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Abstract
The purpose of this thesis is to analyse and to explore how B2C e-commerce
businesses could use social media marketing strategies to increase their consumers
purchase intentions on their sites. Findings enabled the development and research of
a comprehensive social media marketing system which includes a general set of
components and tools aiming at increasing purchase intentions on such sites. The
theoretical framework of the thesis is based on literature as well as previous studies
of Social Media, Social Media Marketing, Social Media Marketing System, Ecommerce, B2C, Social Commerce, S-commerce, Online Purchase Intentions, Trust
and Social Trust. A conceptual framework was created and led the research method
which used a convergent parallel mixed method design that includes gathering and
analysing both qualitative and quantitative data. The data is gathered from potential
users and clients of the system and led by the user-centered design (UCD) process.
The obtained qualitative and quantitative data was analysed separately and then
merged together by a side-by-side comparison. With the use of this approach, several
ways businesses can increase consumers purchase intentions towards their B2C ecommerce site were discovered. Social media presence, published content,
publishing frequency, content type, special sale promotions and social media friends
are variables that have been found to be influential upon purchase intentions. The
integration of a social media marketing system combined with these variables was
found to be a successful tool for B2C e-commerce businesses wanting to increase
consumers purchase intention through social media networks.
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1. Introduction
This chapter introduces the main concept of the thesis, its purpose and definitions, in
addition to the research question.

1.1 Background
In the last few years the use of social networking sites has been growing tremendously,
with millions of users choosing to connect through common interests. Social
networking sites encompass social networks for the different connection opportunities.
Facebook, Twitter, Google+, Pinterest, LinkedIn, YouTube, Instagram, Slideshare,
Foursquare and blogging sites, are among the social networking sites, which offer users
many diverse communication opportunities, tools and actions.
The social media growth has been changing the way e-commerce businesses market
their products, since it offers them new marketing opportunities as well as new ways to
interact with consumers. E-commerce sales have outpaced traditional retailing (Levy &
Weitz, 2001), and perhaps, social media can potentially leverage online sales and
further benefit e-commerce businesses.
Social commerce has been emerging as a term to describe commerce which is driven
by social media. It comprises many social media marketing strategies that have been
emerged within this field, in spite of an overall negative attitude towards social media
advertising (Yuanxin & Noichangkid, 2011). Businesses have been trying to keep up
with the many available social marketing opportunities. There are so many available
social networks, tools and strategies, that sometimes businesses can get confused and
they don't know where and how to begin (Waite, 2013). Strategy is one of the main
elements to lead a business to its goals. Once a business forms a strategy, the way to
success could be less confused and easy to follow (Waite, 2013). However, a strategy is
only one element of an entire approach. An approach is what leads a business to a longterm growth (Waite, 2013). Since persuasion is considered to be one of the main goals
of marketing (Braun-Latour & Zaltman, 2006), purchase intentions could perhaps help
reach those goals by providing business owners and marketers valuable insights that
could guide a marketing strategy (Wang & Chang, 2013). Thus, when compounding an
approach, it is important to understanding and use factors which are affecting consumer
intention to purchase online (Wang, Yeh & Liao, 2013).

1.2 Problem Discussion
Nowadays, e-commerce businesses struggle with finding the most efficient ways to
market their products via social media (Schaffer 2013; Wikström & Lindh 2010). These
businesses usually have a limited knowledge of the difference between each social
media site differing in terms of history, culture and functionality. More else, they don't
have the correct marketing strategies to approach each one (Schaffer, 2013).
In the social media marketing industry report (Stelzner, 2013), 83% of over 3,000
marketing experts that were asked, indicated that they want help in creating a social
media strategy. Also, they want to figure out the most effective social tactics, ways to
engage with consumers via social media tools and how they could measure their return
on investment from their social media activities.
The author struggles both as a business owner and a marketer in finding the correct
tools when using social media as a business opportunity for B2C e-commerce sites. She
also acknowledges that social media has an extensive power over people and is an
ongoing industry, therefore is sure it could be used as a powerful marketing tool for ecommerce businesses. While performing a theoretical research, the author has found
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little resources which guide businesses strategically on how to increase consumers
purchase intentions on their B2C e-commerce sites via social media, and also there
hasn’t been an inclusive system which combines a great approach that could be used as
a complete strategic tool for such businesses. Afrasiabi Rad and Benyoucef (2010)
encourage developers to build tools that specifically aim at both businesses - wanting to
amend their ongoing marketing campaigns as well as increase their sales, and
consumers - wanting to be empowered through more informed purchases. Hajli (2012)
adds and claims in his research that most of the social commerce research has been
"descriptive and lacks a solid theoretical foundation" (Rad & Benyoucef, 2010). Wang
and Zhang (2012) also point out in their research that there is a lack of business
strategies/models and content/information strategies within this field. They call for
"future research into identifying and developing business models and strategies" (Wang
& Zhang, 2012) for the diverged social commerce practice.
Therefore, in this thesis the author chose to research how can B2C e-commerce sites
increase consumers purchase intentions by applying social media marketing strategies.

1.3 Purpose
The objective of this thesis is to develop a social media marketing system which will
provide tools for Israeli B2C e-commerce sites to increase consumers purchase
intentions in different venues. Venues can include: e-commerce businesses, online
ticketing, online auctions, coupon sites, group purchasing and more. Hopefully this
system, which will be focused on Israeli based businesses, could be further developed to
accommodate worldwide B2C e-commerce sites, and perhaps B2B e-commerce sites
and even retail stores.
Two obtained data sets (qualitative and quantitative) will show how the data
converge or diverge. This approach will enable the comparison and integration of main
finding into a social media marketing system aiming at increasing purchase intentions
on B2C e-commerce site, with perspectives of stakeholders. Further insights gathered
from the actual usage of the system will provide knowledge of how B2C e-commerce
sites can increase consumers purchase intentions.

1.4 Research Question
In order to discover whether the use of social media marketing strategies can increase
consumers purchase intentions in B2C e-commerce sites, the research question in this
thesis is:
 How can B2C e-commerce sites increase consumers purchase intentions by
applying social media marketing strategies?

1.5 Definitions
Big Data
Consumer
Purchase intention

"techniques and technologies that make handling data at
extreme scale affordable" (Hopkins & Evelson, 2011).
A user of the proposed system/ a purchasing agent.
"the probability that the consumer will purchase the product"
(Racherla 2008; Sam & Tahir 2009)

S-commerce

"commerce that is mediated by social media and is
converging online environments" (Wang & Zhang, 2012).

Service provider

A client of the proposed system/ a selling agent/ an e-
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Social media
marketing

commerce business.
Marketing which takes place in, through and as a result of
social media networks.

Social media
marketing strategies

Strategies that guide businesses through marketing steps,
which aim at increasing consumer's purchase intentions on
their B2C e-commerce sites.

Social media
network

A tool that facilitates s-commerce activity through users'
collaboration.

Trust

A necessary factor in the relationship between a consumer
and online businesses for increasing consumers purchase
intentions in online environment.

