bloggers through social networks. 

Maria: “(…) I met most of the bloggers I currently follow through Instagram. (…) 
because with social networks, especially Instagram, they are managing to captivate 
the same number, and even more people (…)”. 

They offered bloggers the possibility to create more varied, dynamic and personal 
content, being able to pass their content to platforms other than the blog. 

Maria: “(…) even those who started on blogs are currently on Instagram. So it’s 
easier to follow (…) the content ends up being more varied on social networks, and 
you follow it more closely”. 

However, as cons, the blog platform lost preponderance, as social media have 
replaced it. 

Has Social Media Come to Revolutionise the Way Fashion Blogs are 
Perceived? 
Yes, social networks have revolutionised how fashion blogs are seen and used. 
However, for the participants, the functionalities of social networks replace fashion 
blogs, contributing to their obsolescence. Through the emergence of social networks, 
consumers have become used to wanting everything faster, more dynamic, current 
and instant content, and they realise that the blog platform can no longer offer such 
capabilities. 

Clare: “Yes, yes. Precisely due to the excess of content”. 
Through social networks, the participants realised that people could publish all the 

content on social networks that they post on the blog, but better. So social networks 
can be a kind of introduction or summary. For those who want to see more, then open 
the blog. 

Rachel: “(…) for example, if you go to Double Trouble’s blog, you go to the 
comments box, and there are zero comments, nobody writes anymore, they make 
comments saying “ai! loved the look! “. Nobody does that anymore. And as a 
consumer, it is much more intuitive to make a like or a comment on social networks 
(…) you on a blog you have no way of making a quick appreciation, let’s say (…)”.
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Federica: “(…) it’s the speed of information. I think that we now want everything 
very fast, and sometimes we go to the blog, and things appear that don’t interest us 
either, you know?”. 

Maria: “(…) I don’t think it’s worth it. But, of course, if [the new blog] starts with 
a social network, it may have some visualization. But, even so, I think that nowadays 
it is more worth investing in a social network than in a blog”. 

Today, female consumers look at blogging as uninteresting, dull and massive. 

Have Digital Fashion Influencers Replaced Fashion Bloggers? 
The participants admit that having a blog is not mandatory for a digital fashion 
influencer. Digital fashion influencers are a “new way” to promote fashion, where 
brands bet on them as a form of advertising. However, participants also think digital 
influencers are more commercial, where you can see that they are trying to sell 
something. In addition, most participants say that what digital fashion influencers 
communicate is neither authentic nor credible. 

Clare: “(…) and now it’s all fakes, it’s all ‘let’s say this cream is wonderful for 
wrinkles’ and the brand is giving them I don’t know how much [money] and everyone 
will buy the damn cream. No wonder now brands are starting to herd influencers to 
introduce a product”. 

Given the growth of social media and, as such, the consequent increase of digital 
influencers, these have come to replace fashion bloggers. However, participants value 
someone who has a blog more than someone who is only a digital influencer. The 
underlying reason is that fashion bloggers dedicate more time to blogging than digital 
influencers dedicate to social media, i.e. bloggers master more topics and have more 
depth. 

Sophia: “(…) they are people who are working for that and end up informing 
themselves a little bit (…) which does not take away, in this case, the highlight of 
the influencers who several people also follow for some reason (…)”. 

Rachel: “believing more, I wouldn’t say. I think that without a doubt having a 
blog has another weight (…) if you complement your Instagram with a blog, you 
know that the person spends some time on that (…) it gives you a greater maturity. 
But it’s a bit relative. I think it always has a bit of influence”. 

40.3.8 Summary of Results 

Table 40.3 presents a summary of the results that are derived from the data analysis 
process.
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Table 40.3 Summary of the discussion of results 

Result Support in data 

In the past, fashion blogs were the 
complements of fashion magazines 

Blogs were and are seen as platforms of interest 
for following fashion trends 
One looked at bloggers as fashion journalists 
The blogs were like a diary with the garments 
that the bloggers wore 
Most people know about fashion blogs through 
Google searches or fashion magazines 

At present, people no longer open fashion 
blogs directly. Eventually, they follow them, 
but on social networks 

The participants perceive blogs as massive, 
being too much text and images. They are not 
something personal but rather a manufactured 
product, over-produced 
Social media is something more accessible and 
appealing, and intimate because there’s no time 
for big productions. So it’s ready-made but 
genuine 
They have started following bloggers on social 
media as it is easier  
The participants are now getting to know more 
bloggers through social media 

In the future, bloggers will start to be 
“forgotten” 

The participants admit that they use the blog 
platform very little 
They believe that blogs will cease to be used 
gradually 
Social media, specifically Instagram and 
YouTube, will be used even more 
Participants now follow bloggers on social 
media rather than on the blog platform 

There is no opportunity for new fashion blogs There may be an opportunity. However, only if 
they excel at making a difference 

We have entered a new phase of the fashion 
blogging phenomenon 

Increasingly the blog platform is less and less 
used 
People follow bloggers on social media and 
don’t feel the need to open the blog platform 
The blog platform can still make sense when we 
talk about topics other than fashion. However, 
when the subject is only fashion, it no longer 
makes sense to use the blog platform 

40.4 Discussion and Conclusions 

The present study characterises the Portuguese panorama in digital marketing for 
the fashion market based on digital influencers. The social network with greater 
expressiveness in Portugal is Instagram. This recent digital phenomenon, which is 
impactful in terms of marketing, is the proliferation of influencers and their growing 
presence in the daily lives of the general public.
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The main conclusion is that fashion blogs in Portugal are no longer in their golden 
age. On the contrary, they are in the dusk. Fashion blogs were a platform recognised 
by all participants as important for direct contact with the fashion segment. It was 
very much through fashion blogs that it was possible to know the trends first-hand, 
the shops where you could buy a particular piece of clothing, or suggestions on how 
to wear or combine elements. However, the relevance of fashion blogs has been 
decreasing, being seen today as a complement to the information consumed through 
social networks and not the opposite. Finally, and in line with the previous statement, 
it was also possible to verify that, despite not being central to the communication 
between the influencers and their audience, the existence of a blog allows them to 
gain credibility and notoriety. 

Somewhat paradoxically, the panel of participants believes that there are still 
opportunities for new voices if, however, they bring something new and innovative. 
Regardless of age, from 19 to 53, there is nostalgia. Blogs and bloggers are in their 
twilight years, and the feeling is anguish. The substitutes, the digital influencers and 
their ready-made content seem not to convince. They are being followed because it’s 
quick, ready-to-consume, and, today, there is no time to be wasted. Open Instagram… 
scroll, scroll, scroll… click… print screen… scroll, scroll, scroll. But on the other 
hand, the works of digital influencers seem to be more authentic, genuine and intimate 
even. The frugal means of production, often completely amateurish, put a stamp of 
authenticity that is appreciated, which, however, contrasts with the highly produced 
articles, with professional means, that were posted on blogs. After all, not everything 
used to be the best, nor is everything now mere pastiche. Is there a balance? 

Although there is a common ground, communication via digital media, the 
confrontation between text blogs and Instagram photos is nothing more than a partic-
ularisation of the transition from the dusk of the Modern world to the dawn of Post-
modernity. Firat and Venkatesh [5] found five conditions of Postmodernity: hyper-
reality, fragmentation, reversal of consumption and production, decentring of the 
subject, and paradoxical juxtaposition. The postmodernity framework may interpret 
the transition from text blogs to Instagram photos [4, 6]. Text blog productions, much 
created under journalistic paramount, i.e. rigorous text writing, alluring images, and 
graphic composition, fit into the modernity order. Bloggers are few but are committed 
to their mission and authorities on the matter. Invest time and resources in their 
productions, which are a reference for pertinent social groups. Fashion bloggers 
author the metanarratives, the stories that form one’s beliefs and that people share 
to keep the community aggregated. Fashion blogs help people perceive and interpret 
the environment without much anguish as they reproduce the rules. Fashion bloggers 
and blogs are players and products in the Foucauldian “regimes of truth” [6, 8, 10]. 
But then comes the “unchartered” Instagram digital influencer. There is no need to 
write a text structured as an inverted triangle. In fact, the text is minimal, if there 
is text at all. The photo or the 6-s video takes the spotlight, and everything comes 
to the screen at once: fashion, cuisine, body fit, travelling, childcare, parties, Netflix 
promos, pets, friends and so on. Fragmented lives consume fragments of everything. 
Consumers, like the one who is scrolling, reverted to be producers. In Marketing 
jargon, they are the content’s co-creators. The hype(r)-reality is omnipresent in the
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smiles, outfits, decors and props, all elements that contribute to building personal 
sovereignty. Paradoxically, everything goes with everything, but not in the blog text, 
just in the Instagram selfie photos, where the producers are the images and the prod-
ucts, their authors. The subject is decentred [3], as their life flow is determined by 
searching for the perfect shot or shooting that will permit the most ravishing post. In 
the words of the study participants, what was massive, time-consuming, personal-
reflective, overproduced and boring, now is intimate, genuine, live, dynamic and 
“ready”. 

The claim that bloggers and blogs could have an opportunity nowadays must 
be interpreted with scepticism. It may be due to nostalgia because of the loss of 
references in Postmodernity [3]. Losing references causes vertigo and melancholy 
for the “good old days”, but no one would honestly choose to return to the massive, 
overproduced, boring texts. Holt [7] theorised how Mountain Dew became an icon 
and how icons are reborn during crisis situations to give people grounded frames of 
reference. Thus, it is not expectable that there will be an opportunity for bloggers 
and their blogs again unless an identity crisis emerges. Until then, fashion bloggers 
are in the dusk heading to darkness while swift ready-made images scrolling shine 
on smartphones’ screens illuminating Instagramers. One may expect that fragments 
become atoms, lives will be even fluid and ungrounded, the pastiche will dominate 
more and more… until one rupture relieves the tensions. 
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Chapter 41 
Impact of E-commerce on Corporate 
Sustainability—Case Study 

Agostinho Sousa Pinto , Marta Guerra-Mota , and Inês Dias 

Abstract Sustainability (environmental, social, or economic) has become an 
increasingly present theme in our daily lives. This issue has been mobilising society 
and organisations to opt for more sustainable, ecological, fair and transparent 
behaviours. The E-commerce (EC) has experienced exponential growth in the last 
year and has become an activity that impacts environmental, economic and social 
sustainability. Through a case study methodological approach, the impacts of e-
commerce on sustainability were analysed, considering the activity of a multinational 
company. We conclude that the impacts of e-commerce on sustainability can be both 
positive and negative and that they are related to several dimensions that are inter-
dependent, such as packaging, logistic and product development. Companies have a 
self-interest to get compromised with sustainable development, as confirmed by the 
company under study, as they can shape, guide and report on their strategies, goals 
and activities, capitalising on various benefits. On the other hand, e-shoppers are 
more sustainability-conscious and demanding on issues such as transport (environ-
mentally friendly delivery options) and packaging (sustainable packaging solutions). 
The study also concluded that the impacts of e-commerce on sustainability will be 
more positive the more committed companies are, with defined plans, goals and 
metrics.
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41.1 Introduction 

Electronic commerce (EC) represents all transactions for the purchase or sale of prod-
ucts or services that occur using the Internet, the Web and applications and browsers. 
These transactions may occur through devices such as computers, mobile phones 
and tablets, to carry out business transactions, regardless of the payment system 
chosen and the product or service contracted. So, the EC consists of commercial 
transactions supported digitally, between individuals and organisations and between 
organisations among themselves. Thus, EC has several benefits for organisations, 
consumers and society [1]. 

The constant improvement of e-commerce is an effective way to support busi-
nesses and provide services with higher quality [2]. EC with social connections 
implies consumer-led online transactions, being a necessary aspect of business policy 
and a powerful accelerator of the economy [3]. 

Although the Internet allows the saving of certain resources, the truth is that e-
commerce does not only have positive impacts. For every potential positive impact, 
there will also be a negative impact. The ease and convenience potentiate a higher 
number of purchases and, therefore, the Internet has increased the production of 
various products on a global scale [4]. 

The report “2021 European E-commerce”, carried out by the University of Applied 
Sciences of Amsterdam and Centre for Market Insights (CMIHvA), shows that in 
Europe, in all 27 member states of the European Union and 10 neighbouring digital 
economies, the turnover of the e-commerce sector had a growth rate of 10% compared 
to the previous year. By 2022, the trend is expected to continue—the study predicts 
a 12% growth and a turnover of 844 billion euros [5]. 

Despite most companies progressively employing sustainability plans, e-tailers 
in their online communication end up focusing on item bundling and promo-
tional dynamics, concentrating on stimulating consumers to buy and less on raising 
shoppers’ awareness about the effect of accepting the natural world or supporting 
sustainable consumption and development models [6]. 

In this sense, sustainable consumption and development models have three funda-
mental components: environmental protection, economic growth and social equity. 
According to the United Nations Commission on Environment and Development, 
equity, growth and environmental maintenance are simultaneously possible and each 
country is capable of reaching its full economic potential while increasing its resource 
base [7]. 

This paper intends to analyse the impacts of e-commerce on sustainability through 
a case study methodological approach. Therefore, it is intended to understand, 
through the theoretical framework, several concepts, as well as, to find an analysis 
and discussion of the obtained results and respective conclusions. 

For this reason, the following chapter presents a literature review of the topics in 
focus, with the purpose of providing knowledge that allows establishing the outline 
of the research to be conducted.
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The third chapter explains the methodological option adopted, as well as the 
procedure used in the data collection and analysis phase. 

The fourth chapter sets out the results obtained from the collection and analysis of 
the information from the semi-structured interviews conducted with 8 employees of 
the company under study, with an average duration of 30 min, as well as a discussion 
of the results obtained by comparison with the compiled theory and the general and 
specific objectives defined. 

Finally, the last chapter points out some of the conclusions of the case study and 
presents the contributions, limitations and relevance for future research on the theme 
of this dissertation. 

41.2 Literature Review 

The literature review aims to understand the state of the art of the concepts of e-
commerce and sustainability in its three scopes. In this sense, this exhibition reflects 
the main conclusions drawn from the scientific production associated with the theme 
of the impacts of e-commerce on environmental, economic and social sustainability. 

Thus, the literature review assumed the reading and analysis of research related to 
the research question, involving the interpretation of the collected data. The databases 
used to collect the scientific documents were as follows: B-On (Online Knowledge 
Library), Google Scholar (Google Scholar), SCOPUS, RECIP (Scientific Repository 
of the Polytechnic Institute of Porto), Elsevier, Science Direct and Web of Science. 

The literature review was conducted using the following search terms “sustain-
ability” or “environmental sustainability” or “social sustainability” or “economic 
sustainability” and “e-commerce” or “digital” or “innovation” in Portuguese and 
English. Comprising the period between 2000 and 2021, privileging the most recent 
results since 2017. Additionally, reports from several identities, which due to their 
relevance, were crucial to these themes and were considered. 

Relevant documents were identified through a careful analysis of the abstract, table 
of contents, keywords and introduction of each article. Simultaneously, the search 
was restricted to those scientific documents that provided the full content, as well 
as their thematic applicability for this purpose. Thus, after exporting all results, we 
proceeded to refine them; i.e. we sought to analyse only documents that were related 
to e-commerce in retail, as well as data relating to Portugal, since the company under 
study is national. The Portuguese company chosen is a market leader, listed on the 
stock exchange, operating in the food and non-food retail sector.
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41.2.1 Sustainability in Companies 

The concept “sustainable” means to be bearable, capable of being maintained and 
preserved, if certain conditions are considered. In this sense, sustainability is a contin-
uous, long-term process, which under certain circumstances maintains a stable system 
[8]. 

For the Business Council for Sustainable Development Portugal (BCSD) sustain-
ability is a key theme for the competitiveness of companies and for their short-, 
medium- and long-term strategies, as it is increasingly a requirement of the various 
stakeholders and is related to the concept of sustainable development [9]. 

The “Our Common Future” report of the “Brundtland Commission” presented, in 
1987, the definition of sustainable development—” it is the development that meets 
the needs of the present without compromising the ability of future generations to 
meet their own needs, ensuring the balance between economic growth, environmental 
care and social welfare”. On the other hand, sustainable development is defined by 
Furtado [8] as a way of achieving better conditions, with quality consumption through 
harmonious, long-term relationships that contribute to the growth and development 
of the human community, with equity and guaranteeing the physical and biological 
quality of the ecological systems, which provide and guarantee the means for the 
sustainability of human society itself. 

In this sense, sustainability, in a holistic approach, respects the environmental, 
social and economic dimensions. In this way, all must be considered to ensure lasting 
prosperity. 

For companies, sustainability means having a business and quality management 
model, in the long term, keeping the company competitive, with guaranteed access 
to goods and services, through the preservation, conservation and replacement of 
resources and services provided by the economic, natural, human and social capital 
[8]. Thus, organisations should be concerned with social issues internal and external 
to the place where they operate. 

41.2.2 Sustainability and E-commerce 

Dynamic Parcel Distribution’s (DPD) e-shopper Barometer 2021 revealed that some 
82% of regular online consumers believe brands need to be environmentally respon-
sible, but only half ensure they buy environmentally friendly products, and only 43% 
are willing to pay more for environmentally friendly products and services [10]. 

The study published, March 2022, shows that e-shoppers are increasingly aware of 
sustainability in e-commerce. About 65% of online shoppers consider that choosing 
eco-friendly delivery alternatives is important when shopping online [10]. 

Even so, the percentage increases when the issue relates to using low-emission 
vehicles, as 70% of e-shoppers say they are more likely to choose an online shop if 
it offers more environmentally friendly delivery options [10].
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The speed and convenience of e-commerce have benefited from marked growth 
in recent years; however, this expansion has given rise to a range of issues related to 
environmental, economic and social sustainability. 

41.2.3 Environmental Sustainability and E-commerce 

The environmental dimension of sustainability is to ensure that natural resources 
are conserved and managed through actions that minimise negative impacts on air, 
water and soil, preserve biodiversity, protect and improve the quality of the environ-
ment and promote responsible production and consumption [9]. Taking into account 
the literature review on e-commerce, transport and packaging are the most relevant 
themes to explore in the environmental dimension of sustainability for e-commerce. 

The Dynamic Parcel Distribution (DPD) e-shopper Barometer 2021 for Portugal 
revealed that about 82% of regular online consumers consider that brands have to be 
environmentally responsible, but only half guarantee that they buy environmentally 
friendly products, and only 43% are willing to pay more for environmentally friendly 
products and services [10]. 

The study published, March 2022, shows that e-shoppers are increasingly aware 
of sustainability in e-commerce. About 65% of online shoppers consider that 
choosing eco-friendly delivery alternatives is important when shopping online. Yet, 
the percentage increases when the issue is related to using low-emission vehicles, as 
70% of e-shoppers state that they are more likely to choose an online shop if it offers 
more environmentally friendly delivery options [10]. 

From the consulted studies, the packaging and transport issues are the most rele-
vant, as the reduction of packaging and the alternatives of less polluting delivery 
vehicles are two of the challenges for brands and transport companies to improve the 
environmental sustainability of e-commerce [11]. 

On average, 24% of the volume of an e-commerce order package is empty, so 
adopting new tools for optimising packaging, materials and handling technologies 
will significantly increase efficiency, sustainability and productivity across supply 
chains. 

The sustainable use of packaging consists in checking whether the material chosen 
for it is the most appropriate one, based on the purpose for which it is intended, 
ascertaining the stages in which environmental impacts can be minimised, with a 
view to reusing and recycling the packaging material. 

For 43% of Europeans, one of the greatest indicators of a brand’s sustainability 
is the use of recycled packaging. The survey by Smurfit Kappa—Europe’s leading 
corrugated cardboard packaging manufacturer—conducted in 2021, revealed that 
for 40% of Europeans the symbols appearing on packaging are one of the main 
sources of information they have about a company’s environmental responsibility. 
The study involved 5028 European consumers from France, Germany, Italy, Poland 
and Spain and highlights the three main factors that influence the perception of 
sustainable packaging by consumers: packaging can be recycled (43%), packaging is
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biodegradable (35%) and packaging is made of recycled materials (35%). Packaging 
thus becomes, in e-commerce, a tangible and visual proof of the commitment that 
brands have to sustainability [12]. 

The mission of logistics is to obtain the right goods or services, at the right place 
and time, and in the desired condition, at the lowest cost and with the highest return on 
investment. Economic and technological conditions act as a major lever of logistics 
development. 

The requirements of fast deliveries tend to create situations where various means 
of transport deliver multiple orders without having their transport capacity fully filled. 
At the same time, e-commerce, due to its globalisation capacity, boosts faster means 
of transport which can represent high fuel and energy consumption and pollutant gas 
emissions. 

The growth of e-commerce thus promotes innovation and sustainability in logis-
tics. In short, the optimisation of processes, materials, new propulsion techniques 
and intelligent facilities are the great potential for logistics to become more environ-
mentally friendly. It is important to modernise all touch points in supply chains, from 
a digital or consumer journey, to transport and delivery at the destination. Those who 
adopt new technologies and improve the workforce faster will have a competitive 
advantage in the market [13]. 

41.2.4 Social Sustainability and E-commerce 

The social dimension of sustainability indicates that human rights and equal opportu-
nities of all individuals in society should be respected, contributing to the promotion 
of a fairer society, with social inclusion and equitable distribution of goods and 
focusing on the elimination of poverty [9]. 

Because of globalisation, producers in developing countries have been integrated 
into global supply chains and, at this moment, they have significant potential for 
improvement in the field of social sustainable development, as they are associated 
with practices such as child labour, excessive overtime, pollution, among others [14]. 

For companies, social sustainability is about how they contribute to the well-being 
of society, the context in which they operate and their employees. This way of being 
of companies should be transversal to the various stakeholders, such as, for example, 
employees, suppliers, clients and service providers. 

Social sustainability in e-commerce is reflected in the design of digital assets that 
must be inclusive to avoid inadvertent exclusion of certain communities. At the same 
time, it is related to supply chains that must be fairer in both supply and distribution. 

Inclusive innovation is a concept intrinsic to this dimension as it relates to the 
ability of businesses to create shared prosperity and enable access to quality goods 
and services at low prices, creating livelihood opportunities for excluded populations 
[14].
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41.2.5 Economic Sustainability and E-commerce 

The economic dimension refers to prosperity at different levels of society and the 
efficiency of economic activity, including the viability of organisations and their 
activities in generating wealth and promoting decent employment [9]. 

Sustainable attitudes benefit efficiency in management as they limit the consump-
tion of materials, energy and water. There are advantages between sustainability and 
economy that influence the profit as also the financial and economic results of a 
company. 

Allied to the economic sustainability of companies, the storage of certain products 
happens both to achieve advantages in the purchase price and to mitigate possible 
price increases. At the same time, there is also the advantage of transport costs that 
become lower when compared to the multiple transport of small quantities [15]. 

Without hurting the company’s profit margins, inventories offer a quick response 
to demand needs, building customer loyalty and offering more competitive prices. 
However, inventories do not only have advantages for companies. Over time, this 
asset deteriorates and loses value. When there are risks of obsolescence and product 
expiration, companies feel the need to dispose of products quickly through the prac-
tice of significant discounts that reduce profit margins and contribute to the company’s 
liquidity problems [18]. According to Cláudia Silva [15], inventories are an impor-
tant item in financial statements and an important component in the management of 
any company. 

41.3 Methodological Approach 

The case study is a method that seeks to understand complex phenomena while 
preserving the holistic characteristics of certain events. In this case, specifically, the 
case study aims to understand the impacts of e-commerce on sustainability that are 
dependent on several circumstances, which must be analysed within a context, i.e. 
the application of sustainable practices to e-commerce activity varies from business 
context to business context. Therefore, for us to be able to pose casual questions and 
conduct holistic and in-depth research, this phenomenon must be studied within the 
context in which it occurs. 

As it is intended to establish a cause-and-effect relationship between the impacts 
of e-commerce on sustainability and the practices of the company under analysis this 
is an explanatory case study. Given the objective of this case study, the main data 
collection method consists of semi-structured interviews, as this format allows the 
flexibility to ask extra scripted questions whenever necessary [16]. Eight interviews 
involved respondents aged between 30 and 55 and with a range of time in the company 
between 2 and 15 years. 

The interviewees occupy different functions. The choice focused on areas such 
as product development, packaging, as well as quality area managers with an active
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role in supplier relations. In the e-commerce area, it was possible to interview digital 
development coordinators and brand managers. The interviews were conducted with 
the aim of collecting data about the employees’ perception of social, environmental 
and economic sustainability associated with e-commerce. 

The interviews lasted on average 30 min, in an informal environment and the 
interviews were audio recorded, with prior permission. The collection of infor-
mation during the interviews is considered the criterion of theoretical satura-
tion, which determines that the interviews should end as soon as the information 
obtained becomes repetitive, no longer adds new elements, contents, properties and 
connections between categories [17]. 

After the interviews had been conducted, the transcription verbatim was carried 
out using the recordings. Verbatim transcription consists of reducing the entire inter-
view to writing in the interviewee’s words and is, according to Merriam (2009), the 
best basis for further analysis. 

After transcription, the interviews were analysed according to the principles of 
Grounded Theory, which aims to create a theory based on systematic data collection 
and analysis [18] i.e. existing data from the literature review (codified informa-
tion) were compared with the collected data (uncoded information) and a conceptual 
framework was created with the aim of enriching the existing theory. 

Grounded Theory goes beyond the mere verification of pre-existing theories or 
hypotheses and is embodied in the creation of theories about the social phenomena 
under study and is currently the most widely used method in qualitative research. This 
method provides for the creation of categories that emerge from the data collected, 
through a comparative stance between the existing codes and the information to be 
codified. The conceptual structure created allows for an enrichment of the theory, 
as connections are created between the different elements of the theory through the 
categories obtained [10]. 

41.4 Presentation, Analysis and Discussion of Results 

According to the “Collaborative Report on Sustainability and e-Commerce” devel-
oped by E-commerce Europe, there is an opportunity to incorporate digitalisation as a 
key component of sustainability policies and vice versa. The e-commerce sector is a 
bridge between the digitalisation of society and its transition to a more sustain-
able economy. This is a constantly and rapidly evolving sector, shaped by new 
technologies, demands and capable of leading innovative sustainable solutions [19]. 

E-commerce should be seen as an opportunity to structurally change retail and 
consumer practices. Yet, the end-consumer remains crucial for the sustainable tran-
sition of e-commerce. In recent years, consumers have changed their behaviour and 
expectations to the extent that they are making more sustainable choices.
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Online shopping can allow shoppers to benefit from greater transparency about 
product information, as certain digital tools can empower users. However, any infor-
mation aimed at empowering consumers needs to be accessible, understandable, but 
also comprehensive. 

The results obtained during the interviews are in line with the aforementioned 
information. The interviewees also considered that information, in e-commerce, 
is very important and should contain all the data about the product, namely 
origin, technical specifications, recyclability, certifications (if applicable), among 
others to combine information with the purchase decision process. Additionally, 
participants also listed several e-commerce features that could assist in commu-
nicating this information, such as banners, pop-ups, search bar and filters and 
product multi-photography with zoom to detailed and important information on the 
packaging. 

This view agrees with Jones [6] who noted that the sustainable commitments of 
e-commerce can be enhanced by providing information on sustainably manufactured 
items and product life cycle effects at the point of sale online. E-commerce Europe 
warns that there is still no standardisation in the way sustainability information is 
presented, stressing that it is important that this basis exists but is flexible. 

E-commerce packaging needs to be functional, protect the product and allow 
brands to implement their marketing strategies and, therefore, represents a challenge 
for e-commerce sustainability [19]. In this sense, the interviewees revealed several 
movements that the company under study has already made and is currently making— 
always starting from the assumption that the ideal is not to have packaging, opting 
to print all the important information directly on the product, and if packaging is 
needed opt for recycled, reusable and recyclable materials, with raw materials from 
sustainably managed sources. 

The central part of e-commerce is logistics. It is interdependent on various themes 
such as mobility, urban planning, but also accessibility and is therefore shaped by 
various developments such as consumer expectations (e.g. delivery time), the growth 
of omnichannel commerce and transport infrastructure. Thus, the issues around this 
theme focus on pollutant gas emissions and urban congestion. 

Interviewees indicate that the logistics chain of the company under study is exten-
sive and that, therefore, fleet electrification, efficient transport and stock management 
may be ways to improve the company’s ecological footprint, as well as, the construc-
tion of more sustainable last mile solutions, such as collection in physical shops or 
electronic lockers. 

As of January 1, 2026, in Portugal, all national SMEs will have to comply with 
the European Commission Directive and will have to start reporting non-financial 
information in a more integrated, targeted, reliable and accessible way in order to 
support and encourage sustainable decision-making [20]. 

The data collected from this dissertation indicates that the company has well-
defined metrics, communicated to the market and with concrete deadlines, such as 
elimination of PVC by the end of 2022; elimination of EPS by 2023; making all 
packaging recyclable, reusable and compostable by 2025 and use of at least 30% 
recycled raw material.
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Sustainability is one of today’s most pressing issues. Companies must rethink 
the way they produce, how they trade and how they sell to the final consumer, as 
they are part of a social, environmental and economic complex where collectively and 
individually they can help in the fight against climate change and resource rarefaction 
[19]. For João Meneses, secretary-general of the BCSD Portugal, there are several 
reasons for companies to be more sustainable, such as cost reduction, value chain 
optimisation, better risk management, differentiation of competitors from consumers 
and investment and business opportunities. 

The Secretary General of BCSD 2020 noted that “sustainability is going to be 
a factor of positive differentiation and increasing competitiveness. Not only for 
consumers, but also for employees, as a factor in attracting talent”. 

According to the interviews carried out, the organisation under analysis has 
sustainability as a priority, defining objectives with concrete deadlines and communi-
cated transparently to the market. Even so, for the interviewees, a different importance 
is given to each of the aspects of sustainability. Environmental sustainability was the 
most mentioned by most of the interviewees and the one that allowed collecting the 
most examples. The social dimension was presented by most interviewees as the area 
of sustainability that can still be further explored. Economic sustainability did not 
meet consensus, since for some it is considered the most important for the company, 
while for others it is the one that has the least positive influence on the other areas 
of sustainability. 

Economic sustainability represents the sustained economic growth of a company, 
with respect for natural resources, progressive reduction of the environmental foot-
print of products (full cycle) and equitably distributed wealth [21]. During the inter-
views, economic sustainability was associated with the cost of sustainable raw mate-
rials and, consequently, the margin of the products that impact the selling price to 
the final consumer. 

Environmental sustainability represents the minimisation of negative environ-
mental impacts arising from business activity—with the aim of creating positive 
impacts. To this end, it relies on a product life cycle approach, internalising good 
practices at all levels of the company’s internal structure [21]. The data collected 
during the interviews demonstrates several actions in this area: mapping of all pack-
aging, products and their components to ensure that it is known what needs to be 
changed, seeking to have recyclable, reusable or compostable packaging and prod-
ucts with at least 30% of recycled raw materials, from sustainably managed sources 
and with certifications. 

According to the United Nations Global Compact, “directly or indirectly, compa-
nies affect what happens to employees, workers in the value chain, customers and 
local communities, and it is important to manage these impacts proactively”; there-
fore, the social aspect of sustainability mirrors the sustainable relationship that the 
company should promote in the human dimension—internally, but also for the benefit 
of society and the local community where it operates. According to the interviews 
carried out, in this field, the company tries to audit suppliers to ensure that there are 
no situations of forced labour, child labour or others, assessing the conditions of the
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Table 41.1 Summary table on the impact of e-commerce on the sustainability of the company 
(according to the interviewees) 

Sustainability topic Overall view E-commerce topic 

Environmental sustainability Information, in e-commerce, is 
important and should contain all 
the data about the product. 
Several e-commerce features 
could assist in communicating 
this information, such as 
banners, pop-ups, search bar 
and filters. E-commerce 
packaging needs to be 
functional, protect the product 
and allow brands to implement 
their marketing strategies. The 
ideal is not to have packaging, 
opting to print all the 
information directly on the 
product, and if packaging is 
needed opt for recycled, 
reusable and recyclable 
materials (from sustainably 
managed sources) 

Content marketing, logistics, 
packaging 

Economic sustainability The company has well-defined 
metrics, communicated to the 
market and with concrete 
deadlines 

Reporting non-financial 
information 

Social sustainability The company tries to audit 
suppliers to ensure that there are 
no situations of forced labour, 
child labour or others, assessing 
the conditions of the factories 
and workers, while at the same 
time working internally on 
issues related to diversity and 
inclusion 

Suppliers and employees 

factories and workers, while at the same time working internally on issues related to 
diversity and inclusion (Table 41.1). 

41.5 Conclusion 

In short, it was possible to conclude that the retail company under study actively acts 
on the three aspects of sustainability although it does so with different intensities. 
Environmental sustainability was the aspect that received the greatest focus during 
the interviews. At the same time, some of the practices that the company under study
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applies were identified, which have an impact on e-commerce and which contribute to 
the company’s sustainability, as indicated by the following examples: supplier audits; 
definition of requirements and specifications for products and packaging; fostering 
recycling, reuse and durability of products; elimination of EPS, black packaging and 
PVC; betting on certifications and upcycling; making packaging recyclable, reusable 
and compostable; identifying the origin of products and raw materials; reduction of 
waste; use of recycled raw materials; reduction of packaging; detailed analysis of 
packaging and product components and optimisation of transport and stocks. 

Through the interviews carried out, some limitations and opportunities for 
improvement were identified for the organisation that may impact on the sustain-
ability of e-commerce. On the one hand, we highlight the following limitations: 
higher costs of sustainable raw materials; lack of dedicated recycling flows for 
certain raw materials; legal issues that impose certain forms of packaging for food 
vs. non-food e-commerce; extensive logistics chain. On the other hand, we high-
light the following opportunities for improvement: lack of information regarding the 
sustainability of products on e-commerce platforms; greater focus on social sustain-
ability, namely diversity and inclusion; use of various features to improve communi-
cation in digital commerce such as pop-ups, banners, filters, search bars, photographs 
and descriptions; innovating and seeking differentiating solutions; applying recycla-
bility iconography in e-commerce on product pages; informing through e-commerce 
what the availability of the product is in physical shops to avoid unnecessary visits; 
electrification of the fleet and developing more sustainable last mile solutions. 

E-commerce has both positive and negative impacts on the sustainability of 
companies. However, there are several steps prior to the e-commerce platform and 
transaction that need to be ensured to make e-commerce even more sustainable, of 
which we highlight the following: product development, packaging and the logistics 
chain. With the results obtained it was possible to enrich the existing theory. E-
commerce is interdependent on several processes, and thus, for it to be sustainable, 
each of the parties also needs to be so. There is complicity between several aspects 
that influence e-commerce such as, for example, product and packaging development 
(design, materials, etc.), distribution, supply, among others. 
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Chapter 42 
Social Commerce—When Social Media 
Meets E-commerce: A Swiss Consumer 
Study 

Marc K. Peter , Alain Neher , and Cécile Zachlod 

Abstract Social commerce was established with the growing commercial use of 
social media platforms, centered around e-commerce features and actors (buyers, 
influencers, and sellers) which provide user-generated content through recommen-
dations on products and services. Important factors are both the utilization of social 
media platforms as trusted sources by users and the trusted content from users posting 
their experiences and opinions. This study focuses on Swiss consumers (9 out of 10 
Swiss residents are active online) and their usage of social media, e-commerce, 
and social commerce as a source of trusted product information and platforms to 
share their own product experiences. While social media usage in Switzerland is 
high (almost all online users are using some form of social media), only one-third 
are using social media (primarily YouTube) as a source of information that guides 
decision-making. Merely one in ten respondents post their experiences—satisfac-
tion or recommendations for products and services—on social media at least once 
a month. Our research data show that in Switzerland, social commerce is an under-
developed marketing concept as to available e-commerce features and the degree of 
trusted user-generated content about products and services on social media platforms. 

42.1 Introduction 

Social commerce as a marketing concept was established with the growing commer-
cial use of social media platforms. It is part of an extended customer journey 
that covers components such as need recognition, information seeking, purchase 
intention, participation, information sharing and brand loyalty building, connecting 
both networks of sellers and networks of buyers [1, 2]. Social commerce is a 
Web 2.0 phenomenon allowing interactions on social media platforms based on
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user-generated content. Social commerce further enables sharing of content as part 
of primarily web-based social communities, allowing actors to participate in the 
marketing, selling, buying, and sharing of products and services on marketplaces 
[2–4]. 

In Switzerland, with its 8.7 million residents [5], 89% are online, that is, are 
using the Internet. While practically all younger residents are online (99% in the age 
groups of 14–39), older residents are not using the internet at the same frequency on 
a regular basis (only 79% of the age group 60–69, and 53% of the age group 70+) 
[6]. Swiss households spend about CHF 5,870 per month on housing and energy, 
food, insurance, and consumer products [7], making Swiss consumers in theory a 
lucrative market for social commerce. 

An important factor in consumers’ use of social commerce is trust [8–10], which 
is based on quality-assured shared information (i.e., user-generated content), and 
familiarity and endorsement by other users. This implies that both content from 
trusted users might be consumed to inform purchase decisions, and users might 
post their experiences on social media, as members play a crucial role in social 
commerce [8]. Hence, this research project aims at identifying if (and which) social 
media platforms in Switzerland are being used as trusted sources, and to which degree 
users are posting their experiences on social media. Hence, this research project is 
designed to understand the degree to which social media and e-commerce platforms 
among Swiss Internet users are being used, and to identify the degree to which social 
commerce activities with a focus on user-generated content about recommendations 
and product/services feedback are prevalent to inform purchase decisions via social 
media marketplaces. 

42.2 Social Commerce 

42.2.1 Background 

The term social commerce has been slowly established as it started to emerge about 
two decades ago and was defined in the literature in the past decade [1–4, 9, 10]. Back 
in the late 1990s, the two e-commerce giants Amazon and eBay laid the foundation 
for social commerce by providing product and performance ratings for sellers [11, 
12]. The term itself first appeared in 2005, used by tech blogger Steve Rubel and 
venture capitalist David Beisel, as well as by Yahoo, who used it to describe a new 
area (Shoposphere) on websites that allowed consumers to browse product listings, 
exchange information and comment on products and services [8–10, 12, 13]. 

For a while, the term social commerce was defined very broadly as an e-commerce 
form in which the focus lay on the active participation of users and the personal 
relationship between buyers and sellers. Central elements were customer involvement 
in the design, sales, and marketing via purchase recommendations or comments 
from other customers [2, 4, 13]. Due to developments in social media platforms
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and enhanced e-commerce features, the term social commerce started to emerge in 
marketing practice. 

In the literature, social commerce is thus referred to as a new delivery platform 
of e-commerce that supports social interaction, based on user-generated-content to 
assist their purchase decision-making process [8–10], leading to value co-creation 
for e-commerce on social media [14], based on interpersonal relations that inte-
grate customers in the e-commerce process [10]. Hence, social commerce is a 
social, creative, and collaborative approach, based on interactions and the posting of 
experiences and opinions which add value to the participating actors [15, 16]. 

A famous case study often referred to is the WeChat app, which is described as an 
“all-in-one app.” Users can communicate with each other through various features 
such as chat or video, participate in large group chats or play games. Driven by its 
integrated payment service, users can order products and services online and offline 
(e.g., taxis and food) and pay via WeChat. Its user-generated content, including 
product and service recommendations, drives e-commerce activity on the platform 
[12]. Western social media platforms (as presented below) are also developing into e-
commerce platforms with new sales features and integrated shop systems. Operators 
such as Facebook, Instagram, Pinterest, and TikTok are slowly starting to embrace 
social commerce. 

42.2.2 Social Commerce Features on Major Social Media 
Platforms 

Ongoing developments on social media platforms have shown various social 
commerce features evolve. This section provides an overview of enhancements 
on Facebook, Instagram, TikTok, Pinterest, and YouTube, and their increased 
collaboration with e-commerce providers. 

In 2014, Facebook introduced the “buy button” that appears at the bottom of 
ads and posts. Furthermore, products can be marked in posts and stories (shoppable 
content) and users will be redirected to the product page of the online shop with 
a single click where a purchase can be completed. In 2020, Facebook Shops was 
launched along with other new features, replacing the Facebook Pages shop (as well 
as the Instagram Profile shop). However, it is not possible to buy directly in the shop 
on the business profile of sellers located in the EU and Switzerland, and therefore, 
the user will continue to be forwarded to the online shop. For Switzerland, it is still 
unknown when the so-called direct checkout (or checkout button) will be introduced 
with which users in the USA can remain on Facebook and complete the purchase 
(including payment) directly on the platform [17–20]. 

Instagram, like Facebook, has a buy button and the ability to tag products in 
posts, reels, and stories. Instagram is currently testing an affiliate feature for creators 
with which influencers (content creators) can also tag products of their partners in 
their posts, reels, or stories [21]. In addition, the swipe-up feature has been replaced
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by a sticker (shop link). However, this still leads users to the external online shop. 
In almost all views, products are displayed to the user in thumbnails with the title 
and price. More details such as a description or information about the shop can be 
displayed in the individual product display. Users can also send a direct message to 
the shop. The direct checkout feature is already available in the USA, but the launch 
date in Switzerland is not yet known [20–26]. 