1.6 Outline of Thesis
Chapter 1, the introduction, includes a background description that highlights the
rationale behind the thesis topic. This is done by emphasizing the relevance of the topic
and the lack of concrete strategies in previous studies. In addition, a problem discussion
is explained in addition to the purpose of the thesis and research question which are
presented for further guidance conducting the composition of the theoretical framework.
Chapter 2, the theoretical framework, was composed using literature as well as
previous studies of Social Media, Social Media Marketing, Social Media Marketing
System, E-commerce, B2C, Social Commerce, S-commerce, Online Purchase
Intentions, Trust and Social Trust. This chapter is divided into nine sub-headings aiming
at discovering how social media can affect e-commerce from different aspects and to
find how it can affect consumers purchase intentions. Main definitions are described in
this chapter, based on the research itself. The first sub-heading describes B2C ecommerce sites from different aspects: purpose and uses, consumers and development
aspects. In order to create a social media marketing systems aiming at increasing
purchase intentions on B2C e-Commerce sites, it is first important to understand the
current B2C e-Commerce field. The second sub-heading explains the transformation
from e-commerce to s-commerce. This is fundamental for understanding the problem
domain as well as the marketing transformation and abilities which later come together
with marketing approaches, tactics and strategies. In the third sub-heading, traditional
marketing is compared to social media marketing. The many objectives for using social
media marketing are explained in comparison to traditional marketing efforts. The
fourth sub-heading provides an overview of social media networks that are frequently
associated with social media marketing. In order to further incorporate social media
marketing strategies, it is important to understand leading social media networks, their
reach and abilities. The fifth sub-heading is all about consumers' behavior in online
environments. The aim in this sub-heading is to understand how social media marketing
can increase consumers purchase intentions on B2C e-commerce sites. In the sixth subheading trust is presented as a core aspect for affecting consumers purchase intentions
on B2C e-commerce sites. Characteristics of trust that are discussed in the sixth subheading will later enable the author to develop a potential meaningful social media
marketing system incorporated with a strategy aiming at increasing consumers purchase
intentions on B2C e-commerce sites. After obtaining and understanding several aspects
relating to e-commerce, e-commerce is further connected to marketing strategies, in the
field of social media. The seventh sub-heading describes how social media marketing
strategies for B2C e-commerce sites work, what options are available and what benefits
can be obtained when using them. This leads to the eighth sub-heading which brings
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knowledge of how to use marketing strategies for e-commerce sites. Common social
media networks which were described earlier in this chapter are integrated in order to
compose potential strategies which could later be integrated in the proposed system.
The ninth sub-heading provides a summary of this chapter.
Chapter 3, the conceptual framework, was created based on the theoretical
framework findings and the author’s personal experience. It provides a detailed
understanding of the proposed social media marketing system aiming at increasing
purchase intentions on B2C e-commerce sites. Also, it will later be incorporated in this
research data collection methods.
Chapter 4, the method, provides specific details of the chosen approach of the
research. Research philosophy, research design and research methods are describes, in
addition to detailed explanations about the data collection methods, data analysis,
interpretation and validation of the research.
Chapter 5, the findings, describe in detail the data collection findings that were
obtained through the use of the UCD process. It is divided into several steps that were
taken according to the selected UCD process that leads this research, whereas each step
is based upon the previous ones in order to enhance the validity of the research. The
first step includes a background research that consists of stakeholders interviews,
competitor benchmarking and a survey. This step was created in order to obtain initial
knowledge of users and to assess current similar solutions which are currently used
worldwide. The second step includes different design and development considerations
such as task models, user journeys and prototype. The third step implements the
gathered knowledge into a further research round in order to assess the functionality and
different aspects which were integrated into the prototype that was created in the
previous step. Two rounds of usability testing were held during this step and used to recompose the prototype. Once the prototype had obtained satisfying results, it was
developed and implemented as described in the fourth step. The development in this
step was divided into three sections, whereas each section carries out particular
functionalities: settings, store and marketing. Once the prototype was fully developed it
was implemented in four e-commerce B2C stores in order to further assess the system
and its outcomes upon consumers. Step five includes the final round of research which
encompasses a pre-test post-test design that targeted potential users of the system, in
addition to a survey that targeted potential clients of the system. The obtained results are
further analyzed in the following chapter.
Chapter 6 is an analysis of the entire data that was collected through this research.
Chapter 7 provides limitations information of the research.
Chapter 8 presents future work plans regarding this research.
Chapter 9 provides a detailed list of references used through this research.
Chapter 10 includes a list of all resources used through the research.
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2 Theoretical Framework
Core concepts will be defined and presented in this chapter, in addition to a descriptive
comprehensive overview of elements that could potentially contribute to a social media
marketing system aiming at increasing purchase intentions on B2C e-commerce sites.

2.1 B2C E-Commerce
E-commerce has been used a term to describe online commercial activities (Turban,
Rainer & Potter 2003) and has been divided into three main types (Nemat 2011; Zalatar
2012):
1) Business-to-business (B2B) - stands for commerce transactions that are done
between businesses (Nemat, 2011), for example: wholesalers selling to retailers
or manufacturers selling to distributors.
2) Business-to-consumer (B2C) - stands for direct transactions that are done
between businesses and end consumers (Nemat 2011; Wong & Chen 2001), for
example: consumers purchasing goods or services from retailers.
3) Consumer-to-consumer (C2C) – stands for commerce transaction between end
consumers (Nemat, 2011). Usually such transactions are obtained by a third
party supplier (Nemat 2011; Zalatar 2012), for example: online auctions in
which consumers sell to other consumers (Liang & Liang, 2014).
Other types of e-commerce include Consumer-to-business (C2B), Business-toemployee (B2E), Government-to-employees (G2E), Business-to-government (B2G),
Government-to-business (G2B), Business-to-Manager (B2M), Government-to-citizen
(G2C) , Government-to-government (G2G) and Peer-to-peer (P2P) (Nemat, 2011).
The different types of e-commerce have been growing continuously, however, at
different speeds (Shi & Wu, 2006). The growth rate of online retail sales is reported to
continue its growth by approximately 10% compound annual growth rate (CAGR) from
2013 to 2017 (Sehgal, 2014). According to Forrester Research (Sehgal, 2014) in the US
it will grow from $262 billion in 2013 up to $370 billion by 2017, while in Europe it
will grow from €128 billion in 2013 up to €191 billion by 2017.
B2B has the largest activity in the ecommerce market and is predicted to continue its
growth constantly (Duffy & Dale 2002; Shi & Wu 2006). However, since B2C offers
businesses easy ways to reach consumers (Palopoli, Rosaci & Ursino, 2006) it has
grown tremendously (Nemat, 2011) and is considered to be the current "mainstream
trend" (Zhao, 2011). According to emarketer (2014), this year B2C e-commerce will
increase its sales by 20.1% and reach an approximately total of $1.5 trillion.
Nevertheless, although there are predicted increase in B2C e-commerce sales, some
barriers of growth have been identified (Iglesias-Pradas, Pascual-Miguel, HernándezGarcía & Chaparro-Peláez, 2013).
B2C e-commerce applications have been divided by Turban et al. (2003) into three
categories: 1) Electronic retailing sites, such as storefronts and malls. 2) Online service
industries, such as cyberbanking, travel sites and real estate sites. 3) Auctions, such as
forward and or reverse auctions and barteting.
The study of consumers in B2C e-commerce environments has been an interest of
many researchers (for example Adjei & Clark 2010; Iglesias-Pradas et al. 2013; Jones,
Spence & Vallaster 2008; Zhang, Fang, Wei, Ramsey, mccole & Chen 2011; Zhao
2011; Zo & Ramamurthy 2009). Iglesias-Pradas et al. (2013) introduce three main
approaches for studying aspects of the B2C consumers: level of consumer's acceptance
of e-commerce, drivers and barriers of consumers of e-commerce and marketing
aspects.
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Both consumers and businesses can benefit from B2C relationship. On one hand,
consumers of the B2C e-commerce have been reported to benefit from the different
aspects of the B2C e-commerce, including lower prices (Ho, Kauffman & Liang 2007;
Turban et al. 2003; Zo & Ramamurthy 2009), convenience (Turban et al. 2003; Zo &
Ramamurthy 2009), time saving (Turban et al. 2003; Zo & Ramamurthy 2009) and
large selection of products (Turban et al. 2003; Zo & Ramamurthy 2009). On the other
hand, businesses benefit from sales increase as a result of a quality relationships with
B2C consumers (Adjei & Clark, 2010). These all contribute to the popularity of B2C
which has derived many companies (for example Microsoft and IBM) to include agent
technology in their developed application in order to leverage the needs and potential
that arise within the field of B2C e-commerce (Turban et al., 2003). An agent is
considered to be a software entity with abilities such as intelligence, Agent and
environmental awareness, adaptive abilities and ongoing execution (He & Leung,
2002). An Agent with autonomous and intelligent characteristics can facilitate different
commerce actions (He & Leung, 2002), and thus has been an interest of software
corporations (Turban et al., 2003). Multiple Agent interaction is considered to be a
multi-agent system (MAS) (Durfee & Lesser, 1989) and has been used in e-commerce
applications (He & Leung 2002; Van der Hoek & Wooldridge 2007), in particular
through the development in open source software environments (for example b˘adic˘a et
al. 2005; Balachandran & Enkhsaikhan 2007).
In recent years, open source software has become very popular (Bajracharya, Ossher
& Lopes, 2014) and an important part of commercial software development and use
(Deshpande & Riehle, 2008). Academia, industry and open source community members
contribute and reuse open source code (Han et al., 2009) in a variety of ways
(Bajracharya et al., 2014). For example: it can be used for developing applications and
provide developers with reusable libraries and frameworks (Bajracharya et al., 2014).
Because of its efficiency, open source software is growing quickly, interesting both
developers and researchers (Bajracharya et al., 2014). The popularity of open source
code has led to the creation of open source content management systems (CMS), which
have been used increasingly in recent years (Patel, Rathod & Parikh, 2011). Joomla,
Drupal and wordpress are among the most popular open source CMS systems available
these days (Patel et al., 2011). In a study conducted by Patel et al. (2011) these three
leading CMS systems were evaluated and compared performance wise. Wordpress was
found to be consistently good in all aspects of performance (Patel et al., 2011).
Wordpress is an example of a CMS system that supports all kinds of abilities other than
just being a CMS (Hedengren, 2014). It offers developers an easy and relatively quick
development platform with flexible options (Hedengren, 2014). The popularity of
wordpress has derived to the creation of over 73 million sites (Koskinen, Ihantola &
Karavirta, 2012). One of the reasons for its popularity is the massive amount of
available plugins (Koskinen et al., 2012), which are often provided by developers for
free (Koskinen et al., 2012). Wordpress plugins extend the core functionality of
wordpress and can be developed by using the wordpress API (application programming
interface) (Bondari & Griffiths, 2011). Among the many available plugins that have
been developed, social communities' plugins, picture galleries plugins and payment
systems plugins (Koskinen et al., 2012). Woocommerce for example is a wordpress ecommerce plugin which facilitated B2C e-commerce actions.

2.2 From E-Commerce to S-Commerce
The growth of e-commerce has been changing the online commerce approach from ecommerce to s-commerce (social commerce) (Huanga & Benyoucefb, 2013). Scommerce has been defined as an emerging global phenomenon which has been
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develop in a relatively short period of time (Beisel 2006; Rubel 2005; Wang & Zhang
2012). In literature s-commerce is also referred to as "social shopping" (Cha 2009;
Jascanu, Jascanu & Nicolau 2007; Kang & Park 2009; Shen & Eder 2009; Wang 2009),
an online platform for consumers to interact for the purpose of online shopping (Kang
& Park, 2009). However, Stephen and Toubia (2010) distinguish between the two
definitions by the connection type: s-commerce connects sellers while online shopping
connects customers.
In this study, s-commerce is focused in the context of social media and online
commerce conversion. Accordingly, in this study s-commerce is defined as “commerce
that is mediated by social media and is converging online environments” (Wang &
Zhang, 2012). S-commerce leverages social media's social interactions in order to assist
commerce activities which occur both online and offline (Wang & Zhang, 2012). These
kind of interaction are community-based, not one-to-one (Stephen & Toubia, 2010) and
represents commerce opportunities which are mediated by social media and social
networking activities (Wang & Zhang, 2012). S-commerce consumers produce text
(Hajli, Hajli & Khani, 2013) in the forms of reviews, comments and other textual
information that is provided by consumers in online environments (Jianqing, Xu &
Whinston, 2011). Marketing campaigns can learn about the business and interests of the
consumers through the text and make it in benefit of the marketing effort (Marshall,
Moncrief, Rudd & Lee, 2012). Electronic Word of Mouth is a concept that represents
the outcomes of such s-commerce communication between users (Cheung & Thadani,
2012). Relationship building is also an outcome of s-commerce activities (Hajli, 2013).
Through actions such as reference and product or service recommendations (Hajli,
2013) users can form beliefs concerning a business (Wang, Yu & Wei, 2012). Beliefs
can also arise from the social support s-commerce produces for users (Crocker &
Canevello, 2008), and thus social support can turn into trust (Crocker & Canevello,
2008), which can lead to sales (Thomas, 2013). Research shows that reviews are also
important as sales leaders, since they have an added value for online consumers that
impacts purchase intentions (Park, Lee & Han, 2007; Zhang, Cheung & Lee 2014).
Ruble (2005) was one of the firsts to acknowledge the s-commerce trend, back in
2005. Ever since, social media has been rapidly changing the way we shop online
(Curty & Zhang 2012; Hajli 2012; Wikström & Lindh 2010). Online decision making of
consumers has found to be an outcome of social influence (Kim & Srivastava, 2007).
Kim and Srivastava (2007) studied the many aspects of social influence and how it can
impact e-commerce consumers during the process of decision making. They express
how social interactions can be enhanced by the combination of several applications.
This can ultimately enhance a customer's purchase decision making on an e-commerce
site. Kang and Park-Poaps (2011) studied different social shopping behavioural aspects
regarding fashion consumption through a composed structured model of social shopping
which they have developed. Results from their study indicate a positive relationship
between social comparison and social shopping for fashion by several means.
E-commerce sites have been using social media networks in order to generate social
interaction between users which will potentially lead to sales (Jorgensen 2013; Kwahk
& Ge 2012; Schaffer 2013; Spencer, Sheahan, Harding & Matzan 2014). Sharma and
Xu (2006) studied social interactions in order to enhance business relationships. Users
use one another through social media networks in order to obtain product information,
reviews and referrals (Sharma & Xu, 2006). Sharma and Xu (2006) discovered the
correlation between the social capital and its properties and business outcomes. For
example, positive or negative product reviews influence the consumer's purchase
decision. E-commerce sites have also been using social media networks as a content
distribution platform (Thomas, 2013). Interesting content which reflects the brand can
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often receive high exposure on social media networks that is often shared and further
distributed by others (Thomas, 2013). Sharing outcomes trust, and trust can outcome
sales (Thomas, 2013).