TikTok will most likely also expand its shopping features. So far, a clickable link 
can be added to one’s own profile, including swipe-ups in videos. TikTok Shopping 
with the associated features, such as the shop tab in the profile or product links in 
videos for organizations and influencers, and live stream shopping, is currently being 
used by selected retailers and influencers in the USA, the UK, and Canada. Since the 
Chinese counterpart Douyin already provides extensive shopping features as well as 
direct purchase options, it can be assumed that a feature like Meta’s direct checkout 
will certainly be soon provided to the marketplace [25–27]. 

The pinboard network Pinterest has developed some advertising and shopping 
features in recent years. With the so-called product pins, information such as product 
descriptions, availability, and price can be added. By linking the products to the 
online shop, the information will be automatically updated if changes occur. With 
the shop-the-look feature, several products can be marked on one pin. As with the 
other platforms, users are directed to the external online shops for the actual purchase. 
Currently, Pinterest also tests a direct payment/purchase option with selected orga-
nizations. In addition, Pinterest offers recommendation features with which, for 
example, product pins can be searched for that are visually similar to the content 
of a selected pin [27, 32]. 

So far, YouTube has only offered common shopping options with external links, 
for example, with a link to the online shop being included in the video description, or 
clickable links in the video advertising in campaigns such as True View. In the future, 
YouTube will also offer livestream shopping, which may be used for live auctions. 
Livestream shopping has been popular in China for a long time and was already 
available on the Taobao and Tmall platforms (both owned by Alibaba) back in 2016. 
Again, the YouTube social commerce features are not yet available in Switzerland 
[12, 27]. 

Most social media platforms have partnerships with e-commerce store providers 
like Shopify or BigCommerce, allowing product catalogs to be synchronized and used 
across platforms. This promises further potential in terms of targeting, ad creation, or 
tracking [14, 26]. Furthermore, the mobile-first approach is clearly noticeable among 
all platforms, whether this might be in the planned use of augmented reality (AR) 
on Pinterest or in the announcement of the new Facebook/Instagram shop [20]. The 
associated consumer behavior of social media as an everyday companion to users will 
drive platforms to improve usability, but also to further stimulate the development 
of user-generated content as part of digital marketing strategies [20, 25, 28].
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42.3 Research Methodology 

To measure the degree to which social media, e-commerce, and social commerce 
are prevalent among Swiss consumers, 1,008 telephone interviews were conducted 
in the German-speaking and French-speaking parts of Switzerland [29] using  the  
computer-assisted telephone interview (CATI) method [30]. 

Telephone interviews were conducted between January 14 and February 19, 2022, 
with consumers aged 18 and over (population). The basis for the sample was (1) a 
random selection of landline telephone numbers from the public telephone directory 
(for 80% of the sample); and (2) mobile phone numbers selected according to a 
random system (random digit dialing; for 20% of the sample). This mix addresses 
the availability gap of consumers on landline numbers. The contacted consumer, 
either within the household or on the mobile phone, was identified against a quota, 
that is, subgroups. Quotas were set for the language region (German-speaking and 
French-speaking parts of Switzerland), three age groups (18–39, 40–64, 65+), and 
gender (male/female). The subgroups prevent groups from being over-represented in 
the sample (e.g., being easier to reach or more willing to participate) and guarantee 
a structurally equal image of the population. 

The population represented in the sample thus includes the linguistically assim-
ilated part of around 6.8 million inhabitants of the German-speaking and French-
speaking regions of Switzerland who are at least 18 years old [31]. The confidence 
interval of the total sample with 1,008 interviews is ±3.2% with a certainty of 95% 
(50/50 distribution). The survey shows a structurally identical image of the popu-
lation. Hence, the results can be extrapolated to the population, considering the 
confidence interval. It is a proportional (unweighted) sample. Table 42.1 provides 
a demographical overview of the distribution of the quota population subgroups in 
comparison with the achieved proportion in the sample (deviations of ≤1% arise due 
to rounding to whole percentage numbers). The response rate of the CATI survey 
was 7.3% (152,820 calls less 139,059 unavailable contacts = 13,761 contacts, of

Table 42.1 Comparison of 
population versus sample 

Actual share [31] 
(%) 

Proportional sample 
(n = 1008) (%) 

German-speaking 
Swiss consumers 

74 74 

French-speaking 
Swiss consumers 

26 26 

Men 49 50 

Women 51 50 

Age group 18–39 35 35 

Age group 40–64 43 43 

Age group 65+ 23 22
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which 1,008 interviews were completed). Interview data were analyzed in SPSS, 
and a research report was prepared.

42.4 Results 

42.4.1 Social Media Usage Among Swiss Consumers 

Figure 42.1 presents the use of social media platforms in Switzerland. Only one in 
20 respondents stated that they did not use social media platforms. For almost nine 
out of ten consumers (87%), WhatsApp is the most frequently used social media 
platform, followed by YouTube (80%). Facebook or Facebook Messenger is used 
by almost every second respondent at least once a month and is thus the third most 
frequently used social media platform. 

Women and men differ in their usage of social media platforms to some degree: 
Women use WhatsApp (90% vs. 84%), Facebook (52% vs. 44%), Instagram (38%

Fig. 42.1 Use of social media platforms in Switzerland (n = 1008)
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vs. 30%), and Pinterest (26% vs. 10%) more than men and stated more frequently 
motives such as they want to know what their friends are doing (53% vs. 44%) and 
they want to share what they are currently doing or thinking (8% vs. 4%). Men, on 
the other hand, use YouTube (83% vs. 77%), LinkedIn (35% vs. 22%), Telegram 
(21% vs. 14%), Twitter (20% vs. 11%), and Xing (9% vs. 5%) more frequently, 
mentioning business purposes significantly more often than women (23% vs. 12%).

Respondents in the youngest age group (18–39 years) are the most active and 
diversified on social media. On average, they named 5.1 different platforms that they 
visit at least once a month and 2.5 different reasons for doing so. The middle (40– 
64 years) and oldest (65+) age groups named 3.9 and 2.7 different platforms used 
and 1.8 and 1.6 different motives, respectively. The two most frequently mentioned 
usage motives are “write text messages/organize free time” (50%) and “find out what 
my friends are up to/stay in touch” (48%). 

TikTok (86%), YouTube (84%), Pinterest (83%), Xing (70%), and Twitter (71%) 
are mostly used passively; that is, contributions are only read or viewed. The 
remaining platforms are actively used by a majority; that is, consumers also post 
comments or media: WhatsApp (93%), Telegram (66%), Facebook (62%), Snapchat 
(59%), Instagram (54%), and LinkedIn (51%). 

Study results further reveal that consumers spend 1.7 hours (h) a day on their 
mobile phones, about half of which (0.9 h) are on social media. Here, too, there 
are differences according to age: The youngest age group (18–39 years) spends an 
average of 2.5 h on mobile phones, of which 1.4 h on social media. The 40–64-year-
olds spend 1.4 h a day on their mobile phones, including 0.7 h on social media. The 
oldest age group (65+) reported 0.8 h on mobile phones and 0.4 h per day on social 
media platforms. 

42.4.2 E-commerce Usage Among Swiss Consumers 

Results show that more than four-fifths (84%) of the surveyed population shop online. 
Over a quarter (27%) do it less than once a month, more than a fifth (22%) once a 
month, and another fifth (20%) two to three times a month. One in ten respondents 
(10%) shop online once a week, and the remaining respondents (4%) several times 
a week or even daily. 

Overall, women shop online less often than men: Every fifth woman (20%) and 
only about every tenth (12%) man stated that they did not shop online at all. Almost 
two-thirds of men (63%) and half of the women (50%) shop online at least once a 
month. In the oldest age group (65+), almost a third (31%) said they did not shop 
online at all. About another quarter (28%) shop online less than once a month and 
around two-fifths (41%) at least once a month. In contrast, the youngest age group 
(18–39 years) shop online most frequently: Three-fifth (60%) shop online at least 
once a month, about one-third (30%) less often, and almost one in ten (9%) do not 
shop online at all.
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Fig. 42.2 Purchase categories of Swiss online consumers (n = 844/filter: consumer purchases 
products/services at least sometimes online) 

Figure 42.2 shows that fashion items such as clothing, shoes, or jewelry are bought 
most frequently online (42%), followed by technical products (33%) as well as music 
and books (including streaming services: 22%). While women are more likely to 
buy fashion items (54%), men are more likely to buy technical products (47%). The 
younger and middle-aged respondents (18–39 and 40–64 years) on average indicated 
more categories (2.0) than the oldest group (65+: 1.7). 

42.4.3 Social Commerce: When Social Media Meets 
E-commerce 

Regarding social commerce and user-generated content, just under a quarter (24%) of 
respondents said that YouTube helps them make purchasing decisions. These respon-
dents mainly represented the youngest age group (18–39 years: 32%). The middle 
(40–64 years: 22%) and oldest (65+ years: 12%) age groups are less inspired by 
YouTube. Facebook (9%), Instagram (6%), and Pinterest (2%) were also mentioned 
as a source of content driving purchasing decisions, however, significantly less than
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Fig. 42.3 Social media platforms that inform purchase decisions (n = 900/filter: consumers who 
utilize social media to obtain information on products and services) 

YouTube (Fig. 42.3). Almost two-thirds (64%) of the interviewees believe that social 
media platforms do not help them with their purchasing decisions. 

The results further show that almost two-thirds of the interviewees (61%) believe 
that social media platforms are not important to become aware of a product or service 
based on user-generated content (mean value 2.4 on a scale of 1–6). The youngest age 
group (18–39 years) estimates the importance to be the highest (2.6), followed by the 
middle age group (40–64 years: 2.3) and the oldest age group (65+: 2.1). Furthermore, 
social media is given the highest importance as a source of information for purchasing 
decisions by respondents in the lowest education category (compulsory schooling: 
2.8); in contrast, respondents in the middle (vocational/technical degree) and highest 
(university) educational categories achieve an average value of 2.3 each. 

The value of experts/influencers on social media platforms, who can guide or 
influence purchasing decisions, was also analyzed. Almost two-thirds (63%) of the 
respondents rated the value as rather low or very low (mean value 2.2). Social media 
influencers received the highest rating from the 18–39-year-old group (2.4). The 
40–64-year-olds and those surveyed over 65 rated the value of influencers at 2.1. 

As shown in Fig. 42.4, almost two-fifths (39%) of the interviewees stated that 
they did not use any information from social media platforms to subsequently buy 
products or services. Almost 30% use user-generated content at least once a month
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Fig. 42.4 Usage of social media content to inform purchasing decisions (n = 900/filter: consumers 
who utilize social media to obtain information on products and services) 

(30%) and another 31% less than once a month. Additionally, women answered 
“never” more often (44%) than men (35%). There are no differences between the 
age groups. 

Lastly, Fig. 42.5 illustrates the results of consumers posting content about 
purchases. Almost two-thirds (63%) of the respondents do not post their experi-
ences and satisfaction with or recommendations for products and services on social 
media at all. Only about one in ten of the respondents (11%) does it once a month 
and around a quarter (26%) less often. Again, men reported a higher frequency (13%

Fig. 42.5 Consumers posting content about purchases (products and services) (n = 900/filter: 
consumers who utilize social media to obtain information on products and services)
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at least once a month) than women (8%). Somewhat surprising, the oldest age group 
stands out with the highest frequency of user-generated content: Almost a fifth (17%) 
of the over 65-year-olds who use social media stated that they post their experiences 
with products and services at least once a month. Among the 40–64-year-olds, this 
is only about one in ten (11%), and among the 18–39-year-olds, it is only about one 
in fourteen (7%).

42.5 Discussion and Conclusion 

Research results show that the use of social commerce is still a young topic in 
Switzerland. While social media is highly prevalent among Swiss consumers (87% 
are on WhatsApp, 80% on YouTube, 48% on Facebook, and 34% on Instagram), only 
YouTube (for 24% of Swiss consumers) provides content that influences purchase 
decision-making. This might raise the question if these platforms are regarded as 
trusted sources as suggested in the literature [8–10], which is seen as an important 
success factor for social commerce. For Swiss consumers, social media certainly is 
an important use case of digital technology and is part of their daily lives. About half 
of the survey respondents use social media to write text messages, organize their free 
time and find out what their friends are doing. The respondents spend almost one 
hour a day on social media via their mobile phones. This appears to be a lot as it 
corresponds to 6% of the daily 16-h awake time of a human being (assuming eight 
hours of sleep and rest). 

However, social commerce not only lacks e-commerce features on social media 
platforms in Switzerland (and the EU), but it is also hindered by current consumer 
behavior and the earlier mentioned potential lack of trust: Almost two-thirds (64%) of 
those surveyed believe that social media platforms do not help them with purchasing 
decisions. Additionally, almost two-thirds (61%) think that social media platforms 
are not important to become aware of a product or service. This is surprising, as social 
media seems to be important to Swiss consumers based on their usage, and advertising 
is common on all platforms. Could it be that the content driving commercial consumer 
decisions is perceived subconsciously (i.e., users are unaware of their influence on 
decision-making)? 

Finally, only around one in ten respondents (11%) post their experiences and 
satisfaction with or recommendations for products and services on social media at 
least once a month. This could indicate that social media in the consumer’s customer 
journey is still a pure information channel, but not yet a commercial information 
exchange channel that triggers user-generated content about products and services 
among friends and colleagues in their networks. More active participation might 
drive trust perceptions among the participating users on social media platforms. 

How do organizations deal with this challenge? Do they react to the posts and do 
customers expect feedback from organizations following the posting of their product 
recommendations? Data from this research project showed empirical evidence that 
both the posting frequency/volume of experiences and opinions [15, 16], and the
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utilization of social media platforms as trusted sources [8–10] are low. As a contri-
bution to theory, the study provides a national consumer data set that allows for 
conducting cross-cultural studies as recommended in the literature [14]. For business 
practice, our research shows that social commerce features offered in Switzerland 
are still in development compared to countries with more advanced social media 
platforms. Additionally, social media platforms as a source of trusted information 
are not yet widely used by Swiss consumers, while at the same time, their partici-
pation to provide recommendations might need stimuli from actors participating in 
social commerce. According to the literature [15], managers first need to identify 
their existing e-commerce and social networking applications and capabilities as part 
of their social commerce strategies. Next, with the ongoing developments and the 
availability of e-commerce features on social media platforms in Switzerland, it is 
expected that the concept of social commerce will gain increasing impetus. While 
organizations nowadays can no longer be inactive on social media, social commerce 
is still a young and slowly developing field in the Swiss digitization and marketing 
landscape. 

42.6 Limitations and Future Research 

While this study provides a more refined understanding of the use of social media, 
e-commerce, and social commerce based on recommendations and feedback on 
products and services (i.e., user-generated-content) with Swiss consumers, it does 
not provide the reasons (drivers) for the lack of activity and interest in opinions 
from influencers and does not explain the differences in male and female online 
usage. In addition, the age group under 18-year-olds (i.e., 6–18-years-olds) was not 
surveyed. Lastly, as it was a quantitative study, qualitative research instruments such 
as consumer observation or the collection of user information would allow a deeper 
understanding of behaviors and motivations. We recommend addressing these gaps 
in future research. 
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Chapter 43 
Web Marketing Trends—Case Study 
of Trigénius 

Patrícia Duarte and Madalena Abreu 

Abstract Digital marketing is nowadays the most common and acclaimed used 
method for marketers to survive in the markets. In fact, digital marketing has broken 
out after the twenty-century revolution on technology, creating a new era for the 
business in general. Digital market encompasses a set of strategies and tools using 
Internet and electronic devices, making it possible for companies to connect with 
prospective and actual customers. Also, these new tools and strategies have created a 
new world for communicating in a personalized way with customers and on a global 
scale. Besides, in this highly competitive world, customer’s loyalty has become a 
business survival concern, and companies do strive for improving its relationships 
with customers on a permanent basis. And so digital marketing is being used as a 
communication strategy to foster customer loyalty. To better recognize this trend, this 
paper explores a real situation. A case study is employed as the methodology, and the 
use of communication tools in the digital environment by the enterprise Trigénius is 
explored. After the work developed in order to increase loyalty specially within digital 
marketing channels, and the implementation of several operations within different 
web marketing tools, it was possible to see the increase of loyalty by the company 
actual customers. 

43.1 Introduction 

The role of marketing has changed dramatically over the years. The development 
of marketing is inseparable from technology development and the era of Internet 
pushed and allowed marketing to become absolutely market driven. In fact, strategic 
decision concerning business opportunities and markets in general have been vital for 
marketing performance, and the technological enhancements made a revolution in the
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arena for finding and managing information about customers, products, marketplaces 
and the overall environment [4]. 

The Internet itself is constantly developing, and with the constant improvements 
in technologies easily available in the market, it has become the primary business 
playground and also the most popular communication channel [11]. What is more, 
internet does play a vital role in several spheres, from personal life to commer-
cial ventures and has brought many advantages. These benefits are seen both from 
companies and customers, such as the elimination of geographic barriers, the ability 
to reach more and diversified publics, the customization of commercial relationships, 
building relationships on a twenty four hours a day and seven days a week basis, 
within a list of profits and surplus for the society at large [22]. 

Alongside with technology massive advances, Internet transformed dramatically 
the life of each consumer daily, causing a massive impact in terms of consumer 
behavior, communication channels and frequency. This turmoil within the context 
of this digital world has an enormous impact within the world business reality. What 
is more, as digital marketing became more sophisticated, businesses do follow on a 
regular base all the changes in the digital world, adopting approaches and strategies 
for gaining sustainable competitive advantages [11]. 

Currently, to capture the attention of online consumers, marketing communi-
cation must follow the last novelties and fashion; communication channels and 
messages need to be informative, personalized, unexpected and fun, on an inno-
vative and changing scenario. This means that information without engagement and 
entertainment is just not enough [11]. 

Furthermore, in a world characterized by high competitiveness in the market, 
loyalty is a requirement in every business. There are several precedents that help to 
achieve loyalty; however, communication presents itself as a key factor, fundamental 
in building lasting relationships, winning over customers and ultimately, their loyalty. 
Relationships have not always been valued in business, nevertheless, if we study 
the evolution of marketing, they began to be increasingly recognized by marketing 
professionals, and by all the other individuals who maintain a business, and a new 
concept emerged, the relationship or relationship marketing. 

In this study, the focus will lie on communication to achieve loyalty. Commu-
nication is essential for all companies and organizations that intend to make them-
selves known, including their products and services, to their target audience and all 
stakeholders. 

Having in mind these challenges and particular situation, the aim of the research is 
to understand how Internet marketing can be used for a better communication with its 
customers. And thus foster its relationship, and finally customer’s loyalty. In other 
words: “How can digital marketing, as a communication strategy, help customer 
loyalty? Besides this broad goal, this paper does want to have a deeper overview of 
digital marketing tools; to be able to point out digital marketing importance and its 
impact on customer relationship; and to realize how digital marketing contributes to 
customer loyalty.
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For the present study, these main goal and objectives are addressed analyzing 
a real situation to better understand the issues raised above. In other words, a real 
situation is explored: the case study of the enterprise called Trigénius. 

And so, the main objectives are to promote the company’s brand, and its products 
or services through various digital media, and seek to improve and maintain its 
relationship with its customers. 

43.2 Literature Review 

43.2.1 Digital Marketing at a Glance 

While looking at the main question that gives the reason for this inquire, the first 
topic to be raised lies in analyzing the digital marketing trends. In fact, to conduct 
marketing effectively, companies need to track trends in markets and also trends in 
marketing [21]. 

Web marketing, Internet marketing, e-marketing or online marketing are concepts 
that emerged on a global scale in the beginning of the 90s of last century. The 
age of information, globalization and the outburst of new technologies is now “on 
the headlights of every house or window”. And text-based websites, which offered 
information about products, were just the beginning of this novelty [4]. 

Within this new era, the concept and operationalization of digital marketing 
became pervasive. Digital marketing does incorporate channels, strategies and tools 
as the Internet, mobile phones, display advertising and other digital medium, being 
this simply an umbrella word for the marketing of products using digital technologies. 

In Sristy and Rungta [22] words, digital marketing is a vast concept for the use 
of modern technologies and Internet connections to reach marketing objectives, 
including thus the promotion of goods and services and the delivery of messages 
to buyers through various channels. And as already pointed out, this vast spectrum 
of functions does happen through different ways, for example, through social media, 
search engine, banner ads on specific websites, e-mail and app development [23]. 

According to [20, p. 7], web marketing is “about delivering useful content at just 
the precise moment a buyer needs it”. This means web marketing is considered as a 
subset of digital marketing. There can be in fact several benefits of web marketing, 
even though, one must be careful because the excessive or wrong use of Internet in 
marketing can have its losses, for example, an excessive amount of Ad clutter, the 
unserious recognition, causing harm by negative feedback, the absence of trust and 
others disadvantages can arise unexpectedly [22]. 

An effective web marketing plan must thus consider the way potential buyers talk 
and the possible real words they would use. All these efforts and are compulsory 
for planning effective search engine marketing strategies, and by doing it, then it is 
possible to build a positive online relationship with buyers [20].
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There are diverse trends of web marketing, such as search engine marketing, social 
media marketing, content marketing, e-mail marketing and video marketing, which 
will be explored below. These tools will be described within this paper as they were 
central in the case study analysis. 

43.2.2 Relationship Marketing and Loyalty 

Moreover, for the present study, the concepts of relationship marketing and loyalty 
are also important to bring up as they drive and foster the accomplishment of busi-
ness success. One must also remember the importance of digital marketing on the 
advancement of relationship marketing, i.e., digital marketing strategies and tools 
are nowadays a vital aid to relationship marketing success. 

The expression “relationship marketing” first appeared in the service marketing 
literature in 1983, an expression coined by Leonard Berry, being relationship 
marketing conceptualized as “attracting, sustaining and—in multiservice organiza-
tions—improving customer relationships” [7]. Nowadays, this new approach focuses 
on building stable and lasting relationships, where the business model becomes 
customer-centric, and supported by technological development, information manage-
ment and customer service. Ultimately, as Chaffey and Ellis-Chadwick [8] point out, 
building long-term relationships with customers is essential for any sustainable busi-
ness, and this applies equally to the online elements of a business. In other words, 
digital marketing appears to expand these relationships, using technology to attract 
a greater number of customers. 

Besides, customer loyalty is inevitable for all companies that want to remain 
competitive and become a reference for consumers. And by retaining its consumers, 
the company wins, since customers will repeat their purchases with regularly, and 
they will pursue the relationship with the same company, brand or shop outlet [10]. 

43.2.3 SEM and SEO 

Search engine marketing (SEM) is a collection of activities that include search engine 
optimization, social media marketing and other search engine-related activities, with 
the goal of increasing visibility in search engines, whether through the acquisition 
of more free or paid traffic [23]. 

Search engine optimization (SEO) can be defined as the process of increasing 
a website’s visibility and ranking in search engine result pages, which means the 
higher you rank on the result pages, more often you will appear in the search results 
list, receiving more traffic from search engine users [27]. This traffic can, later, be 
converted into customers [23]. 

To achieve SEO, one can use the so-called organic SEO to reach top ranking 
search results without using any paid means. And so, the paid SEO is employed
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when a website owner achieves a high position in search results, by purchasing an 
advertising space in search engine results, for example, through Google Ads. 

To use search engine marketing successfully, the choice of keywords is a very 
important and valuable process, which requires a special attention to the intent of 
user’s request. 

This process is carried out by identifying popular keywords that correspond to 
the website’s content, based on relevance and potential conversion rate. This iden-
tification can be made by using keyword suggestion tools, available on most search 
engines or through information about popular keywords. By doing so, website devel-
opers can build their website with keywords that have a higher value and return over 
investment (ROI), allowing the website developer to successfully position their site 
at the top of the search engines results. However, keywords must be monitored and 
updated on a regular basis [13, 23]. 

On the realm of SEM, it is also important to note the Digital Display Advertising. 
Digital Display Advertising is a subset of SEM efforts. It is the application of 

diverse display advertising formats to target a potential audience, such as text, 
image, video ads, banner and others. The message can be personalized according 
to customer’s interests, content topics or the position of customer’s buying cycle [4]. 
Over the past years, advertising has emerged as a primary source of revenue for many 
websites [6]. 

According to the same author, there is a growing preference for display ads, mainly 
image. 

43.2.4 Social Media Marketing 

Social media has transformed the behavior of consumers. They have provided new 
ways to look for, evaluate, choose and buy goods or services [1]. Besides this, 
consumers can interact with brands and express their opinions about brand experi-
ences. On the other side, organizations can invest in their online presence on platforms 
and develop more aimed campaigns, communicate with consumers, gain insights 
about how their costumers perceive their brand [25]. 

Social media marketing is a tool businesses can use to increase website traffic, 
brand awareness [22] and create a strong relationship with their clients [15]. It allows 
businesses to promote their websites, products or services through different platforms 
or tools, for example, Facebook, Instagram, LinkedIn, among others, and reach a 
larger community that may not be available in traditional channels. As mentioned 
before, the communication through these channels must be informative, interesting, 
and fun, in order to catch the attention of the consumer [11, 18]. In fact, if the content 
created is good and well created, it can reach hundreds of new visitors, and boost 
traffic [26]. Sedej [21] adds by saying that social media is becoming an increasingly 
important tool to reach the rest of external and internal audience, besides customers. 

Nowadays, the word-of-mouth has a big impact on social media. In the platforms is 
possible, for customers, to talk about their brand experiences, reaching a great number
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or people online and influencing other potential customers’ purchase decisions or 
perceptions about brands, products or services. On the other side, companies can 
see or hear the feedbacks and recalibrate their social media marketing strategies 
accordingly [25]. 

While talking about social media, nowadays, influencers have been a vital topic 
for the success of marketing under these devices. 

As mentioned before, word-of-mouth has an enormous impact on social media. 
Therefore, some well-known businesses use celebrities or well-known opinion 
leaders to influence consumers. However, smaller brands will most likely use micro-
influences, meaning, influencers who are not so well-known as celebrities, but have 
strong and enthusiastic followers. These micro-influencers are considered more trust-
worthy and authentic, who can encourage others to see the content they create e 
engage with them. Even though, influencer marketing is not new, it is believed that 
is has a lot of potential to develop further [3]. 

43.2.5 Content Marketing 

Content marketing is considered the key for a successful online marketing. It is a 
strategy focused on the creation and distribution of valuable, relevant and consistent 
content, that aims to attract and retain a defined audience, and ultimately, drive a 
costumer to an action, for example, a purchase [9]. 

The content is what keeps social media “working”, so it is important to create 
quality content and think about the variety of content that can be made, always having 
in mind the topics that costumers care about, and be careful with the SEO, keywords, 
that customers can search into search engines. Also, it is important for businesses to 
engage with people who share and comment, as it is an opportunity to connect with 
potential customers. The content created can go from images, newsletters, eBooks, 
to videos and posts in social media or blogs [5]. 

As the world is dominated by social media, all businesses must bet on content 
marketing, as it can define the success of a company. The creation of informative 
and quality content will keep the attention of readers and will help building trust 
toward the company and assist in brand recognition, authority, trustworthiness and 
authenticity [14, 16, 17]. 

In the realm of content marketing, video marketing has been conquering a 
privileged position. 

Video marketing has gained prominence in marketing communication strategies 
as they are not only a source of information, but also a learning tool [21]. According 
to Ansari et al. [2], videos are considered to be one of the most effective marketing 
techniques. 

Before, video was mostly used by big brands and businesses with large marketing 
budgets. However, today, is it being used by all companies, even small and medium-
sized enterprises. This type of content presents opportunities for businesses, as it is 
able to provoke emotions on customers or potential and appeal to their needs [21].



43 Web Marketing Trends—Case Study of Trigénius 633

According to research made by Sedej [21], who pretended to find manager’s views 
on awareness and understanding of trends in marketing, focusing on video marketing, 
he found out that most of managers agree that video marketing is important and that 
it, in fact, can increase the probability of business success. 

Currently, successful marketing is about focusing the strategy on customer’s expe-
riences and maintaining long-lasting relationships with them. In consideration of the 
modern business environment, where creativity and intelligence are a requirement, 
videos foster relationship building, since they grab attention, have high information 
value and are entertaining. Besides, it can increase the understanding of products or 
services within the target audience, increase in sales, web traffic, brand awareness 
and others [21]. 

In the future, video marketing is expected to continue on the rise, as the technology 
development and the trend of overall digital transformations persists [21]. 

43.2.6 E-mail Marketing 

E-mail marketing is a digital channel used to address customers or potential 
customers. At business with enterprises, within B2B or B2C, newsletters are very 
common to see. It is way to increase brand awareness and a sense of community 
building. It also recalls the existence of a company, provides information, raises 
the credibility of the brand, leads readers to make a purchase and allows to receive 
feedback [12]. 

Newsletters should always and only be sent to people who have signed up for 
subscription, if not it is sent as spam. Beyond that, all of the information provided 
should be useful to consumers, otherwise, people may unsubscribe the newsletter 
[12]. 

E-mail platforms are very useful for businesses since it allows to send personalized 
newsletters, in a way that it can be sent to a segmented database, according to profile 
of each customer or potential customer [19]. 

43.3 Methodology 

This article follows the case study methodology, being the research question “How 
can web and digital help Trigénius enterprise on a daily basis?”, being thus the object 
of study developed in a real context. And so, more specifically, the present case study 
addresses the web marketing operations of the enterprise Trigénius, falling thus the 
analysis on a single case; and consisting on a descriptive research. 

Following Yin [28], the case study method can be used while researching and 
analyzing events in their own context, in real time. 

So, this method was chosen for the present research, as this is a real situation, 
with the description of daily operations of an enterprise.
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For this analysis, the main sources of information were the analysis of Trigénius 
documents, and direct observation while developing the operational function as a 
manager of the web operations of this business. 

43.4 Case Study—Trigénius 

43.4.1 Brief Description of Trigénius 

Trigénius is a leading company in technological solutions, standing out for the 
implementation of business management software. Founded in 1998 by 3 young 
entrepreneurs, and based in the city of Fátima, Trigénius is a company for the 
creation, development and maintenance of technological solutions, standing out in 
the implementation of business management software. 

This company has currently two branches, in the cities of Lisbon and Ourém and 
has partnerships with its main hardware and software suppliers that is: Primavera, 
PHC and SAP. With around 70 employees, this company has the necessary skills and 
competencies for the implementation, development and support of more complex 
information systems. Its customer typology is mostly the business-to-business (B2B) 
market, with a total of 90% of its all operations in the overall market, and the 
remaining 10% share of the B2C (business-to-consumer) market. 

The company’s mission is to provide adequate solutions to the specific techno-
logical needs of each company, seeking to guarantee the quality and stability of the 
relationship [24]. 

Trigénius pursues to be a reference company in the market of software develop-
ment and implementation, within the information technology sector, both locally and 
nationally [24]. 

This company has a full team working solely on the development of branding 
strategies, from the adaptation of a company’s visual identity to the implementation 
of an online store or the development of a website from scratch, being thus present 
on the first pages of Google. 

43.4.2 The Study Case Operations 

The work performed on web marketing operations consists in a range of different 
activities related to Internet marketing, such as social media management content 
marketing, e-mail marketing and inorganic SEO (paid media, e.g., Google Ads). 

In the beginning of each month, a social network content plan is created for the 
coming month. 

This plan includes the choice of “special days” such as “International fun day 
at work”, “Thank you day”, “Christmas” or others such as “world backup day”
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and “data privacy”; moreover, these ‘offers’ are related with products of technology 
or other areas, where Trigénius does its business. Besides this, testimonials from 
customers are published monthly, also like promotion of products or services, or 
informative issues, such as registration for events. All this content is mainly presented 
by images and text and is published on social networks such as Facebook, Instagram 
and LinkedIn, and sometimes, on the company’s website. 

When it comes to e-mail marketing, the communication sent is mainly useful 
information from partners, information about Trigénius events and communications 
regarding updates, legal information and company’s products or services. Every 
single newsletter is sent to a segmented database, based on different needs and the 
customers history. 

As already said, communication must be useful, entertaining and valuable. Having 
this in mind, and as an example, when Vodafone was the target of a cyber-attack, 
there were several communications and complaints from companies: They wanted 
solutions to provide them from frauds and that would help them secure their business. 
However, in Trigénius’ case, it was decided to do something simple but meaningful, 
and not to be just another company promoting cybersecurity products. 

Also, on “Thank you Day”, the department of marketing and communication 
did something a little different. A newsletter was created and sent to customers and 
partners saying, “The word that best defines our feeling for you is: Thank you” and 
then, we wrote things the company was thankful for, such as “trust”, “encourage-
ment”, “challenges”, “preference”, “for making us grow”, “dedication”, “commit-
ment”, “partnership” and others. This newsletter ended up having a very positive and 
unexpected feedback from customers and partners. 

According to the literature review, a content marketing strategy is important to 
attract clients, or followers. To achieve this goal, Trigénius developed especially 
its search engine marketing (SEM), developing asset of activities in social media 
marketing and thus increasing its visibility. 

And so Trigénius developed a program on inorganic SEO. 
One of the tasks performed was the creation of ad campaigns for a client. First, 

it was necessary to set the goal the company wants to achieve, then the work went 
on using the segmentation of ads which are based on locations, ages and interests. 
And so, the choice of keywords was based on the services that the client wanted to 
enlarge giving it more visibility. For this, keyword research was made, to discover 
words that could achieve better results and a higher probability of being searched. 
To do this, a keyword planner was used, which shows search estimates and cost. 
Then, the customization of specific ads, adding titles, text, images, phone numbers, 
if necessary and an URL was added to each ad, to determine a landing page, which 
people were directed to when they click on the ad. After every month, the data was 
extracted, such as campaign impressions, clicks, CTR (the number of clicks that 
campaign or ads receive divided by the number of times it is shown), average CPC 
(the average amount charged for a click on the ad or campaign) and total cost. Later, 
when conversions were made from Google Ads, a record was made with the keywords 
that gives rise to the conversion and keywords that generate most conversions. And 
so, adjustments could be made to the campaign, and if necessary, there was the need
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to delete keywords that do not give the expected results but cost money. In addition, 
when necessary, new keywords were added to the ads or improvements were made 
by using the quality index that provides information regarding certain aspects that 
can be improved when compared to other advertisers. When search results that had 
nothing to do with the ads were observed, negative keywords were added, which 
means, a word or phrase that prevents the ads from being triggered. 

43.5 Results and Discussion 

According to the literature review, a content marketing strategy is important to attract 
actual clients, or followers. 

To achieve this goal, Trigénius intended to show up as a reliable and professional 
organization by sharing testimonies on social networks and newsletters. Moreover, 
all these messages did highlight a link that redirected the viewer to a case study in the 
company’s website. By promoting services or products with a link to the respective 
webpage, Trigénius contributed to the increase of website traffic and brand awareness. 
On the other side, by sharing content like “Thank you day”, the company shared 
content that, in the present and in the future, will contribute to build and maintain 
relationships with customers or partners, and at the same time, their importance 
was being acknowledged by companies, as Sedej [21] stressed for companies while 
using strategically social media with customers and other important people around 
the company. 

Regarding e-mail marketing, Trigénius sent a lot of relationships communication, 
useful for customer’s consumption experience, important to increase the strength of 
preference for a brand and strengthen ties between businesses and customers and 
raise credibility as stressed by Sristy and Rungta [22]. Besides this, the platforms 
that exist today are very helpful since they allow to personalize messages by allowing 
to send newsletters to a specific database, with different targets. 

Finally, in terms of SEO, the ads that were created and displayed in search results 
can have a great impact on the increase of brand awareness and recognition. Knowing 
the importance of good content, the titles, texts or imagens displayed on the ads 
were eye-catching and interesting so that consumers or potential consumers could 
be curious or interested enough to open the ads, that are then redirected to a landing 
page, the same conclusions according to Hudák et al. [12]. 

Moreover, and on a global perspective, Trigénius failed on some issues. 
The most important aspect while addressing the mistakes of this company in web 

marketing, Trigénius did not plan and develop a proper marketing and communication 
strategy. On this topic, the biggest error begun with the absence of a vital step for a 
business strategy: Objectives were not established. Most of the communication that 
was sent, like newsletters, were made according to the company’s daily needs; in 
other words, communication was developed “now”, and that also happened in the 
case of the promotion of a product or service or even another information of interest.
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Besides this, video marketing was something that should be already “on the way” 
but nothing has been done on this account. However, its importance is acknowledged, 
especially when a business wants to obtain a greater engagement from followers and 
boost results. 

43.6 Conclusion 

This study presents a case study of the enterprise Trigénius and its efforts to apply 
digital marketing, especially within the web marketing channel, as a communication 
strategy, to enlarge its customer loyalty. 

For this purpose, the literature on web marketing was conducted, and different 
strategies and technologies were briefly analyzed. As a conclusion of the literature, 
one can stress that with the rapid evolution of internet and its impact on consumers’ 
behavior and businesses everyday life, Internet marketing has become crucial for 
business and people’s life in general. Nowadays, to be successful, besides being 
constantly on websites or platforms, businesses must deliver the right content, to the 
right audience on the right time, with the right tools and platforms. It is vital for 
companies to have constant information about new digital tools and being aware of 
new trends, that are constantly emerging and consequently, companies must rethink 
their business strategies. And offer new communication channels and messages to 
its customers. 

Having analyzed Trigénius use of a content marketing strategy, it was possible 
to realize a set of good examples that were a real good example for maintaining 
and improving good relationship with its customers. On the other side, the company 
failed on its digital communication strategy by not having a structure plan for this 
area. 

The present paper, within a single case, does show the importance of digital 
marketing tools for promoting customer relationship. 

Future research can develop in two directions: This enterprise can be analyzed 
with a special focus in its customers. Trigénius does have a special relation with 
some of its clients: So, it could be very helpful to learn from them what Trigénius 
should develop, writing content marketing, for instance, and answer to clients in a 
better way. 

Moreover, in the scope of digital marketing, other B2B enterprises could be 
also analyzed, and the different tools and digital communication strategies could 
be compared.
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Chapter 44 
Augmented Reality: Toward a Research 
Agenda for Studying the Impact of Its 
Presence Dimensions on Consumer 
Behavior 

Virginie Lavoye 

Abstract Augmented reality (AR) virtual try-ons (VTO) have emerged as an impor-
tant decision-making tool because of the highly realistic experience. For instance, AR 
enables users to virtually try-on sunglasses by placing the virtual product on their 
face. Research increasingly emphasizes the importance of spatial presence in the 
realistic AR experience. However, prior research on AR presence remains scant and 
overlooks social and self-presence. To fill this gap, we review literature on presence 
in the context of prior immersive technologies and propose a future research agenda 
on the impact of AR presence dimensions on product-relevant outcomes. This article 
starts by presenting AR spatial presence definition and proposing definitions for AR 
social and self-presence by drawing parallels between AR apps features and the pres-
ence dimensions of prior immersive shopping technologies. Thereafter, our review 
uncovers how each presence dimension leads to positive consumer outcomes. Then, 
we propose a research agenda for future studies of AR presence in marketing that 
outlines the need for a multidimensional perspective of presence to help uncover their 
unique impact on consumer responses. In addition, future research should investigate 
which contextual factors (marketing channels, for instance, in store and online as well 
as the types of products displayed in AR for instance makeup and sunglasses) might 
explain differences in the outcomes of presence. Our study has several limitations 
as it only considers the type of presence dimensions relevant to current AR-VTO 
experiences. 

44.1 Introduction and Research Aim 

The key advantage of augmented reality (AR) service is the highly contextual and 
realistic information [11, 13]. For instance, Sephora AR mirror is an augmented 
service that enables consumers to try-on the company’s entire online assortment 
without needing to go to the physical stores [6]. Moreover, Sephora’s color match
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helps customers find the right color shade for their skin tone [6]. Overall, such service 
augmentation strategy focuses on services that are typically available in stores [13]. 
The digitalization of physical aspects of services poses novel challenges to firms 
and marketers, for instance, whether the experience is realistic, and the products 
are tangible enough to attract consumer engagement [10]. AR-based virtual try-ons 
(VTOs) provide a tangible service experience by replacing tangible service elements 
with superimposed digital content on the real environment [10]. Tangible virtual 
experiences rely on presence, the psychological state in which consumers perceive 
a virtual object to be real [18]. 

For consumers, the potential benefits of VTO include being able to try the products 
wherever and whenever they want, and without size restrictions [6]. While for firms, 
AR service augmentation can free employee input and replace the need for employees 
to bring boxes and advice consumers on best fitting products for instance. Overall, 
AR service augmentation has the potential to save time and money for consumers and 
service providers [10]. However, determining whether to use AR is a difficult decision 
for any business, and 52% of retailers are not ready to use AR as part of their service 
experience [4]. Notably, one key issue is that AR remains expensive to develop and 
the possible marketing-relevant outcomes remain unclear. Thus, providing clearer 
description of the mechanisms that enable AR to enhance consumer outcomes is 
highly important and timely. 