2.3 From Traditional Marketing to Social Media Marketing
There has been a shift in the way people use social media (Schaffer, 2013). Today,
social media is commonly used by users to communicate and seek out information for
their professional and private uses (Schaffer, 2013). For this reason, companies should
leverage these uses to lean discussions to their advantage and influence communication
into "purchase decisions" (Rad & Benyoucef, 2010). Businesses should actually
analyze the growing amount of data that is publically available in the different social
media communication platforms, the "big data", and learn from it (Schaffer, 2013). The
big data offers businesses new and useful facts about customers, markets, partners,
costs, and operation (Russom, 2011). "Radian6" and "Sysomos" are among the listening
platforms that are available for analyzing the big data (Schaffer, 2013).
In this study, big data is focused from an e-commerce business perspective wanting
to learn and gather insights about current and potential consumers' in the different social
media platforms. Accordingly, in this study big data is defined as "techniques and
technologies that make handling data at extreme scale affordable" (Hopkins & Evelson,
2011).
There are many benefits once social media is used as a marketing tool as opposed to
using traditional marketing tools. One of the benefits is the ability to market to a
specific buyer with individualized messages (Scott, 2013). Social media offers
businesses opportunities for targeting buyer's niche directly with specific information
that meets their needs (Scott, 2013). Another benefit is the cost aspect (Coles 2011;
Scott 2013; Spencer et al. 2014; Thomas 2013; Weber 2009). Kitchen (2013) mentions
in his book that with the use of social media marketing businesses could gain from high
ROI. Thomas (2013) claims in her book that social media marketing has many benefit
even beyond just sales driven by social media, such as customers' communication,
business knowledge and an increase in search marketing traffic. However, these many
benefits are in contrast with an overall negative attitude that exists towards social media
advertising (Yuanxin & Noichangkid, 2011). Forrester's report of "the purchase path of
online buyers in 2012" (Mulpuru, Evans & Roberge, 2012) indicate that social tactics
are not meaningful sales drivers.
Coles (2011, location 316) present a table (Table 1) of popular social media networks
and their uses in comparison to traditional marketing tools.
Table 1. Social Media Tools VS. Traditional Tools from Coles (2011), location 316

Social Media
Network
Youtube

Facebook

Linkedin

Uses
Record seminars
Demonstrate Products
Engage customers
Build new relationships
Engage with customers
Increase brand exposure
Networking business-tobusiness
Build business connection base
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Traditional Marketing
Tools
In person demonstration
Newsletters
Telephone
Networking events
Telephone
Newsletters
Static Website
Networking Events
Online personal website
Newspaper and magazine

Twitter

Promotion of online articles

article

Publish Articles
Short conversation posts

Newspaper and magazines
Telephone

In this study, social media marketing will be focused from an e-commerce business
perspective wanting to increase current and potential consumers' purchase intentions on
their B2C e-commerce sites. Accordingly, in this study social media marketing is
defined as marketing which takes place in, through and as a result of social media
networks.

2.4 Social Media Networks
The literature introduces some key social media networks, often referred to as social
networking sites - snss (Alloway & Alloway, 2012), that are frequently associated with
social media marketing (Coles 2011; Kitchen 2013; Rawee 2013; Schaffer 2013; Scott
2013; Taylor 2013; Thomas 2013), including social network websites, blogging,
consumers emails, websites and forums supporting ratings of products, online
discussion boards and forums, moblogs and chat rooms operated by businesses
(Mangold & Faulds, 2009). Each social media network differs in terms of its history,
culture, and functionality (Schaffer, 2013). Among the popular social media networks:
 Facebook – Facebook is one of the biggest social media network. To date it
encompasses over one billion Facebook accounts (Spencer et al., 2014). Text,
photos and videos can be shared between users and in different lengths (Spencer
et al., 2014).
 Twitter - Twitter is one of the most widely used social media site (Spencer et al.
2014; Swani, Brown & Milne 2014). It is considered to be a microblog site (with
short messages) which encourage communication between users and their
followers (Jorgensen 2013; Spencer et al. 2014; Swani et al. 2014).
 Google+ - Google+ is Google's social media platform which has been slowly
increasing its use (Kitchen, 2013). It has a large database of users to start with
and many tools to market a business (Kitchen, 2013).
 Pinterest – Pinterest is the third most popular social network in terms of traffic
(Spencer et al., 2014). Pictures are uploaded to Pinterest usually through a
desktop computer (Spencer et al., 2014). "Pin it" buttons provide product
sharing and traffic and customer enhancement (Spencer et al., 2014).
 Linkedin – linkedin is used for networking with other professionals and
potential clients (Kitchen 2013; Spencer et al. 2014). Profile page, status updates
and posts are common action within this social network (Kitchen, 2013). It is
considered to be a quality social media platform (Schaffer, 2013).
 Youtube – youtube is used to share, rate and comment videos (Spencer et al.,
2014).
 Instagram – Instagram is used for photo sharing from a mobile device (Scott
2013; Spencer et al. 2014). It has over 100 million users that upload, manipulate
and share their photos with their friends, followers and others (Scott, 2013).
 Slideshare – Slideshare is a presentation and content sharing site that offers
marketers visual content marketing options (Schaffer, 2013).
 Foursquare – Foursquare is a geo-locational mobile social media network that
allows users to check-in at different locations (Schaffer 2013; Scott 2013). Users
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can share their location with others, and therefore can enable many marketing
opportunities (Scott, 2013).
 Blogging – is a simple popular way to create and share content (Schaffer 2013;
Scott 2013).
Usage of social media networks produces outcomes such as community building,
collaboration enhancement and content sharing (Spencer et al., 2014). As a result,
businesses use popular social media networks in numerous and varied ways for their
marketing campaigns (Table 2).
Table 2. Social media networks and their uses

Tool
Facebook

Twitter

Google +












Pinterest

Linkedin







Youtube

Instagram









Foursquare 

Blogging

Slideshare





Uses
Build new relationships (Coles 2011; Spencer et al. 2014)
Engage with customers (Coles 2011; Spencer et al. 2014)
Increase brand exposure (Coles 2011; Spencer et al. 2014)
Publish Articles (Coles, 2011)
Link sharing (Spencer et al., 2014)
Short conversation posts (Coles 2011; Spencer et al. 2014; Taylor
2013)
Real time engagement (Taylor, 2013)
Track brand conversations (Spencer et al., 2014)
Related to other Google products which are used by millions of
users (Kitchen, 2013)
Interaction to other users as well as to circles and communities
(Rawee, 2013)
Increase website traffic (Spencer et al. 2014; Taylor, 2013)
Promotes business presence (Taylor, 2013)
Promote products (Spencer et al., 2014)
Networking business-to-business (Coles 2011; Kitchen 2013;
Spencer et al. 2014; Taylor 2013)
Community building (Coles 2011; Rawee 2013; Spencer et al.
2014)
Promotion of online articles (Coles 2011; Spencer et al. 2014)
Record seminars (Coles, 2011)
Demonstrate Products (Coles 2011; Rawee 2013; Spencer et al.
2014)
Engage customers (Coles, 2011)
Share photos and videos over existing social media networks
(Rawee, 2013)
Share slideshows (Rawee, 2013)
Market interactive media directly to users (Rawee, 2013)
Allow users to check in at your location (Rawee, 2013)
Integrate with other social media platforms (Rawee, 2013)
Central focus point for all our social media sharing (Kitchen,
2013)
Great to publish ideas and create networking opportunities
(Kitchen 2013; Rawee 2013; Scott 2013)
Boost SEO and search ranking (Kitchen, 2013)
Shows business activity to visitors (Kitchen, 2013)
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The numerous and varied uses for each social media network (Schaffer, 2013) have
given rise to s-commerce (Spencer et al., 2014). S-commerce users employ social media
networks as tools for collaborations which facilitates interconnectivity of consumers;
sharing information and knowledge about a product or service (Liang & Turban, 2011),
which is often viewed by others as "trustworthy" information (Thomas, 2013). Trust in
social media networks has been addresses in literature from two perspectives,
consumers and businesses. S-commerce activities between consumers has been found to
affect buying decisions (See-Pui Ng, 2013). However, in order for a business to leverage
social media activities into sales, consumer – business trusted relationships are needed
to be constructed (Füller, Bartl, Ernst & Mühlbacher, 2006). They outcome brand
awareness, loyalty, engagement and drive to sales (Swani et al., 2014). Social media is
used as a mediator to build trustworthy relationships (Hajli 2013; Kietzmann,
Hermkens, mccarthy & Silvestre 2011). Brand and product awareness are ways to
increase trust. According to Thomas (2013) Brand awareness (the company's logo,
brand guidelines and statement) increases trust and thus trust increases sales (Thomas,
2013). Spencer et al. (2014) supports this claim by mentioning that by increasing a
product's awareness, sales will be increased.
Curty and Zhang (2012) examined s-commerce websites and in particular different
technological features and integrated tools. Their findings provide valuable knowledge
of s-commerce in addition to its many beneficial outcomes for the future: most websites
use social media networks for the purpose of communication establishment as well as
consumers' relations; consumers on the other hand, use those social media networks for
socializing.
In this study, the functionality of each social media network from both point of view,
consumers and e-commerce businesses, will be focused upon from a marketing
prospective. Accordingly, in this study social media network is defined as a tool that
facilitates s-commerce activity through user collaboration.

2.5 Consumers Purchase Intentions in Online Environments
Online consumer behavior is of interest to consumer theorists and practitioners (for
example Ahuja, Gupta & Raman 2003; Wang et al. 2013) and has been linked
frequently to consumers purchase intentions in online environments (Amimeur &
Noceras 2012; Kotler & Armstrong 2014; Lee 2013; Wang et al. 2013). Studying
consumer buying behavior can help to understand the influential factors on customers
purchase decisions (Afrasiabi Rad & Benyoucef 2010; Zhou, Zhang & Zimmermann
2013), in particular the buying behavior which is affected by social media networks
(Lee, 2013). Afrasiabi Rad and Benyoucef (2010) claim that businesses could benefit
when analyzing the social shopping experience from the perspective of customer
behavior. In addition, they encourage to recognize and implement strategies during a
particular purchase decision making stage. Kotler and Armstrong (2014) provide
valuable insights on consumers purchase intentions and define consumer buyer behavior
as "Consumer buyer behavior refers to the buying behavior of final consumers individuals and households that buy goods and services for personal consumption"
(Kotler & Armstrong, 2014).
There are different influences that drives a consumer to buy (Kotler & Armstrong
2014; Lee 2013). When studying the consumer's behavior, insights of the intention to
purchase arise (Kotler & Armstrong 2014; Lee 2013). Consumer's behaviors can be
affected by several characteristics: 1) Cultural characteristics (Kotler & Armstrong,
2014) - refer to people belonging of groups as such nationality, race, location and social
class (Amimeur & Noceras, 2012). 2) Social characteristics - are inspired by reference
groups, family and roles and status (Amimeur & Noceras, 2012). The reference can
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have a direct or indirect influence on individual’s behavior, which raises from the
individual need to be included in a group (Amimeur & Noceras, 2012). 3) Personal
characteristics - refer to each person being different by its age, gender, taste. These
factors influence the consumer all the time during its purchases (Amimeur & Noceras,
2012). 4) Psychological characteristics - are represented by motivation, perception,
learning and attitude (Amimeur & Noceras, 2012).
The needs of an individual are what derives these characteristics into purchase
intentions (Amimeur & Noceras, 2012). A consumer has multiple temporary needs at
the same time (Amimeur & Noceras, 2012), and the processes that occur when there is a
need are what affect the purchase decision itself (Amimeur & Noceras, 2012).
Although needs are important to understand from a marketing prospective, it is however
important to know that it cannot be created or manipulated by marketers (Amimeur &
Noceras, 2012). Despite that, understanding the buyer decision process and influences
can assist marketers (Kotler & Armstrong 2014; Turban et al. 2003).
Kotler and Armstrong (2014, p.154) have identify the stages of the decision making
process (Figure 1). The stages are individual to each consumer and can be skipped or
reverse accordingly. First, the consumer recognizes a problem or need. Second, the
consumer might conduct an initial informative search aiming to fulfill its needs. Third,
the consumer process the gathered information, in comparison to alternatives. He makes
an evaluation and forms a purchase intention. Fourth, the consumer makes a purchase
decision, however it might be altered by attitudes of other or by unexpected situational
factors. Finally, the consumer might engage in postpurchase behavioral actions
regarding its purchase.

Figure 1. Buyer Decision Process (Kotler & Armstrong, 2014, p.154)

According to Turban, Chung, Lee and Chung (2000) buying decision making
influences can be derived from individual and environmental factors (Turban et al.,
2000). Additional factors which are associated with electronic commerce also affect
buying decision making and could actually be manipulated by marketers (Figure 2)
(Turban et al., 2000, p.286).

Figure 2. E-commerce consumer behaviour model (Turban et al., 2000, p.286)
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Some studies suggest that one of the most important factors that affect the purchase
or repurchase intentions online is customer perceived value (CPV) (Ren & Ying, 2010).
The dimensions of CPV were divided by Ren and Ying (2010) to function value,
symbol value and experience value.
Propensity of ethical usage of online content (ESEOP) has found to have a major impact
upon the intention to purchase (Wang et al., 2013). The more consumers have a higher
ESEOP, the more likely they would purchase online (Wang et al., 2013). Peer
communication that occurs in social media has a positive influence on purchase
intentions in two ways: a direct influence through conformity and an indirect influence
by reinforcing product involvement (Wang et al., 2012).
Social media interaction ties and social media commitment have a positive effect on
normative social influence and informational social influence, who eventually have an
effect upon purchase intention in an e-commerce environment (Kwahk & Ge, 2012).
Social media ties occur in different manners; therefore, they influence purchase decision
in different ways. For example, friends are considered to be “strong ties" (Brown &
Reingen, 1987) and therefore have a larger effect upon the purchase decision than a
weak tie (Brown & Reingen, 1987).
Electronic Word-of-Mouth (ewom) was found to have a complete impact upon
consumers' purchase intentions on social network sites. Also, it is found to have some
impact upon purchase intention which initiate from mild levels of trust towards the
product (See-To & Ho, 2014). EWOM has also an impact on the value of co-creation,
and because of that is has an impact upon purchase intention (See-To & Ho, 2014).
Trusting beliefs and trusting intentions-willingness to depend are two components that
construct trust towards a vendor (Harrison mcknight, Choudhury & Kacmar, 2002).
These two are found to be essential when wanting to influence the willingness of a
consumer to make a purchase (Harrison mcknight et al., 2002).
In this study, purchase intentions of consumers in an online environment will be
focused upon. Accordingly, in this study purchase intention is defined as "the
probability that the consumer will purchase the product" (Racherla 2008; Sam & Tahir
2009).