The optimal AR experience should deliver a realistic experience of the product, 
the virtual self, and the social context [5]. Despite preliminary studies on spatial 
presence in AR [13, 22, 26], little is known about the holistic presence dimensions 
(spatial, social, and self-presence) in AR and their specific impact on consumer 
outcomes. Therefore, we aim to focus on presence dimensions because research 
in prior immersive shopping technology asserts their role in enhancing marketing-
relevant outcomes. In addition, focusing on presence would enable to propose 
guidelines to marketers and developers to improve consumer experience. 

This article starts by presenting AR spatial presence definition and proposing 
definitions for AR social and self-presence by drawing parallels between AR apps and 
the presence dimensions of prior immersive shopping technologies. By studying the 
impact of these presence dimensions on product-relevant outcomes, we uncover the 
psychological mechanisms that enable the persuasive impact of presence dimensions. 

We address two research questions in line with this aim: 

RQ1: What is the definition of our three AR presence dimensions? 

RQ2: How does each presence dimension influence consumers’ responses? 
Then, we are able to propose a research agenda for future studies of AR in 

marketing that outlines the need for a (1) multidimensional perspective of presence to 
unravel their unique impact on consumer outcomes, as well as boundary conditions 
such as (2) the type of consumer experience they deliver in different marketing chan-
nels including in retail and online and that (3) different product types may require 
different combination of presence.
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44.2 Background 

Presence refers to the psychological state in which consumers perceive a virtual 
object to be real [18]. Presence dimensions can be facilitated by a range of immer-
sive technologies including AR, virtual reality (VR), e-commerce website, or virtual 
worlds [18, 23]. Presence dimensions vary in intensity and types between technolo-
gies, however, we emphasize similarities between prior presence dimensions and AR 
presence dimensions and propose to study whether and to what extent the outcomes 
of AR presence will be similar to prior presence outcomes. In addition, there are 
studies on AR spatial presence that we also include into the analysis. This study 
starts by defining AR spatial presence and proposes definition for AR self-presence 
and social presence by drawing parallels between presence experience in AR-VTO 
apps with the presence experience in prior immersive shopping technologies. 

Based on spatial presence in virtual reality context, Hilken et al. [13] developed 
AR spatial presence. AR superimposes virtual object on the real world in real time 
[2] thus, studying spatial presence in AR entails that the object “is here” rather than 
the user being transported as in virtual reality research [13]. Specifically, when using 
IKEA or makeup AR apps, AR spatial presence involves that the location of the 
product appears to be in one’s living room or on their body [13]. In addition, spatial 
presence also entails that the product can be moved around in the real world [13]. To 
sum up, spatial presence is defined as the sense that the object is embedded in the 
real environment and embodied on consumers [13]. 

Self-presence in video game occurs when players get a sense of physical resem-
blance and identification with their virtual self [25]. When users feel they are phys-
ically similar, they often relate with the virtual self personally [24] and experience 
self-presence [3]. AR superimposes virtual object on one’s virtual body or self. 
For instance, L’Oréal Makeup Genius displays a virtual lipstick on a live feed of a 
consumer’s face. Thus, AR users may experience self-presence because the virtual 
self can be considered highly physically similar (not perfectly similar because a 
virtual lipstick is superimposed) and enables users to identify with the virtual self. 
Therefore, we propose that AR self-presence refers to the sense that one’s virtual 
representation is oneself in the real world [21] and is conceptualized as physical 
similarity and identification with the virtual self [21]. 

Based on social presence on e-commerce website, social presence occurs when 
consumers get a sense of human contact when they interact with technology at the 
company’s frontline [8]. AR apps convey highly contextual information that help 
match the characteristic of a try-on technology with the actual try-on experience 
and address needs for consumers as if it was a salesperson in a store [13]. Thus, we 
propose that AR social presence refers to the sense that the AR app is a social actor 
[8] and is conceptualized as a sense of human contact in the online environment [8]. 

Overall, we define AR presence experience as follows: AR gives a sense that the 
offering is located in the physical environment and can be interacted with (i.e., spatial 
presence), involves a sense of self in the experience (i.e., self-presence), and the AR
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app gives a sense of human warmth similar to a salesperson in a store (i.e., social 
presence). 

44.3 Methodology 

We follow the recommended steps for literature review from Xiao and Watson 
[27]. Based on our definitions and conceptualizations of AR presence dimensions 
presented above, we keep only the studies on immersive shopping technologies that 
discuss the impact of similar presence features (e.g., object presence is similar to AR 
spatial presence, while game character identification is similar to AR self-presence) 
on product-relevant affect, cognition, and behavioral intentions. This approach to 
literature review based on technologies’ effects on users has been used in previous 
reviews [16]. We repeat the selection process three times, once for each presence 
dimensions. 

First, we searched in title and abstract for terms such spatial presence, physical 
presence and augmented reality or online shopping on Web of Science. We identified 
14 relevant studies that we checked for eligibility and included in the review. Second, 
we searched in title and abstract for self-presence combined with game character on 
Web of Science. We identified 7 relevant studies that we checked for eligibility and 
included in the review. Third, social presence was combined with purchase, retail, 
shopping, or consumer on Web of Science. We find 14 relevant studies that we 
checked for eligibility and included in the review. 

44.4 Results 

This section is a short presentation of the effects of presence dimensions on 
consumers’ responses. First, spatial presence delivers highly contextual information 
about the product, and thus, it enhances decision comfort [13]. Second, self-presence 
increases the sense that the situation is self-involving, and it enhances self-efficacy 
and loyalty [15]. In addition, self-presence increases product diagnosticity when the 
product directly involves one’s body or identity [24]. Third, social presence increases 
consumers’ sense of closeness with the seller, the AR app gives virtual proximity 
to the social actor as a seller in a store [24]. Social presence enhances trust [8] and 
results in positive product attitude [9]. To sum up, we show that immersive shopping 
technologies can decrease the physical, personal, and social intangibility inherent to 
buyer–seller relationships.
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44.5 Future Research Directions 

From prior literature, we find that each presence dimensions has a unique role in 
influencing positive consumer outcomes. In addition, literature on AR suggests that 
AR delivers an optimal realistic product experience [10, 13], thus we ask: 

FRQ1: Whether and to what extent can the unique role of each AR presence 
dimensions enhance consumer outcomes? 

Moreover, when people experience high self-presence online, they are more 
comfortable to disclose personal information, as long as they are not identifiable 
[14]. Thus, self-presence in store might have a negative effect with people feeling 
too self-cautious to look at themselves, in a virtual mirror, around strangers. We 
propose that different uses of AR will explain contextual differences in presence 
outcomes impact consumers thus, we ask: 

FRQ2: What are the optimal AR presence dimensions for different shopping 
experiences such as in retail and online? 

Spatial presence was found to have a positive effect on purchase intentions in 
sunglasses AR apps [26] but not in the makeup app [22]. When consumers play an 
exergame, self-presence influences behavioral intentions, while spatial and social 
presence do not [3]. Such contradictory findings reveal the need for additional 
research thus, we ask: 

FRQ3: Whether and to what extent would the impact of AR presence dimension on 
consumer outcomes be influenced by product types? 

44.6 Implications for Theory and Practice 

First, our multidimensional approach of presence confirms the importance of pres-
ence dimensions and their potential to benefit both consumers and firms [13]. We 
suggest that holistic view of presence dimensions enables to distinguish their effects 
on consumer outcomes. For instance, spatial and social presence increase attitude 
certainty for sunglasses AR-VTO, while self-presence does not [17]. Therefore, the 
authors suggest that a firm that aims to enhance decision-making should focus on 
spatial and social presence in the fashion accessories context. Enhancing spatial pres-
ence can include making the virtual product more realistic and improve the interaction 
with the product [13]. While social presence can be enhanced by implementing an 
AR recommendation system enabled by artificial intelligence technology (e.g., Ray-
Ban matches glasses shape to user’s face shape) or as an add-on outside of the app 
(e.g., Nordstrom proposes to book a virtual call with a stylist). 

Second, our study proposes that boundary conditions (e.g., different touchpoints 
such as offline and online or differences in the type of products that AR displays) 
should be researched to provide guidelines to firms and marketers on the contextual 
elements that explains that each AR presence dimension does not always lead to
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increased marketing-relevant outcomes. For instance, high self-presence in public 
might not be beneficial. People dislike seeing personalized advertisement in public 
[12]. In addition, people prefer to explore styles by watching influencers they can 
identify with rather than with AR technology [7]. Therefore, identification is appre-
ciated as long as people are not identifiable thus, physical similarity creates privacy 
issues in this context. This exemplifies that the highest presence dimension is not 
always beneficial and depends on the context. 

Third, we find that presence dimensions (spatial, self, and social) are highly inter-
related [20] thus, studying one presence dimension at the time would still capture 
other dimensions. For instance, a highly realistic embodied experience with a product 
enhances spatial presence in AR [13], however, a highly embodied experience is often 
part of the conceptualization of self-presence [1]. Studying three dimensions help 
attribute the outcomes of presence to its specific enabler and provide more consistent 
ground for recommendations to marketers. We also encourage authors to be more 
consistent in the conceptualization of presence dimensions. 

44.7 Conclusion 

This study is a short version of our review on presence dimensions and a call to 
research presence in AR in a holistic manner that considers the impacts of spatial pres-
ence, self-presence, and social presence. Moreover, we show that presence dimen-
sions trigger different mechanisms that lead to positive consumer behavior. There-
fore, understanding the effect of each presence dimension can inform marketers and 
app developers on the elements of the experience to implement in priority to reach the 
firm’s strategic goals. Finally, contextual differences, such as whether the technology 
is used in store or online and what type of products is displayed in the AR-VTO, may 
explain differences in the outcomes of presence and should be investigated further. 

This study has several limitations that are avenue for future research. First, pres-
ence is a psychological state thus, it depends more on users’ perception rather than on 
specific technological features. For instance, immersion is a strong predictor of social 
presence, however, increasing immersion does not always lead to higher social pres-
ence [20]. Therefore, technological features do not linearly translate into presence 
and in turn, our recommendations are not based on specific technological features. 
Second, based on our definition of AR social presence, we study strictly the computer 
as social actor (CASA) definition in which consumers perceive a sense of human 
touch in the virtual experience [8]. We do not discuss social presence defined as the 
presence of another embodied or disembodied real (vs. imagined) social actor and co-
presence as the sense of “being together” in the virtual environment [19]. However, 
we can foresee that development in AR and VR technology, as well as the multi-
verse will make this dimension of presence highly relevant and timely. Thus, future 
research should improve our multidimensional perspective with new dimensions.
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Chapter 45 
Online Purchasing Behavior 
of Portuguese Consumers of Garment 
and Beauty Products During 
the COVID-19 Pandemic 

Maria I. B. Ribeiro , Isabel M. Lopes , José A. M. Victor,  
and António J. G. Fernandes 

Abstract This research aimed to understand the digital behavior of Portuguese 
consumers of garment and/or beauty products purchases during the COVID-19 
pandemic; to verify if gender is a differentiator factor of the intention of repeating 
the purchase at the same store/brand and its frequency; and to correlate the inten-
tion of repeating the online purchase with age, education level, time of Internet 
use and frequency of online purchase. For this, a cross-sectional research based 
on a non-probabilistic snow ball type sample of 1521 consumers was carried out. 
Most consumers were female students with secondary education from the North 
of Portugal. They have been using the Internet for more than 5 years, and in the 
last 6 months, have shopped online garment and/or beauty products for 2–5 times. 
Among those who shopped online in the last 6 months, the most searched store was 
Zara. The main reason given by consumers for choosing the online purchase was 
comfort. The most used device to make the purchase was the mobile phone and 
the most payment methods used were the ATM and credit card. It was found that 
the intention of repeating the online purchase at the same store/brand was statically 
higher for women than for men. Also, women were the ones who most often made 
online purchases of this type of products. Furthermore, age was negatively corre-
lated with the intention of repeating the online purchase at the same store/brand. On
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the contrary, the education level and the number of years of Internet use were not 
correlated with the same variable. 

45.1 Introduction 

The persistent increase in the use of the Internet and information and communication 
technologies and their advancement in the last two decades has allowed people to 
have greater space–time flexibility, contributing to the growth of online shopping [1, 
2], an increasingly common phenomenon these days [2]. The COVID-19 pandemic 
outbreak has altered consumer attitudes, behaviors and purchasing habits worldwide, 
causing online shopping to increase substantially [2–7]. On the one hand, this increase 
resulted from preventive health behavior adopted by consumers to limit the risk of 
infection by avoiding crowds in stores [8], and on the other hand, from measures 
to combat the pandemic enacted by governments around the world which resulted 
in numerous restrictions on citizens’ daily routines, including social distancing [5]. 
Since March 2020, society around the world has been forced to change its routine, 
namely in terms of mobility, shopping and work [9]. In this context, during the 
pandemic, online purchases, in all product groups, increased, with products that 
previously had greater demand online being those that recorded the highest growth 
rates [5]. Although most online shoppers prefer to buy garment products, skin care 
products and cosmetics [10], during the pandemic, in addition to garment, food 
and hygiene, there was a great demand for equipment, electronic and technological 
devices, books and among others [2]. If before the pandemic, regardless of the advan-
tages associated with online shopping, traditional shopping was, for many consumers, 
the preference [2] during the pandemic everything changed. Consumers have literally 
changed their shopping channel from offline to online [11]. Consumers who shopped 
offline and online before the pandemic began to shop completely online; consumers 
who had never shopped online before COVID-19 began doing so [12, 13]. Many 
people, who had never or rarely shopped online before COVID-19, shopped online 
for the first time and/or more frequently [6]. Therefore, the increase in online shop-
ping was positively influenced by fear of illness, security concerns and the adoption 
of full-time teleworking [6, 14]. However, and as a result of the lay-off adopted by 
several companies and the increase in the unemployment rate, online shopping was 
negatively affected by the decrease or loss of household income [6]. The changes 
in the markets that occurred in 2020, as a consequence of the COVID-19 outbreak, 
were drastic and unprecedented, for companies, but especially for consumers [15]. 
A study developed in Hanoi, Vietnam, aimed to explore the factors associated with 
more frequent online shopping for five types of products, namely food, health prod-
ucts, garment, electronic devices and books [6]. The results showed that around 
80% of consumers shopped online more often than before the COVID-19 outbreak. 
Compared with men, women were more likely to buy online more often certain 
product categories, and as a consequence, spend more time shopping online from 
home, which, in the authors’ opinion, highlights not only the burden on women, in
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terms of providing care to family members during the period of social distancing, 
but also the important role of women in confronting and managing the consequences 
of the pandemic [6]. Interestingly, in Portugal, in 2021, the proportion of women in 
telework (22.7%) exceeded the proportion of men (17.5%) [16]. 

Among product types, the frequency of online purchases of food and garment was 
much more common when compared to online purchases of books, health products 
and electronic and technological devices [6]. Similar results were obtained by other 
research [5] in which women choose to purchase clothes, cosmetics, pharmaceuticals 
and household items in their online purchases, while the products most purchased by 
men were books, CDs and DVDs and technological devices. A trend that was already 
present before COVID-19 and continued during the pandemic outbreak, although 
online purchases of these products have registered substantial growth, fundamentally 
as a result of social distancing and the fear of infection. Other researchers conclude 
that gender decreased income and pleasure in shopping are statistically significant 
predictors of a higher frequency of online purchases of certain products, among 
which, garment and beauty products (cosmetics) [6]. 

A large number of studies prior to the COVID-19 pandemic consistently report that 
people with higher educational levels are more likely to engage in online shopping 
[6]. In addition, variables related to Internet use, including the number of years of 
Internet use, are predictors of online shopping behavior [6]. 

In Portugal, in 2021, 40.4% of people aged between16 and 74 years old placed 
orders online [16]. The proportion of Internet users who placed online orders were 
significantly higher in women, in the 25–34 age group and in the case of users who 
had higher education or were students and in families with higher income. In 2020, 
the proportion of users for products or services ordered shows a similar pattern, 
maintaining the predominance of garment, footwear and fashion accessories (69.0% 
in 2021 and 60.4% in 2020), take-away or home delivery meals (46.0% in 2021 and 
38.2% in 2020) and movies, series or sports programs (34.9% in 2021 and 34.3% in 
2020) [16]. In Portugal, the growth rate of online shopping, in the period during the 
COVID-19 pandemic compared to the period before the pandemic, was 1125%. The 
results reveal that the COVID-19 pandemic had a significant impact on the growth 
of online shopping in Portugal [17]. 

Globally, consumers appreciate the experiences they have with the store/brand 
and, above all, in a digital environment, they highly value the aspect of trust with 
the virtual seller, which can translate into satisfaction and continued purchase in the 
future [18]. In this sense, creating close ties between the consumer and the store/brand 
is extremely important for any business. Associated with this close relationship, there 
is the concept of the intention of repeating the purchase, which is based on the idea 
that the consumer will buy a product/service from the same store/brand again, taking 
into account their current situation and circumstances [19]. Some researchers define 
the intention of repeating the purchase as the decision, on the part of the consumer, 
to relate in the future with an activity performed by the service/product provider and 
the way in which this activity will elapse [20]. Although, there are many marketing 
activities aimed at attracting new customers, it is extremely important that companies 
focus on activities that lead to repeat the purchase by current customers [21].
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In view of the above, the objectives of this research are: to describe the consumers’ 
digital behavior in the context of COVID-19 pandemic outbreak; to verify whether 
gender is a differentiator factor of the intention of repeating the online purchase of 
garment and/or beauty products and the frequency of online purchases of this type 
of products; and to analyze whether the intention of repeating the online purchase 
is associated with age, education level, time of Internet use and frequency of online 
purchases of garment and/or beauty products. 

This article is organized into four sections. In the Sect. 45.1, the literature review 
is organized, the objective is presented, and the structure of the article is presented. 
Section 45.2 describes the methodology used. Section 45.3 presents the results and 
discusses it. Finally, the Sect. 45.4 presents the main conclusions, suggests guidelines 
for future research and points out the limitations of the research. 

45.2 Methods 

To achieve the objectives of the research, a quantitative and cross-sectional study 
was developed based on a non-probabilistic sample of snow ball type constituted by 
1521 consumers. In this context, the following hypotheses were formulated: 

1. H1: The intention of repeating the purchase is the same for female and male 
consumers. 

Ha1: The intention of repeating the purchase is higher in the female gender. 
2. H2: The frequency of online purchases of garment and beauty products is gender-

independent. 
Ha2: Women buy garment and/or beauty products more often than men. 

3. H3: Age is independent of repeating the online purchase of garment and beauty 
products. 

Ha3: The manifestation of the intention of repeating the online purchase is 
greater in younger consumers. 

4. H4: The intention of repeating the online purchase and the education level is 
independent. 

Ha4: The intention of repeating the online purchase is stronger in consumers 
who have a higher education level. 

5. H5: The intention of repeating the online purchase and the time of Internet use 
(years) is independent. 

Ha5: The intention of repeating the online purchase is higher in consumers 
who have been using the Internet for a longer time (years). 

6. H6: The intention of repeating the online purchase does not depend on the 
frequency of online purchases. 

Ha6: The probability of repeating the online purchase is greater the more 
frequent the online purchases are. 

In this study, consumers were asked about their digital behavior when shop-
ping for garment and/or beauty products in the last 6 months, in the midst of the
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COVID-19 pandemic outbreak. To this end, a questionnaire with two sections was 
adapted [22]. The first section included questions that allowed the sociodemographic 
characterization of the respondent, namely nationality, district of residence, age, 
gender, professional situation and education level. Nationality was a screening ques-
tion, that is, if participants answered a nationality other than Portuguese, they could 
not continue to answer the questionnaire. On the other hand, only consumers with 
18 years old or older were considered. The second part included questions about the 
respondent’s digital behavior, namely, how long they have been using the Internet 
(years), whether they have made online purchases of garment and/or beauty products 
in the last 6 months, reasons that justify not having made online purchases during 
the COVID-19 pandemic, reasons that justify the online purchase, the frequency 
of online purchases of garment and/or beauty products in the last 6 months, the 
store/brand where they bought the last garment and/or beauty product online, the 
device used to make the last online purchase of garment and/or beauty products, the 
payment method used in the last online purchase of garment and/or beauty products 
and the intention of repeating the online purchase at the same store/brand. The items 
used to construct the variable “intention of repeating the online purchase at the same 
store/brand” were adapted [19]. In fact, instead a 7-point Likert scale [19], these 
items were measured using a 5-point Likert scale ranging from 1 (strongly disagree) 
to 5 (strongly agree). 

The questionnaire was posted on social media and sent by email to avoid personal 
contacts during the COVID-19 pandemic. Data collection was carried out from 
November 2021 to January 2022. 

During the preparation of this research, all the ethical requirements in force, set 
out in the General Data Protection Regulation in Law No. 58/2019, were complied 
with. That is, respondents, when approached, were informed about the objectives and 
scope of the work. They were also assured that their participation in this study would 
be voluntary and confidential and that the data would be treated in aggregate way, 
thus ensuring anonymity. In addition, respondents had at their disposal a consent 
form in which they declared that they understood the objectives and all associated 
and necessary procedures for the development of this study, giving their consent for 
the processing of their data, in the defined manner. 

To edit and process the data, the IBM SPSS Statistics software version 28.0 was 
used. The results will be presented in tables or graphs since the study is a quantitative 
one. Regarding the statistical treatment of the data, absolute (n) and relative (%) 
frequencies were calculated for nominal and ordinal variables [23, 24]. For the ordinal 
and quantitative variables, measures of central tendency were calculated, namely 
mean, median, mode and also, measures of dispersion, such as standard deviation 
(SD), maximum and minimum [23, 24]. The t-Student test was used to compare two 
independent samples [23, 24]. This test allows testing the null hypothesis that the 
means are equal (H0: µmale = µfemale) against the alternative hypothesis that the means 
are different (H1: µmale /= µfemale), where µ is the mean. The r-Pearson correlation 
test was used to study the correlation between two variables [24]. This test provides 
a correlation coefficient (r), corresponding to the level of intensity of the correlation 
between the variables that varies between −1 and 1. If r = −1, it is a perfect inverse



654 M. I. B. Ribeiro et al.

or negative correlation. If r = 1, it is a perfect direct or positive correlation. The 
closer the r value is to 1 or -1, the stronger the correlation is. Finally, if the coefficient 
is closer to 0, the weaker is the correlation between the variables. The r-Pearson 
test allows testing the null hypothesis H0: The variables are not correlated against 
the alternative hypothesis H1: The variables are correlated. Finally, to analyze the 
internal consistency of the items that make up the variable “intention of repeating 
the online purchase of garment and/or beauty products at the same store/brand”, 
the Cronbach Alpha (α) was used. The value must be positive, ranging from 0 to 
1. Values greater than 0.9 mean that the consistency is very good; between 0.8 and 
0.9 mean it is good; between 0.7 and 0.8 correspond to reasonable; between 0.6 and 
0.7 to weak; and values below 0.6 are not admissible [25]. The significance level 
used was 5%. For a given significance level, the general decision rule is to reject 
the null hypothesis (H0), if probability of significance or p-value (p) ≤ significance 
level. The smallest value of the significance level from which H0 is rejected is called 
probability of significance (p). So, if this probability is low because H0 cannot be 
true, and therefore must be rejected [23]. 

45.3 Results and Discussion 

The majority of respondents were female (63.3%), which have completed the 
secondary education or equivalent (60.9%), were students (58.1%) and live in the 
North of Portugal (55.0%), namely in the Bragança (36.7%) and Porto (18.3%) 
districts (Table 45.1).

Respondents were aged between 18 and 89 years old. The average age recorded 
was 25.9 years old (SD = 11.4). The median and mode were 20 and 18 years, 
respectively. 

As given in Table 45.2, only 17.2% of consumers did not make any purchases 
online in the last 6 months. In fact, the majority used the Internet between 5 and 
15 years and 52.0% purchased garment and/or beauty products, in the last 6 months, 
2–5 times.

Of the 262 respondents who did not make any online purchase in the last 6 months, 
the main reason given was “there was no need to buy any garment and/or beauty 
products” (69.2%), followed by “I don’t feel safe about buying online” and “I like 
to try the product to reduce the risk of uncertainty”, both with values above 10.0% 
of the responses (Fig. 45.1).

Interestingly, although online shopping has increased during the pandemic, it 
seems that confidence in online shopping has not changed, as consumers still feel 
insecure as a result of their past experiences and during the pandemic [2]. In addition, 
many consumers felt and expressed the concern regarding the change in prices during 
the pandemic. In fact, in the opinion of consumers, many companies took advantage 
of it to raise prices in an attempt to minimize the impact of the crisis generated 
by COVID-19 pandemic outbreak. Among those consumers who shopped online in 
the last 6 months (n = 1259), most opted for stores/brands, such as Zara (18.0%),
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Table 45.1 Sociodemographic characterization (n = 1521) 
Variables Groups n % 

Gender Female 963 63.3 

Male 556 36.6 

Not binary 2 0.1 

Education level 1st cycle (4 years) 4 0.3 

2nd cycle (6 years) 16 1.1 

3th cycle (9 years) 61 4.0 

Secondary education or equivalent (12 years) 927 60.9 

Higher education 513 33.7 

Professional situation Employed 556 36.5 

Unemployed 55 3.6 

Retired 16 1.1 

Student 883 58.1 

Worker-student 10 0.7 

Domestic 1 0.1 

Residence district Aveiro 91 6.0 

Braga 110 7.2 

Bragança 558 36.7 

Castelo Branco 32 2.1 

Coimbra 63 4.1 

Faro 52 3.4 

Guarda 14 0.9 

Leiria 38 2.5 

Lisboa 126 8.3 

Porto 278 18.3 

Santarém 58 3.8 

Setúbal 26 1.7 

Vila Real 62 4.1 

Others 13 0.9

Pull and Bear (14.0%), Shein (8.6%), Bershka (7.8%) and Stradivarius (5.5%), as 
shown in Fig. 45.2. These stores are, especially, directed to the youth market. A study 
developed in Portugal also found that Zara was the most searched store/brand in an 
online purchase made by respondents in the last 6 months [22].

The most used device to make the last online purchase was the mobile 
phone/smartphone (55.5%), as shown in Fig. 45.3. Similar results were obtained by 
another research [17]. In fact, regarding the devices used to make online purchases, 
the results were similar before and during the COVID-19 pandemic outbreak. The 
smartphone, the laptop/desktop computer and the tablet were the preferred devices
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Table 45.2 Internet use, purchases and frequency of online purchases 

Variables Groups n % 

Number of years of Internet use (n = 1521) <5 years 33 2.2 

5–10 years 534 35.1 

10–15 years 586 38.5 

15–20 years 289 19.0 

>20 years 79 5.2 

Purchase of garment and/or beauty products in the last 6 months 
(n = 1521) 

Yes 1259 82.8 

No 262 17.2 

Frequency of purchase of garment and/or beauty products in the 
last 6 months (n = 1259) 

1 time 333 26.4 

2–5 times 655 52.0 

6–9 times 4 0.3 

>9 times 267 21.2

16.9% 

4.6% 

7.7% 

12.3% 

3.1% 

3.1% 

69.2% 

1.5% 

I don't feel safe buying online (eg putting 
my personal data online) 

I like to have access to the product as soon 
as the payment is made

 I like to touch the product

 I like to try the product to reduce the risk 
of uncertainty

 I like to collect information from 
employees

 I like to hang out with other buyers 

There was no need to buy any garment 
and/or beauty product 

Difficulty returning a product purchased 
online 

Fig. 45.1 Reasons for not buying garment and/or beauty products in the last 6 months (n = 262)

18.0% 

14.0% 

8.7% 
7.8% 

5.5% 

Zara Pull & Bear Shein Bershka Stradivarius 

Fig. 45.2 Top 5 most searched stores/brands in online shopping in the last 6 months (n = 1259)
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Laptop/Desktop 
computer 

40.0% 

Phone/Smartphone 
55.5% 

Tablet 
2.2% 

Other 
2.2% 

Fig. 45.3 Device used to make the last online purchase (n = 1259) 

that were used by Portuguese consumers to make their purchases online. In the study 
developed by other research in Portugal, the device used to make the last online 
purchase was the laptop/desktop computer [22]. 

As shown in Fig. 45.4, and with values above 20.0%, the main reason for choosing 
the online purchase was comfort, that is, being able to make the purchase from home 
(27.3%), followed by convenience (26.9%), speed and simplicity of the purchase 
process (24.9%) and greater variety of products (24.5%). In other research developed 
in Portugal, the choice of respondents was comfort, convenience and low price [22]. 
The results obtained by another research [10] show that most consumers who shop 
online do so because “they don’t need to leave the house to purchase the products 
they like in a quickly and convenient way”. Furthermore, the variety and discounts 
offered online are very appealing.

Among the methods of payment used, the ATM (40.6%) and credit card (21.5%) 
stood out (Fig. 45.5). However, according to the results of other research [17], 
the COVID-19 pandemic changed the preferences of the Portuguese consumers 
on the method of payment for online purchases. Apparently, before the pandemic, 
Portuguese consumers used the ATM as their main payment method. However, during 
the pandemic, the results were completely different. In fact, MBWay has increased 
exponentially, surpassing the ATM reference that remained in second position as the 
most used payment method for online purchases during the COVID-19 pandemic 
outbreak [17].

The variable “intention of repeating the online purchase at the same store/brand” 
resulted from the aggregation of 3 items, namely (1) “I plan to continue using this 
website to buy products”, (2) “This website is my first choice for online shopping in 
the future” and (3) “It is likely that I will continue to buy products from this website in 
the future”. Table 45.3 gives the mean (X), the standard deviation (SD) of the items, 
as well as the mean (X), the standard deviation (SD) and the Cronbach Alpha (α) of  
the variable “Intention of repeating the online purchase at the same store/brand”. 

As given in Table 45.3, the Cronbach Alpha was 0.893, which means that the 
internal consistency is good. The item that most contributed to the intention of
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26.9% 

24.9% 

24.5% 

27.3% 

2.1% 

11.9% 

6.7% 

11.7% 

14.3% 

12.3% 

16.8% 

2.0% 

8.6% 

3.7% 

2.4% 

1.1% 

0.2% 

1.0% 

0.2% 

Convenience 

Speed and simplicity of the purchase process 

Greater variety of products 

Comfort (buying from home) 

Not being bothered by physical store employees 

Cost savings 

Avoiding social contact (confinement) 

Avoid crowds and queues 

speed of purchase 

Greater product offer 

Reduced price 

I like to hear the opinion of former buyers 

Free shipping 

Being able to buy without any embarrassment 

Ease of returns 

There is no physical store where I live or in 
Portugal 

Greater variety of sizes 

The store only exists online 

Ease of finding the product/brand you wanted 

Fig. 45.4 Reasons for choosing the online purchase (n = 1259)

40.6% 

21.5% 

12.5% 

6.2% 

2.5% 

14.2% 

0.6% 

2.0% 

ATM 

Credit card 

Debit card 

Bank transfer 

MBWay 

Paypal

 Payment on delivery 

Other 

Fig. 45.5 Payment method used in the last online purchase (n = 1259)
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Table 45.3 Mean, standard deviation and Cronbach Alpha of the intention of repeating online 
purchase at the same store/brand 

X SD α 
Items 1. I plan to continue to use this website to purchase products 

2. This website is my first choice for online shopping in the future 
3. It is likely that I will continue to purchase products from this 
website in the future 

3.45 
3.17 
3.48 

1.1 
1.9 
1.3 

Variable Intention of repeating the online purchase at the same store/brand 3.36 1.1 0.893 

repeating the online purchase was “It is likely that I will continue to purchase prod-
ucts from this website in the future” (X = 3.48; SD = 1.3) and the lower score was 
“This website is my first choice for online shopping in the future” (X = 3.17; SD = 
1.9). 

Testing the formulated hypothesis H1, the results show that gender is a differen-
tiator factor of the intention of repeating the online purchase at the same store/brand 
(p = 0.000), with this intention being manifested, above all, by women (Table 45.4). 
In addition, women are also the ones who most frequently shop online garment 
and/or beauty products (p = 0.000). In this sense, the null hypothesis H1 and H2 is 
rejected, concluding that there are statistically significant differences between male 
and female individuals with regard to the intention of repeating the online purchase at 
the same store/brand and the frequency of online purchases of garment and/or beauty 
products made in the last 6 months. These results are consistent with the findings of 
other researchers [26, 27]. According to these researchers, women more often bought 
clothes online before and during the COVID-19 pandemic outbreak than men. 

The results of the tests of hypotheses H3, H4, H5 and H6 are given in Table 45.5. 
As can be seen, age is statistically correlated with the intention of repeating the 
online purchase at the same store/brand. This correlation, although weak, is negative 
(r = −0.102; p = 0.000 < 0.05). That is, the younger the consumers, the greater 
the intention of repeating the online purchase at the same store/brand. In the opinion 
of some researchers [28], the beauty and personal care sector has predominantly 
young and digitally connected customers who recognize the distinct advantages of 
online shopping, namely, competitive prices, convenient delivery, shopping 24 h a 
day, unlimited variety, and most importantly, access to information.

Table 45.4 t-Student test results to compare two independent samples 

Variable Groups X SD p 

Intention of repeating the online purchase at the same 
store/brand 

Female 
Male 

3.5 
3.2 

1.05 
1.20 

0.000* 

Frequency of online purchases of garment and/or beauty 
products in the last 6 months 

Female 
Male 

2.3 
1.9 

1.04 
0.99 

0.000* 

*The means are statistically different at the significance level of 5% 
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Table 45.5 Results of the r-Pearson correlation test 

Variables Statistics (1) (2) (3) (4) (5) 

(1) Intention of repeating the online 
purchase at the same store/brand 

r 1 

p 

(2) Age r −0.102** 1 

p 0.000 

(3) Education level r 0.031 0.173** 1 

p 0.277 0.000 

(4) Number of years of internet use r −0.052 0.443** 0.203** 1 

p 0.066 0.000 0.000 

(5) Frequency of online shopping of 
garment and/or beauty products 

r 0.156** −0.002 0.068* 0.009 1 

p 0.000 0.946 0.016 0.760 

*The variables are statistically correlated at the significance level of 5% 
**The variables are statistically correlated at the significance level of 1% 

According to the literature, the purchasing behavior of young adults is strongly 
oriented toward online stores. The COVID-19 pandemic may have contributed signif-
icantly to this trend, although there are differences between consumers in developing 
and developed countries [9]. According to other researchers [5], since the beginning 
of the COVID-19 pandemic, the products with the highest demand in the pre-COVID-
19 period were those that registered the highest relative growth during the pandemic. 
The main reasons for this are the fact that online shopping is a hybrid between the 
advantages of online commerce (simple and uncomplicated) and the measures related 
to COVID-19. On the other hand, the higher the frequency of online purchases, the 
greater the intention of repeating the online purchase at the same store/brand (r 
= 0.156; p = 0.000 < 0.01). Thus, the null hypotheses H3 and H6 are rejected, 
concluding that purchase intention is correlated with age and frequency of online 
purchases. 

Furthermore, the results showed that the education level (r = 0.031; p = 0.277 
> 0.05), as well as the number of years of Internet use (r = −0.052; p = 0.066 
> 0.05) are not correlated with the intention of repeating the purchase at the same 
store/brand. Therefore, it can be concluded that there are not enough data to reject 
the null hypotheses H4 and H5. As this research was carried out only online, it is 
normal that the answers are mainly from people who already have a great affinity of 
using the Internet. As for the educational level, similar results were found in a study 
developed before the COVID-19 pandemic [29]. However, these results contradict 
the findings of other research [30]. 

According to other researchers, the number of years of Internet use is a predictor 
of online shopping behaviors [31]. However, in the present research, it was found that 
there is no correlation between the number of years of Internet use and the intention 
of repeating the online purchase at the same store/brand.
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45.4 Conclusion 

This research aimed to know the digital behavior of Portuguese consumers in online 
purchases of garment and/or beauty products, during the COVID-19 pandemic 
outbreak and to verify if gender was a differentiator factor of the intention of 
repeating the online purchase and of the frequency of online purchases. In addi-
tion, it was intended to analyze whether the intention of repeating online purchase at 
the same store/brand was associated with age, education level, time of Internet use 
and frequency of online purchases. 

In this context, a quantitative and cross-sectional study was developed that 
involved the collection of primary data, in a non-random sample of 1521 individ-
uals. Respondents were aged between 18 and 89 years old. Most were female, had 
secondary education or equivalent qualifications, were students and resided in the 
North of Portugal. 

Most of the consumers have been using the Internet for more than 5 years and, in 
the last 6 months, they have shopped online garment and/or beauty products between 
2 and 5 times. A small minority of consumers did not make any online purchase and 
the main reason given was that they did not need to purchase such products. 

Among those who shopped online, in the last 6 months, the most searched store 
was Zara. The main reason given by consumers for choosing the online purchase was 
comfort (shopping from home). The most used instrument to make the last online 
purchase was the mobile phone and the payment methods used, by the majority, were 
the ATM and credit card. 

The results also showed that gender is a differentiator factor of the intention 
of repeating the online purchase of garment and/or beauty products at the same 
store/brand. In fact, this intention was higher for women than for men. Women 
were also the ones who most often made online purchases of this type of products. 
Furthermore, it was found that age was negatively correlated with the intention of 
repeating online purchases at the same store/brand and that the education level as 
well as the number of years of Internet use were not correlated with the intention of 
repeating the online purchase at the same store/brand. 

This study is relevant because it was developed during the COVID-19 pandemic 
outbreak, when consumer behavior changed and online shopping increased substan-
tially. In this sense, it is crucial to know the behavior of consumers in order to act 
according to their needs. Therefore, this research can be used by companies that sell 
garment and beauty products online and are interested in increasing their customers’ 
satisfaction in order to promote their proximity and guarantee the repetition of online 
purchase at the same store/brand even in crisis periods. 

In this study, a non-probabilistic sampling was used. Despite being easier to 
operationalize, has as limitation the fact that the results cannot be generalized to 
the entire population with statistical precision. For future research, it is suggested 
to study a specific brand of garment, based on a probabilistic sample, to analyze 
whether, after the COVID-19 pandemic outbreak, the frequency of online purchases 
and the proximity of the consumer to the store/brand are maintained since there are
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studies [9, 14, 17] which show the intention of many consumers to return to pre-
COVID-19 purchase behavior, that is, to go back to using the usual and traditional 
face-to-face purchase. An intention that is manifested to a greater extent by consumers 
in developed economies. 
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Chapter 46 
Systematic Literature Review—Factors 
of Loyalty and Acceptance in Voice 
Commerce 

Matilde Vieira , Victor Santos , and Lara Mendes Bacalhau 

Abstract Voice commerce is a new trend in e-commerce and it is boosted by the 
growing number of equipment connected to the Internet with voice recognition capa-
bility. There is an increasing number of users who use their smartphones to perform 
voice searches when shopping in online stores, especially inside their homes. If 
voice commerce has gained over the last years importance in marketing and in the e-
commerce world, it is necessary to understand what factors are affecting this loyalty 
and acceptance over voice commerce. The purpose of this scoping review was there-
fore to provide a broad synopsis of pertinent studies in a structured and comprehen-
sive way over two years (2021 and 2022). In doing so, the findings from 19 studies 
were analyzed and suggestions were made for future studies. The results not only 
synthesize existing empirical evidence of the factors of acceptance and loyalty, but 
also identify some knowledge gaps in the literature to guide future studies. 

46.1 Introduction 

We live in a new era where there is a rapid growth of technological adaptation. And 
with this transformation, e-commerce uses different digital marketing channels to 
give visibility and target to reach products and services. Marketing as we know it has 
changed and evolved significantly to increasingly digital media and, as proof of this, 
we have the new trend of voice commerce. A recent study [1] found that consumers 
prefer products recommended by virtual assistants when shopping online. That is 
the main reason for this research. Brands must understand the customers’ needs 
and desires, principal the factors of loyalty and acceptance, about voice commerce 
and the help of the different types of virtual assistants. By 2024, it is estimated 
that consumers will use voice assistants on more than 8 billion devices [2]. From
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a marketer’s perspective, voice technology opens a new world of marketing chan-
nels that enable brands to reach customers through a range of voice-enabled digital 
devices, such as smartphones, smart speakers, smart televisions, and cars [3]. 

Brands that have found their voice and use it not just to improve customer expe-
rience, but to build brand awareness too, will have a distinct competitive advantage 
[4]. Businesses have more opportunities to generate meaningful data and informa-
tion from these interactions by working to build predictive models that allow their 
business divisions to develop the insights they need around voice behaviors. 

The more significant inflows of data and information provided by conversational 
technologies create lower-cost automated solutions, like search engine optimization 
(SEO) built on the insights culled from exploring the predictive data generated by 
voice-powered communications platforms. 

Voice search is driven by asking questions, which means benefits for the brands 
that can harness this technology to anticipate and answer customer queries. Imple-
menting voice interfaces allows brands to deliver interactive and personalized expe-
riences while still allowing customers to maintain social distance and choose how 
much they want to connect. 