2.6 Trust and Its Effect on Consumers Purchase Intentions on B2C ECommerce Sites
According to Chuang (2010), trust in social networks and e-commerce has been
frequently studied. Trust has been mentioned to be an important factor when it comes to
the relationship between a user and an e-commerce business owner in the context of ecommerce (Chuang 2010; Hong & Cha 2013; Ratnasingam 2005). Trust is needed in
such uncertain and risky environment (Eurén, Nordin & Vilumsons 2013; Resnick &
Zeckhauser 2007), because of the potential vulnerability of the user (Wang & Emurian,
2005).
Previous studies (for example Gefen 2000; Jin, Cui, Peng & Lu 2013) have
researched the many aspects of e-commerce. Key findings include e-commerce and its
connection to trust. Once an e-commerce site is considered to lack trust by a consumer,
he will most likely not continue to making a purchase on the site. Jones and Leonard
(2008) have revealed how distrust affects businesses. They have found that trust is the
reason behind the disability of a businesses to form relationships with consumers. Kim
& Park (2013) claim that building trust is mostly important for s-commerce businesses
since it involves online communication, in which content is shared among consumers.
Although s-commerce has been rapidly involving, there is still a big void of knowledge
of the effects of s-commerce outcomes and its connection to trust (Kim & Park, 2013).
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In e-commerce environments trust is transitive (Gan, He, Ding & Varadharajan,
2009), meaning that it can be derived from one agent to another in a similar context
(Chang, Hussain & Dillon 2005; Gan et al. 2009). For example, if I trust my mother,
and my mother trusts company A, then I might trust company A myself, even if I never
knew that company in the first place (Gan et al., 2009). Eurén et al. (2013) refers to this
as "social trust" and further emphasizes how the relationships between agents are
important. Key reasoning relays in the effect it has upon different areas of one's
behavior (Eurén et al., 2013). Trust is considered to be the basis for relationship
building, which in e-commerce can lead to online transactions (Helliwell & Putnam,
2004). In practice, external trust influences can help businesses build trust with
consumers (Jones & Leonard, 2007): consumers tend to engage in social commerce
because of trust (Teh & Ahmed, 2012) and therefore a company can display its message
through a number of highly accessed resources and allows the users to share that
information with their connection. The connections view the marketing message as a
trusted reference and therefore would more likely follow it (Kwahk & Ge 2012; Rawee
2013; Scott 2013; Thomas 2013).
In this study the concept of trust is defined by using a combination of several fields,
which include psychology, sociology and e-commerce environments. In psychology,
trust represents the belief that something will happen as you expect it to happen
(Erikson, 1950). In sociology, trust represents a mental state in which the degree of
trusts among one and other is a measured by the probability that belief exist between the
two (Chuang, 2010). In e-commerce environments, trust agents that represents a
relationship between one and other is referred to as "trustor" and "trustee" (Gan et al.,
2009). A trust relationship occurs when there is a particular propose, for example in ecommerce there can be mutual trust between a customers and a seller, in the scope of
online transaction (Gan et al., 2009).
In this study, trust is focused upon the relationship between a consumer and an ecommerce business. Accordingly, in this study trust is defined as a necessary factor in
the relationship between a consumer and e-commerce business for increasing
consumers purchase intentions in online environment.
Trust can be further described quantitatively (Chuang, 2010). Manchala (1998)
introduce a qualitative belief of trust and developed trust models that support ecommerce transactions. Chuang (2010) has also managed to measure trust quantitatively
through a theoretic framework which assesses both e-commerce businesses and
consumers' behaviors.
According to Bianchi and Andrews (2012) and See-Pui Ng (2013), among other
researchers (Eurén et al. 2013; Gefen, Karahanna & Straub 2003), trust could lead to
positive purchase intentions outcomes, because a consumer is unable to access and
evaluate a real product online before purchasing it (See-Pui Ng, 2013). Once a high
degree of trust is obtained, there could be a high degree of purchase intentions (Eurén et
al., 2013). A study made by Hong and Cha (2013) investigated the attribute of
consumer trust in online merchant environments in which the connection between
perceived risk and purchase intention is in question. Their research discovers how the
intention to purchase of online consumers can be increased once different risks (for
example psychological risk and/ or online payment risk) are lowered and thus lead to
the enhancement of trust. In a peer communication through social media websites
investigation (Wang et al., 2012), a positive relationship was indicated between peer
communication and product attitudes, which in turn enhanced purchase intentions.
Purchase intentions were also found to be improved through blog post
recommendations (Lu, Chang & Chang, 2014).
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2.7 Social Media Marketing Strategies for B2C E-Commerce Sites
A social media marketing strategy guides businesses through the marketing steps and
provide them with resources and knowledge for the specific social media activity as
well as define the specific tactics using specific networks (Schaffer, 2013). It also helps
to manage a social media marketing campaign as well as measure its results (Spencer et
al., 2014). In this study, social media marketing strategies will be focuses in the context
of purchase intentions. Accordingly, in this study social media marketing strategies is
defined as strategies that guide businesses through marketing steps, which aim at
increasing consumer's purchase intentions on their B2C e-commerce sites.
Using a particular social media marketing network in an effective strategy can
ultimately increase sales and reduce marketing costs (Rad & Benyoucef, 2010). In order
to succeed with marketing strategies via social media, a business should first reach out
and engage with its customers, prospects, partners and its network (Schaffer, 2013).
Second, it should create opportunity by communicating and sharing information
(Schaffer, 2013). And finally, manage its reputation and discover new business
opportunities through monitoring information (Schaffer, 2013).
According to Kotler and Armstrong (2014), marketing campaigns should aim at
creating customer value and build profitable customer relationships. Five major value
themes assemble their marketing strategy which surrounds the concept of "two-way
relationships" in which the consumers and business benefit from the marketing efforts
(Kotler & Armstrong, 2014). Social media networks are used in their strategy to build
relationships with consumers.
According to Spencer et al. (2014) posting occasionally on Facebook or Twitter isn't
enough to drive sales. Businesses should offer interesting content on a regular basis that
triggers comments and replies that could enhance the social exposure (Spencer et al.,
2014). Such content could include loosely related content that can be tied with the
specific product or service (Spencer et al., 2014).
Hajli (2012) provides in his study a model of s-commerce and consumers behaviors in
cyberspace, in addition to the discovering of the strong connection between trust and its
effect upon consumers in s-commerce (Hajli, 2012). Forums and communities were
found as trustworthy s-commerce components (Hajli, 2012). Because trust is facilitated
by knowledge transfer it can be used very successfully for new product development.
When a new product or business is launched there is usually little knowledge of it,
therefore consumers often seek information on social media rather than on the
company's website (Hajli, 2013).
"Being respected" and "sense of achievement" are two high-level needs which also
define online shoppers (Yu & Fu, 2010) and could be applied when segmenting online
shoppers and conducting a strategic plan.
Afrasiabi Rad and Benyoucef (2010) suggest a model that guide businesses through
the employment of social networks. They review the different outcomes of the social
network activities in addition to providing knowledge of how to implement the
particular strategy to the particular product and to the particular target group.
Kitchen (2013) suggests a social media marketing approach which combines between
brand and awareness, and direct sales. His suggested strategy includes five main steps:
1) Use a blog to lead to sales. 2) Use social media interaction to promote the business
through targeted posts, reviews, special sales and case studies. 3) Use customer service
as a basis to increase conversion rates. 4) Use social media to reach out to existing
customers and through them enhance referrals to the business. 5) Integrate social media
in the website and enhance search ranking.
Wang and Zhang (2012) provide a framework in which s-commerce is presented in the
context of: People - consumers communicating online; Business strategies - tactics
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which lead s-commerce to transactions; Technology - applications supporting scommerce activities; Information - content that is produced due to s-commerce
activities.
Zhou et al. (2013) found that once e-commerce businesses increase their social media
presence they become more successful. They further find that once a business provides
consumers with meaningful content, it drives to sales and enhances the consumer's
satisfaction (Zhou et al., 2013). According to Kotler and Armstrong (2014) social media
presence has already been used by many brands as a tactic.
Thomas (2013) approach for s-commerce focuses on followers' growth and
engagement. Key implementation actions she suggests include telling existing
customers of the social media the business uses, following other similar businesses,
sharing content and engaging in discussions.