The global digital transformation of the last couple of years has reinforced 
customers’ connection to smart speakers and assistive voice-powered technologies 
such as Alexa and Siri [5]. 

46.1.1 Voice Commerce 

Voice commerce is a form of digital commerce where purchases are made through 
voice [6]. It exists because of natural language processing (NLP). This is a form of 
artificial intelligence (AI) that focuses on analyzing human language to draw insights, 
create advertisements, help the consumer text (suggesting words), and more. It takes 
many forms, but at its core, the technology helps a machine understand, and even 
communicate with, human speech. The first step in NLP depends on the application 
of the system. Voice-based systems like Alexa or Google Assistant need to translate 
words into text. That is done (usually) using systems that use mathematical models 
to determine what the customer said and translate that into text usable by the NLP 
system that tries to break each word down into its part of speech [7]. To conduct 
commerce via voice, simply initiate an interaction with the voice assistant, whether 
via smartphone, smart electronics, or an appropriate mobile device such as Amazon’s 
Alexa [6]. 

46.1.2 Virtual Assistants 

The beginning of voice commerce started with browsing using voice instead of 
tipping. The first interaction between a machine and humankind started with the
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voice. With the recent advantages in technology interaction through AI, consumers 
have gained new interaction habits with virtual assistants [8]. Virtual assistants are 
advancement of recent technology that is driven by data embedded in Internet of 
Things (IoT) devices or applications, such as browser, voicebot, or Alexa, which can 
communicate with consumers and respond to their queries through voice commands 
[9]. 

Digital voice assistants conduct the implementation of voice commerce, facili-
tating the purchase journey for consumers. They offer convenience value unmatched 
by most technology systems, which allow consumers to perform tasks with minimal 
effort (reading, typing, and holding devices), twenty-four hours, and seven days 
a week. Given the benefits of digital voice assistants in eliminating the need to 
interact with a physical user interface and enabling multitasking during interactions, 
consumers are expected to experience a hassle-free smart shopping experience [10]. 

46.1.3 Loyalty in e-Commerce 

Loyalty to e-commerce through voice improves the consumer experience with a much 
easier and more convenient purchase journey, creates more personalized experiences 
according to consumer preferences and discovers better opportunities for products 
and marks. 

Talking is the most natural form of communication, and it is the fastest form of 
communication than any other type of communication. Voice communication with 
intelligent assistants means that nothing is paused in the consumer’s life, being able 
to carry out several activities at the same time [11]. 

46.2 Methodology 

This study contains a review to map the existing literature in the context of voice 
commerce loyalty, and what are the reasons for this loyalty, in a structured and 
comprehensive way. The literature review used in this study is based on the principles 
and guidelines of the PRISMA-ScR method. Students and schools widely use this 
method to identify any gaps in a topic that has not been sufficiently explored. The 
literary review follows the five phases of Arksey and O’Malley (2005). 

46.2.1 Phase 1: Formulating the Research Question 

The central question that guided this review was: What is the factors that lead to 
loyalty and acceptance in the use of voice commerce and the help of the virtual 
assistants.
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This question led to several sub-questions: 

Sub-question 1: Is voice commerce relevant in online shopping and in new digital 
media? 

Sub-question 2: Consumer loyalty is enhanced by virtual assistants/how important 
are virtual assistants in the consumer journey? 

Sub-question 3: Is voice commerce important to consumers in digital environments? 

Sub-question 4: Do loyalty factors increase the importance of voice commerce? 

Sub-question 5: Is voice commerce the key to brand loyalty? 

46.2.2 Phase 2: Identifying the Relevant Studies 

The key concepts of loyalty and acceptance in voice commerce guided the search 
strategy. The following databases were used to find relevant studies: Web of Science, 
Scopus, and ScienceDirect. These databases were selected because they cover 
management and marketing topics and represent academic journals that would 
consider publishing studies on voice commerce. 

An advanced search mode was firstly used to query these databases with the 
following Boolean search commands: 

Loyalty AND Voice AND Commerce 

Artificial Intelligence AND Voice Commerce 

Customer OR Experience AND “Voice Commerce”. 
For a better result, there were some differences in each database. In Web of 

Science, the queries used were Loyalty AND voice AND commerce; Costumer OR 
experience AND voice commerce and “AI” AND “voice commerce”. In ScienceDi-
rect, the queries used were Loyalty AND voice AND commerce; Artificial intelli-
gence AND voice commerce and “Consumer Experience” AND “Voice Commerce”. 
For the database Scopus, the queries were Loyalty AND voice AND commerce; AI 
AND “voice commerce” and Costumer OR experience AND “voice commerce”. 

46.2.3 Phase 3: Inclusion and Exclusion Criteria 

A methodological protocol guided the study’s inclusion and exclusion criteria. The 
publications had to adhere to the following inclusion criteria to be selected:

• Since Voice Commerce is a new trend were only accepted papers from 2021 and 
2022;

• Research or conceptual study;
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• Published in English;
• Addressed the loyalty in voice commerce;
• Subject areas business, management, and accounting;
• Referred to loyalty or acceptance in voice commerce in the title and/or abstract 

and/or body of the paper. 

In addition, it was also important that the studies had a clear and focused research 
question/hypothesis, appropriate use of methods, and a clear description of results 
to ensure the credibility of the empirical evidence reported. 

Gray literature, such as working papers, theses/dissertations, reports, and white 
papers, was excluded from the study since the focus was on traditional academic 
peer-reviewed research on the topic and more conclusive evidence on the topic was 
required. 

As depicted in Fig. 46.1, out of 465 registers, only 403 were screened because 
of duplicated and ineligible. Only 36 reports were sought for retrieval, because the 
title 367 was excluded. 26 reports were assessed for eligibility with title and abstract, 
only 10 were excluded because the abstract did not answer the main question of this 
research. Each study was independently evaluated by the author, using a dichotomous 
scale to determine the presence or absence of each criterion. Full papers were obtained 
at this stage to make a more detailed assessment and were automatically retrieved 
with EndNote reference management software. The 7 excluded studies failed on one 
or more of the inclusion criteria. The final sample comprised of 19 journal articles.

46.2.4 Phase 4: Extracting and Analyzing the Relevant Data 

The content of the documents in the final sample was extracted systematically in 
accordance with a summary table that covered the authors, year of publication, 
journal, study objectives, methodology, and research approach. The data was then 
grouped according to the sub-questions of this study. It was also necessary to hand 
search the literature to ensure the credibility of the process. 

46.2.5 Phase 5: Compiling, Summarizing, and Reporting 

First comprised of a quantitative process to quantify and categorize the raw data. 
Second, the data was qualitatively interpreted, using a deductive approach to provide 
meaning following the sub-questions of this study. In this regard, it was important 
to map what the author currently knows about the voice commerce and the loyalty 
and acceptance of this new trend and then to report on the insights gained for future 
studies.
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Fig. 46.1 PRISMA flow diagram for the scoping review process to identify relevant studies

46.3 Results 

In this scoping review, 19 primary studies (n = 19) dealt with voice commerce and 
what makes a customer accept and loyal to this new trend. After an initial scholarly 
focus on what voice commerce is and entails, the results show that there has recently 
been a gradual shift to studies that also investigate what makes a customer loyal to 
this new e-commerce. 

For analysis, the studies were grouped under the sub-questions of this study to 
answer the central question of what is known about voice commerce. The results 
are now explained in terms of the key characteristics of the selected studies which 
evidence the causal connection between voice commerce and the factors that make 
a customer loyal. The results can be further explained as follows.
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46.3.1 Key Characteristics of Studies on the Topic 

Table 46.1 depict the characteristics of the range of methodologies and research 
approaches adopted by the studies in the sample. The results show that 19 studies 
adopted a quantitative, qualitative, and conceptual model research approach to deter-
mine the characteristics or factors that make a customer loyal to voice commerce and 
with virtual assistants. Advanced statistical methods were used to evaluate proposed 
models; experiments were conducted with consumers of voice commerce and virtual 
assistants. The quantitative studies also show evidence of rigorous statistical anal-
ysis, which can be attributed to the complexity and the little information that exists 
about the topic.

There are six quantitative studies (2, 5, 7, 15, and 19) that used interviews, ques-
tionnaires, case studies, and focus groups. One of these approaches (17) involved two 
studies where the first was interviews and the second study examines a questionnaire. 
There are three studies (1, 9, and 10) that involve both qualitative and quantitative 
research. 

Five of these studies (3, 4, 8, 13, and 14), involve a conceptual model, which is the 
model of an application that the designers want users to understand. Although there 
is another set of five studies that use conceptual model and quantitative approaches 
(6); proposed model and quantitative approaches (11); systematic review (16); a 
novel with a structural equation modeling (18); and a contextualized theory with a 
quantitative review (12). 

Table 46.1 also depicts the journals where the studies were published. The journals 
that have more studies are the International Journal of Innovation and Technology 
Management (with two papers), Journal of Business Research (with two papers), 
Computers in Human Behavior (with 2 papers), Journal of Retailing and Consumer 
Services (with two papers), and Technological Forecasting and Social Change (with 
three papers). There are more eight journals that each has only one study with the 
characteristics requested for this research. 

The studies in this sample confirm the factors that affect the acceptance and loyalty 
to the usage of voice commerce and the help of its virtual assistants. 

46.4 Discussion 

This scoping review synthesizes the factors that transform a customer’s acceptance 
and loyal to what is known in voice commerce over the past two years. In doing so, 
the study provides more insights into the extent of the current body of knowledge on 
this topic, as depicted in Table 46.1. Although the causal connection between voice 
commerce and several virtual assistants has been acknowledged in earlier literature, 
the studies included in the final sample verified this connection with empirical data, 
using a wide range of methodologies. By strategically focusing on relevant factors for 
customers to become loyal and accept more easily this new trend—voice commerce,
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Table 46.1 General description of the key characteristics and findings of the studies included in 
the review 

Study 
number 

Authors/date Journal name Study objective Methodology 
and research 
approach 

1 Rabassa et al. (2022) [7] Technological 
forecasting and 
social change 

Consumers’ 
perception of 
conversational 
commerce and 
product choice offers 
delivered by voice 
assistants 

Qualitative 
and 
quantitative 
approaches 

2 Aw et al. (2022) [8] Technological 
forecasting and 
social change 

Validating 
human-like attributes 
and contextual 
factors as the  
antecedents to 
continuance usage of 
digital voice 
assistants to shop 

Quantitative 
approaches 

3 Zaharia and Würfel (2021) 
[10] 

Advances in 
intelligent 
systems and 
computing book 
series 

Customers’ 
willingness to use 
smart speakers for 
online shopping 
(voice commerce) 

Conceptual 
model 

4 Balakrishnan and Dwivedi 
(2021) [11] 

Annals of 
operations 
research 

Investigate the role 
of technology 
attitude and AI 
attributes in 
enhancing purchase 
intention through 
digital assistants 

Conceptual 
model 

5 Maroufkhani et al. (2022) 
[12] 

Technological 
forecasting and 
social change 

Identify the 
mechanism through 
which the users of 
voice assistants 
might develop reuse 
intention and loyalty 
toward a specific 
service provider 
brand 

Quantitative 
approaches 

6 Lee et al. (2022) [13] International 
journal of 
human–computer 
interaction 

Key factors that 
influence intention to 
use voice assistants 

Conceptual 
model and 
quantitative 
approaches

(continued)
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Table 46.1 (continued)

Study
number

Authors/date Journal name Study objective Methodology
and research
approach

7 Hu et al. (2022) [14] Computers in 
human behavior 

Examine how the 
power experience in 
human-AI 
interaction impacts 
voice shopping 

Quantitative 
approaches 

8 Klaus and Zaichkowsky 
(2022) [15] 

Journal of 
retailing and 
consumer 
services 

View of consumer 
choice based on AI 
and inherent 
convenience 
addiction to smart 
speakers 

Conceptual 
model 

9 Chung et al. (2022) [16] International 
journal of 
innovation and 
technology 
management 

Describe factors 
influencing user 
acceptance to voice 
commerce 

Qualitative 
and 
quantitative 
approaches 

10 Ramadan (2021) [17] Journal of 
retailing and 
consumer 
services 

Amazon’s captive 
relationship strategy 
on shoppers 

Qualitative 
and 
quantitative 
approaches 

11 Ashrafi and Easmin (2022) 
[18] 

International 
journal of 
innovation and 
technology 
management 

Attitude and trust on 
the behavioral 
intention of adopting 
artificial intelligence 

Proposed 
model and 
quantitative 
approaches 

12 Bawack et al. (2021) [19] International 
journal of 
information 
management 

Explores how 
personality, trust, 
privacy concerns, 
and prior 
experiences affect 
customer experience 
performance 
perceptions and the 
combinations of 
these factors that 
lead to high 
customer experience 
performance 

Contextualized 
theory and 
quantitative 
approaches

(continued)
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Table 46.1 (continued)

Study
number

Authors/date Journal name Study objective Methodology
and research
approach

13 Canziani and MacSween 
(2021) [20] 

Computers in 
human behavior 

Explores how 
voice-activated smart 
home 
devices (SHDs) like 
Amazon Alexa and 
Google Home 
influence consumers’ 
retail information 
seeking and ordering 
behaviors 

Conceptual 
model 

14 Hasan et al. (2021) [21] Journal of 
business research 

Determine the 
influence of 
consumer trust, 
interaction, 
perceived risk, and 
novelty value on 
brand loyalty for AI 
supported devices 

Conceptual 
model 

15 Hsu and Lin (2021) [22] Service 
industries journal 

Factors that increase 
smart speakers usage 
stickiness 

Quantitative 
approaches 

16 Lim et al. (2022) [23] Psychology and 
marketing 

Review the 
performance and 
intellectual structure 
of conversational 
commerce 

Systematic 
review 

17 McLean et al. (2021) [24] Journal of 
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six factors are making the difference in the last two years (2021 and 2022), they 
are: Expected performance; Hedonic Motivation; Perceived Value; Previous expe-
rience with Voice Commerce; Power Experience; Perceived Risk; Social Presence; 
Convenience and Animation. 

46.4.1 Expected Performance 

The performance expectation is related to the fact that virtual assistants are easy to 
use. Many consumers consider the idea of using voice commands in online shopping 
without a completely new visual display. This can be a big initial barrier to use. 
Especially more complex online shopping tasks, such as product comparisons, can 
be a cognitive burden for consumers. When technology is considered easy to use, 
it reduces the effort required to use it, thus having a positive effect on performance 
expectations. Effort expectancy also influences hedonic motivation, because if tech-
nology is seen as complex and challenging, it is likely to generate frustration for the 
user and counteract the enjoyment of its use [12]. 

Intelligence has become an important identity for any AI-powered system [13]. 

46.4.2 Hedonic Motivation 

In a voice commerce context, hedonic motivation is defined as the extent to which 
a consumer perceives their journey as fun, exciting, and enjoyable [12]. Hedonic 
value is one of the most crucial factors in customer perceived value. Hedonic shop-
pers consider sites that not only offer secure transactions, confidentiality, privacy, 
cooperative interactions, and quick access to vast amounts of information, but also 
intrinsic emotional and aesthetic value that enrich the desire to shop online. 

In addition to the hedonic value, there is anthropomorphization in robotics, which 
is the tendency of humans to perceive robots as human when presented with visual, 
auditory, or tactile stimuli. Anthropology satisfies two essential human needs: the 
desire for social bonding and the desire to control and understand the environ-
ment. Studies have supported that anthropomorphic traits can induce high-level 
trust through an emotional connection with the object, which sustains a stronger 
relationship with nonhuman objects [14]. 

46.4.3 Perceived Value 

Literature suggests that users typically believe that machines’ performance is more 
precise and accurate than humans’ and these beliefs include the common stereotypes 
of machines such that they are more accurate, objective, and precise than human
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beings in performing tasks [15]. Perceived value is linked to the performance expec-
tation and costs required to acquire a virtual assistant. The more the perceived value 
is positive, the easier it is to accept the technology and the willingness to make online 
purchases. The experience in the use of devices and virtual assistants can demonstrate 
stronger intentions in the use of voice commerce to buy a product [12]. 

46.4.4 Previous Experience with Voice Commerce 

The more users interact with virtual assistants, the more their perceived intelligence 
can increase as they interact with digital assistants. The intelligence theory of the 
naive suggests that people’s experience in processing information can increase their 
perceived understanding. From this rational view, we propose that users with more 
experience with digital assistants can improve their ability to perceive the intelligence 
of digital assistants [13]. 

46.4.5 Power Experience 

Power is a fundamental concept in social interactions, within the context of relation-
ships with other people. When people feel they can control or influence the actions 
of others, the experience of power occurs. In back-and-forth interactions between 
people and computers, some experience may occur that originally pertains to inter-
personal interaction, such as the experience of power. The experience of power is not 
only pervasive during social interactions between humans but, can also be perceived 
in voice interactions between users and AI assistants. When consumers experience 
power over AI assistants, they may feel that their AI assistants are under their control, 
which is unlikely. For example, users cannot control which products or brands AI 
assistants recommend [16]. 

46.4.6 Perceived Risk 

Perceived privacy risk can be defined as the fear of inappropriate use of consumer data 
and violation of their privacy by online companies. Perceived risk is a major obstacle 
for voice shopping because, in this context, the tasks of searching for information 
and evaluating product alternatives are delegated to AI assistants [17]. In this sense, 
AI is likely to recommend a product or service that benefits companies but harms 
users’ interests. In addition, the perceived risk may also involve the security of voice 
printing payment and the leakage of consumer privacy in voice purchases [16].
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Consumers are more concerned about the privacy issues of virtual assistants when 
they interact with lesser known brands and experience less value delivered to them 
due to the constant threat of loss of information and privacy [14]. 

46.4.7 Social Presence 

Social presence can be described as the ability of virtual assistants to expressively 
portray themselves, socially and emotionally, as human beings in facilitated commu-
nications. This social presence is vital in defining the concept of messaging and 
will, therefore, impact social interactions between consumers. Social responses are 
enriched in the interaction involving digital devices that embrace human aspects. 
Furthermore, an analysis of Amazon user reviews argued that a voice assistant is 
much more enjoyable when the social aspects of voice assistants appeal to them. 
Therefore, it is correct to assume that the greater the degree of social presence felt 
by the consumer over the voice assistant, especially the voicebot, the richer the 
experience he obtains when using these devices [14]. 

There is an advanced level of social presence compared to traditional online shop-
ping websites, making it reasonable to conclude that they will affect the behavioral 
intention and resistance to using voice commerce [18]. 

46.4.8 Convenience 

The consumer using the voice assistant has significantly less information than in the 
store, but it saves not only physical time, but also a cognitive time in the process 
[12]. 

Digital voice assistants carry out the implementation of voice commerce, facili-
tating the purchase journey for consumers. They offer convenience value unmatched 
by most technology systems, which allow consumers to perform tasks with minimal 
effort and within less time [10]. 

The usefulness is indisputable because: (1) consumers may not be able to identify 
all options; (2) even if all choices are accessible, consumers do not have the time 
or ability to consider all choices, evaluating each one in terms of their needs and 
inclinations; and (3) not all decisions are high-involvement for consumers, who 
make many low-involvement decisions without realizing the risk of a bad choice 
[12]. 

Given the benefits of digital voice assistants in eliminating the need to interact with 
a physical user interface and enabling multitasking during interactions, consumers 
are expected to experience a hassle-free smart shopping experience [10].
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46.4.9 Animation 

While the literature on animacy has been derived from a psychology background, its 
application in recent years is predominantly used in information systems research. 
The growth of AI-oriented applications is increasing day by day, and so does the 
involvement of humanistic characteristics and animatic involvement. Digital assis-
tants are one such example, in which the developers use multi-functional AI attributes 
with human embedded features to create a perceived animatic environment. One good 
example is Amazon Alexa, a well-known digital assistant, which creates human-like 
voices and intelligent algorithms to recreate a human–human experience rather than 
a human–machine experience [13]. 

46.5 Example of a Success Story—Alexa (Amazon) 

After reading the articles selected for this study, the loyalty factors on the part of 
consumers are aggregated in a specific example that can be found in the market. 
Amazon’s virtual assistant, Alexa, manages to gather several loyalty factors, being 
an excellent success story. Alexa strives to differentiate itself through a set of func-
tional, relational, emotional, and experiential benefits that it promises to deliver to 
the consumer. These self-service technologies allow customers to use services inde-
pendently, without the assistance of employees. While the proliferation of virtual 
assistants has mostly focused on home use, Amazon recently launched a set of 
Alexa-enabled mobile devices that should be instantly accessible and used anywhere. 
Amazon offers a seamless omnichannel experience (offline and online usage). 

Customer experience is becoming personalized at the persona level using service 
preferences, location data, content consumed, purchase history, and communica-
tion preferences. The relationship between Alexa and its users is largely based on 
emotional interactions that are characterized by a need for connection. This enhanced 
social experience is triggered by the personification of the virtual assistant and the 
unique perceived personality, which amplifies the overall impact of the Amazon 
experience on the consumer journey. 

Amazon is now able to track the entire consumer journey through the ecosystem 
of virtual assistants they have built since 2014 [19]. 

46.6 Conclusion 

The purpose of this scoping review was to summarize empirical evidence of the 
factors that consumers take into count to accept and became loyal to voice commerce 
and virtual assistants in all its forms, and to identify some knowledge gaps for future
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studies on the topic. The study thus provides more insights into the extent of verified 
knowledge and which areas to still pay attention to. 

This study also has some practical implications. Greater awareness of more 
conclusive evidence of the main factors affecting this new e-commerce trend. In 
this regard, the results provide more insights into what voice commerce consumers 
expect from brands with which they interact on digital platforms; and how brands 
can benefit when these consumer expectations are met. Customers’ perception of 
a brand as attractive, motivated by meeting self-definition needs, contributes both 
to brand loyalty and serves as a willingness to discard any unpleasant information 
acquired about the brand. Individuals tend to find a brand attractive if it offers them the 
opportunity to satisfy one of three essential needs: self-continuity, self-distinction, 
or self-improvement. 

This scoping review had some limitations. It is acknowledged that the inclusion 
of gray literature and other databases could have contributed to a larger sample. The 
main limitation was the few studies that could be included and analyzed and the few 
that talk more specifically about the voicebot and browser assistants, the new studies 
are more focused on the IoT virtual assistants like Alexa. 

The study also allowed the identification of knowledge gaps that can guide 
the future research agenda in this area. This study, therefore, has several research 
implications for further studies. 

While studies on the acceptance of virtual assistants and voice commerce seem 
to mount, some knowledge gaps in this area remain. For example, further research is 
needed into voice branding, being necessary to consider how the brand will speak, 
with what sound and signature and how are the additional contact; positioning and 
differentiation, and how to know how to position and differentiate the brand through 
the use of voice and related services to complement brand products; communi-
cation, as it is a new, highly customizable channel, and communication must be 
done according to the right context and the new content; interaction with customers, 
brands must know how to integrate all existing services and digital voice assistant 
creators must promote trustworthiness, responsibly address privacy issues, and create 
a trusting climate for their customers to interact and remain loyal to their companies. 

Voice commerce remains a vibrant new field with increased scholarly interest. This 
scoping study, therefore, provides some clarification of the key role of virtual assis-
tants and voice branding when it comes to online consumer behavior. However, there 
is a need for further studies to advance content marketing’s effect in the literature. 
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Chapter 47 
Analyzing Driving Factors 
of User-Generated Content on YouTube 
and Its Influence on Consumers 
Perceived Value 
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and Paulo Botelho Pires 

Abstract Companies are increasingly focusing on audiovisual content as part of 
their strategy, and YouTube being a massive video hosting platform that makes 
content sharing possible has been the most successful platform for reaching their 
consumers products and services. Researches have proven that user-generated 
content impacts brand engagement, loyalty and firm revenue. Therefore, it is neces-
sary to determine what factors stimulate the creation of consumers perceived value 
from user-generated content, on social media. We analyze the driving factors of 
user-generated content on YouTube and its influence on consumers perceived value. 
The sample data consists of 282 YouTube users’ responses collected through an elec-
tronic survey. This research contributes toward the digital content marketing literature 
by complementing existing research exploring consumer behavior on social media, 
assessing the driving factors of user-generated content and its impacts on customer 
perceived value. The study findings provide academic contributions and several chal-
lenges for firm and user-generated content, on actions they can tackle. Finally, based 
on the study limitations, we discuss future research in generated content in social 
media, providing insights for future research directions.
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47.1 Introduction 

Currently, many people depend on social media for their social lives. Social media are 
needed for people to interact with each other and for firms to promote their products. 
Thus, generated content in social media has become an important part of marketing. 

According to Digital, in 2020, the Internet has reached 60% of the world’s popu-
lation, and social media has reached 50% [1]. The number of online video (including 
short videos) reached millions of Internet users worldwide. People spend on average 
two and a half hours a day on social media and are willing to receive and publish 
content through social media. During the COVID-19 pandemic government lock-
downs, consumers were (and some still) confined to their homes, prompting them 
to spend more time on platforms such as Twitch, YouTube, which caused ratings to 
spike across platforms. 

According to Miller [2], YouTube is a video sharing platform, public and free, 
with social networking features where countless virtual communities have the power 
to transmit and share knowledge in the widest areas of interest. YouTube is charac-
terized as a content community, that is, a website that allows users to organize and 
share specific types of content with other users. YouTube is also considered a user-
generated media (UGM), as it allows the possibility to publish and create content, 
and in addition permits to comment and share, on other platforms, material essen-
tially created by its users and members (e.g., videos, music, text, photography, etc.) 
[3]. 

Scholars have confirmed that generated content on social media has a significant 
impact on consumer loyalty, engagement, purchase intent, and other consumer behav-
iors. This impact will change the business paradigms of industries and companies [4]. 
Therefore, companies are increasingly valuing social-media-generated content, and 
it is even more common in the experience goods industry (e.g., tourism, literature, 
films and music). 

While, firm-generated content (FGC)—for instance, firm-created videos, 
comments, tweets—is produced under professional supervision and authority, user-
generated content (UGC)—e.g., user-created videos, comments, original tweets—is 
freer because it focuses on user perspectives and is created by users rather than 
marketing professionals [5, 6]. 

To date, most studies have focused on how FGC and UGC affect other research 
subjects. For example, Nagoya et al. [7] argue that FGC and UGC positively impact 
“values”. Radovic et al. [8] found that content on social media (whether FGC or UGC) 
significantly impacts teenagers’ attitudes and value systems. Qi and Tan [9] suggested 
that the frequency of FGC-UGC interactions is a crucial factor in minimizing negative 
UGC communication; Irelli and Chaerudin [10] confirmed that consumers’ percep-
tions of FGC and UGC have a positive impact on purchase intention. Ma and Gu 
[11] show that some attributes of firm-generated video have a significant impact on 
user-generated video, from e-Sports platform on China. 

However, there are some issues in the UGC research field that scholars have 
addressed less. (i) Most researchers have studied UGC and FGC in the form of
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images or text but have rarely addressing UGC perceptual dimensions and their 
related attributes. (ii) There are already sufficient papers focusing on social media 
platforms such as Twitter, Facebook and YouTube, studying online videos including 
the following features: like, share, reply and view. These attributes represent users’ 
perceptions of videos. But relatively few studies examine UGC reliability, usefulness 
on YouTube social media platform. (iii) Few studies have explored the impact of UGC 
dimensions on consumer value creation perception. In order to fill these gaps, our 
work identifies the relevant UGC measures dimensions and explores their impact on 
users perceived value creation. 

This study provides some academic and managerial contributions. First, make 
available a set of validated metrics that can be used to develop an Index to rating 
reliable, useful and valuable UGC, on social media platforms. The phenomena of 
“fake news” is a growing problem on the Internet, increasing biased information 
exponentially, as the network expands. Therefore, an index that can provide accurate 
ratings of UGC and should be useful for social media users. Second, for managers, this 
study provides interesting insights into the use of the best ratings of user-generated 
content to increase the production of firm-generated content. 

The remainder of this paper is organized as follows. In the next section, we 
present earlier papers dealing with user-generated content in social media platforms. 
Sections methodology, results and discussion describe the main research questions 
and the proposed hypothesis, the methodology conducted to collect data which are 
further evaluated, present the findings and analyze the results obtained. Finally, based 
on the main findings of the study, a conclusion and global remarks are presented, 
highlighting practical implications for online managers and study limitations and 
suggestions for future research directions are presented. 

47.2 Existing Studies of UGC and Background 

Extant research focus on content marketing on social media aiming to understand how 
to use content marketing to influence consumers. Content marketing includes two hot 
topics: FGC and UGC, which have been studied by scholars. User-generated content 
(UGC) refers to all types of communication generated by and between consumers on 
social media [12]. While, firm-generated content (FGC) is referred as social media 
communication generated on the firm’s side [13]. 

Many scholars are interested in studying the topic of UGC influencing user 
behavior, and some scholars have studied it from a marketing perspective. Previous 
research has demonstrated the multiple beneficial marketing effects of UGC and 
its ability to influence brand image [14]. UGC can influence users’ brand engage-
ment [15, 16] and the effect is continuous [17] but subjected to professionalism 
[18]. The impact of UGC on users can also have an impact on other user behav-
iors. An increase in user engagement can stimulate user-generated content creation 
intentions [19, 20]. Additionally, UGC can directly influence users’ purchase inten-
tions [21–23]. UGC not only affects users’ behavior, but also their psychology. UGC
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also affects consumer satisfaction after the purchase is completed. Consumer satis-
faction refers to the degree of consumers’ psychological feelings and expectations 
regarding a particular product or service [24, 25]. For example, UGC influences 
consumers’ expectations, which indirectly affects consumer satisfaction [26] and 
contains information that helps companies understand user satisfaction [27]. Satis-
faction also mediated the relationship between UGC and brand value [28]. Given 
all the benefits mentioned above, it is logical that companies want to promote their 
brand image by choosing UGC [29, 30]. 

With the potential marketing benefits of UGC, many researchers have taken an 
interest in determining the motivations and driving factors of UGC. For instance, 
Hennig-Thurau et al. [31] found that the main reasons for eWOM are users’ 
need for social interaction, desire for economic benefits, concern for others and 
willingness for self-improvement; Bazi et al. [32] advocate that the motivations 
of customers’ engagement on social media are grouped into several dimensions: 
perceived content relevancy, brand-customer relationship, hedonic, aesthetic, socio-
psychological, brand equity and technology factors; Nikolinakou and Phua [33] indi-
cate that conservation, self-enhancement, openness to change and self-transcendence 
are significant drivers of brand-related UGC. Antón et al. [34] showed that the inten-
tion to create UGC depends on on-site experience and satisfaction. Wang and Li 
[35] confirmed the impact of trust on UGC production using the self-determination 
theory. Based on the findings of Verma et al. [36] in Facebook brand communities, 
they show that FGV can provide value to users in four areas: engagement, perceived 
usefulness, popularity and brand identity. 

Although scholars have exhaustively studied psychological motivations to stimu-
late UGC, little research has been conducted on the topic of specific attributes of UGC 
influencing consumer’s value perceptions and behaviors toward user-generated-
content. For instance, Mir and Rehman [37] found that reliable UGC depending 
on unbiased, honest, truthful, dependable and useful UGC, related to good, valu-
able relevant and convenient source of product information is important factors 
affecting consumer attitudes and intentions toward user-generated product content on 
YouTube. Kim et al. [38] advocate that user perception of the quality, value and utility 
of user-generated content is dependent on interesting, enjoyable, having acceptable 
standard of quality and feeling good when using the UGC. 

47.3 Methodology 

47.3.1 Research Questions and Conceptual Model 

The two research questions of this research are: 

RQ1: What are the relevant dimensions of UGC perceived by YouTube consumers?
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Reputation 
H1:+ 

H2:+ 

H3:+ 

H4:+ 

Reliability 

Entertaining 

Usefulness 

Perceived Value 

Fig. 47.1 Conceptual model 

RQ2: Can the UGC dimensions be used to predict the consumer’s perceived value 
from the YouTube use-experience? 

According to the objective of the study, a model (Fig. 47.1) was developed to 
explain the relationship between the dimensions of user-generated content (UGC) 
and consumers’ perceived value, from the YouTube use-experience. 

Four research hypotheses are presented, one for each dimensions of the UGC 
construct supported in the literature: 

H1: Reliability (RE) of UGC is positively related to the perceived value (PV). 

H2: Reputation (RP) of UGC is positively related to the perceived value (PV). 

H3: Entertaining (EN) of UGC is positively related to the perceived value (PV). 

H4: Usefulness (US) of UGC is positively related to the perceived value (PV). 

47.3.2 Questionnaire Structure 

As a research tool, a questionnaire was created that enabled the collection of 
data from our sample, allowing us, later through statistical treatment, to test the 
research hypotheses and thus understand whether the dimensions of UGC have a 
positive impact on consumer perceived value. At the beginning of the question-
naire, individuals were informed about the research goal. They were asked about the 
product/service category mostly used on YouTube and invited to answer the questions 
accordingly. The questions were grouped into four groups: 

• A screening question to identify who are the YouTube users/consumers; 
• Questions about to the use-experience of YouTube (e.g., product/service cate-

gories; frequency of use); 
• Questions, in a 5-point Likert scale (totally agree/disagree), to assess the UGC item 

dimensions and consumer perceived value, from the YouTube use-experience, 
respectively, adapted from the literature scale measures (described in Table 47.3).
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• Sociodemographic characterization (e.g., age, gender, education level, average 
net monthly income and professional status) of the respondent. 

47.3.3 Data Collection 

After conducting a pre-test with faculty staff and master’s students, the data were 
collected through surveys provided via the web through a Google Form, and dissemi-
nated through email (personal) using different social networks (e.g., Facebook, What-
sApp and LinkedIn). This was a convenience sampling procedure, which cannot 
offer the guarantee of a sample representative of the entire population, and one must 
proceed with caution when generalizing the results [39]. A total of 307 responses 
were collected. After excluding 25 responses from people who have never used the 
YouTube, only 282 remaining responses were taken into account for further data 
analysis. Of the 282 respondents, 55.7% of participants spend less than one hour/day 
on YouTube, 22% spend until 2 h/day, 9.9% do it at least 3 h/day, 6.4% until 4 h/day 
and 6.0% spend more than 4 h/day. 

The data were analyzed using the software SPSS [40]. A factorial analysis was 
conducted to identify the relevant measures dimensions of UGC on YouTube from 
the perspective of consumer perceived value. A multiple linear regression model 
was used to study the relationship between the various dimensions of UGC and the 
consumer perceived value. 

47.3.4 Sample Characteristics 

The age of the respondents varies between 15 and 65 years (mostly aged between 
26 and35 years, 39.75%). The majority of respondents are female (53.9%), and 
46.1% are male. Regarding the level of education, 24.5% of the respondents were 
postgraduate and had a master’s/MBA/other higher graduate level. The remaining 
respondents have a Bachelor’s degree level (28.0%) and 30.5% have a high-school 
education level. Regarding their professional situation, 81.2% are employed, 7.1% 
are working students, 6.4% are students and 4.3% are unemployed. With regard to 
the average net monthly income, 59.6% of respondents reported between e500 and 
e1500, 17.0% do not know or prefer not to answer, 12.4% earn between 1501e and 
2500e, 7,4% earn between 0e and 500e and 3.6% earns an average net monthly 
income between 2501e and 3000e or more. Table 47.1 illustrates those demographic 
characteristics.

The category of products and services mostly searched on YouTube (Table 47.2) 
is music (62.4%), followed by learning (6.7%), sports (5.7%), beauty and fashion 
and movies (with 4.6% each), stand-up comedy (3.9%), science and technology 
(2.5%), cars and vehicles (2.1%). The least searched categories (with ≤1% each) are
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Table 47.1 Sample: 
demographic characteristics 
(% of total answers) 

Characteristics Number of respondents % Total  

Gender: 

Male 130 46.1 

Female 152 53.9 

Age: 

[15, 25] 50 17.8 

[26, 35] 112 39.7 

[36, 45] 77 27.3 

[46, 55] 36 12.8 

[56, 65+] 7 2.5 

Education level: 

<High school 43 15.3 

High school 86 30.5 

Bachelor’s degree 79 28.0 

Postgraduate 69 24.5 

Other 5 1.8 

Income (monthly): 

<500e 21 7.4 

[500, 1500] 168 59.6 

[1501, 2500] 35 12.4 

[2501, 3000+] 10 3.6 

NR 48 17.0 

Professional status: 

Student 18 6.4 

Working student 20 7.1 

Worker 229 81.2 

Unemployed 12 4.3 

Retired 3 1.1

videogames, traveling and events, cooking, how´s do and do it yourself, influencers 
and celebrities and pets/animals.

47.4 Results and Discussion 

Following are presented and discussed the results obtained from the empirical study 
in order to answer the two main objectives of this research: (i) What are the relevant 
dimensions of UGC perceived by YouTube users/consumers? and (ii) Can the UGC
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Table 47.2 Sample: 
YouTube use by 
product/services category (% 
of total answers) 

Products/services 
category 

Number of respondents % total  

Music 176 62.4 

Learning 19 6.7 

Sports 16 5.7 

Beauty and fashion 13 4.6 

Movies 13 4.6 

Stand-up comedy 11 3.9 

Science and 
technology 

7 2.5 

Cars 6 2.1 

Videogames 5 1.8 

Traveling and events 5 1.8 

Cooking 4 1.4 

How´s do and do it 
yourself 

3 1.1 

Influencers and 
celebrities 

3 1.1 

Pets and animals 1 0.4

dimensions be used to predict the consumer’s perceived value from the YouTube 
use-experience? 

Results of Factor Analysis presented in Table 47.3, identify the significant 
measures to assess UGC in YouTube, in terms of the users  ́ perceived value. 

We analyze first the individual item reliability, and we verify that the factor load-
ings are all greater than 0.7, satisfying the reliability condition (>0.5). Contributions 
of two items were below the cut off value (0.5), therefore, CH2 and PRO4 were 
excluded from the analysis. To ensure the reliability of the constructs, we examined 
the Cronbach’s alpha (α), and acceptable levels (>0.7) [39, 41, 42] were obtained 
for all variables. As showed in Table 47.3, the reliabilities of constructs (i.e., ranging 
from 0.85 to 0.94) are all above the recommended values. From these results, we 
verify that all constructs satisfy the internal consistency and reliability conditions. 

The results of the multiple linear regression carried out, having as the dependent 
variable the Perceived Value (PV) and as independent variables the extracted factors 
Reliability (RE), Reputation (RP), Entertaining (EN) and Usefulness (US), allowed 
to support only H2, H3 and H4 (Table 47.4, Fig.  47.2). When examining the hypothe-
sized relationships proposed, all received empirical support, except H1, and globally, 
the model result explains a significant amount of variance (69%). Specifically, the 
results presented in Table 47.4 showed that RP has a significant positive effect on 
PV (β = 0.143; p = 0.001), (H2 supported); EN has a significant positive effect on 
PV (β = 0.257; p = 0.000), (H3 supported), and US has a significant positive effect 
on PV (β = 0.498; p = 0.000), (H4 supported). From this results, we verify that
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Table 47.3 Measurement 
scales and reliability analysis 

Construct/items loadings Adapted from 

UGC-reputation (α = 0.944, KMO = 
0.871) 
I believe that this content producer on 
YouTube: 
• Has an excellent public image 
(loading: 0.938) 

• Has an excellent reputation (loading: 
0.935) 

• Is trustworthy (loading: 0.910) 
• Is a celebrity (loading: 0.872) 
• Is a public person (loading: 0.864) 

Kim et al. [38] 

UGC-reliability (α = 0.915, KMO = 
0.868) 
User-generated content on YouTube is: 
• Honest (loading: 0.925) 
• Reliable (loading: 0.920) 
• Truthful (loading: 0.899) 
• Dependable (loading: 0.852) 
• Unbiased (loading: 0.718) 

Mir and Rehman [37] 

UGC-entertaining (α = 0.852, KMO 
= 0.730) 
User-generated content on YouTube is: 
• Enjoyable  (loading: 0.888) 
• Pleasing (loading: 0.884) 
• Exciting (loading: 0.864) 

Kim et al. [38] 

UGC-usefulness (α = 0.915, KMO = 
0.881) 
User-generated content on YouTube: 
Is useful (loading: 0.885) 
• Is a convenient source of product 
information (loading: 0.873) 

• Supplies relevant product information 
(loading: 0.860) 

• Is valuable (loading: 0.826) 
• Is good (loading: 0.792) 
• Makes information immediately 
access (loading: 0.791) 

Mir and Rehman [37] 

(continued)

all the standardized coefficients signs show the expected direction, confirming the 
subjacent value perception of user-generated content theory.

From Table 47.4, we can see that the p-value of Usefulness is 0.000 (<0.001), 
indicating that it is a significant independent variable. If there is a 100% increase 
in usefulness, the perceived value of UGC will increase by 50%. This verifies our 
hypothesis H4, indicating that usefulness strongly stimulate UGC perceived value. 
We also found that Entertaining and Reputation, at the significance level <0.05, with 
p-values of 0.000 and 0.001 for EN and RP, respectively. This means that 100%
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Table 47.3 (continued) Construct/items loadings Adapted from

Perceived value (α = 0.934, KMO = 
0.901) 
User-generated content on YouTube: 
• Is interesting (loading: 0.904) 
•  I  enjoy to use  it  (loading: 0.893) 
• Has an acceptable quality standard 
(loading: 0.892) 

• I feel good when I use it (loading: 
0.881) 

• Performs consistently (loading: 
0.859) 

• Delivers clear information (loading: 
0.771) 

Kim et al. [38] 

Table 47.4 Regression 
analysis results (adjusted R2 

= 0.687; p-value 0.000) 

Factors Standardized 
coefficient 

p-value Decision 

Reliability 0.059 0.197 H1 not supported 

Reputation 0.143 0.001** H2 supported 

Entertaining 0.257 0.000*** H3 supported 

Usefulness 0.498 0.000*** H4 supported 

Statistical significance level <0.05, with p-values of 0.000*** and 
0.001** 

Reputation β=0.059 (n.s) 

β=0.143** 

β=0.257*** 

=0.498*** 

Reliability 

Entertaining 

Usefulness 

Perceived Value 
R²=0.687*** 

β 

Fig. 47.2 Empirical model with main results

increase in the entertaining results in a 25.7% increase in the PV, and 100% increase 
in reputation, results in a 14.3% increase in PV of UGC. This confirms our hypothesis 
H2 and H3 that EN and RP can impact PV of UGC. However, it is surprising that 
Reliability, which also represent UGC did not influence PV at the significance level of 
0.05, with p-value of 0.197. This indicates that the amount of RE of UGC achieved 
does not indicate whether it can arouse the PV. This may be because when users 
collect videos on YouTube, they focus more on the usefulness and entertaining of the
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video than on the content reliability of the video itself, thus failing to elicit inherent 
perceived value.

Following, the conclusions of the study are presented. Finally, the managerial 
contributions of the study and directions for further research are provided. 

47.5 Conclusion 

Addressing the research questions of this study, findings indicate that reliability, 
reputation, entertaining and usefulness are the relevant antecedent dimensions of 
UGC, in terms of YouTube consumers’ perceptions. When analyzed the interplay 
between the antecedent dimensions of UGC and the perceived value outcomes of 
the YouTube consumers, the study provides interesting conclusions. First, the study 
results show that usefulness (US) strongly impacts UGC PV outcomes. This result 
indicates that, the impact of US that may lead to PV of UGC which will be carried 
out by perceptions of “useful, convenient and relevant information source, easily 
available on YouTube”. 

Second, entertaining (EN) plays an important role in determining UGC PV 
outcomes. This also suggests that results may be context-dependent: For instance, 
music and films are the most popular categories in YouTube from the users’ experi-
ence. Also, it has been referred the increasing popularity of video in several contexts, 
such as learning, do it yourself, cooking and traveling. 

Third, reputation (RP) of the producer of UGC significantly interplays with UGC 
PV outcomes. In the perceptions of YouTube users, reputation of the producer of 
UGC is also an indicator at same point of reliability, in terms of excellent reputation, 
outstanding public image and trustworthy person. 

Finally, the amount of reliability of UGC achieved does not indicate whether it 
can arouse the PV. This may be because when users collect videos on YouTube, 
they focus more on the usefulness and entertaining of the video than on the content 
reliability of the video producer itself, thus failing to elicit inherent perceived value. 
Taken altogether, a major conclusion from the study findings encourages firms and 
producers of generated content to tackle efforts in increasing users’ perceptions of 
usefulness, entertaining and reputation of UGC in order to create value. 

The study findings provide some academic contributions. Make available a set 
of validated metrics that can be used to develop an Index to rating reliable and 
valuable UGC, on social media platforms. As we mention earlier, the phenomena 
of “fake news” is a growing problem on the Internet, increasing bias information 
exponentially, as the Networks expands. Therefore, an Index that can provide accurate 
ratings of UGC, should be useful for Internet and social media users. 

The study also offers managerial contributions, on actions and challenges to tackle. 
This study provides interesting insights into the use of firm-generated content to 
increase the production of user-generated content. For instance, for managers the 
UGC Index ratings could be beneficial to stimulate UGC authors with best ratings to 
produce FGC. Also, UGC should increase positive e-Wom not only of most popular
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UGC, but as well, reliable and useful UGC, on YouTube and other social media. 
In addition, best ratings of UGC on social media, should be used by companies to 
stimulating FGC. This is a win–win strategy: If companies could encourage users 
to post valuable user-generated content on social media, merchants can stimulate 
consumption to some extent. Therefore, best UGC ratings could be beneficial for 
stimulating FGC, as companies wish to promote their brand image by choosing 
reliable and valuable UGC. Given all the benefits mentioned above, it is logical that 
companies want to promote their brand image by choosing valuable UGC. 

Some limitations of this study allow suggesting some directions for further 
research. 

First, the sample of the study typically comprises YouTube users. Future research 
should include other social media, blogs and online communities, in order to develop 
a comparative cross-sector study. Secondly, the sample is cross-section and the use 
of online panel data in further studies could increase the predictive accuracy of the 
research model. Finally, in future research should be taken into account other explana-
tory variables of OGC, such as: social influence, helpful, aesthetics or altruism in 
sharing content which are referred to play potential roles on consumers’ percep-
tions of UGC which lead to positive impact on satisfaction, value, engagement and 
purchase intention. 
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Chapter 48 
Exploratory Analysis of Financial 
Literacy and Digital Financial Literacy: 
Portuguese Case 

Ana Paula Quelhas , Isabel N. Clímaco , and Manuela Larguinho 

Abstract In last few years, the fast development of digital technology and e-
commerce has changed the spending and saving behavior, particularly after the 
COVID-19 pandemic. There has been a strong evidence in the literature that estab-
lishes a relationship between digital literacy and financial literacy. According to this, 
the study intends to present a descriptive analysis about financial literacy and digital 
financial literacy among Portuguese adults. The data were collected using a question-
naire made available through the Google Forms platform. The questionnaire consists 
of two main sections of questions, and there were received 311 valid responses. The 
sample is distributed almost identically between both genders, but more than a half 
belongs to the age cohort between 36 and 66 years old. Respondents are highly 
educated, about 70% holding an academic degree, and about a half are in interme-
diate income levels. The results allow us to identify, generally speaking, a good level 
of financial literacy, both in objective terms and in terms of perception. Moreover, 
a vast majority of respondents use mobile phones to make payments (65.9%), and 
use digital means in their financial transactions. In addition, differences in actual 
financial literacy level are significant for gender, while no significant differences 
were found between genders, both in terms of perceived financial literacy levels and 
in the use of mobile phones and other digital devices.
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48.1 Introduction 

The development of digital technology and e-commerce has changed the spending 
and saving behavior, particularly after the COVID-19 pandemic. There has been 
found an association between digital literacy and financial literacy [12] showing that 
digital financial literacy (DFL) must be the new focus for researchers and policy 
makers. In 2016, G20 leaders focused on DFL more closely and endorsed the high-
level principles for Digital Financial Inclusion which includes a principle that must 
“Strengthen Digital and Financial Literacy and Awareness” (GPFI, 2016). However, 
DFL is a complex and multi-dimensional concept and there is still no standardized 
and consensual definition of DFL. Nevertheless, some approaches refer to DFL as 
the developing financial education contents and competences specifically targeted to 
face the challenges and risks created by financial products’ digitalization [10]. Some 
authors proposed a more detailed measure by considering four dimensions of DFL 
knowledge of digital financial products and services, awareness of digital financial 
risks, knowledge of digital financial risk control, and knowledge of consumer rights 
and redress procedures [9]. Moreover, DFL can also be affected by social charac-
teristics or social-economic standing such as age, income, and level of education 
[15]. Agarwal et al. [1], for instance, found that digital payment may be caused 
overspending in India. It is recognized that the current development of information 
technology has brought enormous changes in all sectors and may also affect and 
change the behavior of consumers in their spending and saving patterns. In line with 
Lusardi and Mitchell [6] study, the lack of financial literacy may cause less saving 
and more spending in the future. Yet, the rapid development of digital products in 
the financial sector has not been accompanied by an increase in public literacy in the 
field of digital finance, as known as DFL. Therefore, an adequate understanding of 
digital finance is essential since, like other technological innovations, technological 
innovations in the financial sector not only offer benefits in the form of convenience, 
speed, and economy for users but also have potential risks [10, 15]. Prete [12] found 
that across countries, on average, the percentage of the population who are expertise 
in digital technologies (31%) is much lower than the percentage of financially literate 
people (55%). Apparently, DFL is higher in Nordic countries and in the Netherlands 
and lower in Eastern Europe [11]. This emphasizes the importance of considering 
the socio-demographic characteristics of the population to be studied. For instance, 
the use of digital financial technology is affected by Internet and mobile phones 
uses, and the young generation shows a heavy use of digital technology which is of 
particular interest given that young cohorts are better educated than older ones. On 
the other hand, it is well identified the aging of population process in Europe and 
in other developed countries. Gender issues are also often scrutinized in financial 
literacy studies [2, 17]. 

The main purpose of this work is to explore the levels of financial literacy (actual 
and perceived) and DFL among Portuguese adults, for male and female. This study 
could potentially advance the research on the subject of DFL, because most of the 
literature tends to mainly focus on financial literacy (actual and/or perceived).
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This paper is structured as follows. Section 48.2 provides a synopsis of rele-
vant literature. Section 48.3 describes the study design and data analysis process. 
Section 48.4 provides the results and discussion. Finally, Sect. 48.5 presents the 
main conclusions of the study. 

48.2 Literature Review 

48.2.1 Actual Financial Literacy 

There is not a consistent definition of financial literacy in the literature. The first 
studies on the topic date back to the 60s, which were conducted among college 
students [3]. Lusardi and Mitchell [6] stated that financial literacy is the “knowledge 
of basic financial concepts and ability to do simple calculations”. Some other studies 
linked financial literacy to financial capability. The former is related with financial 
knowledge, while the second refers to the ability or the opportunity to act. However, 
financial knowledge may be useless if it is not reflected on financial behavior [16]. 
Warmath and Zimmerman [19] consider financial literacy as a combination of three 
levels of knowledge: financial skills, self-efficacy, and explicit knowledge. 

Rahim et al. [13] also distinguish between the possession of financial information 
(knowledge and skills) and the capacity to apply financial knowledge when it deals 
to make sound financial decisions. 

In the context of the present study, this dimension of financial literacy is named 
as actual or objective financial literacy [3, 15]. 

Financial literacy is often measured using the “big three” questions proposed by 
Lusardi and Mitchell [6]. The first question is about the amount of interest in a capi-
talization process, the second question focuses on inflation and real value of capital 
over time; and the third question is related with risk of different financial assets. 
In the context of this study, two more other questions are considered, respectively, 
about the concepts of spread and Euribor. 

48.2.2 Perceived Financial Literacy 

Also related with financial behavior, subjective or perceived financial literacy 
involves the self-assessment of a specific financial topic [3, 15]. Frequently, people 
may think what they know is really true. Subjective financial knowledge results the 
one’s beliefs about a topic. 

Setiawan et al. [15] pointed out that subjective financial knowledge positively 
influences consumers’ behavior and decision-making. Nevertheless, this relationship 
is not always clear and evident.
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In our work, this dimension of literacy is evaluated through a self-assessment 
question of financial knowledge, and also through a set of understandings about 
specific financial topics, using a 5-points Likert scale. 

48.2.3 Digital Financial Literacy 

More recently, another dimension of financial literacy has been assuming a relevant 
role in the literature—the DFL. This dimension encompasses both financial and 
digital financial literacies [8, 13, 18]. 

The authors referred above to analyze DFL taking into consideration five dimen-
sions: (i) knowledge; (ii) practical know-how; (iii) self-defense; (iv) basic digital 
knowledge; and (v) decision-making related to financial digital activities. 

According to Rahim et al. [13], DFL is still a novel concept, possibly hard to 
evaluate. In the present work, we use a set of questions concerning the use of digital 
devices in the financial decision-making process. 

48.3 Study Design and Data Analysis 

The data in this research were obtained using an online structured questionnaire, 
using the convenience sampling method. Before the final version of the question-
naire, we performed a pre-test, with five volunteers, which allowed us to build the 
final and definitive version of the questionnaire, with the reformulation of some ques-
tions, making them simpler and clearer. The questionnaire is composed of two main 
sections. The first section includes several demographic characteristics, namely age, 
gender, education level, and monthly net income. 

The second section consists of three groups of questions: (i) the first is dedicated 
to actual financial literacy, where five objective questions are included which are 
related to concepts of inflation, compound interest, risk diversification, and spread 
and Euribor rates (see, for example, [5–8]), (ii) the second group includes questions 
that pretend to measure Portuguese’s subjective perceptions of financial literacy using 
a questionnaire adapted from Swiecka et al. [17]. The respondents were required to 
rate the level of agreement with the statement related to financial behavior, using a 
5-point Likert scale (1—strongly disagree, 5—strongly agree). (iii) The third group 
of questions is dedicated to DFL, adapted from Lyons and Kass-Hanna [8]. 

The questionnaire was carried out between March 10 and May 30, 2022 and 
yielded 311 valid responses. All respondents are 18 years old or over. 

According to the above, gender can affect knowledge and perception of financial 
literacy. In order to verify whether or not there are differences, we propose to test 
the following research hypotheses: 

H1: Gender has influence in the actual financial literacy.
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and 

H2: Gender affects perceived financial literacy. 
We are also interested in verifying if the is there is an association between gender 

and two variables related to DFL. So, we propose to test the following research 
hypotheses: 

H3: Gender is associated with the use of the mobile phone to pay for goods and 
services. 

and 

H4: Gender is associated with the use of digital media to carry out your financial 
transactions/operations. 

In order to verify the research hypothesis, H1 and H2, we performed independent-
samples t-tests, and in order to verify the research hypothesis, H3 and H4, we 
performed the Pearson chi-square test of independence. We also used descriptive 
statistics. 

We used the statistical software IBM SPSS version 27 for the analysis of data 
results. 

48.4 Results and Discussion 

As already mentioned, in this research, 311 respondents’ volunteers participated. 
Sociodemographic characteristics based on gender, age, education level, and monthly 
net income are presented in Table 48.1.

As can be seen from Table 48.1, our sample constituted of 52.1% females and 
47.9% males; 55.3% are in age class 36–66 (the minimum age is 18, the maximum 
is 77, and the average is 39.7 years old); around 70% have a higher education level; 
19.9% do not have own income, 31.8% have a net income between 705.01e and 
1200e, and only 0.6% of respondents have a monthly net income superior to 5000e. 

48.4.1 Actual Financial Literacy 

As previously said, one of the main objectives of this research is to analyze the level 
of financial literacy of Portuguese adults and their perception about this. Therefore, 
in the second section of the questionnaire, we started with the following question: 
“How do you assess your financial knowledge?”: 10.6% of respondents consider that 
they are below average, 59.2% are identical to the average, and 30.2% think they are 
above average. 

Concerning the actual financial literacy (AFL) level, we considered five objective 
questions (see Table 48.2), as already mentioned. We have considered two methods 
to assess knowledge about financial literacy. The first, inspired by the work of Rajdev
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Table 48.1 Characteristics of respondents 

Variables Descriptions N of respondents % of respondents 

Gender Female 162 52.1 

Male 149 47.9 

Age 18–35 131 42.1 

36–66 172 55.3 

Age 67 and over 8 2.6 

Education Until basic level 4 1.3 

Secondary 88 28.3 

Bachelor 149 47.9 

Master/PhD 70 22.5 

Income Without own income 62 19.9 

Until 705e 18 5.8 

705.01e–1200e 99 31.8 

1200.01e–2000e 84 27.0 

2000.01e–3000e 31 10.0 

3000.01e–5000e 15 4.8 

More than 5000e 2 0.6

et al. [14], evaluates the performance of the Portuguese in the 5 questions, and the 
results are presented in Table 48.2. The second method, based on studies by Lyons 
and Kass-Hanna [8] and Rahim et al. [13], analyzes the AFL scores. According to 
Lyons and Kass-Hanna [8], AFL scores can range from 0 (i.e., zero correct responses) 
to 5 (the maximum number of correct responses). Table 48.3 presents these results.

Table 48.2 gives the results of the performance for AFL, indicating the percentage 
of respondents who answered each question correctly, organized in descending order. 
The questions related to risk diversification, inflation, and compound interest rates 
have an elevated rate of correct answers, all above 80%. Participants performed 
poorly on questions related to spread and Euribor rates, only 37.6% know what the 
spread is, and only 27.7% know what the Euribor rate means. 

Table 48.3 presents the distribution of AFL scores of the respondents. All partic-
ipants answered at least one question correctly. Only 7.7% of the respondents 
answered all the questions correctly. The mean score is 3.1801 which reveals a 
relatively good financial literacy level. 

Results in Table 48.4 give that the AFL score of females is 3.006 and for males 
is 3.369, and this difference is statistically significant (p-value = 0.01 < 0.05).
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Table 48.2 Actual financial literacy ranks 

Rank Question Answer % of the correct answers 

1 Where do you think it’s safest 
to invest your money? 

In more than one type of 
business/Investment 

86.8 

2 Assume that you have a 
savings account that earns 
interest  at  the rate of 1% per  
year and that the inflation rate 
is 2% per year. In a year from 
now, with the money from 
this account, you will be able 
to purchase a number of 
goods: 

Smaller than what I would 
get today 

85.2 

3 Suppose you have e100 
invested in a savings account 
and the interest rate is 2% per 
year. After 2 years, you will 
have in this account: 

More than 102e 80.7 

4 What is spread? It is the variable accrual that 
your bank establishes against 
an interest rate of reference 

37.6 

5 In most home loans, the 
interest paid to the bank is 
calculated based on a rate 
indexed to a reference rate, 
which is the “Euribor”. This 
rate 

It results from loans made by 
a set of European banks 

27.7 

Table 48.3 Actual financial literacy scores 

Score 0 1 2 3 4 5 

No. of respondents 0 18 49 127 93 24 

% of respondents 0 5.8 15.8 40.8 29.9 7.7 

Mean 3.1801 

Std. deviation 0.9836

Table 48.4 Result of t-test to examine gender differences in actual financial literacy scores 

Gender n Mean Std. deviation t-test df p-value 

Female 162 3.006 0.981 −3.303 309 0.01 

Male 149 3.369 0:954
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Table 48.5 Perception of financial literacy scores 

Statement Mean Std. deviation 

I often spend more money than I intended 2.75 1.20 

I often buy things without evaluating or thinking about whether or not I 
can afford them 

1.59 0.86 

I think I can manage my money 4.39 0.92 

At the moment, I have some financial concerns 3.04 1.30 

I always know how much money I have in my wallet and in my current 
account 

4.16 1.00 

Overall 3.185 1.136 

Table 48.6 Result of t-test to examine gender differences in perceived financial literacy scores 

Gender n Mean Std. deviation t-test df p-value 

Female 162 3.154 0.544 −0.999 309 0.319 

Male 149 3.219 0:594 

48.4.2 Perceived Financial Literacy 

In order to measure Portuguese’s subjective perceptions of financial literacy, the 
respondents were required to rate the level of agreement with the statement related 
to financial behavior, using a 5-point Likert scale (1—strongly disagree, 5—strongly 
agree). The sentences and the results are presented in Table 48.5. 

Table 48.5 illustrates the subjective perceptions of participants on financial 
literacy. The results reveal that the participants have a fairly good perception, never-
theless, some respondents show some doubt about the reasonability of their spending 
behavior. 

Table 48.6 gives the result of t-test of perceived financial literacy scores by gender. 
We can conclude that there is no significant effect of gender on the perceived financial 
literary (p-value = 0.319 > 0.05). 

48.4.3 Digital Financial Literacy 

Finally, we analyze the participants’ behavior regarding the use of digital media in 
financial transactions, the statements and the results are presented in Table 48.7. By  
analyzing this table, we found that the vast majority of respondents use mobile phones 
to make payments (65.9%), and use digital means in their financial transactions 
(88.1%).

The results of the Pearson chi-square independence test for hypotheses H3 and 
H4 are presented in Table 48.8. These results showed that there is not a significant
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Table 48.7 Use of digital media in financial transactions 

Statement Descriptions No. of respondents % of respondents 

Do you use your mobile phone to pay for 
goods and services? (grocery shopping, 
restaurant, gasoline, etc.…)? 

Yes 205 65.9 

No 106 34.1 

Do you use digital media to carry out 
your financial transactions/operations? 

Yes 274 88.1 

No 37 11.9

relationship between gender and the use of the mobile phone to pay for goods and 
services (p-value = 0.956 > 0.05), and there is not a significant relationship between 
gender and the use of digital media to carry out your financial transactions/operations. 
(p-value = 0.799 > 0.05). 

In the following analysis, we only considered respondents who use digital media in 
their financial transactions (274 participants). The results are presented in Table 48.9. 
These results show that the majority use the smartphone (52.6%), carry out their trans-
actions without any help (81.8%), and 54.7% cancel or reverse a transaction/financial 
transaction without any help. 

Table 48.8 Results of χ 2-test to examine hypotheses H3 and H4 

Hypothesis χ 2-test p-value 

H3 0.003 0.956 

H4 0.065 0.799 

Table 48.9 Digital financial literacy 

Variable Description No. of respondents % of respondents 

What digital media do you 
use to carry out your 
financial transactions 
(choose only the option 
you usually use)? 

Smartphone 144 52.6 

Desktop 40 14.6 

Laptop 85 31.0 

Tablet 5 1.8 

Performs financial 
transactions/operations in 
digital media: 

Without help 224 81.8 

With the help of your 
bank 

34 12.4 

With the help of family or 
friends 

16 5.8 

Can you, if necessary, 
cancel or reverse a 
transaction/financial 
transaction that you have 
initiated (in digital media)? 

Yes 150 54.7 

Yes, but with help 86 31.4 

No 38 13.9
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48.5 Conclusions 

Most of prior studies in the literature are mainly focused on financial literacy and on 
its different measures. However, the holding of financial information is not sufficient 
to ensure that individuals will made sound financial decisions. Additionally, the rapid 
development of digital technology requires that economic agents also hold digital 
literacy, in order to have an adequate understanding of digital finance. To analyze 
the level of financial of the Portuguese adults, we considered two perspectives: 
actual financial literacy (or objective) and perceived financial literacy (or subjective). 
Concerning the first approach, all the respondents answered at least at one question 
correctly. They perform poorly on the question related to spread and Euribor (only 
37.6% know what the spread is, and only 27.7% know what the Euribor rate means). 
Concerning the second approach, the highest perception scores are about money 
management and about liquidity. Nevertheless, respondents reveal a less consistent 
perception about their ability to afford their spending levels when compared with 
the other statements. Regarding the use of digital media in financial transactions, our 
results show that a vast majority use mobile phones to make payments (65.9%), and 
use digital means in their financial transactions (88.1%). When we consider only 
respondents who use digital media in their financial transactions, the majority use 
the smartphone (52.6%) and carry out their transactions without any help. 

In our research, hypothesis H1 is validated, while hypotheses H2, H3, and H4 
are not validated. In fact, gender is relevant for objective financial literacy, but it is 
not relevant for subjective (or perceived) financial literacy. This result is not in line 
with prior research because some references pointed out that male use to be more 
confident and willing to take risks than female [4]. 

Further research could focus on the determinants of financial literacy and of digital 
financial literacy within the Portuguese context. 
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Chapter 49 
The Influence of Instagram on Consumer 
Behavior and Purchase of Home Decor 
Items in Brazil 

Manuel Sousa Pereira , Silvia Faria , António Cardoso , Eulália Sabino, 
Jéssica Fonseca, and Renan Soler 

Abstract Internet has changed the way people and brands communicate, produce, 
share content on social media and buy products or services. Several interaction plat-
forms emerged, making it easy for individuals to exchange information. Facebook 
and Instagram are the most used networks all over the world; Instagram, in particular, 
has become one of the social networks with the higher number of followers/users, 
across different ages. The Internet has promoted changes not only in terms of commu-
nication, but also in terms of consumer buying behavior. Individuals started buying 
more online, so it is now essential to clearly understand the consumers’ behavior and 
perceptions. To buy, they no longer use just websites or marketplaces; social networks 
that have been updated and allow them to complete a purchase are being widely used. 
Instagram, due to the exponential growth in the number of followers, is now used as a 
source of inspiration for the purchase of various items, highlighting decorative items, 
the subject of this study. We aim to understand the importance of social networks 
on purchasing decisions, focusing on Instagram commerce, more specifically on 
buying intention on decoration products in Brazil. The study uses quantitative and 
descriptive methods. Data collection was carried out through a questionnaire, built 
on the basis of the literature review carried out. According to the data obtained, it 
was observed that most women, aged between 25 and 34 who shop online, do access

M. S. Pereira (B) · E. Sabino · J. Fonseca · R. Soler 
Instituto Politécnico de Viana do Castelo, Viana do Castelo, Portugal 
e-mail: pereiramanuel@esce.ipvc.pt 

E. Sabino 
e-mail: eulaliasabino@ipvc.pt 

J. Fonseca 
e-mail: j.fonseca@ipvc.pt 

R. Soler 
e-mail: renansoler@ipvc.pt 

S. Faria 
Universidade Portucalense, Porto, Portugal 

A. Cardoso 
Universidade Fernando Pessoa, Porto, Portugal 
e-mail: ajcaro@ufp.edu.pt 

© The Author(s), under exclusive license to Springer Nature Singapore Pte Ltd. 2023 
J. L. Reis et al. (eds.), Marketing and Smart Technologies, Smart Innovation, Systems 
and Technologies 337, https://doi.org/10.1007/978-981-19-9099-1_49 

709

http://crossmark.crossref.org/dialog/?doi=10.1007/978-981-19-9099-1_49&domain=pdf
http://orcid.org/0000-0002-6238-181X
http://orcid.org/0000-0002-7672-3972
http://orcid.org/0000-0003-2545-0617
mailto:pereiramanuel@esce.ipvc.pt
mailto:eulaliasabino@ipvc.pt
mailto:j.fonseca@ipvc.pt
mailto:renansoler@ipvc.pt
mailto:ajcaro@ufp.edu.pt
https://doi.org/10.1007/978-981-19-9099-1_49


710 M. S. Pereira et al.

Instagram several times a day, being influenced by the content that is shared on this 
social network. The study proves the growing importance of Instagram for brands, 
specifically those that offer articles and services in the area of home decoration. 

49.1 Introduction and Theoretical Framework 

With recent technological advancement, the Internet has changed the way people 
communicate with each other, how they produce, share and consume content, 
reducing borders, distances, overcoming barriers and bringing people together. These 
changes were extended to brands, in terms of their communication, the goods or 
services they offer to the market, the management of their distribution channels 
and, also, pricing policies and sales promotions. Through smartphones and other 
mobile devices, data transmission has become faster and more accessible, facilitating 
communication worldwide. 

With the growing popularity of Internet access, several social networks have 
emerged that have facilitated the exchange and consumption of information, as well 
as products and services. A kind of democratic, accessible environment was created, 
capable of promoting changes in various segments of society, allowing everyone to 
create and share content. Thus, the democratization and popularization of access to 
the Internet and social networks changed the way brands communicate and, also, 
the entire communication process and consumer behavior itself. We are witnessing 
a transformation of traditional business models, and sales and promotion can now be 
done through social networks; this has brought several changes to society, including 
the possibility of self-expression and socialization through technological devices [1]. 

These changes have made it possible for any company to increase its competitive-
ness by adapting business models to the current digital and online scenario. Brands 
that developed marketing strategies are focusing content on its target and on the 
social network, in which it is most connected, betting on technology, get satisfied 
and delighted consumers [2]. 

One of the most used networks today, with more than 1 billion users (1221 in 
2021), is Instagram [3], which is a social network for sharing photos and videos 
that enables different forms of interactions between users. The platform has become 
a diversified, interactive, personalized environment; with a wide variety of profiles 
available on it, such as fashion profiles, commercials, news, entertainment, infor-
mation, nutrition, pets, among others, has been capturing the attention of a growing 
number of individuals. Instagram is a social network in which several companies, of 
different segments and sizes, have profiles, in order to be closer to their customers 
and potential customers. The objective is to make the company/brand, its products 
and services known and, in this way, attract the attention of consumers and lead 
them to buy [3]. People stay connected, all the times, through social networks, and 
therefore, they are up to date on special offers, products’ features and promotional 
campaigns [4]. Thus, social networks have become a large-scale communication 
network that promotes interactivity between different peoples of the world; people
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share opinions, photos, reflections, moments in their personal and professional lives, 
achievements, problems, outbursts [5]. They are easily accessible, relatively inex-
pensive and extremely desirable and easy to use; people who do not have profiles on 
social networks are considered invisible and the same for brands [6, 7]. 

Studies done in 2021 considered Facebook, YouTube, WhatsApp and Instagram 
as the networks with the highest number of active followers in the world [3]. From 
approximately 8 billion people in the planet, 5.22 billion use mobile phones (66%), 
which exceeds Internet users through computers (4.66 billion, corresponding to 
59.5%). Active users of social networks total 4.2 billion (53.6% of the world popula-
tion); 4.15 billion of them connect to social networks from a mobile phone (98.8%), 
and the average global time spent on social networks, in 2020, was 2h25m; in 2021, it 
was 2 h 30 m [8]. On average, social media users have 8.4 accounts across platforms 
around the world [3]. 

Instagram is generally known for being a photo and video sharing social network, 
which was created by a Brazilian and an American in 2010 and sold to Facebook in 
2012 (Meta, now), in a billion-dollar transaction: US$ 1 billion [9, 10]. Currently, 
Instagram is recognized as a social network that supports and sustains the social 
behaviors of its users: parallel communication, interaction, leisure and entertainment. 
It is an interesting space, full of inspiration, opinions and experiences of other people 
[6, 10]. 

This increase in popularity and, consequently, in the number of users made this 
social network widely used for commercial purposes. Brands realized its potential 
and started to consider it as an important marketing tool. The companies created 
commercial profiles and started to make content available for free. Using the various 
features available on the platform, managers began to get essential data about their 
customers (current and potential). With these data, they are now able to create and 
understand commercial profiles and, in this way, adopt marketing strategies that allow 
a proper answer, in line with the needs and desires of consumers [11]. 

With the technological revolution (the information age), a new type of consumer 
has emerged: an individual who has quick access to various information about prod-
ucts, services and companies in general, having ample bargaining power: the possi-
bility to choose the brand(s), store(s), or any other means/touching points that make 
the purchase process easier and offer a continuous positive experience. This requires 
marketers to know the main trends in consumer behavior, devoting full attention to 
them [12]. 

At least two issues can be identified that make it possible to distinguish online 
consumers from offline consumers. First, online consumers need to interact with 
technology to buy the goods and services they need. The physical store environment 
is replaced by an electronic shopping environment or, in other words, by the use of 
information systems (IS). This gives rise to technical and human–computer inter-
action issues [2]. Second, a greater degree of trust is needed in an online shopping 
environment than in a physical store. It is commonly accepted that trust is an impor-
tant issue; it reduces any feeling of uncertainty, doubt and risk that arise when (1) 
the store is unknown, (2) the brand is unknown and (3) the quality of the product is 
unknown. If in the physical store, contact with products and employees can decrease
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any discomfort and/or mistrust, when buying online, doubts and insecurities increase, 
and therefore, the need for the selling entity to gain trust and reduce any perceived 
risk in the mind of the consumer is high. AI, Augmented Reality, Robots, among 
others, need to be used by brands in order to exceed expectations and ensure a good 
shopping experience [2]. 

Actual clients are being Blended—ROPO: research online, purchase offline 
and vis-a-vis [13]—therefore, adopting an omnichannel strategy is crucial for any 
company survival and competitiveness [14]. E-commerce (e.g., own site, market-
places, dropshipping) and Digital Marketing are other touching points for clients to 
get information on products, services, prices and to decide for the better alternatives 
(what to buy and where to buy), ending the buying process [14, 15]. Managing all 
the touching points in a consensual way (omnichannel strategy) allows the possi-
bility for customers to make purchases anywhere in the world—any virtual store on 
the Internet, some social media networks allowing to purchase goods or services— 
without leaving home, just by using a smartphone [14, 16]; this makes the purchase 
journey easier and leads to a more confident consumer, believing that he/she made 
the right choice [7]. 

Social media gave consumers new opportunities and make them engage in social 
interaction on the Internet. Consumers use social media and this is something that 
brands no longer ignore; in fact, social media development has led to the development 
of e-commerce into social commerce [17]: social media improves the social interac-
tion of consumers, promoting trust and repurchase intention [17], and the completion 
of the purchase can take place offline or online (e.g., brand website, marketplace, 
social network). Instagram is one of the most used social media networks all over 
the world [3] and is part of the new means of social commerce for many companies 
to sell goods and services [18, 19]. Thus, understanding the growing acceptance and 
use of Instagram, we aimed at knowing if customers use this social media network 
to get information and buy home decor products and services. 

49.2 Methods 

The following research question was defined to meet the general purpose of the 
study: does the social network Instagram impact on consumer buying behavior and, 
in particular, does it influence the process of home decor products purchasing in 
Brazil? 

As specific objectives, the research aims to: (1) identify the Instagram’s frequency 
of use; (2) analyze the influence of Instagram on consumption; (3) identify the 
frequency of online purchases; (4) find out if respondents follow stores and home 
decor brands on Instagram; (5) try to evaluate where do consumers prefer to buy home 
decoration items—physical or virtual stores; (6) know the advantages of Instagram 
in the decision-making process to buy home decor items. 

In order to verify the influence of Instagram on consumer purchase behavior of 
home decor products, descriptive research was carried out that analyzes, reports and
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correlates the facts that the researchers decided to be important indicators; specif-
ically, data collection was made through a questionnaire, built from the literature 
review and intending to assess which factors impact the consumer’s decision to buy 
online, focusing on Instagram. The questionnaire was pre-tested with ten participants 
to analyze possible changes. As there were no problems, the questionnaire was made 
available online (Google Forms), in December 2021 and January 2022. A filter ques-
tion was used—age of the respondent—to ensure answers from individuals aged 18 
or above. 

Survey respondents who are social media users and buy home decor products 
were targeted among the authors’ network contacts. To be considered, individuals 
needed to (1) be 18 or above, (2) use social networks and (3) use to buy home decor 
products. At the beginning of the questionnaire, participants were clearly informed 
about the nature of the study and were required to consent participating and data 
treatment. Complete confidentiality was guaranteed. 

We used a non-probability sample. Two hundred and three people were partic-
ipated in the questionnaire; 193 of the respondents claimed to have an Instagram 
account. About 67.9% of the respondents are female and 32.1% male. The predomi-
nant age group was 26–34 years old (37.8%), followed by 35–44 years old (26.4%), 
18–24 years old (17.6%), 45–54 years old (11.9%), and from 55 to 64 years old, we 
had 6.3% of the respondents. 

The majority of participants have higher education (74.6%) and only 1% has 
only elementary school. This was not a surprise, since participants were individuals 
belonging to the researchers’ network. With regard to earnings, we obtained a slightly 
dispersed distribution, with 30.1% of the participants indicating a monthly salary 
above $5000 reais and only 4.8% reporting an income below $1000 reais. 

49.3 Results and Discussion 

Looking carefully at the average of the answers to the different questions, it was 
possible to reach an interesting and enlightening interpretation about the impact of 
social networks, with a focus on Instagram, in the decision process and consumer 
purchase of home decor items in Brazil. 

When asked about the number of times they use Instagram; 50% of individuals 
reported that they use the network several times a day and 34.7% indicated that they 
access it daily. It was also possible to verify that 14% of individuals reported that 
they  are on Instagram  for more than 7 h a week, 14.5% of individuals claim to be 
on the network between 5 and 6 h a week, 17.1% connect between 3 and 4 h, 36.8% 
stay a total of 1 to 2 h per week and 17.6% indicated that they stay for less than 1 h. 
These data seem to corroborate the average daily hours indicated in recent studies 
(an average of 2:30 min spent on NET, daily [8]) and highlight the importance for 
companies to include social media (particularly, Instagram) in their marketing and 
communication plans as an important touching point to share information, understand 
consumers trends and even impact on consumers’ choices and intention to buy.
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When asked whether they consider Instagram to influence them to consume, 
71% of respondents said yes. The average of the responses obtained indicates that 
58.5% of respondents follow some profiles of furniture stores and home decor on 
Instagram; of these, 43.5% follow these profiles daily, 39.1% follow them weekly 
and only 13.9% indicated that they rarely do it. Our study seems to reveal that a 
considerable number of individuals use Instagram and like to access information 
about home decor and products; 71% of the people analyzed consider that they 
are influenced to consume through what they follow on Instagram. Then, focusing 
on the existing home decoration profiles on Instagram, research showed that they 
undoubtedly influence 51.3% of the people interviewed; 26.9% of individuals reveal 
some degree of influence and 21.8% consider that they do not feel influenced by the 
profiles and respective contents shared. In other words, most participants report that 
they are impacted by what is shared on this social network. 

We asked participants how many of them use to make purchases online: 85.3% 
have already made purchases online. Of these 85.3%, 40.3% use to shop monthly, 
40.3% shop weekly, 7.3% do so every fortnight and 5.8% sporadically. About 6.3% 
indicated that they rarely buy online. When asked whether they prefer to buy home 
decor items in online stores and/or physical stores, we found that 76.4% choose to buy 
in physical stores and only 23.6% prefer online stores. Nevertheless, all confirmed 
doing offline and online researches before deciding where to buy (ROPO). This is in 
line with the current client definition—Blended [13, 14]. 

Most people interviewed agree that Instagram is useful to search for information 
about brands, products and services they are considering to buy; 49% fully agree 
on the importance of this social network to gather diverse information and make 
comparisons, 21% agree and only 1% claimed to disagree. When asked whether or 
not the fact that a brand has a presence on Instagram is relevant, 22.5% of respondents 
said that they prefer brands with a profile on the network, and 21.5% do not have an 
opinion; however, 56% of the participants indicated that it was indifferent to them if 
a brand does not have a profile on Instagram. In other words, not having an Instagram 
profile does not make the 56% of the individuals that constitute our sample to give 
up buying the brand’s products, online (e.g., e-commerce) or offline (e.g., physical 
store). 

Even if the objective at first is not to buy, 42.4% of respondents follow the profiles 
of their favorite brands, the ones that they feel match their lifestyle. Photos of decor 
items and environments with planned furniture are great sources of inspiration for 
consumers; they are also a way for companies to make their products known, capture 
the customers’ attention and reinforce brand awareness. Therefore, we can say that 
according to data obtained in this study, it is important that brands invest in high-
quality photos and valuable content for their target, allowing or not the purchase, but 
creating desire through scenarios considered attractive. This seems to be even more 
important in terms of home decor items: Instagram’s creative content influences the 
vast majority of respondents (37% of individuals strongly agree, 28.6% agree and 
only 5.2% strongly disagree). That said, the social network really inspires those who 
like home decor items.
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49.4 Conclusion 

The main objective of this research was to analyze the influence of Instagram on 
the consumer’s decision to buy home decor items. The data obtained allowed to 
trace a profile of Instagram users in Brazil focusing on home decor products: gender, 
average age, income level, frequency with which they access the network, online 
shopping habits vs. decision process and purchase intention. According to the sample 
obtained, we can say that most users are female, mostly aged between 25 and 34 years 
old, having a high education level, accepting or being predisposed to make online 
purchases, connecting to Instagram several times a day and considering that they are 
influenced by the content shared on the network. 

After analyzing the answers to each question, it appears that a significant number 
of participants give Instagram a high utility in terms of searching and gathering 
information about brands, products and trends. In terms of decoration, 45% of the 
participants stated that they use the network as a source of inspiration, trying to 
replicate decoration trends at home. The importance of the quality and creativity 
of the content shared by decoration brands on the social network in increasing the 
purchase intention was generally accepted. 

Instagram is associated with a greater interaction between individuals and compa-
nies, greater visibility for brands, lower costs (e.g., fewer trips to physical stores) 
and less time spent. The interaction on Instagram manages to inspire and impact the 
consumption of household items through quality content. Many of the participants 
reported feeling inspired and motivated to buy goods and/or invest in the decoration 
of their homes by accessing this network. 

Despite the recognition of Instagram’s ability to capture, retain attention and 
drive consumers to purchase, it was found that there is still a certain resistance from 
consumers to buy home decor items online, preferring to do so in physical stores. 
However, participants prove the concept of Blended consumer, as most indicated that 
they do online research before deciding to buy. 