2.8 Tactical Marketing Strategies for B2C E-Commerce Sites Using
Common Social Media Networks
Tactical marketing strategies for B2C e-commerce sites using common social media
networks are essential for businesses because they are easy-to-follow (Coles 2011;
Thomas 2013) and will help e-commerce businesses succeed (Spencer et al. 2014;
Thomas 2013). Current business presence is essential in order to compose a tactical
social media strategy. Baseline metrics should be defined to determine the current
activity in comparison to competitors (Schaffer, 2013). Schaffer (2013) recommends a
baseline metric strategy in his book (Appendix A). Coles (2011) introduces a template
for making a social media plan, focusing on business goals (0Appendix B). Thomas
(2013) introduces a three-step plan that also incorporates a complete business goal
analysis in addition to marketing planning and strategies (0Appendix C). Berke, Fulton
and Vaccarello (2014) introduces a customer journey model which begins in a phase in
which a buyer becomes aware of a product, then it moves to a consideration cycle and
finally ends in a purchase phase. However, the fact that some strategies are linear, they
could be considered to be irrelevant (Crawford, 2012). Therefore, Crawford (2012)
suggests in her book a strategic purchase model which involves the use of advocacy,
loyalty and participation in a purchase cycle. Turban et al. (2003) suggest to conduct a
market research for identifying new markets, research competitions and products, and
test consumers' interests in new products. Consumers should be divided into groups
(segmentation), while in each group products can be customized in order to reach the
group's needs (personalization) (Turban et al., 2003). Turban et al. (2003) specify two
ways for segmenting consumers: questioning them and observing their behavior.
After considering the business goals (Coles 2011; Kitchen 2013) in addition to
establishing core foundation by building an appropriate website (Scott 2013; Thomas
2013), buyers should be focused upon and lead the tactical social media strategy (Coles
2011; Gillin & Schwartzman 2011; Kitchen 2013; Scott 2013; Thomas 2013). Scott
(2013) introduced a simple marketing and PR strategy-planning template for doing so
(Appendix D). Spencer et al. (2014) provide concrete steps for increasing sales and
extending brand reach through social commerce.
Once the strategy is formed, businesses should be using the right methods of
communication, using the different social media networks (Kitchen, 2013). Key tactics
for social marketing strategic plans using common social media networks are commonly
referenced to in literature (for example Coles 2011; Kitchen 2013; Scott 2013; Spencer
et al. 2014; Thomas 2013) (Table 3).
Table 3. Key tactics for social marketing strategic plans using common social media tools

Tool

Tactic Summary

References
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Facebook






Twitter







Google +

Pinterest

LinkedIn













YouTube

Instagram










Slideshare





Create a fan page and include as
much information as possible,
including the company's
information and images of the
company's location.
Keep the page active by updating
the status each day by delivering
valuable information to those who
like the page.
Integrate a Facebook widget into
the company's site page.
Create a twitter page
Allow users to follow the account
through a button in the company's
site page.
Tweet regularly with high post
frequency
Follow people
Interact with tweets regarding your
business, directly and indirectly
Integrate relevant hashtags to posts.
Create a profile
Invite your circles to an event
Integrate Google+ icon on your
website
Sign up for an account
Create a business page
Share images or video
Create a profile
Make connections
List products and services on your
page
Create groups for open
conversations
Add LinkedIn icon on your website
Create an account
Upload videos
Share videos on other social media
tools
Create an account
Share photos
Place filters for enhancing the
appeal to viewers
Share ideas through photos (events,
parties and gatherings)
Create an account
Upload files
Embed information on your website
and other social media tools
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Rawee 2013; Taylor 2013;
Coles 2011; Scott 2013;
Kitchen 2013; Thomas 2013;
Schaffer 2013

Rawee 2013; Taylor 2013;
Coles 2011; Scott 2013;
Kitchen 2013; Thomas 2013;
Schaffer 2013; Hay 2013

Rawee 2013; Scott 2013;
Kitchen 2013; Thomas 2013;
Schaffer 2013
Rawee 2013; Scott 2013;
Thomas 2013; Schaffer 2013
Rawee 2013; Taylor 2013;
Coles 2011; Scott 2013;
Kitchen 2013; Thomas 2013;
Schaffer 2013; Hay 2013

Rawee 2013; Coles 2011;
Scott 2013; Schaffer 2013

Rawee 2013; Scott 2013;
Schaffer 2013

Rawee 2013;


Foursquare 


Blogging






Embed YouTube videos in your
files
Create a page
Allow users to follow
Create tips and specials for when
checking in
Create a blog
Post news of new products, events,
issues and ideas
Create page relationships
Include a comment section

Rawee 2013; Scott 2013

Rawee 2013; Scott 2013;
Kitchen 2013; Schaffer 2013;
Hay 2013

Once the strategy is going, businesses should be managing their activity and
engaging with clients on a daily basis (Coles 2011; Hay 2013; Kitchen 2013; Thomas
2013), monitoring it and modifying their plan according to the obtained results (Hay
2013; Schaffer 2013; Thomas 2013). Each social media tool should be measured by the
following measurements: 1) Productivity - tracking the actual impact of the social
media activity. 2) Engagement - how much do customers engage in each social activity.
3) Scale - the size of the social media audience. 4) Activity - the actions that took place
to increase the scale and engagement (Hay 2013; Thomas 2013).
According to Berke et al. (2014) the marketing tactics should evolve as the consumer
does, otherwise leading to sales could become difficult. Therefore, in order to increase
relevancy and ultimately increase long-term sale, marketing strategies should be
focusing on providing consumers with tailored experiences in which both content and
advertising is personalized to their needs and interests (Berke et al., 2014). Retargeting
has been evolving to target such need. It is a marketing strategy which aims to increase
awareness among a consumer base. When using retargeting as a marketing strategy,
ultimately it can drive to sales increase leads. Retargeting can also help increase
customer lifetime value, even beyond the first sale and build a community (Berke et al.,
2014).