The main limitations of the study are the fact that it is restricted to a single country 
and that the sample used has a number of participations below the desired and is the 
result of the researchers’ contact network (non-probabilistic), which prevents the 
extrapolation of the results. It is recommended to replicate this study with a larger 
sample and to extend the research target to other countries and types of products. It 
would also be interesting to develop a qualitative study from a business perspective 
(e.g., market experts, using the Delphi model) in order to also understand the compa-
nies’ perspective about Instagram importance to reach customers, provide leads and 
turn them into actual clients.
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Chapter 50 
Study of the Online Fashion Consumer 
Shopping Journey and the Effects 
of Digital Communication Media: Case 
Study MO Online 

Isabel Valente and Mafalda Nogueira 

Abstract The following investigation aims to study the consumer behavior, more 
specifically of digital communication media and Online Consumer Shopping 
Journey. In this exploratory-natured study of quantitative methodology, the collec-
tion of data was obtained through a questionnaire where 166 valid answers were 
processed. This study resulted in important contributions, namely the construction 
and validation of the assessment instrument that combines the constructs of online 
shopping journey and digital media. In addition, it contributed as a step to solving a 
need of the MO Online, the company in which the internship took place—to know 
more about e-commerce—and where and how the brand’s potential consumers were 
present in an online environment. The obtained findings helped to build a digital 
communication plan for the internationalization of MO’s e-commerce, according to 
the profile and digital behavior of its target audience. It was found that digital media 
shape the online shopping journey. This is a study that can serve as a premise for 
future investigations but, above all, it is focused on a real need of the fashion retail 
market—knowing how to reach its potential consumers more effectively. It also has 
value on a practical level, as it presents very relevant insights for fashion marketing 
managers, providing them with relevant information that they can adopt daily on 
their digital platforms. 

50.1 Introduction 

With the proliferation of internet use among a large part of the population around the 
world, the creation and growth of the digital environment have become the necessity 
of the moment for developed and emerging economies [45].
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The role of the environment is particularly important for e-commerce companies, 
both in the industrial goods market and, above all, in the consumer goods market, 
such as fashion retail [12]. 

In the modern digital world, the digitalization of retail has phenomenally changed 
the reasons for shopping, making it more convenient and accessible [12]. Online 
shoppers have a more favorable perception of convenience (in terms of access, search, 
transaction and purchase) than physical store shoppers [3, 19]. 

The pandemic experienced in the last two years also changed the consumption 
paradigm through the closing of physical stores for months. According to the Global 
Consumer Insights Pulse Survey, conducted in 22 countries during the first quarter 
of 2021, most consumers are currently adopting a more digital lifestyle compared to 
the pre-COVID period [11]. 

Fashion products represent an important category in e-commerce and have 
witnessed the development of a new form of online marketing [12, 29]. 

Omnichannel marketing recognizes that consumers typically go through the 
purchase journey in each transaction across stores, computers, smartphones, tablets 
and social media. These different channels and touchpoints are used constantly, 
interchangeably and simultaneously by customers and the company [44]. 

Brands should therefore begin to consider communication congruence and 
customer experience when switching from one channel to another and whether 
they are maintaining brand uniformity and consistency through channel-specific 
marketing attributes in order to increase the value in the purchase process [35]. 

In the case under study, the possibility of expansion, through digital media and 
points of the purchase journey, of a nationally recognized fashion brand will be 
evaluated. 

The main topics present in this report dedicated to fashion e-commerce explore 
some research gaps in a professional context, such as: the role of technology 
and touchpoints in the online shopping journey and the personalization of the 
communication mix. 

50.2 Literature Review 

50.2.1 Online Consumer Journey and Touchpoints 

Digitization has influenced both companies and customers, improving the digital 
aspects of their assets, processes and value chains [7, 50]. 

This behavior is largely due to the maturation of technology in recent years. 
The drivers of this maturation include increased quality and ease of internet, 
more advanced digital content, more convenient payment methods and carefully 
customized customer journeys. All these factors contribute to more satisfying e-
commerce experiences for customers [16]. Logistics, which is the backbone of 
e-commerce, has also improved [50].
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Digitization, in general, offers companies attractive strategic opportunities. For 
the first time, almost all companies can reach global markets with digital e-commerce 
technology platforms [27]. 

Rapid growth and technological innovation have given consumers the opportunity 
to interact with businesses through multiple digital channels. The use of advanced 
technologies can be an influencing factor of the consumer experience throughout 
your shopping journey [25]. In this context, the development of e-commerce, in 
particular that of fashion retail, is an advantage in that it internationalizes the business, 
since companies have the facility to reach customers worldwide [12]. That said, 
organizations integrate a variety of technologies into their multichannel strategies 
through the combination of offline and online resources, in order to add value to 
consumers and thereby attract and retain more consumers [26, 46]. 

Making an online purchase has advantages, one of which is the fact that it is easier 
and more convenient for individuals to choose the product they want, saving time and 
avoiding queues in physical stores [19]. Still, as advantages, it is observed that certain 
products are cheaper when purchased online and the consumer can perform this 
process anywhere in the world. Supporting this perspective, Ramachandran et al. [38] 
report that online shopping improves the effectiveness of the business, strengthens 
the growth of the brand and its notoriety and accelerates the internationalization of 
operations, expanding the company’s distribution network. 

Online consumer behavior on the shopping journey is influenced by demographic 
factors and characteristics [30], risk perceptions, i.e., the risk and insecurity of the 
consumer in sharing their personal data online and by trust [13, 37]. Furthermore, 
the involvement and interaction of the consumer throughout the purchase journey 
[23] and the technology used by it are also factors that influence the behavior of the 
online consumer [43]. 

Thus, it can be confirmed that the online shopping journey is not linear. Contrary 
to the “traditional” journey, consumers can interact with different touchpoints at 
different stages of the shopping journey [26, 44]. 

The online-focused shopping journey can be defined, according to Wolny and 
Charoensuksai [46], as a description of the consumer experience and their interaction 
with different touchpoints that present it to the product and/or service. Wright [47] 
reinforces that the online consumer journey translates into the consumer experience 
inserted in digital touchpoints, when he browses the internet and finds the website or 
other digital platform of a company, makes a purchase, processes the monetary trans-
action and ends in the post-purchase experience. According to Lemon and Verhoef 
[25], touchpoints translate into the variety of individual contact points between the 
company and the consumer throughout the purchase journey. 

Following the same logic, Kotler et al. [22] describe touchpoints as an aspect, in 
which companies must invest to ensure that consumers experience positive experi-
ence and a shopping journey consistent with what the brand intends to communicate. 
Supporting this conclusion, Wright [47] adds that touchpoints are fundamental to 
measure and parameterize the consumer journey depending on the business prac-
ticed by the company. In this way, digital touchpoints have been added to describe 
the individual digital environment used by the consumer, such as the brand’s website.
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However, the term digital channel corresponds to the group of touchpoints used by 
the consumer to interact with the brand. In this sense, the touchpoints of greatest 
relevance and use by organizations are: inter alia, the website, the mobile applica-
tion, social media, e-mail marketing through newsletters, digital advertising, among 
others [41]. 

Thus, within the consumer’s shopping journey, different touchpoints can be iden-
tified. Four types of touchpoints can be observed: brand ownership, partner property, 
customer property and social touchpoints. Thus, the consumer can interact with 
each of these categories of touchpoints throughout the shopping experience since, 
depending on the nature of the product or service and the purchase journey itself, 
the impact and importance of each category of touchpoints may vary at each stage 
of the purchase journey [2, 15, 25]. 

Since touchpoints are an integral part of the digital communication strategy 
and, consequently, in the digital media used, in the next section presented, digital 
marketing communication will be explored. 

50.2.2 Digital Marketing Communication 

Within the communication mix, we will delve only the digital media, since it is part 
of the core concepts of the research carried out. 

As mentioned above, in the age of omnichannel behavior, the shopping journey 
varies throughout its process, fruit of the different channels and digital media that 
the consumer has at his disposal [35]. 

The introduction and use of technology have transformed the dynamics of inter-
personal communication, both in everyday life and in the professional sphere. Digital 
marketing and the emergence of new tools and media are two of the indicators that 
show this transformation fueled by the development of the Internet [8]. 

Digital communication can be defined as the form of communication that allows 
promoting products and services through online channels, which involves marketing 
activities such as image sharing or the publication of online information [48]. 

Kim and Ko [21] present the elements that guide marketing and communica-
tion activities in digital channels, which are personalization, proximity, interaction, 
personalization and entertainment. These channels appear to have an extremely posi-
tive impact on brand awareness, brand membership, brand loyalty and perceived 
quality [9]. These platforms can drive business sales and profit, being a powerful 
tool to create brand-level value [10]. The same authors reinforce that communi-
cation through these vehicles allows a large-scale reach at a lower cost compared 
to traditional means of communication, besides allowing to attract and attract new 
consumers, as well as retain them. 

The use of digital channels in value creation should be strategic, requiring plan-
ning to maintain a high interaction with consumers, in order to allow easy further 
monitoring [4, 18].
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Currently, there are several channels, with exponentially different potentialities, 
within the widely growing communication tool, which is digital communication. In 
this case under study, we will explore the role that digital media play on the different 
phases of online consumer journey. 

50.3 Conceptual Model 

This research aims to investigate the consumer behavior, regarding the online shop-
ping journey and digital communication. Thus, it was possible to understand and 
create, in a more personalized way to the case in question, which digital communi-
cation strategy is most appropriate for the growth of MO Online e-commerce in the 
Iberian Peninsula market. 

This objective was born from the following research question, proposed by the 
company: 

What communication strategy should we adopt for growth and entry into an 
international market of MO Online, as a fashion retail e-commerce brand? 

After explaining the conceptual model of this study, we intend to theoretically 
frame the scales used in the survey carried out on the brand’s consumers (Table 
50.1).

50.4 Methodological Decisions 

50.4.1 Methodological Approach Case Study 

To explore the research goal, the adopted methodology consists of a case study of the 
MO Online company. Thus, a case study is a method that allows the realization of 
an adequate study for an entity. In this context, the case study basically corresponds 
to a survey that can be used as a means of identifying the key issues of a company 
that deserve further investigation [49]. 

Considering what has been presented, it is essential for this study to use 
quantitative techniques, namely the questionnaire survey. 

50.4.2 Data Collection 

The technique of data collection through a questionnaire survey can be defined as a 
particular questioning about a given situation where individuals are included. Thus, 
the questionnaire survey translates into a rigorous data collection technique, both in 
terms of the questions asked and answers, as well as their order, in order to ensure
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the comparability of respondents’ answers [6]. In this sense, the objective of this 
technique is to obtain information about a certain population to be investigated in a 
systematic and orderly way [31]. 

That said, for the present study, the survey was carried out among online shoppers, 
in various groups, forums and social media, obtaining a total of 166 valid responses. 
Thus, the sampling process applied to the study is randomly probabilistic. 

50.5 Results 

50.5.1 Characterization of Respondents 

Starting with the characterization of the sample, in relation to the gender of the 
respondents, it was verified that 86% of the individuals are female and the remaining 
14% are male. These data are somewhat expected, since the brand under study is 
a fashion brand that is usually more acquired by female individuals. It should be 
noted that this characterization, as well as that of the other variables, was performed 
considering the sample considered valid, with a total frequency of 166 individuals. 

Most of the sample, representing 59% of the total, is in the age range between 28 
and 42 years. The remaining sample is between 18 and 27 years old (33%), between 
43 and 57 years (7%) and only 1% are over 57 years old. 

Regarding educational qualifications, 10% of the individuals under analysis 
completed secondary education and 90% completed some university education 
degree (including bachelor’s, master’s and/or doctorate). 

Finally, regarding occupation, most of the sample (88%) performs work, which is 
being therefore considered an active population, and consequently, consumers and/or 
potential consumers of the specific products: 65% of the individuals are employees, 
13% are student workers, 10% are self-employed, 9% are students and the remaining 
2% are unemployed. 

In a total, the sample consists essentially of women aged between 28 and 42 years, 
who have finished higher education and are active workers. 

50.5.2 Instrument Validation 

In this validation, questions that did not meet the recommended criteria and that, 
therefore, could negatively influence the validity of the scale were excluded. This 
variation may be related to the fact that the scale has been adapted from a scale 
applied to populations other than the population of the Iberian Peninsula, and it is 
not advisable to use it in this population. 

Originally, the instrument was composed of 25 items, and through factor analysis 
and after being removed the items whose commonalities ditches were less than 0.5, a
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scale with four factors was obtained, composed of the 18 items that presented factor 
loadings greater than 0.5. The factors were characteristic of:

• Factor 1—this factor includes five questions that refer to the Information Search 
phase.

• Factor 2—this factor includes three questions that refer to the Alternative 
Evaluation phase.

• Factor 3—this factor includes five questions that refer to the Moment of Purchase 
phase.

• Factor 4—this factor includes two questions that refer to the Post-Purchase 
Experience phase. 

After this change, it turns out that the Online Consumer Purchase Journey scale 
has a KMO value of 0.810, which corresponds to a value within the recommended 
parameters. Therefore, it is considered that the factorial recommendation for this 
construct is good. Regarding Bartlett’s measurability test, it was observed that the 
variables correlate, and the significance level is less than 0.05 (sig = <0.001) in all 
items. It is also important to analyze that, according to the commonalities presented, 
all values are higher than 0.5 in all variables, ranging from 0.512 to 0.819. This 
means that these statements have a strong relationship with each other. 

Next, the matrix of rotating components was analyzed, which allows us to under-
stand the weight of each variable compared to the construct analyzed. The rotating 
component matrix shows the optimal solution of the instrument after all the seat 
changes have already been made. Thus, through this method, results with values 
higher than 1 and items with factor loadings greater than 0.5 were presented. Thus, 
it can be concluded that the values are higher than 0.5, ranging from 0.530 to 0.870. 

Therefore, after these changes, it is possible to calculate the construct of the 
Online Purchase Journey, to be used in the validation tests of the hypotheses of the 
conceptual model, grouping it into four factors and reinforcing the value obtained 
from the total explained variance of 64.175%. 

The reliability of the scales used was then analyzed using Cronbach’s alpha calcu-
lation. When the value of this index is greater than 0.7, it means that there is appro-
priate reliability. A value of 0.870 is observed, which indicates internal consistency 
and a high robustness of the scale under study for the research sample. 

50.5.3 Consumer Behavior Analysis: Online Shopping 
Journey and Digital Media 

Regarding the survey, it was found that the average number of respondents’ responses 
focused on level 4 (I agree), which indicates that, overall, respondents show that the 
various phases of the Online Consumer Day have positive characteristics. In this 
sense, the item that presented an average of the most positive responses was the 
item “I buy clothes and accessories online” (M = 4.482; SD = 0.703). On the other
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hand, there is one of the items that contradicts the global scenario, demonstrating 
more “neutral” responses from the Likert scale, which is the “I buy clothing and 
accessories based on the information contained in digital media” (M = 3.42; SD = 
1.05), demonstrating that individuals do not agree to disagree that the information 
on online channels influences their purchase of clothing and accessories. 

Regarding the Information Search phase, respondents on average tend to agree 
that they use digital media to search for information on clothing and accessories (x = 
4.46) and that, during the search, these channels offer a good amount of information 
(x = 4.25). They also recognize the convenience of digital media, agreeing that they 
reduce the time of searching for information (x = 4.00), which help reduce the time 
of visiting physical stores (x = 4.28). However, when the accessibility and relevance 
aspect are seen, there is no longer so much consistency in agreeing that digital media 
are interactive (x = 3.64). 

Moving on to the Alternative Evaluation phase, on average, respondents agree that 
the comments (x = 4.18) and recommendations (x = 3.93) made by other consumers 
in digital media help the evaluation of the product and that they feel more positive 
about the brand when there are more positive comments in the same media (x = 
4.03). 

At the time of purchase, consumers find online payment arrangements (x = 4.43) 
easy. There is also a tendency to agree that the purchase decision can be anticipated 
by digital media (x = 3.78) and that the brand chosen to buy may change after 
an online search (x = 3.89). It is also verified that consumers do not consider that 
the information contained in digital media is linked to their buying behavior (x = 
3.42) but that, despite this, there is a positive trend regarding the purchase of clothes 
and accessories online (x = 4.48). Finally, in the Post-Purchase phase, consumers 
consider that the use of digital means to buy clothes and accessories was a good idea 
(x = 4.34) and, in general, recommend the purchase of these items via digital means 
to family and friends (x = 4.07). 

50.5.4 Descriptive Statistics: Digital Media Communication 
Preferences 

To study the preferences regarding the use of the various digital media, at each 
stage of the online consumer journey, several specific questions were asked, and the 
descriptive statistics of which are broken down in the Table 50.2.

It should be stressed that several options could be selected on all questions, since 
during the journey, the respondent can use various means. 

Considering the answers, it can be observed that:

• In the need recognition phase, respondents preferably use social media (80.1%), 
digital advertising (49.4%) and electronic word-of-mouth (34.3%). The least used 
medium is blogs and forums (4.8%).
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Table 50.2 Descriptive statistics of the digital communication media 

N Mean Standard deviation Selection frequency 

1. Which of the digital media do you consider triggering the need to purchase clothing and 
accessories? 

1.1. Social media 166 1.20 0.400 133 (80.1%) 

1.2. Electronic word-of-mouth 1.66 0.476 57 (34.3%) 

1.3. Websites 1.67 0.472 55 (33.1%) 

1.4. Digital advertising/paid 
media 

1.51 0.501 82 (49.4%) 

1.5. E-mail 1.77 0.425 39 (23.5%) 

1.6. Blogs and forums 1.95 0.215 8 (4.8%) 

1.7. None of the previous 
options 

1.95 0.227 9 (5.4%) 

2. Which of the digital media do you use to search for information about clothing and 
accessories? 

2.1. Social media 166 1.50 0.502 83 (50%) 

2.2. Electronic word-of-mouth 1.64 0.482 60 (36.1%) 

2.3. Websites 1.23 0.421 128 (77.1%) 

2.4. Digital advertising/paid 
media 

1.88 0.327 20 (12%) 

2.5. E-mail 1.92 0.269 13 (7.8%) 

2.6. Blogs and forums 1.90 0.304 17 (10.2%) 

2.7. None of the previous 
options 

1.97 0.171 5 (3%)  

3. Which digital media do you use to compare clothing and accessories purchase alternatives? 

3.1. Social media 166 1.64 0.482 60 (36.1%) 

3.2. Electronic word-of-mouth 1.73 0.446 45 (27.1%) 

3.3. Websites 1.25 0.436 124 (74.7%) 

3.4. Digital advertising/paid 
media 

1.92 0.269 13 (7.8%) 

3.5. E-mail 1.99 0.109 2 (1.2%) 

3.6. Blogs and forums 1.93 0.260 12 (7.2%) 

3.7. None of the previous 
options 

1.95 0.227 9 (5.4%) 

4. Which of the digital media do you use when you intend to buy clothing and accessories? 

4.1. Social media 166 1.71 0.455 48 (28.9%) 

4.2. Electronic word-of-mouth 1.86 0.347 23 (13.9%) 

4.3. Websites 1.10 0.296 150 (90.4%) 

4.4. Digital advertising/paid 
media 

1.95 0.227 9 (5.4%)

(continued)
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Table 50.2 (continued)

N Mean Standard deviation Selection frequency

4.5. E-mail 1.97 0.171 5 (3%)  

4.6. Blogs and forums 1.98 0.154 4 (2.4%) 

4.7. None of the previous 
options 

1.99 0.078 1 (0.6%) 

5. Which of the digital media do you use after purchasing clothing and accessories (e.g., to 
exchange and/or make complaints)? 

5.1. Social media 166 1.79 0.409 35 (21.1%) 

5.2. Electronic word-of-mouth 1.89 0.319 19 (11.4%) 

5.3. Websites 1.30 0.458 117 (70.5%) 

5.4. Digital advertising/paid 
media 

1.95 0.215 8 (4.8%) 

5.5. E-mail 1.89 0.319 19 (11.4%) 

5.6. Blogs and forums 1.99 0.109 2 (1.2%) 

5.7. None of the previous 
options 

1.85 0.359 25 (15.1%)

• In the Information Search phase, respondents preferably use brand websites 
(77.1%) on social media (50%) and electronic word-of-mouth (36.1%). The least 
used means at this stage are e-mail/newsletter (7.8%).

• In the Alternative Evaluation phase, respondents preferably use the websites of 
the various brands (74.7%), social media (36.1%) and electronic word-of-mouth 
(27.1%). The least used means at this stage ar e-mail/newsletter (1.2%).

• In the buying phase, respondents preferably use the websites of the various brands 
(90.4%) and social media (28.9%). The least used means at this stage are blogs 
and forums (2.4%).

• In the Post-Purchase phase, respondents preferably use the websites of the various 
brands (70.5%) and social media (21.1%). The least used means at this stage are 
blogs and forums (1.2%). 

50.6 Discussion and Conclusions 

50.6.1 Discussion of Results 

Through the analysis of our conceptual model and, more specifically, the problem 
presented by the company, it can be partially verified that, for the study public, digital 
media have an impact on the various phases of the Online Fashion Shopping Journey. 
This validation was based on descriptive statistics of the results of the questionnaire, 
more specifically the questions of the construct of the Online Consumer Shopping
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Journey, which indicate that respondents consider that online media are beneficial in 
the various phases of the journey. 

Most respondents consider that digital media offer a lot of product information 
and that, combined with the ease of access to this information, they also reduce the 
time of searching for information and the time spent in physical stores. 

These data follow the same results cited in the literature, which argue that the 
shopping journey is increasingly complex due to the emergence and expansion of 
the online “universe” [26, 46]. These channels allow all consumers to have access 
to all the information so that their choice can be informed. Despite this, it simulta-
neously reduces the time spent on searching since, instead of the consumer having 
to visit several stores, visit several sites in a few seconds and get the same (or even 
more) information. This potential helps not only consumers but also brands to ensure 
that there is greater coherence in their communication and that it is updated in real 
time, since online communication (on the social media and website of each fashion 
brand, for example) can be more easily managed and has more space versus in-
store communication [32]. In addition, there is also the buying behavior already 
mentioned in the literature review of consumers present in various channels, who 
search for information online before wanting to see the product offline [26, 35]. 

Following the same line of thought and going against conclusions from studies 
such as those of Gupta and Harris [14] and Stephen [40], respondents consider that the 
opinions and comments of other consumers and consensus on the recommendations 
given help in the evaluation of the product and that positive comments in the online 
media help in the time of purchase decision. 

Although most respondents present some difficulty in deciding to purchase a 
clothing and accessories product online, they state that, increasingly, the purchase of 
this product and comparison between the various options are based on the information 
contained in the media and that these same means can anticipate the purchase and 
even that the selected brand may change after a more in-depth online search. 

These responses support the fact that, increasingly, e-commerce is here to stay. 
Although some studies have reported that the growth of e-commerce has been related 
to the confinement that has happened in recent years, the most recent evidence 
has been proving that growth has continued even after that [1, 28, 39]. Consumers 
continue to want to buy online and recognize the convenience associated with this 
type of purchase, and they will only cross-reference this online purchase with offline 
channels [19, 34]. As a result, digital media will be important touchpoints in the 
consumer journey and the consumer’s experience in making them could shape their 
purchasing decision [2, 5]. 

The exception to this positive behavior is the case of a specific digital media, blogs 
and forums, where a large part of respondents shows no interest in either joining or 
having an active role in participating in discussions. This finding is contrary to what 
is expected [12, 20], raises the possibility that consumers in the Iberian Peninsula 
behave differently and are not so interested in sharing and/or reading more extensive 
articles, preferring media such as social media, as can be seen next. It should be said 
that this possibility, to be confirmed, will require future studies with a larger sample 
and collected at random.
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However, it is clear from the results obtained that the purchase of clothing and 
accessories through online channels is carried out and that, after the purchase, most 
respondents advise family and friends to make online purchases of these products. 

Moving on, it has proven that there are preferential digital media, according to 
the stage of the online fashion consumer shopping journey. In the initial phase of the 
journey, particularly in the phase of recognition of the need, the most used means 
are social media and online advertising. Also, in pre-purchase, in times of search for 
information and evaluation of alternatives, social media remain one of the preferred 
means, but websites and electronic word-of-mouth gain a relevant weight in decision-
making. 

These findings demonstrate the importance of a good communication strategy, 
adjusted to the target audience and making use of the means where the public is in the 
different stages of purchase [43]. In the case of fashion retail brands, more specifically 
in the case under study (which is a project focused on online and e-commerce), social 
media have a relevant weight at the beginning of the shopping journey, and therefore, 
brands must bet on properly feeding these networks, organically and pays, ensuring 
relevant content and a coherent message that meets the needs of potential consumers 
[17, 24, 33]. 

After the decision is made, the preferred means change, since people buy mainly 
on the websites of fashion brands, through existing e-commerce platforms. The same 
behavior occurs at the post-purchase time. Still, as alternative means to the brand’s 
website, people highlight social media, as a buying and post-purchase platform (to 
make complaints, for example) which, once again, proves to be one of the digital 
media that should be worked on the most since its use is transversal during the journey 
[5, 17, 36]. 

Corroborating the behavior verified previously, blogs and forums as well as e-mail 
have a reduced expression at all stages of the online shopping journey. According to 
Omar and Atteya, [32], regarding e-mail, this behavior would already be expected. 
These results may be due to several factors such as the need for more recent evidence 
on the subject or the change in the paradigm of content consumption, favoring shorter 
content, especially when we are analyzing younger generations, such as the study in 
question [42]. 

50.6.2 Contributions of the Study 

In practical terms, it is important to highlight the relevance of this analysis for MO and 
for companies inserted mainly in the fashion retail sector, especially those that aim 
to grow in the digital and e-commerce environment. This relevance is high in view of 
the exponential growth of this channel in recent years, largely due to the pandemic 
experienced. This paradigm shift in consumption has intensified the investment of 
brands in their digital footprint and, consequently, both in the use of various digital 
media and in providing a satisfactory and safe experience to consumers—that is, 
this study has leveraged the data-based construction of a consistent and coherent
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marketing strategy across digital channels, by responding to “how” and “when” to 
reach consumers during the various stages of their journey. 

Considering all the results presented in the section above, it can be concluded that, 
to build an appropriate communication strategy for the growth of a fashion retail e-
commerce brand and entry into an international market, in this particular case study, 
the following parameters should be taken into account:

• Use the different digital media throughout the shopping journey as they are 
valued by respondents and enhance the best demand for information, anticipate 
online shopping and reduce the time of searching for products and clothing and 
accessories brands.

• Valuing comments made by other consumers since they broadly influence the 
choice of product and brand.

• Consider that blogs and forums and newsletters did not show much interest and 
interaction on the part of respondents.

• Consider social media, digital advertising and electronic word-of-mouth as 
relevant digital communication media for the communication of clothing and 
accessories. 

50.6.3 Limitations and Suggestions for Future Research 

Understanding this research needs the recognition of the main limitations identified, 
so that these can become opportunities for future research. 

One of the limitations of this study was the sample size—166 individuals. If this 
same study was carried out in a larger sample and ideally in a random probabilistic 
way, this would make it possible to prove more solidly the validity of the results 
obtained. 

Another chance for improvement will be to extend and replicate the same research 
to other fashion retail companies or even other sectors of activity, since this research 
was focused on the consumer of a specific brand. 

Another limitation is that the sample analyzed is mostly female. Although the 
general consumer of this type of products is feminine, nowadays men have shown a 
greater interest in the purchase of textile fashion, and thus, it would be relevant for 
other studies to investigate the experience of male consumers in this sector. 

Furthermore, as a limitation, it is important to highlight the difficulty in capturing 
responses from Spanish consumers. The small number of consumers living in Spain 
does not translate the effort made to disseminate the questionnaire since the effort 
was superior to that of disclosure in Portuguese consumers, but its return was much 
lower. 

For future investigations, it would be equally interesting to analyze the present 
data using structural equations, allowing a more in-depth and integrated analysis 
of the complex relationships between the multiple independent variables and the 
dependent variable of the conceptual model of analysis.
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Chapter 51 
Optimizing Marketing Through Web 
Scraping 

Diego Albuja, Laura Guerra, Dulce Rivero, and Santiago Quishpe 

Abstract The objective of this research was to develop an indexed database on 
electrical appliances marketed in the city of Ibarra, Ecuador, using web scraping in 
order to optimize the search time of consumers for these products. It is an applied 
research, where the survey technique was applied to determine the marketers and 
the products to be considered. The results of the survey led to directing the study 
in the marketers Todohogar, Almacenes Japon and La Ganga and to the products: 
televisions, kitchens and refrigerators. The web scraping process contemplated three 
phases: search and inspection of the web page, data extraction and cleaning and trans-
formation and storage of final data, for which the Python program and the Request 
and Beautiful Soup libraries were used. The Data Access Object (DAO) design 
pattern was used to separate the logic layer from data access, and the connection to 
the MySQL database was defined with the Python programming language using the 
mysql.connector library. For the automatic and indexed storage of the data extracted 
and refined from the pages of the marketers, some databases called product table, 
characteristic table, brand table were built. As a result, there is a web page that makes 
use of the web scraping program developed to show the user the summarized and 
updated information of the three products offered by each of the marketers analyzed.
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51.1 Introduction 

The progress and ease of publishing information on the Internet have had an impact 
on the fact that this network has increased its content substantially. Additionally, the 
current era is characterized by a consumer of data/information/services/products, 
more digitally educated, and therefore, more likely to use the internet as a means 
of contact and knowledge. On the other hand, if one considers the non-renewable 
and generally scarce resource that most individuals have that is time, the “search” 
in digital pages can do something long, tedious and that does not always lead to the 
best or accurate information. In view of this situation, the web scraping technique 
emerged, also known as Content Scraping, Screen Scraping, Web Harvesting or 
Web Data Extraction [1], which consists of extracting data from web pages quickly, 
automatically and efficiently to present it in a better structured and more user-friendly 
format. Web pages are made up of HTML elements and data within these elements. 
These elements can be made up of texts, figures, videos, labels and others, that is, 
information that is not always useful for all people [2]. The extraction of the data is 
carried out simulating human exploration through computer programs that increase 
efficiency and optimize search time, while allowing the extracted information to be 
indexed and ordered in databases for later consultation [1]. This technique is used by 
a large number of very popular applications and websites, such as the vast majority of 
search engines (Google, Yahoo, others) [3]. Its field of application is very broad and 
can be summarized in security and defense; content change tracking; content analysis 
focused on any discipline [4]. From the commercial point of view, current businesses 
try to have the greatest visibility on the internet, betting on the investment of resources 
for the positioning of online businesses; on the other side of the coin, this situation 
can represent for the consumer, a strenuous task of searching for information. Hence, 
this study aimed to develop an indexed database of household appliance products 
offered by marketers in the city of Ibarra through the technique of web scraping, in 
order to make more efficient and productive the time that the user spends buying 
such items on the network. 

51.2 Literature Review 

According to [5], there are different types of web scarping, from the simplest such 
as copy-pasting (copy and paste) to more complex such as HTML parsing (syntactic 
analysis of the HTML file), DOM parsing (defines the document structure and 
content), HTTP programming (based on the HTTP protocol that consists of making 
requests to the remote web server and analyzing the response obtained), among 
others. However, regardless of the type of web scraping, there are some fundamental 
steps to execute them. In the opinion of [6], web scraping includes three basic phases: 

Search phase: which implies determining which will be the web pages that present 
the data of interest and that must be analyzed.
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Extraction phase: It consists of extracting the data of interest from each of the 
pages considered. 

Transformation phase: After the data is extracted, it is cleaned and transformed 
to a certain structure to be stored in a database. 

In the context of the use of web scraping, various projects are generated, inter-
twined with different fields of knowledge. In the field of finance, specifically in 
relation to the stock exchange, Lin and Yang [7] used web scraping to periodically 
read the securities of the stock market of the territory of Taiwan. The application 
captures the price of a company’s shares every second, which is useful for users who 
carry out daily transactions in this market. The scraping algorithm (web scraping) 
first extracts the name of the company and second the data such as: the price, trend 
and fluctuations of the shares with the use of the Beautiful Soup library provided 
by Python; later, this data is exported to a file of Excel for the user who can inter-
pret them and make decisions based on this information. Cárdenas Rubio et al. [8] 
focused on using web scraping, using data mining techniques and regular expression 
analysis, in order to collect data to establish fluctuations in housing prices and rentals 
to determine the strength of Colombia’s economy and financial system. In the project 
proposed by Manrique Andrade and Sanchez Rubio [9], it is mentioned that in Peru, 
the e-commerce business model is growing, so their proposal aims to streamline 
the digital purchasing process and thus enhance people’s quality of life, through the 
comparison of prices of the different products offered by various supermarket chains. 
Cauna Huanca [1] generated the proposal of a website, in which indexed information 
is stored that has been extracted with the web scraping technique using the Beautiful 
Soup Python library; The information extracted is related to tourist packages offered 
by the agencies in a region of Peru. With reference to the legal framework and the 
legal implications of the use of web scraping, Sanabria De Luque [10] contrasts the 
Colombian legislation with the legislation of the European Union and that of the 
USA to conclude that the technique of extracting data from the web could violate the 
rights of third parties due to the load that the requests could generate to the website 
servers. In addition, the website may have quite specific prohibitions to limit the 
use of web scraping, such as the use of the captcha resource. But, the author finally 
determined that there is currently no legal prohibition on the use of the technique to 
extract data from a web page that could prevent its use, since the information that is 
collected in them is of a public nature and their use does not violate regulations. 

51.3 Materials and Methods 

The study is framed in an applied research, where the survey technique was used 
to determine the marketers with which web scraping would be applied according 
to the opinion of the members of the Cantonal Sports League of Antonio Ante. 
The marketers Todohogar, Almacenes Japón and La Ganga were selected as study 
centers; in the same way, it was established that the items to be considered would
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Fig. 51.1 Activity diagram 

be televisions, kitchens and refrigerators. The specific URLs of each page where the 
HTML documents were extracted are as follows: 

Todohogar [11]: 
https://www.todohogar.com/309-televisores?q=Local-Todohogar+La+Plaza 
Almacenes Japón [12]: 
https://almacenesjapon.com/55-tv-y-video?q=Subcategorías-Televisores/Dispon 

ibilidad-En+stock 
La Ganga [13]: 
https://www.almaceneslaganga.com/pedidos-en-linea/efectivo/Televisores 
The guidelines proposed by Persson [6] were followed to achieve the objective of 

the research, summarized in the activity diagram (Fig. 51.1), where the interaction of 
the pages of the marketers, the web scraping software and the database is visualized. 

51.3.1 Web Scraping Process 

To implement the web scraping technique, certain steps were followed that are general 
and were repeated for all the web pages of the different marketers. Once the Requests 
and bs4 libraries have been installed in Python, the sequence to follow to do the web 
scraping included the following phases:

https://www.todohogar.com/309-televisores?q=Local-Todohogar+La+Plaza
https://almacenesjapon.com/55-tv-y-video?q=Subcategor%EDas-Televisores/Disponibilidad-En+stock
https://almacenesjapon.com/55-tv-y-video?q=Subcategor%EDas-Televisores/Disponibilidad-En+stock
https://www.almaceneslaganga.com/pedidos-en-linea/efectivo/Televisores
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Phase 1. Search and inspection of the data source: The first step was to carefully 
observe and analyze the website in which the scraping will be applied (web scraping) 
because the HTML structure that manages the site must be understood in order to 
be able to extract the relevant data. This stage began by opening the web page from 
which the information was to be extracted in the browser and sending an HTTP 
request to its URL. The server responded to the request by returning the structure 
and HTML content of the page. This task was accomplished with the Python Requests 
library. For example, for the marketer Todohogar, Fig. 51.2 shows that on the left 
there are the brands of the products handled by the marketer and on the right there 
are the products structured in blocks, where product details are shown at the top, 
and below is the description of the product and its price. The page also presents by 
default the products of all the branches. In this study, the option of the Ibarra location 
was selected. Finally, in the final section, no pagination was found, that is, all the 
products are presented on the same page. 

After the general analysis, the website was inspected with the developer’s tools, 
to understand how the information was distributed in the HTML structure of the site 
and to be able to select the relevant elements for extraction. Figure 51.3 shows a 
page element on the left and the browser developer tools on the right showing their 
structures and HTML tags.

In the HTML structure of the Todohogar products in Fig. 51.4, it was found that 
the information of each product is arranged in a div tag, within which there is a 
separation generated in two blocks. The first block is the image and the link of the 
product and the second is the description (brand, model, etc.) and the price of the 
product.

Fig. 51.2 General view of the page—Todohogar 
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Fig. 51.3 HTML element and structure

Fig. 51.4 HTML products structure—Todohogar 

Phase II. Extracting the HTML document: The HTML code of the page with 
which Python could interact was used; for this function, the Requests library was 
used. This library generates a request with the HTTP GET method to the specified 
URL. Figure 51.5 shows the import of the library and the obtaining of the HTML 
content of the page.

The HTML document obtained from the request was transformed into a format 
that Python can understand, that is, a parsing was performed. For this, the Beautiful 
Soup library was used, which creates an object of its Python type. Figure 51.6 shows
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Fig. 51.5 Request of the HTML document to the URL

the import of the library and the subsequent creation of the so-called “soup” which 
would be the HTML content of the page, but already parsed to an element of type 
Beautiful Soup. 

Finally, once the relevant tags for data extraction were known and having obtained 
the HTML document of the request and having parsed it, we proceeded to search 
for the elements to extract the necessary information. For this purpose, the Beautiful 
Soup library presents its own methods to locate an element; in this study, the following 
were used: 

Search by tag name: soup.findAll(’tag name’). 
Search by id: soup.findAll (id = ’id’). 
Search by class name: soup.findAll (class_ = ’class name’). 
Search by CSS selector: soup.select(label.CSSClassName). 
Search by specific attribute: soup.findAll(’a’, attrs = {"attribute": "text"}). 
To extract a specific piece of data from an HTML tag, it was interacted with as a 

dictionary: element[’attribute’] or if what you want to obtain is the text: element.text.

Fig. 51.6 HTML content parsing 
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Fig. 51.7 Product class 

Phase III. Transformation: data cleaning and storage: For the development 
of this research, it was necessary to determine the following data for each product: 
brand, model, price, description, image, link, product characteristics (screen size, 
number of burners, among others). However, not all the data obtained by the scraping 
process was ready to be stored, since there were some that had to be processed in 
order to generate the desired information. The data that was generally separated was 
the image, the link and the price of the product. For this reason, the text strings that 
were extracted from the HTML tags went through a debugging in order to specifically 
obtain each piece of data. This process was supported by the language’s own functions 
to work with strings and arrays such as: split(), strip(), upper(), lower(), append(), 
which is allowed to manipulate the text strings. With the specific data already refined, 
an object of the “Product” class was generated (Fig. 51.7) to which said data was 
assigned as attributes. The purpose of this class was to generate an object so that any 
product of any marketer could adapt to a specific model, and with this, the products 
are standardized to handle them in an orderly and efficient manner when entering 
their information into the database. 

In order to have the code clean, orderly and also reusable, the Data Access Object 
(DAO) design pattern was used, which allowed separating the logic layer from data 
access. The DAO pattern was precisely reflected in a class defined with the same 
name (Fig. 51.8). Within this class were the methods for performing the information 
management actions or CRUD (create, read, update, delete) and the connection to 
the MySQL database was defined with the Python programming language with the 
use of the library mysql.connector.

Each product generated in the previous processes, at the time of storage, is 
compared taking as reference the "model" of the product in order to identify if 
said model of the same marketer already exists in the database. If the product does 
not exist, it is inserted, and if it exists, an update is performed to update attributes 
that may have changed, such as: price, link or description.
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Fig. 51.8 DAO class

51.3.2 Design of the Topic Base 

In the design of the physical model presented in Fig. 51.9, the structure and distribu-
tion of the relational database are illustrated from the product information extracted 
from the marketing pages through web scraping.

51.4 Results: Development of Data Extraction Software 

The web scraping process was standardized for each marketer and each product, 
but at the time of developing the specific code for each stage and for each data, 
particularities were found. For example, in the marketer Todohogar, the most notable 
characteristics were the following: when searching by “id” for the label of the brands 
handled by the marketer, it was found that it varied with each update of the page, so
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Fig. 51.9 Physical layout of the database

each time it became obsolete. Each time a new request was generated, that is why it 
was necessary to choose to find the label that had the text “Brand” through iteration 
through each element of the left sidebar in order to obtain the brands that are handled 
(Fig. 51.10). 

Because the page did not present the information (brand, model, etc.), in different 
labels, but presented them in a single label, often delimiting each characteristic by a 
slash (/), as can be seen in Fig. 51.11. And, for this same characteristic and in order 
not to repeat processes at the same time in the case of a characteristic in the model 
extraction method, the screen size was also extracted.

A series of lines of code had to be generated to extract generic text strings that 
appeared throughout all the products and that were not useful for the present project. 
In the case of televisions, these chains or generic words were: HDMI, 4 K Chrome-
cast, etc. This type of data was refined, and from the chain presented, the brand, model 
and specific characteristics of each type of product were extracted in the case of tele-
visions, for example, the screen size. All these were achieved with the programming 
language’s own functions for managing arrays and text strings.

Fig. 51.10 Brand block—Todohogar 
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Fig. 51.11 Product 
(TV)—Todohogar

51.4.1 Web Scraping Software 

This process was similar for all the marketers, in relation to the framework, because 
there was previously an analysis work to be able to standardize the process in a 
sequence of steps to maintain uniformity at the time of programming, as shown in 
Figs. 51.12 and 51.13, where the abstract parent class “Scraper” is observed from 
which each class to perform the scraping of each product of each marketer inherited 
its attributes and methods. Figure 51.14 shows the daughter class “ScraperTV” that 
has inherited the structure, and it is here where the value of the attributes is defined 
and the specific code for extracting each data that refers to a particular characteristic 
of the product is generated.

The result obtained at the end of this first process, which is scraping, was the 
description of the product in an unprocessed string where the information is found 
that later has to be cleaned to obtain the data that is really relevant. Figure 51.14 
shows the response of the code by terminal of this stage. 

Data cleansing process: The cleaning process is closely linked to the scraping 
process, so the class structure is the same. Broadly speaking, the methods have the 
same purpose, but the coding and the steps to achieve it were different for each 
commercial house and to a certain extent for each product as well. For this, the 
data type (in a text string) was transformed so that it was similar to the one that the 
database would receive, for example, the data such as the price was transformed to 
float, which is of decimal numeric type. Finally, once the text string of the consulted 
product was processed, its attributes or data were known and stored in the database. 
Figure 51.15 shows the result of this stage.

Storage process: For the storage of the data extracted and refined from the pages 
of the marketers, some databases called product table, characteristic table, brand 
table were built. The purpose of these tables was to carry out the storage process of
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Fig. 51.12 Scraper abstract 
class: data extraction

the extracted, refined and indexed data automatically. Figure 51.16 shows the table of 
the searched products, where their general data is specified. Figure 51.17 shows the 
characteristics table, where the qualities that each product can present are reflected, 
such as: screen size, number of burners. Similarly, Fig. 51.18 presents the brands of 
the products handled by the marketers.

51.4.2 Web System—Appliance Search Optimization 

The user interested in purchasing any of the electrical appliances considered in this 
study will be able to access the web page where the results of the search process 
through web scraping are presented, as shown in Fig. 51.19.
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Fig. 51.13 ScraperTV child class 

Fig. 51.14 Terminal printout view of raw product data

51.5 Conclusions 

One of the main challenges of the web scraping technique is the variety that each 
website presents, since it is very different from one another, and finding an HTML 
structure that is repeated is certainly complex. Each web page is unique and needs
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Fig. 51.15 Terminal printout view of the cleaned data

to be treated individually if you want to get the most out of it and obtain the relevant 
data for the project. It must be taken into account that in some products, certain 
information is not present (brand, model, screen size, etc.) that is why, despite the 
fact that the code fulfills its purpose when linked to third-party pages (marketers), 
there may be problems obtaining certain data either because they are omitted or do 
not have the same distribution as the others. Websites are subject to constant changes, 
which is why for the durability of web scraping software to be prolonged, you must 
be willing to provide constant maintenance and be attentive to possible damage that 
may occur due to changes in the websites where it is used. extract the data. There are 
certain pages that present captchas or considerations regarding the extraction of your 
data, which reflect their opposition to their data being used by third parties. Despite
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Fig. 51.16 Products table 

Fig. 51.17 Characteristic table
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Fig. 51.18 Brand table

Fig. 51.19 Web system—appliance search optimization

the fact that the legislation is very ambiguous regarding the use of data obtained by 
the web scraping technique, the developer must appeal to their professional ethics and 
respect the wishes of the owners of the information that is intended to be extracted.
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Chapter 52 
Online Shopping Experience 
on Satisfaction and Loyalty on Luxury 
Brand Websites 

Ricardo Oliveira, Inês Veiga Pereira , José Duarte Santos , Ana Torres , 
and Paulo Botelho Pires 

Abstract The internet massification and e-commerce growth that have been driven 
by “millennials” and the coronavirus pandemic cannot remain indifferent to luxury 
brands. These brands have had to adapt to e-commerce and develop an online shop-
ping experience which satisfies its customers, so that they repeat purchase. Therefore, 
the main objective of this research is to understand the main impacts of shopping 
experience on luxury brand websites on satisfaction and loyalty. A model which 
analyzes the relationship between the three constructs was developed and informa-
tion was gathered through an online survey, from which resulted 356 valid answers. 
Through the analysis of data collected and using a structural equation model, using 
SmartPLS software, we realized that online shopping experience is positively related 
to satisfaction. Loyalty, in turn, is positively affected by brand satisfaction. This 
study makes an important contribution to luxury brands and to people in charge of 
marketing and online platforms selling luxury goods. It helps brands understand that 
enhancing online shopping experience can positively impact satisfaction and loyalty 
levels.
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52.1 Introduction 

E-commerce is one of the trends in various economic sectors. However, the shift from 
a traditional commerce environment to an E-commerce environment, in a business-
to-consumer (B2C) model, can be delicate especially for a luxury brand. 

The choice of this theme arises in the current context of Internet massification and 
growing adherence to e-commerce that has been driven by “millennials” and more 
recently by the coronavirus pandemic. Luxury brands cannot remain indifferent, 
or else, they may be letting a new distribution channel and a new generation of 
consumer’s “escape”. The digital environment brings luxury closer to customers 
with purchasing power, but geographically distant and with little motivation to go to 
a physical store of the brand, regardless the generation they belong to. The presence 
of luxury brands in the digital world is crucial to continue to be relevant and desired. 

However, there are values inherent to luxury brands, which at first glance do 
not seem to be in line with what the digital environment provides. In the online 
shopping process, when consumers recognize the need for a product or service, they 
go online and search for information related to their need. Online shopping process, 
information search, interest in several goods or services online is directly related 
to online shopping experience [1, 2], which states that online shopping satisfaction 
reflects the post-purchase judgment, analyzing the expectations generated by the 
online system. The probability to repeat purchase increases when consumers feel 
more satisfied with the brand [3] and [4], which adds that the quality of online 
service has a positive impact on users’ satisfaction. 

The big challenge is to have access to new customers, educate a new generation 
of consumers, expand horizons, reach destinations that would not be reached in 
the traditional format, be aligned with new times and new codes of consumption 
and, doing all this, keeping the essence of luxury of personalization, customization, 
exclusivity, incredible stories, the full experience that thrills and delights. Okonkwo 
[5] refers several challenges that luxury brands face when entering the online market. 
Translating brand identity, personality, and image on a luxury brand website, as some 
of the atmosphere of the luxury store is lost, is a challenge. 

Therefore, in the online growing business of luxury brands, the shopping experi-
ence may have serious reflections on satisfaction and loyalty. The online shopping 
process, the navigation through the various products, the search for information and 
interest in various goods and services in the electronic media are directly related to 
the shopping experience. So, this paper aims to answer an important literature gap, 
and it becomes important to analyze the impact of the shopping experience in luxury 
brands websites, in particular, on consumer satisfaction and its impact on loyalty. 

This paper starts with literature review, which sustains the hypothesis and the 
research model. Later, the methodology is explained and results are analyzed and 
discussed. It ends with conclusion and some future research ideas.
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52.2 Literature Review and Hypothesis Development 

Luxury concept is very complex, and it is associated to a specific context and it 
is very common that people’s opinion about it is ambivalent and varied [6]. Luxury 
represents the concept of total excellence: products and services that reach the heights 
of the extraordinary; demand for what can be detachable and what is not necessary; 
impulsive purchase, the pleasure or desire to have it [7]. 

The constant evolution of the meaning of luxury contributes to its unstable char-
acter, causing the perception of existence of different levels and categories of luxury, 
particularly when applied to products. Definitions about luxury brands can be derived 
from consumer perspective or product perspective [8]. From a consumer perspec-
tive, a luxury brand is identified by its psychological value, functional value, and 
important function as a status symbol. On the other hand, from a product perspec-
tive, a luxury brand is defined in terms of its excellent quality, high value, disparity, 
exclusivity, and handmade or individualized manufacturing. 

Digital brings luxury closer to a customer with purchasing power, but geograph-
ically distant and unwilling to go to a physical store of the brand regardless of the 
generation to which they belong. The same author also states that the presence of 
luxury brands in the digital world is crucial to continue to be relevant and desired. 

Shopping experience was defined as being a set of consumer attitudes or behaviors 
from the moment they visit a certain website to purchase something planned, for 
recreational purposes or when looking for promotions [9]. 

The online shopping process, when consumers recognize the need for some 
product or service, they access the Internet and search for information related to 
their needs. The online shopping process, the navigation through the various prod-
ucts, the search for information and the interest in various goods and services in the 
electronic medium are directly related to the shopping experience [9]. 

A company’s main goal should be to make its customers satisfied. This satisfaction 
is influenced by perceptions about buying experience and other factors [3]. 

Satisfaction is defined as a person’s analogy of the performance of a product in 
relation to his or her expectations. When that performance does not meet expectations, 
the customer is disappointed. If the performance meets expectations, the customer is 
satisfied. When the performance of the product exceeds expectations, the customer 
is delighted [10]. 

So, there is positive relationship between the dimensions of e-service quality 
(design, trust, security/privacy, and customer service) and customer satisfaction [3]. 
E-service quality dimensions have a positive impact on customer satisfaction. The 
same authors state that cyber-consumers tend to focus on the site interface and the 
entire surrounding experience to form their satisfaction judgments. 

Based on several studies [4, 11, 12], the following hypothesis was formulated: 
H1: Online shopping experience positively affects satisfaction to a certain 

luxury brand. 
The probability of repeated purchase is extremely high with satisfied customers 

[3]. Brand satisfaction has a significantly positive influence on brand loyalty [13].
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Satisfaction is an antecedent of brand loyalty, that is, increases in satisfaction lead 
to increases in brand loyalty [14]. 

Loyalty gives the customer a high level of preference, decreasing the likelihood of 
switching, increasing willingness to pay more, and also the possibility to recommend 
the product or service or even the company itself [14]. 

Customer satisfaction is also important in the online environment, as it creates 
customer confidence in buying online [15]. According to the same author, satisfaction 
is thus an essential element in building strong long-term customer relationships and 
plays an essential role in creating online loyalty. If a customer is satisfied, he will 
have less intention to switch to another brand online [16]. 

Satisfaction affects customer loyalty and means that satisfied customers are more 
willing to share their opinions, so word-of-mouth tends to increase [17]. This is 
advantageous, because satisfied customers have a higher usage intention and are 
more likely to repurchase, than an unsatisfied customer. 

Several authors have established the connection between satisfaction and brand 
loyalty [3, 13–17], therefore: 

H2: Loyalty to a particular luxury brand is positively affected by brand 
satisfaction. 

52.3 Research Methodology 

In this research, a quantitative methodology was implemented, through an online 
distributed questionnaire, and considered the most adequate as it allows relating 
facts and variables [18]. In this scope, the Structural Equation Model (SEM) was 
implemented, which allows to evaluate the fit of the theoretical model to the corre-
lational structure between the various variables [19]. The structural equation model 
was specified following Hair et al. (2010) instructions, performing all the phases. The 
theoretical model was represented by a path diagram, which shows the relationships 
between constructs (as in Fig. 52.1.) 

After specifying the structural model, it was chosen the estimation methodology, 
so in this case, the partial least squares (PLS-SEM) method was considered more 
adequate as the model has at least one construct which is an antecedent and conse-
quent. Calculations were performed using Smart PLS software version 3.3.1 for 
Windows. 

In order to reach desired results, a questionnaire was used. The questionnaire was 
divided into four parts: the first includes questions for sociodemographic character-
ization; the second aims to filter the respondent purchases luxury brands; third, the

Fig. 52.1 Conceptual model 
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Table 52.1 Scales used in 
the questionnaire 

Construct Adapted from 

Online shopping experience Scheinbaum and Kukar-Kinney 
(2009) 

Satisfaction Mehta and Tariq (2020), 
Gallart-Camahort et al. (2021) 

Loyalty Anderson and Srinivasan (2003), 
Gallart-Camahort et al. (2021) 

respondent identifies the last luxury website where he/she purchased and the final 
part where constructs are assessed. The questionnaire was spread by the authors 
online contacts using the snowball strategy. 

The constructs were assessed using scales previously tested in the literature, as 
shown in Table 52.1. These scales were adapted to Portuguese, as the questionnaire 
was distributed in Portugal. 

52.4 Analysis and Results 

52.4.1 Sociodemographic Characterization 

For the sample demographic characterization, the following variables were consid-
ered: age, gender, nationality, academic background, and finally, professional 
situation. 

As it can be seen in Table 52.2, regarding the age of the respondents, it appears that 
the youngest individual is 17 years old and the oldest is 67 years old. The average age 
of the respondents to the questionnaire is 39 years old. About 18.82% were between 
31 and 35 years old; 13.20% was being between 36 and 40 years old; and 19.94% 
was being between 41 and 45 years old. 

Table 52.2 Respondents 
according to age 

Groups Number Percentage (%) 

<25 years old (yo) 16 4.49 

26 30 anos 51 14.33 

31 aos 35 anos 67 18.82 

36 aos 40 anos 47 13.20 

41 aos 45 anos 71 19.94 

46 aos 50 anos 48 13.48 

51 aos 55 anos 23 6.46 

Mais de 56 anos 33 9.27 

Total 356 100.00
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Table 52.3 Respondents 
according to gender 

Gender Number Percentage (%) 

Female 171 48.03 

Male 185 51.97 

Total 356 100.00 

Regarding gender, the elements of this sample are mostly male. Of the 356 respon-
dents, 185 (51.97%) are male, and 185 (48.03%) are female (Table 52.3). Most of 
the respondents are Portuguese (97.47%). 

Most respondents have completed higher education (university degree). One 
hundred and fifty-five (43.54%) of the individuals have completed higher education 
and 106 (29.78%) of the individuals have completed high school. 

Of the 356 respondents, 308 (86.52%) are employed, 8 (2.25%) are full-time 
students, 23 (6.46%) are workers/students, and finally, 17 (4.78%) are self-employed 
(Table 52.4). 

Table 52.5, presented below, shows the luxury brands most mentioned by respon-
dents, where they usually shop online. It should be noted that it was an open question, 
so 45 different brands were obtained, and all the answers obtained were valid for 
the study. This is because, as previously mentioned, the concept of luxury is very 
complex and it is associated with a specific context, being common that a person’s 
opinion about the subject is ambivalent and varied [10]. 

The brand most mentioned by respondents where they usually shop online was 
Farfetch with 61 answers (17.13%). There were 45 different answers in an open

Table 52.4 Respondents 
according to professional 
situation 

Professional situation Number Percentage (%) 

Full-time student 8 2.25 

Student and worker 23 6.46 

Employed 308 86.52 

Self-employed 17 4.78 

Total 356 100.00 

Table 52.5 Respondents 
according to luxury brands 
they usually shop online 

Brand Number Percentage (%) 

Farfetch 61 17.13 

Polo Ralph Lauren 36 10.11 

Gucci 22 6.18 

Tommy Hilfigher 19 5.34 

Cartier 16 4.49 

Prada 16 4.49 

Outras 186 52.25 

Total 356 100.00 
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question. With 36 mentions, was Polo Ralph Lauren, equivalent to 10.11% of the 
total respondents. This was followed by Gucci with 6.18% (22) of respondents (see 
Table 52.5). 

52.4.2 Validation of the Measurement Model 

Factor validity occurs when the items are reflective of the factor they are intended to 
measure. Most items in this investigation relate to their constructs with full reliability, 
since they have values greater than 0.700, as it can been in Table 52.6. 

Cronbach’s alpha of approximately 0.900 is considered excellent and 0.800 is 
considered very good [20]. Smart PLS suggests a threshold of 0.700 for Cronbach’s 
alpha. All variables in this study are consistent and have excellent values since they 
all have values greater than 0.900. 

Composite reliability (CR), which is calculated from the results of the AFC, is 
a good indicator of construct reliability when it has a value equal to or greater than 
0.700 [21]. This is true for all the variables under study.

Table 52.6 Outer loadings, Cronbach alpha, composite reliability, and AVE 

Outer loadings Cronbach’s alpha Composite reliability Average variance 
extracted (AVE) 

EXP1 0.885 0.940 0.953 0.772 

EXP2 0.920 

EXP3 0.904 

EXP4 0.705 

EXP5 0.920 

EXP6 0.918 

SAT1 0.898 0.935 0.949 0.758 

SAT2 0.936 

SAT3 0.921 

SAT4 0.837 

SAT5 0.805 

SAT6 0.817 

LEAL1 0.923 0.975 0.979 0.887 

LEAL2 0.940 

LEAL3 0.954 

LEAL4 0.954 

LEAL5 0.956 

LEAL6 0.923 
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Table 52.7 Discriminant 
validity 

EXP SAT LOY 

EXP 0.879 

SAT 0.476 0.871 

LOY 0.120 0.418 0.942 

Fig. 52.2 Structural model via SmartPLS 

Finally, the average variance extracted (AVE) shows values considered acceptable. 
All of them with values higher than 0.500 are between 0.709 and 0.862. 

Discriminant validity was tested through the square root of the AVE values and 
the correlation between the constructs. It can be concluded that the AVE values are 
higher than the correlation values between the constructs, and therefore, discriminant 
validity is supported, meaning that the variables measure different aspects and do 
not overlap (Table 52.7). 

52.4.3 Validation of the Structural Model 

The structural model has an acceptable adjustment quality; since the recommended 
value is SRMR ≤ 0.08 [22], we have a value of 0.067. 

The results show that there is significance in the prediction of the constructs 
since the R2 is greater than 0.100. A Q2 greater than zero shows that the model has 
predictive relevance, a situation verified for all constructs (see Fig. 52.2). 

52.4.4 Measurement Analysis of the Total and Specific 
Indirect Effects 

There is a positive relationship between all variables, which solidifies the main focus 
of this study. 

The mediating effect of satisfaction between online shopping experience and 
loyalty is also significant. In this case, P-value < 0.05, so the relationship is significant.
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Table 52.8 Comparison by gender 

β 
Female 

β 
Male 

Difference 
B female–B male 

Values of P (female vs male) 

Hypothesis 1 
EXP > SAT 

0.389 0.565 −0.176 0.070 

Hypothesis 2 
SAT > LOY 

0.265 0.533 −0.269 0.048 

52.4.5 Multi-Group Analysis 

52.4.5.1 Comparison of Results by Gender 

Starting with the analysis of the gender difference, the first group, representing the 
male gender, is made up of 185 people, while the second group, referring to the 
female gender, is made up of 171 people. 

As can be seen in Table 52.8, there were significant differences between the 
genders. The relationship between online shopping experience and satisfaction 
(hypothesis 1) can show significant differences. This shows that for female respon-
dents, the impact of the online shopping experience on satisfaction is lower than for 
male respondents. The same can be said for the relationship between satisfaction and 
loyalty (hypothesis 2). 

52.4.5.2 Comparison of Results by Age 

For the analysis by age, two groups were established. A first group is made up of 
people aged up to 40 years old and is made up of 181 answers. The second group is 
made up of people over 40 years old and is made up of 175 responses. 

As can be seen in Table 52.9, there was not a significant difference in the relation-
ship between online shopping experience > satisfaction (hypothesis 1); it is shown 
that for respondents up to 40 years old, the impact of online shopping experience 
on luxury brand image is greater than for respondents over 40 years old. The same 
happens when the relationship between satisfaction and loyalty is concerned. Despite 
the impact of satisfaction on loyalty is higher for people over 40, it is not statistically 
different. 

Table 52.9 Comparison by age 

β ≤40 β > 40 Difference = < 40– > 40 − B 
Male 

Values of P (≤40 vs > 40) 

Hypothesis 1 
EXP > SAT 

0.383 0.538 −0.155 0.129 

Hypothesis 2 
SAT > LOY 

0.392 0.471 −0.079 0.546



766 R. Oliveira et al.

Table 52.10 Comparison by brand and multi-brand 

β 
Brand 

β 
Multi-brand 

Difference 
brand–multi-brand 

Values of P (brand vs 
multi-brand) 

Hypothesis 1 
EXP > SAT 

0.476 0.525 −0.049 0.712 

Hypothesis 2 
SAT > LOY 

0.463 0.239 0.224 0.171 

52.4.5.3 Comparison of Results by Multi-Brand Store or Brand Store 

Regarding the analysis of online multi-brand store or brand store purchases, two 
groups were built from the analysis of all the answers. 

The first group, composed of 274 answers, is inserted all respondents who say 
they buy in brand stores (e.g., Cartier, Gucci, Prada, Polo Ralp Lauren, etc.). The 
second group is made up of 82 responses, where respondents say they shop at multi-
brand online stores (e.g., Farfetch, Lyst, Mytheresa, Mr. Porter, and Browns Fashion) 
(Table 52.10). 

As can be seen in the table, there were no significant differences in the relationship 
between online shopping experience and satisfaction (hypothesis 1). However, there 
were no significant differences between respondents buying in branded stores and 
those buying in multi-brand stores in the relationship between image > satisfaction > 
loyalty (hypothesis 2); for respondents buying in branded stores, the impact of brand 
image on satisfaction is higher than for respondents buying in multi-brand stores. 

52.5 Discussion 

From the results of the study, we can conclude that there is a positive relationship of 
online shopping experience in relation to satisfaction in the case of luxury brands. 
Consumers shop online for various reasons, such as time saving, convenience, to 
avoid crowds, for the anonymity, to look for the best prices or to seek entertainment 
while shopping [14]. All these advantages associated with online shopping experi-
ence can have a moderating effect on satisfaction [14]. A company should have as its 
main goal to make its customers satisfied. This satisfaction is influenced by percep-
tions about the shopping experience and other factors. So, this research conclusion in 
consistent with previous research, as online shopping experience affects satisfaction 
also in the case of luxury brands. 

It was also concluded that loyalty to a particular luxury brand is positively affected 
by brand satisfaction. This conclusion is consistent with previous studies [15] who  
state that satisfaction is an essential element in building strong long-term customer 
relationships and plays a key role in creating online loyalty. Also consistent with 
other research [13] which states that satisfaction with the brand has a significantly
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positive influence on brand loyalty. Satisfaction is an antecedent of brand loyalty, 
that is, increases in satisfaction lead to increases in brand loyalty. 

52.6 Conclusion 

This research had a focus to understand the main impacts of shopping experience in 
luxury brand websites on satisfaction and loyalty. 

In the analysis of the relationships between the variables, it was possible to realize 
that all of them have a positive value. Thus, from the statistical analysis of the data 
collected, it was found that the two hypotheses were confirmed. 

Therefore, through the results, it was shown that online shopping experience 
impacts on satisfaction. Likewise, it was shown that satisfaction impacts loyalty. 

It was found that most relationships have a greater impact on men than on women, 
and there is a significant difference between genders when satisfaction impact on 
loyalty is concerned. 

It was also concluded that for respondents up to the age of 40, the impact of 
the former online shopping experience on luxury brand image is greater than for 
respondents over the age of 40; the same between satisfaction and loyalty although 
differences were not significant. 

It is concluded that for respondents who shop in a branded store, the impact of 
experience on satisfaction is lower than for respondents who shop in a multi-brand 
store. 

52.6.1 Research Implications 

This study helps to understand the various impacts of shopping experience on luxury 
brand websites. Therefore, it can make an important contribution, both theoretically 
and practically, to the luxury brands themselves and to other entities with responsi-
bilities in the management of marketing and online sales platforms of luxury goods. 
In what concerns online sales platform management, it is believed that this work is 
useful for a better understanding and conceptual knowledge of the buying experi-
ence in luxury brands’ websites. There are several details associated with the online 
shopping experience that can positively impact the customer. From the online buying 
process to the final use of the purchased good, there is a series of steps that should be 
valued according to the objectives and values of the brand so that the online buying 
experience is positive. 

In relation to marketing, this study offers important contributions to its develop-
ment and to a greater conceptual understanding of satisfaction and brand loyalty. 
The different relationship established between the different constructs also allows 
important conclusions to be drawn for the marketing teams of luxury brands.
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And finally, it is thought that it may be useful for brands to understand that 
enhancing the online shopping experience can positively impact their satisfaction 
and loyalty levels. 

52.6.2 Limitations and Future Research 

The first limitation that can be pointed out is the fact that the sample is a convenience 
sample, resulting from the fact that the questionnaire was distributed randomly. A 
survey based on a different sample could guarantee the representativeness of the 
sample and, thus, produce different results. 

This sample has imbalances in educational levels and professional status. 
This means that the conclusions may be predominantly influenced by a specific 
sociocultural group, which may condition the final conclusions. 

Although the sample is quite comprehensive, both in terms of number and char-
acterization, it does not allow us to generalize. Therefore, it would be interesting to 
invest in a more representative sample to better define the conclusions. 

In future studies, other dependent variables can also be evaluated, which could 
increase the predictive power of advertising on social networks. Looking for other 
antecedents that may impact loyalty to luxury brands could also be interesting. 

Finally, it may also be interesting to compare the results of this research with 
studies conducted in other countries. That is, compare countries where shopping 
habits on luxury brand websites are much higher and e-business is even more evolved 
with countries where exactly the opposite happens. 
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Chapter 53 
The Impact of Food Delivery 
Applications on the Restaurant Industry: 
The Perception of Restaurant Managers 
in the Metropolitan Area of Porto 

Jorge Boabaid and Sandra Marnoto 

Abstract This work investigates the use of Food Delivery Applications (FDAs) by 
restaurants. It aims to understand the main perceived impacts, from the perspective 
of restaurant managers, of this technological innovation on the ecosystem, on the 
relationship between restaurants and their customers and on the value proposition of 
restaurants. Recently, an expressive number of studies investigated the motivations 
for the use of FDAs by users. However, the literature has devoted little attention 
to the perception of restaurant managers regarding the impact of these platforms 
on the restaurant ecosystem. To achieve the proposed objectives, we used qualita-
tive research, based on semi-structured interviews (case study) with entrepreneurs 
and restaurant managers. The results of this investigation suggest that FDAs repre-
sent a new channel for restaurants and can be considered a facilitator to leverage 
sales. However, from the perspective of restaurant managers, there is a trade-off; 
the practices, policies, and strategies implemented by these platforms cause (1) loss 
of control over restaurant sales (dependence), (2) changing customer behavior and 
expectations, (3) greater difficulty in managing and retaining consumers, and (4) 
negatively affect the value proposition of restaurants. To practitioners, we suggest 
that managers and restaurant owners are aware of the implications of these platforms 
for their businesses. Ideally, we recommend that they seek differentiation through a 
“unique” value proposition, avoiding exclusive dependence on this channel, working 
on strategies to improve customer relationships and loyalty.
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53.1 Introduction 

The growth and diffusion of e-commerce (electronic commerce) made it possible for 
consumers to buy almost every product from the comfort of their homes, at any time 
and in a convenient way [34]. It was in this context that the Online Food Delivery 
(OFD) industry emerged and grew. 

Food Delivery Applications (FDAs), that operate in that industry, are seen as 
marketplaces where sellers come together to sell their products or services to a 
customer base. The role of the marketplace owner is to bring together sellers and 
customers and manage sales through a technological platform. Sellers have a place 
to gain visibility and sell their products, and the FDAs’ owners earn a commission 
from each sale [26]. Through a technological interface, the consumer swiftly receives 
the desired food directly from the restaurants’ own channels or through one of many 
intermediary technological platforms [27, 28]. The use of Food Delivery Applications 
(FDAs) is especially appealing for the new generation of consumers, who prefer to 
eat at the comfort of their home without cooking, and enjoying a quick delivery 
and an easy payment. Therefore, these consumers prefer speed and convenience to 
having a meal at a restaurant [7, 30]. 

The topic of technological platforms that intertwine restaurants, couriers, and 
consumers [28] attracts the attention of many researchers. Most studies focus on 
the motivations of users [4, 6, 34]. However, just a few studies seek to understand 
the motivations and implications in the context of restaurants [5, 7, 24]. What is the 
trade-off between brand promotion, number of sales, margins, operation control, and 
customer relationships? What are the impacts for restaurants? These, among other 
issues, are mostly overlooked. 

The objective of this study is to understand the perception of managers regarding 
the implications of these technological innovations (FDAs), in a traditional sector 
such as it is the case of restaurants. More specifically how (a) FDAs’ customer 
acquisition strategies and (b) promotional strategies and practices influence the 
restaurant industry, the restaurant–customer relationship, and the value proposition 
of restaurants, in the managers’ opinion. 

53.2 Reviewing the Literature 

In the preparation for this research, a literature review was conducted using SCOPUS 
as a source of scientific information and using the keywords “FOOD” and “DELIV-
ERY” (please see Appendix 1 for further information). Although the catering industry 
is a topic widely explored by the literature, in many other contexts, the specific treat-
ment of this technological innovation can still be considered a raising topic with 
most of the existing works on Food Delivery Applications (FDAs) and Online Food 
Delivery (OFD) studying the motivations of users to use this type of platform.
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The literature can be divided according to the main agents on focus: (1) users; 
(2) platforms (FDAs); and (3) restaurants. Regarding (1) users, the main topics are 
motivations for use, behavioral analysis, experience, and technological acceptance 
(e.g. [6, 33]). The articles dealing with (2) platforms mainly analyze the contents, 
features, profitability, and pricing strategies adopted by FDAs [9, 27, 29, 32]. Studies 
related to (3) restaurants can be considered initial and exploratory and aim to discuss 
the benefits and points of attention of the use of OFD systems by these businesses 
[5, 7, 24]. 

53.2.1 Food Delivery Applications—FDAs 

Until recently, food delivery services were offered exclusively by restaurants, most 
times accepting orders by telephone and having a complete structure to attend orders, 
prepare meals, process payments, and make deliveries. With the development of 
digital platforms (FDAs), restaurants have gained a new option of delivery, which 
allows them to focus only on the operational processes of cooking and serving 
customers in loco [27]. Cho et al. [6] say that before the existence of the FDAs, 
the delivery service was extremely limited, being present only in some types of 
restaurants, such as pizzerias. 

Furunes and Mkono [9] describe the process of how FDAs work: Customers 
open the “app”, choose one or more products from the menus available from various 
restaurants, and complete the purchase online. The restaurant then accepts the order, 
and the customer can track the order’s progress through the app. The restaurant makes 
the meal and provides the order to the courier, who delivers the prepaid food to the 
customer. Besides, FDAs use listings (such as traditional real estate listings) and 
recommendation algorithms for users, facilitating customers’ decision-making [28]. 

All economic agents involved in the platform obtain benefits. Restaurants can 
focus on the operational process and do not need to invest in physical spaces to serve 
more meals [24, 8] and increase sales [6]. Customers have several ordering options, 
digital payment methods, access to reviews and opinions [27]. FDAs obtain financial 
gains through transaction commissions, which vary between 15 and 30% of the value 
of each order [9, 12, 27]. 

On the users’ side, the ease of use and convenience brought by these applica-
tions were the main reasons for the popularization of online food ordering systems 
[27]. With the resulting increase in orders placed through this system, FDAs became 
the most popular method, among restaurants, to get new customers and increase 
restaurants’ revenue [6]. Restaurants began to view FDAs with great interest as they 
provide an additional sales channel and have the potential to reduce customer acqui-
sition cost, which typically represents 30–40% of revenue [33]. The popularization 
of FDAs was so significant that new business models were designed exclusively for 
these channels, such as Cloud Kitchens, also known as Delivery Kitchens, that are, 
in fact, virtual restaurants. These work as a food preparation center for restaurants, 
operating in the delivery-only model, without face-to-face customer service [23]. The
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model allows the reduction of some costs—such as those related to space, which can 
be smaller and less luxurious, and the reduction of the number of employees as they 
are not needed to attend tables—thus gaining a competitive advantage [30]. 

As of March 2020, the impossibility of serving customers in person—due to the 
confinements of the COVID-19 pandemic—was a catalyst for the FDAs’ industry that 
achieves exponential growth, as consumers and restaurants felt encouraged to adopt 
these online channels. FDAs made it possible to overcome the barrier of confinements 
for restaurants, that otherwise could only serve customers through the takeaway 
system. During these periods, many customers preferred not to choose the takeaway 
option for fear of contagion, thus giving greater traction for FDAs, and pushing 
traditional restaurants to FDAs [36]. 

53.2.2 The Practices and Strategies Implemented 
by the FDAs 

The adoption of technologies that support the e-commerce, such as the FDAs, has 
created a large number of opportunities for entrepreneurs to create new businesses 
and to expand and grow their operations. However, according to [1] and Mehen-
dale [22], in the case of catering, the industry appears to have already reached a 
point of market saturation, with many competing platforms, with few differences 
between value propositions, using venture capital (investment groups) to finance 
unusual promotions in the restaurant industry, with the ultimate goal of acquiring 
new customers. According to [5], such strategies ended up creating a dystopia in the 
relationship between restaurants and consumers, with all the benefits going to FDAs 
and consumers. 

On the restaurants’ side, the margins dropped significantly, due to the high 
commission rates, making some restaurants feel pressured to increase prices on 
online channels, thus losing competitiveness [24]. Cho et al. [6] argue that presently 
the restaurants that decide to enter the FDAs market will find a scenario of intense 
competition, needing to invest money in marketing on the platforms, so that their 
virtual store appears among the first options of the application. He et al. [12] comple-
ment saying that those who hold power are the platforms. If any FDA decides to 
change the delivery policies (for example, increasing commissions), it will directly 
affect the restaurants’ profits. 

According to Furunes and Mkono [9], these models of action based on tech-
nological innovations do not always imply improvements in the services provided. 
Depending on the demand and availability of the couriers linked to the FDAs which 
are having, at the time of an order, as well as the policy of incentives that are offered 
to these workers, the waiting time of consumers will be affected. In other words, 
platforms hold most power and are important determinants of the performance on 
the OFD market.
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Chhonker and Narang [5] highlight two points that can negatively impact restau-
rants: (1) mass customer acquisition strategies through discounts and (2) techno-
logical dependence. In line with that study, Kapoor and Vij [19] and Chandra and 
Cassandra [4] argue that, when placing orders, one of the most relevant factors for 
customers is the existence of discounts, vouchers, cashback receipts, among other 
similar possibilities. The significance of discounts is so strong that [30] suggest that 
giving discounts is the main promotional activity that restaurants can use to succeed 
in FDAs. Regardless of the point of analysis (FDAs, restaurant, and final consumer), 
price guidance is always present, namely the recommendation for restaurants to lower 
prices to be successful on the platforms [10]. This context creates a cycle, where end 
customers (users) of FDA always expect to save when they make purchases through 
these channels [19]. 

According to Mehendale [22], the explanation for these practices and strategies 
may be the aggressive competition for customer acquisition among FDAs. In addition 
to competitiveness, the need for large amounts of capital to invest in technological 
infrastructures makes these businesses attract financial investors, who want a quick 
payback of their investment, thus promoting the practice of aggressive market growth 
strategies. 

53.2.3 The Context of Restaurants 

High competition is not new for the catering industry, which is characterized by 
working with extremely small net profit margins. According to Chhonker and Narang 
[5], what is new is that new restaurants, opening businesses today, will end up 
being technologically dependent on FDAs. This dependence results in high commis-
sions plus the logistics fees that can have a major impact on restaurant revenue, 
severely declining profit margins. Since this is a sector with many inexperienced 
entrepreneurs, most of them are attracted to the advantages offered by FDAs, but 
many of those end up losing control of their operations to the delivery apps, leading 
up to unfeasibility. This causes restaurants to lose confidence in new technologies. 

In contrast, Gunden et al. [10] argue that FDAs can help managers with obtaining 
data that restaurants did not have before. 

53.2.4 Customers’ Relationships 

In an environment of extreme competition and challenges, as in restaurant industry, 
being able to satisfy customers is not enough. The key to survival and success is 
gaining customer loyalty [31]. With a wide range of restaurants offering a variety of 
options to choose from, it has become a challenge for restaurants to retain customers 
in the long term. Users become loyal to food delivery applications rather than 
restaurants [7].



776 J. Boabaid and S. Marnoto

Customer relationship and loyalty can be measured by repurchase intention, long-
term continuity of the relationship, positive referral to new customers (word-of-
mouth), and most importantly, behavioral loyalty, which ultimately contributes to 
the company’s overall profitability, providing the basis for an healthy competitive 
advantage. In addition, creating and maintaining customer loyalty reduce marketing 
costs and increase profits [2, 11, 16, 17]. In the restaurant industry, there are five 
other dimensions that can influence customer relationship and loyalty: food quality, 
service quality, price, location, and environment [14, 16]. According to Kivela et al. 
[21], restaurants are extremely dependent on loyal customers, as they not only bring 
in recurring revenue, but also provide predictability, security, and pleasure for those 
involved in the business. Suhartanto et al. [31] analyzed the quality of electronic 
service, quality of food, perceived value, and customer satisfaction and found that 
all dimensions were significant for online customer loyalty. 

53.2.5 Value Proposition and Value Perceived by Customers 

According to Osterwalder [25], the value proposition refers to the value that a partic-
ular company creates for its customers and partners. It is a global view of the offer-
ings, products, and services that together represent value for a specific customer. It 
describes how the company differentiates itself from its competitors and it is the 
reason customers buy from the company. 

In the context of restaurants, the literature does not deal with the concept of 
value proposition, but with the value perceived by customers (VPC). Customer-
perceived value is defined as the result of an assessment of the relative rewards 
and sacrifices associated with an offer. Hence, it is a critical factor in evaluating 
and making decisions regarding restaurants. Because it has a personal nature, the 
perceived value is subjective [20]. 

Jin et al. [18] say that brand image is also a vital concept in consumer behavior in 
relation to the perceived value of offers and subsequent customer behavior. In addi-
tion to influencing decision-making in the pre-consumption phase, VPC also influ-
ences customer satisfaction and behavioral intentions in the post-purchase phase. 
Other dimensions that also interfere with VPC are food quality, environment, price, 
and customer relationship dimensions, such as satisfaction (meeting the need) and 
customer loyalty [15, 17, 18]. This suggests a strong link between the value propo-
sition and customer relationships, and because of this, a catering strategy focused 
on creating more value and building quality customer relationships is effective in 
earning more profits and increasing the competitive advantages. 

The literature suggests that managers should make sure to create value-centric 
strategies when planning their menu items, service quality, and customer relation-
ship management. In addition to the functional value that customers perceive from 
restaurant food and services, it is important for managers to implement certain tactics 
that can support a value-based marketing strategy, such as ensuring that employees



53 The Impact of Food Delivery Applications on the Restaurant Industry: … 777

know the products being served and that they have the necessary social skills, which 
increase the value perceived by customers [15, 18, 20]. 

In the context of FDAs, in the customer perception of the restaurant, there is 
a very significant link between the quality of the food (restaurant), the electronic 
service provided (FDAs), and the service provided by the courier. All these factors 
affect the gastronomic experience. Therefore, we may say that the service provided 
by platforms is an extension of the restaurant service [31]. Furunes and Mkono 
[9] report that there are problems perceived by customers regarding the lack of 
professionalism of the courier and that this problem directly affects the customer 
experience. In this sense, Das and Ghose [7], point out that quality problems during 
the delivery phase happen frequently and that all quality problems result in a negative 
customer experience, which directly or indirectly damages the restaurants’ image. 

53.3 Methodology 

Due to the exploratory nature of this study, as well as the research objectives, the 
methodology chosen for this work was the analysis of case studies. Four restaurants 
with different characteristics and from different segments were chosen to be studied 
in the research. The UberEats platform, being the most popular, was used to initially 
prospect restaurants and characterized them. Based on these definitions, the compa-
nies were listed, categorized, and then, selected, following the requirements: (1) to 
be listed in a FDA; (2) to be located in the metropolitan region of Porto, Portugal; 
(3) to select at least one restaurant that works exclusively on FDAs; (4) to select at 
least one restaurant that is a “Delivery-Only” company. Then, attempts were made 
to contact them by email and Instagram messages. Without much difficulty, four 
managers agreed to participate in the research. 

The data collection instrument chosen was the elaboration of semi-structured 
interviews, for which an interview guide was prepared. This way we ensured that the 
most important issues for this research were addressed from the restaurant managers’ 
perspective. The reason for following a semi-structured interview was that it allows 
the interaction with the interviewee to be more natural and less biased and that previ-
ously unplanned points could find space to be discussed [35]. During the interviews, 
we tried to create a conversation type of environment, always being careful not to 
direct the answers and giving priority to the interviewees’ interventions. All inter-
views were conducted by videoconference, using the Google Meet software—this 
method was preferred because it was easy to record the conversation and subsequently 
transcript and analyze it. Also, this option was due to the health crisis experienced 
during the period of the interviews. Respondents were asked, whenever possible, to 
give concrete examples for each of the 20 questions. All four interviews took place 
in April 2021 and lasted an average of 1 h. 

The interview guide was divided into five groups, based on the literature review: 
characterization and contextualization of the restaurant; perception about FDAs’ 
practices and strategies; perceived impacts and changes in customer relationships;
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perceived impacts and changes in the value proposition and financial structure of 
the restaurant; and finally, perceptions about the future. In each of these groups of 
questions, the following information was gathered: 

I. Characterization and contextualization of the restaurant—in this group of intro-
ductory questions, we obtained information regarding the company’s activity, 
the time in operation, the number of employees, the number and with which 
FDAs it works with, among other information regarding the history of the 
restaurant in the context of the platforms. 

II. Perception about FDAs’ practices and strategies—at this point, we listened to 
the managers’ perceptions of customer acquisition practices and the nuances of 
the relationships with each FDA. 

III. Perceived impacts and changes in customer relationships—this section allowed 
us to understand how these managers perceived changes in customer profiles, 
changes in habits, and the impact of FDAs on long-term relationships with 
customers. 

IV. Perceived impacts and changes in the value proposition and financial structure of 
the restaurant—here, we aimed to understand how the performance in the FDAs 
was perceived to change the product and service offered by the restaurants, being 
it related to market positioning, to competition, or to quality of the products, and 
also, to understand the changes in the cost and price structure, that the managers 
believed to have influenced the value perceived by customers (VPC). 

V. Perceptions about the future—through open questions, the managers were given 
the possibility of reflecting and sharing with us what they thought the next steps 
of the restaurant within the context of delivery apps should/would be. 

The main method for analyzing the data obtained in case studies is the “Identifica-
tion of Patterns”, which according to Yin [35] allows certain patterns to be identified 
within each of the cases studied and then compare them with the literature. Thus, the 
data were analyzed using qualitative analytical techniques, including coding (using 
Taguette software), thematic development, and comparison of patterns with existing 
literature [3]. Descriptive and interpretive tables were then constructed, regarding 
the restaurant category, and in terms of perceived impacts. In order to organize and 
facilitate the analysis of the results, tags were used to identify patterns found in the 
perceptions of the managers. 

A cross-case analysis was also performed, but it is not included in this short paper. 

53.4 Data Analysis and Empirical Results 

The cases are divided into four parts: (a) the description of the case; (b) the perceived 
impact in the restaurant caused by the FDAs’ strategies and practices; (c) the 
perceived effect on customer relationships; and (d) the perceived influence on the 
value proposition and VPC.



53 The Impact of Food Delivery Applications on the Restaurant Industry: … 779

53.4.1 Restaurant “A” 

(a) This restaurant operates only by delivery. It belongs to a Brazilian franchised 
chain, being the first unit opened abroad. Their main product is fried chicken, 
and according to the owner–manager, they seek differentiation through superior 
quality and larger portions than the competition. The restaurant has started oper-
ating in March 2020, corresponding to the period of the first COVID-19 lock-
down. It is located in Porto, and it has three employees, including the manager, 
his wife, and a kitchen assistant. It also works with drivers that deliver orders 
made through direct channels and has contracts with three FDAs. It operates 
with UberEats, Glovo, and TakeAway. Initially, the restaurant has worked exclu-
sively with UberEats, in an agreement that included slightly lower commissions 
(27% vs. 30%) and helps in the area of marketing. Not much later, the manager 
decided to terminate this exclusivity deal, as he understood that the FDAs’ 
promises were not being fulfilled. Today, the commission charged by FDAs 
varies between 10 and 30%, depending on the platform. The manager reported 
that the main motivations for using the platforms are the increase in sales and 
the promotion of the brand in such a popular channels. In an attempt to maxi-
mize the net margin by reducing commissions, the restaurant also has its own 
delivery channel, with two couriers making deliveries. In addition, the restau-
rant tries to transfer customers from the FDAs to its direct channel, by sending 
pamphlets and a having a different menu, with lower prices. About 80% of the 
restaurant’s total revenue comes from FDAs and 20% from direct sales, which 
makes the restaurant significantly dependent on the FDAs, in the perspective of 
the interviewee. 

(b) The owner–manager of this restaurant believes that, today, platforms control 
the market. They are in a comfortable position in relation to restaurants, mainly 
due to the COVID-19 pandemic, which caused an increase in the use of FDAs 
by customers, as well as in the number of restaurants working with FDAs, 
generating an aggressive competition. He believes that this situation results in 
opportunistic behaviors on the part of the FDAs, which do not provide the level 
of service expected by restaurants. He reported, for example, great difficulty in 
getting in touch with the technical support teams and with the commercial sector 
of the platforms, which significantly affects his sales. For instance, the manager 
could not get in contact with UberEats to renew the contract for days, and due 
to the lack of response, the restaurant was unable to operate on this channel. 
Furthermore, the manager believes that there is market manipulation on the part 
of platforms. He explained that he receives orders at unusual times and frequen-
cies, suggesting that the FDAs manipulate the positioning of the restaurant in the 
listings provided to costumers, making him feel that he does not have control 
of the restaurant in the “apps”. Despite having no experience in the period 
prior to the pandemic, the manager noticed a drop in the average sales value 
(average ticket) and explained that over time, customers’ preferences moved 
toward cheaper items and that this greatly affected the restaurant by decreasing
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margins. He also indicated that there is a very strong use of discounts on the 
platforms, and it is even common for him to resort to competition to guide the 
discounts given. He perceives discount practices as very aggressive, where only 
the restaurant waives its revenue share, and that such actions have an insignifi-
cant practical result in the acquisition of new customers—he recalled the case, in 
which he placed 100 hamburgers for 1 euro and sold out in less than ten orders. 
He thinks that there is a significant portion of customers who are completely 
dependent on the discounts offered, reporting some cases in which customers 
send him messages through social networks, asking about the discount of the 
day, and when the answer is negative, they do not place any order. He believes 
that the increase in the number of competitors working exclusively through 
these platforms has transformed it in an extremely competitive environment, 
fostering a state of cannibalism among restaurants. However, he wondered: “Is 
it bad with Uber? Yes, but it is worse without Uber”. Regarding the future, due 
to relationship problems and dissatisfaction with the FDAs, he plans to soon 
also work with table and terrace service (in loco). 

(c) Since the beginning of the operation, he has seen that the profile of customers has 
not changed: public between 18 and 30 years old, composed mostly of students. 
He reported that it is very difficult to manage customer relationships because 
the only information he has access to is the customer’s first name. Despite all 
difficulties, he thinks that there still is customer loyalty. “There is an important 
portion of customers that order several times, who then go to our WhatsApp. 
But, in general it is a great challenge”, he said. 

(d) This is a business model and value proposition designed to prioritize the delivery 
system (delivery-only). The manager is satisfied with the presentation of the 
menus, the photos, and the level of differentiation that the restaurant has in the 
“apps”. The thinks that the negative impacts on the VPC result from the frequent 
problems the restaurant faces with couriers, such as theft, undelivered orders, 
delays, among other problems, which affect the customer’s perception of the 
value of the company, also generating restaurant evaluation problems on the 
platforms and reducing the perceived value of the brand. 

53.4.2 Restaurant “B” 

(a) Based on a multichannel strategy, the Restaurant “B” sells meals and hamburgers 
with a typical bread from Madeira Island. Located in Porto, the business started 
in January 2018, with only the physical channel. According to the manager– 
owner, the restaurant operates now with six platforms, with UberEats and Glovo 
being the main ones. She reported to not having any exclusivity agreement, and 
therefore, the commissions charged by the “apps” are 30%. She started working 
with the FDAs in the middle of the first year in operation, and since then, she has 
witnessed the significant growth of the online channel, which now represents 
50% of the total sales revenue. She confessed that she cannot see the restaurant
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surviving without the FDAs. According to the manager, the main reason for 
the restaurant’s presence in the FDAs is the increase in sales. In addition, the 
back office of the UberEats platform is another important motivation. It reports 
important market information, sales history, and suggestions for actions for 
general improvements. The manager felt the impact of the pandemic on in loco 
sales, as the restaurant is located next to many commercial activities that had to 
close. She reports that the platforms represented the only sales channel for the 
restaurant during the confinement and acknowledges that this has taken away 
control over the sales made. 

(b) The interviewee believes that there are abusive behaviors and control of restau-
rant disclosures by the platforms, depending on whether or not they participate 
in the promotions suggested by the FDAs. She says that to be at the top of the list-
ings in FDAs and increase sales, she needs to engage in aggressive discounting 
practices. She understands that this makes customers more price sensitive and 
uses examples, saying that when they offer a “simple” free delivery promotion, 
sales can increase by 50%. Despite being dissatisfied with some nuances of the 
use of delivery apps, she understands that online channels are the future of the 
business, so she plans to open four more virtual restaurants (ghost kitchen) soon. 

(c) According to the manager, the profile of customers remains the same: adults, 
between 30 and 50 years old, belonging to the middle and upper-middle classes. 
Recently, she has noticed a change in the behavior of these customers, who, 
according to her, are looking for products with more discounts, but she says 
that she does not know if it is because of the crisis or if it is for another reason. 
In addition, she perceives some difficulties in managing customers through the 
platforms, where she is unable to respond to comments and evaluations. This 
situation makes her feel that the customers are now very far away. She also 
realized that the number of competing restaurants is growing, and with that, 
the difficulty in retaining customers has increased. According to her, customers 
today have many options, which is “an advantage for the customer”. 

(d) In general, despite this perception regarding the difficulties in managing and 
retaining customers, the interviewee suggests that it is a trade-off that is worth 
making. During the interviews, the manager revealed that she will open four 
more virtual stores (ghost kitchens), that is, it will slightly change the restau-
rant’s value proposition, which includes face-to-face service. The main idea is 
to reach a larger geographical area, but without radical changes in brand posi-
tioning and differentiation. In the manager’s view, it is natural that the prod-
ucts sold via delivery lose quality, but it is the dissatisfaction with the delivery 
service of the “third party” couriers, linked to the “apps”, which most affects 
the perception of value of the products. She reported several negative customer 
experiences, such as exacerbated delays due to the collection of multiple orders 
by a single driver. According to her, this type of experience is then reflected 
on the restaurant’s evaluation in the “app” and invariably ends up changing the 
perception of potential customers about the product.
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53.4.3 Restaurant “C” 

(a) Restaurant “C” is an “all you can eat” buffet business model, and it sells “com-
plete” and healthy meals to the vegan niche. According to owner–manager, it is a 
franchise with ten restaurants in the Porto district, of which the interviewee owns 
two units, one located in Gaia and another in Matosinhos. They both opened in 
the first half of 2019. In total, the two units employ nine employees. Regarding 
the FDAs, he has an exclusive agreement with UberEats. This agreement was 
made by the franchise owner and allows the chain to pay a lower commission 
rate: 20%. The main objective of working with FDAs is to promote the brand, 
and secondly, to increase sales. Currently, the FDAs represent 5–7% of total 
restaurant turnover. Additionally, he notes that the platforms allow restaurants 
to reach customers who would never have known about them. It is worth noting 
that, as the restaurants would not be able to bear the costs of operation, the 
manager preferred to keep the restaurants closed during the confinement phase. 

(b) The manager considers that there is a very aggressive discount practice, lever-
aged by large international restaurant chains. He reported that FDAs encourage 
restaurants to carry out promotions, but that entering in these discount cycles and 
seeking to compete with these large networks are not sustainable. He realizes 
that there is a relationship between the discounts offered and the positioning of 
restaurants in the listings of the “apps”. He affirmed that putting a discount on 
top of the commissions charged is “impossible”, as it would “crush” the margins, 
which are already very small. On the other hand, he understands that the charac-
teristics of his restaurants, which work with customers focused on sustainability, 
within a vegan niche, mean that he does not have to worry about price wars in 
relation to the competition. Regarding the future, he does not consider and does 
not see any advantage in increasing the participation of restaurants on the plat-
forms. However, he recognized that online channels tend to grow and said that 
attention must be paid to the “leonine” practices of the platforms. 

(c) Despite the niche strategy designed by the brand, the manager reported that 
they lose control of customer service on FDAs, as they need an intermediary 
for any issue that needs to be dealt with. He said that at certain times, there is a 
significant demand on the platforms, and as he only has two kitchen employees, 
he ends up having problems in meeting the demand of “online” orders and the 
demands of “offline” customers. In the manager’s view, because the restaurant 
operates in a niche where the consumer is very loyal, he thinks that he has no 
difficulties with customer loyalty. Moreover, he thinks that the FDAs help to 
retain customers, due to the promotion of the brand: “I learned that customers 
are loyal in both channels, I see that they repeat orders, and we end up seeing 
the same behavior that we have physically”. 

(d) According to the manager, there is a significant loss in the value proposition of 
his restaurants when suppling an FDA order. He reports that the value proposi-
tion changes completely when operating in the FDAs, as it needs to significantly 
limit the offer, not being able to offer the buffet service, and ending up having an
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à-la-carte model of action in online channels. Issues such as commoditization 
and integrated experience arose during the interview. He understands that the 
value of the product is affected by FDAs, as it is impossible to maintain the 
quality of the food. He also cited frequent problems with “third party” couriers, 
who sometimes deliver multiple orders, from multiple restaurants, taking a long 
time and ending up affecting the product, and consequently the value perceived 
by customers. 

53.4.4 Restaurant “D” 

(a) The main business of Restaurant “D” is the sale of hamburgers, through a multi-
channel model. It is located in Porto’s downtown, and it has been in operation 
since March 2019. The restaurant has four employees, although that number 
is variable, according to customer demand. The owner–manager explained the 
restaurant’s nuances. According to the manager, they are operating with the 
UberEats and Glovo platforms, but they also explore the direct sales channel 
for delivery. He said that he had analyzed proposals with the FDAs to work in 
exclusively, but had decided not to move forward because he had realized that he 
would lose sales. Because the restaurant has its own couriers, the commissions 
paid to FDAs are between 15 and 30%. He started operating with the platforms 
six months after the beginning of operations, and today, sales on the platforms 
correspond to 65% of total sales, which according to the manager, was a signif-
icant increase in sales. The manager understands that the participation in the 
FDAs is vital to his business, and despite acknowledging dependence on FDAs, 
he admitted that he does not renounce the advantages offered by platforms. He 
perceives a lot of value in the back-office system offered by UberEats as he 
obtains information that he would never get with his own systems. In his own 
words, FDAs are “a necessary evil”. 

(b) The manager perceives that there is a great challenge imposed on restaurants, 
due to the high commissions charged by FDAs, which he cannot significantly 
pass on to customers, thus losing net margin. Regarding discount practices, the 
manager said: “In the past, you would go to a pizzeria and you would not go to the 
counter and ask for a discount. Today, the platforms, in addition to encouraging 
and highlighting the restaurants that offer discounts, have a filter for discounts, 
and people go straight to this option”. To escape the discount practices suggested 
by the FDAs, the entrepreneur looks for alternatives to invest in marketing, such 
as, for example, investing in alternative channels. He admitted that discounts 
increase sales, but that practice is not sustainable. So, sometimes, he tries to 
balance it with campaigns on social networks. However, he confessed that he 
is afraid of being forgotten by customers if he stops using the FDAs. For the 
future expansion of the restaurant, he is thinking of working on a delivery-only 
model, focusing exclusively on virtual kitchens, without table service. Not only 
through the FDAs, but also focusing on direct channels, as he understands that if
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he worked only with FDAs, he would be too dependent, forcing him to achieve 
a very significant sales volume to have a satisfactory financial return. 

(c) The restaurant faces challenges both in managing customers and in retaining 
them. The combination of a location where many tourists stay, with the use 
of FDAs, makes the difficulties harder. The only information he has about the 
customer is the address and telephone number, that the platform provides. The 
way the restaurant relates to customers has changed completely. “It is necessary 
to offer excellent service and there is no margin for error, largely due to the 
evaluations, feedbacks and ranking that the FDAs propose”, he said. According 
to the manager, with only one negative note, the restaurant drops considerably 
in the ranking of the FDAs. As it is located in a very touristic geographical area 
of the town, he understands that there is no way to circumvent customer loyalty 
problems. However, he still implements strategies to try to attract customers to 
the restaurant’s direct channel. In each FDAs’ delivery, he sends a pamphlet 
publicizing a menu with lower prices, to encourage direct orders. 

(d) The manager reveals that he realizes that it is difficult to differentiate the restau-
rant in the FDAs. Despite including elements in the value proposition, such as: 
buying fresh products and using organic products, the manager finds it very 
difficult to make the customer understand these differences. In the manager’s 
opinion, FDAs’ customers fail to experience an important aspect of the restau-
rant. “Our service is very personalized, nothing mechanical, we try to create a 
connection with the customer, we want the whole process to be remarkable… 
and, because we do not have control of the couriers linked to the applications, 
we are not sure how this interaction with the customer was, but we believe that it 
is worse.” That, in the manager’s view, lowers the value perceived by customers. 

53.5 Conclusions 

The main objective of this work was to understand the impacts of FDAs on the restau-
rant industry, from the perspective of restaurant managers. The study focused on the 
perception of restaurant managers regarding the impacts caused by FDAs’ practices 
and strategies on the restaurant industry, on the restaurant–customer relationship, 
and on the value proposition of restaurants. By doing so, this research contributes to 
the blossoming literature on Food Delivery Applications. 

The main practices and strategies used by FDAs that are described in the litera-
ture were identified in the research. The study case of four restaurants, using semi-
structured interviews, enabled us to corroborate a few elements described in the 
literature, such as the technological dependency, and the aggressive practices of 
discounts [5]. 

The analysis of the four cases allowed us to confirm the heterogeneity of the 
existing situations in the context of ADFs. In the case of restaurants, this heterogeneity 
exists not only in the segments, but in the different forms of action and thinking among 
managers. These different aspects enrich our knowledge of the object of study.
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53.5.1 Research Conclusions 

1. Impact on the catering industry 

As expected, FDAs are a reality in the market and should not lose strength anytime 
soon [19, 30]. Although decreasing the margins of restaurants due to the promo-
tion activities proposed by the platforms, these latter have the predicted impact 
of increasing sales and also are the most import channel of distribution (except 
for Restaurant “C” which serves a particular niche). The restaurants in this study 
prefer not to work in exclusivity with a FDA because although the commission could 
be lower, it does not compensate for having less distribution channels (less sales), 
which, in addition, are also considered displays for the restaurants. Further, it does 
not compensate for taking the risk of something going wrong with that platform (as 
it has happened with Restaurant “A”). 

2. On the relationship between FDAs, restaurants, and consumers 

Based on the perception of managers, the study identified the practices and strategies 
adopted in the sector in response to the emergence of platforms and their impact. 
Thus, the study identified that the platforms: 

a. create sales dependency for restaurants [5], which, combined with the perception 
of manipulation of the business positioning in the “apps” listings [6], results in a 
feeling of loss of control of the operation by the managers, 

b. encourage the practice of discounts [4, 5, 19, 30] which ends up fostering aggres-
sive competition [1, 5, 22], leading to changes in customer expectations and 
behavior [19]. 

3. About restaurant–consumer relationship management 

In most cases, the extensive use of platforms by restaurants also has a negative 
impact on managing customer relationships. The existence of an intermediary (FDAs) 
makes it more difficult for restaurants to manage customers; and, the large number 
of competitors and options in the “apps” makes customer loyalty more difficult to 
achieve [1, 5, 22]. Therefore, some restaurants (e.g., Restaurants “A” and “D”) try 
to lure customers to their direct channels. 

4. About the value proposition and the value perceived by customers 

There is a dystopia between the value proposition planned by restaurants and the 
value perceived by customers (VPC). In the perception of managers, FDAs have a 
negative impact through poor delivery experiences, in some cases limiting offers, 
causing the overall value perceived by consumers to be lower, even when there is no 
change in the value proposition of the restaurants [7, 9, 31]. As a result, this dystopia 
might influence restaurants to change their value proposition, such Restaurant “B” 
is considering. 

These four conclusions and their inter-relations are illustrated in Fig. 53.1.
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Fig. 53.1 Generalization of perceived impacts on the ecosystem 

Considering that FDAs already have and tend to have significant effects on the 
national economy, bringing attention to these impacts can be useful for all stake-
holders. If the trend found in this exploratory study is confirmed, the problem will 
possibly demand that the Portuguese authorities intervene in the market, to curb 
destructive practices. This would be in line with [5], who recommend that there 
should be a market regulatory body to help restaurant managers in order to minimize 
FDAs’ potential negative impacts. 

Specifically for restaurants, as Gunden et al. [10] suggest, those who intend to 
grow and continue to operate in the context of FDAs should seek differentiation and 
clear communication of the value proposition, to minimize negative impacts on the 
VPC. The case of Restaurant “C” is a good example of these differentiation strategies. 

For FDAs, this study seems to suggest the need to create a value proposition that 
is more like a win–win strategy for both the platform and the restaurant. A good 
example is UberEats, which, according to Restaurants “B” and “D”, in spite of the 
negative impacts of some of its practices, offers restaurants’ valuable information 
that is facilitated by the platform’s back office. 

Due to length limitations, this short paper does not discuss the results of the cross-
case analysis that was performed and which has also brought to light some interesting 
results. 

As limitations and suggestions for future research, we believe that doing the 
research during the pandemic period, which accelerated the adoption of FDAs, might 
have somehow biased some managers’ opinions. Therefore, it will be interesting to 
study how the perceptions on the use and the impacts of delivery apps in the post-
pandemic period unfold. In fact, a longitudinal study, to understand the perceived 
impact of FDAs on the Portuguese economy, as well as what the long-term impacts 
of the extensive use of this new technology are and will be are of upmost importance.
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It is also worth mentioning other categories of platforms not analyzed in the 
work, due to the lockdown, such as Zomato and Fork which also have components 
and strategies similar to FDAs and could also improve our knowledge about this 
theme. 

Appendix 1—Method Used for Literature Review 

Following the recommendations of Pinto Ferreira et al., (2020) a systematic and 
rigorous approach was used to review the literature, which consisted of using the 
terms “Delivery” and “Food” on March 4, 2021. The combination resulted in 8649 
articles, and due to the high number of studies, the criterion of limiting the “research 
area” to “Business, Management and Accounting” was used, resulting in 144 docu-
ments. As this is a recent innovation, which gained popularity from 2016 onward [13], 
the results were limited between 2016 and 2021, resulting in 104 documents. After 
that, only Portuguese and English language works were limited, finally resulting in 
102 documents. 

After reading the title and abstract (abstract) of the 102 documents, 43 documents 
were selected. Using credentials from the university, EndNote and Google, all docu-
ments were found for full reading. Of these, 25 articles were included in the literature 
review, and another 5 were included after searching on Google Scholar with the terms 
“Food Delivery Application”. 

The main inclusion criterion was that the article approached the perspective of 
one of the three agents involved: The platform, the user or the restaurant. Articles that 
did not meet the criteria were excluded. The final string used in Scopus was: [KEY 
(delivery and food)] AND [LIMIT-TO (SUBJAREA, “BUSI”)] AND [LIMIT-TO 
(PUBYEAR, 2021) OR LIMIT-TO (PUBYEAR, 2020) OR LIMITTO (PUBYEAR, 
2019) OR LIMIT-TO (PUBYEAR, 2018) OR LIMIT-TO (PUBYEAR, 2017) OR 
LIMIT-TO (PUBYEAR, 2016)] AND [LIMIT-TO (LANGUAGE, “English”)]. 

After identifying the literature gap, articles were also included in order to contextu-
alize the concepts related to the research objectives, namely, (1) customer relationship 
and (2) value proposition. These articles were also selected from the Scopus database, 
with the following string: KEY (restaurant AND “customer loyalty” OR “rela-
tionship” OR “value proposition”) AND [LIMIT-TO (SUBJAREA, “BUSI”) OR 
LIMIT-TO (SUBJAREA, “SOCI”)] AND [LIMIT-TO (LANGUAGE, “English”)]. 
We obtained 88 documents, listed in order of relevance. The following inclusion 
criterion was defined: the article deals with the analysis of the restaurant industry as 
a central theme, and as variables include at least one of the subjects: relationship with 
consumers, consumer loyalty or value proposition. After reading the abstract of the 
88 articles, 12 were selected for full investigation, and after reading these articles, 
10 were finally included in the literature review.
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Chapter 54 
Exploring the Impact of Esthetics 
and Demographic Variables in Digital 
Marketing Campaigns 

Erika Yang 

Abstract This paper will examine a survey conducted on participants to aim to 
understand how digital marketing campaigns and a company’s branding efforts are 
affected by esthetics and demographics. The esthetic variables that will be exam-
ined include color, font, and staging and the participant’s perception of them. The 
demographic variables that will be included are gender, age, and employment from 
participants. Discussions of these survey results will use statistical tests such as t 
tests and correlation tests in order to determine which esthetic and demographic 
variables are the most important to consumers. From these results, companies can 
understand which variables are the most significant to implement in their digital 
marketing campaigning. 

54.1 Introduction 

As the world becomes more digitally connected, companies are adapting to a 
new digital sphere [5]. When implemented successfully, a social media or digital 
campaign becomes a coordinated marketing effort that reinforces a company’s busi-
ness goals and leverages consumers to increase brand awareness, generate sales, and 
cultivate consumer loyalty [12]. In modern day, new media avenues such as social 
media channels and Website advertisements have allowed for companies to utilize 
their resources to successfully transform the perceptions and attitudes of consumers 
[11]. 

Since the early 2000s, social media marketing has opened up two-way commu-
nication between brand and audience by increasing brand visibility and providing 
transparency [13]. Social media platforms have also given businesses full control 
over who they wish to target with their advertising, resulting in an increase of busi-
ness sales and brand awareness [6]. Real-world interactions have moved toward the 
virtual world, and now, more than ever, consumers are provided with a plethora of
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information at their fingertips and are curious to see how different businesses market 
themselves on these various platforms [11]. 

54.2 Theoretical Framework 

Previously, companies may have employed the usage of email blasts, television and 
radio advertisements, and other marketing mechanisms to reach their audiences [2]. 
These forms of marketing were successful during a time when traditional media 
was prominent and catered to consumers with longer attention spans [1]. Now with 
the digital transformation, much of the general public has shortened their attention 
span from twelve minutes to five minutes [9]. The drastic reduction of audience 
attention span can be attributed to the usage of smart devices, which wreak havoc 
with the users’ attention spans and throw their concentration levels off [10]. With 
consideration to digital advertisements, it takes the average person seven seconds 
to decide if they endorse a company brand [3]. Thus, it becomes crucial for digital 
marketing campaigns to cater to these shorter attention spans and convert potential 
consumers quickly and effectively. The most successful digital marketing campaigns 
are the ones that consider the meticulous details of a digital post or advertisement and 
capture an individual’s short attention span [4]. These details include esthetic factors 
such as color themes, picture and model staging, text formats, and more [8]. Roughly, 
73% of the assessment of a digital advertisement or post is based on colors alone 
[8]. For example, the usage of colors can benefit companies in standing out from 
their competitors and influence the attitudes and purchasing decisions of consumers 
[7]. Colors, picture staging, and text formatting have the ability to strongly compel 
and trigger an individual’s innate psychological and physiological predisposition 
to capture their attention and empower action [7]. In order to attract attention and 
standout in a highly saturated field of advertisements, companies have also resorted 
to using clever wordplay and a shortened text or no-text-at-all to capture the “less is 
more” approach. To captivate the modern attention span, brands shifted to shorten 
messages without . 

As mentioned above, there have been many studies done on the importance of 
color, gradients, and shades in a marketing campaign; however, currently, there is not 
many research report providing a thorough study regarding how additional esthetic 
variables, including font and staging, affect specifically digital marketing. This paper 
will examine a survey conducted on participants to aim to understand how esthetic 
variables and demographic variables affect engagement with the company. These 
esthetic variables include color, font, and staging, while the demographic variables 
include gender, age, and employment. For this study, the specific research ques-
tion is as follows: What variables, inclusive of esthetic and demographic, are the 
most important ones for a company to consider when developing a digital marketing 
campaign?
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54.3 Research Method 

This study will use random, willing participants to obtain data results. This data will 
be run through IBM SPSS statistics software, and relevant statistical tests will be 
applied; conclusions will then be drawn from the results of these statistical tests. 

54.3.1 Experimental Participants 

In this study, 254 participants were recruited from Amazon’s Mechanical Turk for 
a study with the description of “Color in Advertising”, where they were paid 25 
cents. Participation was limited to participants located in the United States with 
a past approval rating in the Mechanical Turk system above 70%. The majority 
of participants (40.7%) were aged between 35 and 44 years old. Participants were 
recruited via Amazon Mechanical Turk. Most participants were male (57.4%) and 
married (77.8%). 

54.3.2 Selection of Advertising Photos 

The advertising photos were selected from a wide-array of popular lifestyle, fashion, 
beauty, and food brands that are either recognizable on a global or have a cult-like 
followings. Advertising photos selection was made based on the following criteria: 
(1) attention-grabbing imagery; (2) bold colors, texts, fonts, and sizing; and (3) 
emotional effectiveness of the advertisement. 

54.3.3 Design of Survey Questions 

An online experiment was conducted to collect data from June 7, 2022, until August 
8, 2022. The independent variable was the selection of advertising photos (see 
Figs. 54.1, 54.2 and 54.3) shown to the participants. The dependent variable consisted 
of 32 questions (see Table 54.1). The dependent variables were divided into two 
sections: advertising photos and demographics. The first section, advertising photos, 
assessed participant’s approval or disapproval of a company’s advertising photo. An 
example question from this section is placing a subway advertising photo and asking 
the participant to rate how likely they would react to the statement: “I would eat at 
this restaurant”. The next section examined the demographics of participants. An 
example question from this section was: “What best describes your employment 
status over the past three months”? The majority of questions were answered via a 
5-point Likert scale, ranging from “strongly disagree” to “strongly agree”.



794 E. Yang

a b c  

g h i j 

k l 

d 
e 

f 

Fig. 54.1 Advertising photos from the Figs. 54.1A–L in relation to the corresponding survey 
questions from Q1 to Q12 shown in the Table 54.1

54.4 Results 

The survey in this research addresses two main themes and variables: esthetics and 
demographics. The following results are from performing the SPSS statistical tests. 

54.4.1 Esthetics 

Analysis revealed for Question 1, 2, 5, and 6, the most popular answers were some-
what agreed, and the least popular answer was somewhat disagreed. In regard to the 
frequency’s percentages, Question 1, the popular answer (46.3%) and least popular 
(2.7%), Question 2, the popular answer (44.4%) and least popular (1.9%), Question
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Fig. 54.2 Advertising photos from the Figs. 54.2A–L in relation to the corresponding survey 
questions from Q13 to Q24 shown in the Table 54.1
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Fig. 54.3 Advertising photos from the Figs. 54.3A–H in relation to the corresponding survey 
questions from Q25 to Q32 shown in the Table 54.1

5, the popular answer (51.9%) and least popular (7.4%), and Question 7, the popular 
answer (46.3%) and least popular (5.6%). 

The mean score for consumer liking of advertisements with only words was 3.35 
(SD = 1.38). A one-sample t test indicated that this mean value was non-significantly 
different from the midpoint (neutral value of 3.0), t (53) = 1.88, p = 0.066, indicating 
that consumers neither significantly liked nor disliked the advertisement with only 
words. 

A paired-samples t test was conducted to determine if potential consumers wanted 
to purchase more from a Lacoste advertisement with red colors or a Lacoste ad 
with blue colors. The results indicated the mean desire to purchase from a Lacoste 
advertisement with red colors (M = 3.89, SD = 1.09) was significantly greater
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Table 54.1 Designed 32 survey questions (5-point Likert scale analysis. 1 = strongly disagree, 5 
= strongly agree) in relation to the corresponding advertising photos, as shown in Figs. 54.1, 54.2 
and 54.3 in this study 

Photos Designed survey questions in relation to the corresponding advertising photos 

Figure 54.1A Q1: This brand seems trustworthy. 5-point scale (1 = strongly disagree) 
Figure 54.1B Q2: I believe what this brand is saying. 5-point scale (1 = strongly disagree) 
Figure 54.1C Q3: I believe this brand cares about the world. 5-point scale (1 = strongly 

disagree) 

Figure 54.1D Q4: I believe this company cares about social causes. 5-point scale 

Figure 54.1E Q5: I believe this company has expertise. 5-point scale (1 = strongly disagree) 
Figure 54.1F Q6: I trust this company. 5-point scale (1 = strongly disagree, 5 = strongly 

agree) 

Figure 54.1G Q7: I believe this company has high-quality products. 5-point scale (1 = 
strongly disagree) 

Figure 54.1H Q8: I want to purchase this item. 5-point scale (1 = strongly disagree, 5 = 
strongly agree) 

Figure 54.1I Q9: I want this purchase from this company. 5-point scale (1 = strongly 
disagree) 

Figure 54.1J Q10: I want to buy this brand. 5-point scale (1 = strongly disagree, 5 = 
strongly agree) 

Figure 54.1K Q11: I want to buy this clothing. 5-point scale (1 = strongly disagree, 5 = 
strongly agree) 

Figure 54.1L Q12: I believe this brand cares about people. 5-point scale (1 = strongly 
disagree) 

Figure 54.2A Q13: I believe this product is of high quality. 5-point scale (1 = strongly 
disagree) 

Figure 54.2B Q14: I believe this product is of high quality. 5-point scale (1 = strongly 
disagree) 

Figure 54.2C Q15: I want to buy from this company. 5-point scale (1 = strongly disagree) 
Figure 54.2D Q16: I want to purchase from this company. 5-point scale (1 = strongly 

disagree) 

Figure 54.2E Q17: I want to purchase from this company. 5-point scale (1 = strongly 
disagree) 

Figure 54.2F Q18: This company has a fun personality. 5-point scale (1 = strongly disagree) 
Figure 54.2G Q19: This company feels like it sells high-quality product. 5-point scale 

Figure 54.2H Q20: I want to own products from this company. 5-point scale (1 = strongly 
disagree) 

Figure 54.2I Q21: I believe this brand creates high-quality products. 5-point scale 

Figure 54.2J Q22: I want to dine at this restaurant. 5-point scale (1 = strongly disagree) 
Figure 54.2K Q23: I think this restaurant would have good food. 5-point scale (1 = strongly 

disagree) 

Figure 54.2L Q24: I would eat at this restaurant. 5-point scale (1 = strongly disagree, 5 = 
strongly agree)

(continued)
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Table 54.1 (continued)

Photos Designed survey questions in relation to the corresponding advertising photos

Figure 54.3A Q25: I want to visit this restaurant. 5-point scale (1 = strongly disagree, 5 = 
strongly agree) 

Figure 54.3B Q26: I want to purchase this product. 5-point scale (1 = strongly disagree) 
Figure 54.3C Q27: I want to eat this product. 5-point scale (1 = strongly disagree, 5 = 

strongly agree) 

Figure 54.3D Q28: I want to eat at this restaurant. 5-point scale (1 = strongly disagree) 
Figure 54.3E Q29: I want to try this food. 5-point scale (1 = strongly disagree, 5 = strongly 

agree) 

Figure 54.3F Q30: I would try this product. 5-point scale (1 = strongly disagree, 5 = 
strongly agree) 

Figure 54.3G Q31: I want to try this food. 5-point scale (1 = strongly disagree, 5 = strongly 
agree) 

Figure 54.3H Q32: I would purchase this product. 5-point scale (1 = strongly disagree)

than the mean desire to purchase from a Lacoste ad with blue colors (M = 3.76, 
SD = 1.24), t (53) = 0.87, p < 0.001. A paired-samples t test was conducted to 
determine if potential consumers wanted to purchase more in terms of high quality 
from a brightly colored advertisement or darker colored advertisement. The results 
indicated the mean desire to purchase from a brightly colored advertisement (M = 
3.80, SD = 1.14) was significantly lesser than the mean desire to purchase from a 
darker colored advertisement (M = 4.07, SD = 1.15), t (53) = −2.13, p = 0.038. 

54.4.2 Demographics 

An independent samples t test was conducted to evaluate if gender affected perceived 
enjoyment of an advertisement featuring women. The test was non-significant, t (52) 
= 0.94, i = 0.35, although there was a tendency for males (M = 3.94, SD = 1.29) 
to perceive more enjoyment of an advertisement featuring women than females (M 
= 3.61, SD = 1.23). 

A one-way analysis of variance was conducted to evaluate if desire to eat at a 
restaurant differed depending on employment status over the last three months. The 
independent variable, the employment status, included four options: full-time worker 
(M = 4.17, SD = 0.892), part-time worker (M = 3.80, SD = 1.64), unemployed 
(M = 1, SD = N/A), and stay-at-home parent (M = 1, SD = N/A). The dependent 
variable was the desire to eat at a restaurant measured on a 5-point scale. The ANOVA 
was significant, F (3) = 6.866, p < 0.001. Post-hoc tests utilizing Bonferroni are not 
able to be performed since one group has fewer than two cases. 

A chi-square test was used to determine whether females or males are more or 
less likely to purchase the tea product in Question 31 and the fries in Question 32.



54 Exploring the Impact of Esthetics and Demographic Variables in Digital… 799

There was a tendency for males to be more likely to make a purchase. However, this 
difference was statistically non-significant for the tea product, χ 2 (4) = 2.26, p = 
0.689, and non-significant for the fries, χ 2 (4) = 2.89, p = 0.575. 

54.5 Discussion 

Through understanding participant’s tendencies for digital marketing advertisements, 
companies can use this analysis to improve their digital marketing campaigns through 
esthetics and targeting the right demographics. By analyzing the colors, font, and 
staging esthetics of the digital advertisements, it seems people are drawn to bold and 
bright colors when looking at advertisements. When comparing a red Lacoste adver-
tisement versus a blue Lacoste advertisement in the paired-samples t tests, partici-
pants felt more compelled to purchase from the red colored advertisement. Likewise, 
between the luxury advertisements, with one brightly yellow colored advertisement 
and the other being a dark purple colored advertisement, participants were more 
likely to choose the bright yellow advertisement. Thus, a practical implication for 
companies to implement would be the use of bright and bold colors to capture the 
potential consumer’s attention if they want to convert a purchase or seem higher 
quality. In terms of text on the advertisements, there was no significant preference 
for the amount of words on an advertisement, as demonstrated by the one-sample t 
test; colors and staging are more significant variables to consider. 

With regards to demographics, there was no significant result presented between 
females and males viewing a digital advertisement; though there was a tendency for 
males to enjoy an advertisement more and purchase more, as shown through the 
chi-square and independent samples t test. Most participants were employed, and 
the ANOVA result was significant when it came to understanding the relationship 
between the desire to eat out and employment. The participants who were employed 
were more likely to agree when a question asked if they wanted to eat at a restaurant 
due to an advertisement. A practical implication of this for companies would be 
to place heavier emphasis on the esthetics in terms of color and staging and not 
emphasize the gender impact, as there is not much of a distinction. In addition, 
companies can also choose to place their digital advertisements or posts in places 
where they know employees frequent, such as LinkedIn, a social networking platform 
designed for working professionals. 

If this study was to be repeated, there would be adjustments made. The answers 
participants gave would be more narrowed down—take out the “somewhat agree” 
and “somewhat disagree” option. As depicted by the frequency tests, the majority of 
individuals picked “somewhat agree”, which in hindsight seems like a safe, objective 
answer. However, that did not provide proper analysis for drawing important conclu-
sions. In addition, there would be more follow up questions regarding advertisements 
with only text, as there were only two questions regarding that topic, and there was 
insufficient data to draw a proper conclusion.
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54.6 Conclusion 

There are multiple conclusions to be drawn for companies to apply in their digital 
marketing campaigns and branding. A practical implication for companies to imple-
ment would be the use of bright and bold colors to capture the potential consumer’s 
attention if they want to convert a purchase or seem higher quality. To go further, these 
bright and bold colors seem to draw in more attention in less time when it came to the 
participant’s choosing the advertisement that was more compelling. There has been 
research on color psychology that demonstrates bright and bold colors leave users 
feeling more energetic and eliciting more positive than negative responses [1]. This 
supports the conclusion of this paper that participants respond favorably to these 
brightly colored marketing campaigns, and a company should expand their color 
palette in these areas. In terms of text on the advertisements, there was no significant 
preference for the number of words on an advertisement, as demonstrated by the one-
sample t test; colors and staging are more significant variables to consider. Perhaps 
something to consider is keeping the amount of text minimal in comparison with the 
other color and staging esthetics of a marketing campaign. There have been studies 
that have shown when there is a lot of text and potential consumers lose interest in 
the product or service, which seems to be indicated by this study too [8]. 

Another practical implication based on the results is for companies would be 
to place heavier emphasis on the esthetics in terms of color and staging and not 
emphasize the gender impact, as there is not much of a distinction. In addition, 
companies can also choose to place their digital advertisements or posts in places 
where they know employees frequent, such as LinkedIn, a social networking platform 
designed for working professionals. 

54.7 Future Research 

In the opinion of the author, future area of research should include investigating more 
questions about the text implications since there did not seem to be a definitive answer 
about whether more or less text would affect and impact a marketing campaign adver-
tisement. In addition, it would be interesting and useful to understand which colors 
specifically stood out to participants—even though they responded well to bright 
colors, does that mean all bright colors are equal in eliciting a positive response? The 
author plans to conduct more tests to see how imagery and texts’ ability to capti-
vate attention varies across different industries. Lastly, this study could benefit from 
testing the advertisements on various platforms to see if an additional variable would 
affect the results. 
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