2.9 Summary
B2C E-commerce is a popular e-commerce type which stands for commerce
transactions between businesses and end consumers. Its growth is tremendous, with
14.8% predicted sales increase for the year 2017. This fact and other benefits make the
study of B2C e-commerce an interest of many researchers, software corporations and
others. B2C e-commerce can be obtained through open source software, which is a
quickly growing community due to its efficiency. Popular CMS systems, such as
wordpress, have been created in open source environments, providing many abilities
that are easy to extend via plugins. Woocommerce is an example of a wordpress plugin
that has been used to facilitate B2C e-commerce actions.
S-commerce has emerged as a term to describe consumers' interactions on different
social media networks for the purpose of online shopping. It has been suggested that scommerce have an influence upon e-commerce decision making.
Since s-commerce is a form of social media marketing, monitoring and obtaining
consumers' information through the different social media networks can produce
purchase decisions outcomes. These outcomes can be obtained through uses and
abilities that social media marketing offers, as opposed to traditional marketing.
Marketing to a specific buyer with individualized messages, lowering business costs,
allowing customer-to-customer communication, gaining business knowledge and
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increasing search marketing traffic - are among the many benefits of social media
marketing.
Understanding consumers purchase intentions can drive a social media marketing
campaign to success. Marketing strategies can be integrating strategies in crucial
decision marketing stages, and thus affect and manipulate the buying behaviour and
ultimately the purchase decision itself. A buyer's behaviour is affected by cultural,
social, personal and psychological characteristics. Different needs of a consumer arouse
processes, for example motivation, which can lead to an actual purchase decision and
derive a buying action.
There are many social media networks, offering online communication platforms in
diverse ways. The popular social media networks which are highly referred to in
literature include Facebook, Twitter, Google +, Pinterest, LinkedIn, YouTube,
Instagram, Slideshare, Foursquare and Blogging platforms. These platforms allow
different abilities, which are often used by marketers as well as a basis for s-commerce
activities. S-commerce that occurs in social media networks, is often viewed by others
as "trustworthy" information. For this reason, businesses use social media networks as
tools for establishing social interaction with consumers and among them.
In e-commerce, trust is an important factor in a relationship between a user and a
business. Because e-commerce environments are perceived by consumers as uncertain
and risky, marketers should make an effort to build trust. Once the trust is build it can
be further transferred to others in a similar context, "social trust". Trust can be described
quantitatively and once a high level of trust is obtained, there is a chance for larger
purchase intentions.
Social media marketing strategies have been established to assist marketing efforts
targeting consumers through social media platforms. Many strategies tackle ecommerce and help marketers to increase consumers purchase intentions on their B2C
e-commerce sites.
Tactical marketing strategies for B2C e-commerce sites using common social media
networks extend the general social media marketing strategies. By following the
different tactics, marketing campaigns can follow specific tasks that leverage ecommerce strategies and lead to the potential increase of the intention to purchase.
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3 Conceptual Framework
The conceptual framework provides a structure for the theory leading the study and is
based on the theoretical framework and the author's personal experience.
Once all of theoretical framework data was obtained, the conceptual framework (Figure
3) was created. It encompasses theory of a social media marketing strategy which uses
common social media tools and tactics that were found in the theoretical framework.
Additional experienced of the author were combined in order to aim the framework at
increasing purchase intention on B2C e-commerce sites (Figure 4). The interaction
between an e-commerce business social media marketing activity and a consumer can
be analysed using the conceptual framework. It could be modified once all collected
data is analysed.

Figure 3. Conceptual social media marketing strategy aiming at increasing purchase intentions on B2C ecommerce sites

The main goal of the conceptual framework is:
 Guide B2C e-commerce business through social media marketing steps (Figure 4),
which aim at increasing consumers purchase intentions on their B2C e-commerce
sites.
Sub goals include:
 Increase sales while lowering marketing costs
 Provide resources and knowledge of the social media activity
 Define specific tactics using specific social media tools
 Increase Customer value
 Build profitable customer relationships
 Manage a social media marketing strategy
 Measure the social media marketing strategy results
Steps for reaching the goals include:
 Sharing interesting content on a regular basis that triggers comments and replies
that could enhance the social exposure
 Forming trust through knowledge transfer and through the use of forums and
communities
 Segmenting online shoppers and targeting their needs
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Figure 4. Conceptual social media marketing strategy steps aiming at increasing purchase intentions on
B2C e-commerce sites
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4 Method
The theoretical and practical methods of the thesis will be discussed in this section.
Both were chosen appropriately to support the research question and the purpose of the
thesis.

4.1 Research Approach
Quantitative and qualitative research approaches have been broadly used as main
methods that lead scientific researches. However, the mixed-methods research approach
has been referred to as a “hybrid approach” (Creswell, 2014), which merges between
both quantitative and qualitative approaches (Creswell 2014; Johnson, Onwuegbuzie &
Turner 2007; Tashakkori & Creswell 2007), for an experimental methodology with a
more "holistic view" (Creswell, 2014) of methodological problems. It integrates the
gathering and analysing of both qualitative and quantitative data within a single study
(Creswell 2014; Creswell & Plano Clark 2011), which may lead to theoretical
frameworks and/ or philosophical assumptions (Creswell 2014; Creswell & Plano Clark
2007).
According to Creswell (2014) a quantitative research approach targets objective
theories and involves the examination of the relationship between variables. The data
gathering includes measurable variables that require statistical analysis using common
procedures in order to understand the results of the investigation. A qualitative research
approach targets a social or a human problem and involves the understanding of an
individual or groups regarding it. The data gathering includes questions and procedures
which require induction that lead to the understanding of the results. The combination
of quantitative and qualitative approaches in a research design facilitate the
understanding of the human phenomena (Tillman, Clemence & Stevens, 2011) in
addition to providing a wider range of results (Creswell, 2014) (Table 4).
Table 4. Qualitative, Mixed Methods and Quantitative Attributes from Tillman et al. (2011), p. 1026

Parameter Qualitative

Mixed Methods

Paradigm

Pragmatism

Constructivism

Descriptive Idiographic Approach
Individualizing

Sampling

Purposive N = 3 -20

Goal of
Analysis

Comprehension
- interpretation
- contextualization
Narrative
- interview data
- writing samples
- focus groups

Data
Source

Type of

Thematic

Quantitative

Positivism/PostPositivism
Appropriate number for NomotheticQuantitative analysis,
Generalizing
Appropriate number for
Qualitative methods
Both purposive and
ProbabilityProbability sampling
Based on Power
And Effect Size
Determination
Comprehension and
Explanation
Explanation
- prediction
- generalization
Narrative and numeric Numeric/Tabular
- questionnaires
- surveys
- Q-sort
- psychometric
Instruments
Integration of thematic Statistical Analysis
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Data
Analysis

- units of meaning
And statistical data
Inductive Reasoning

Validity

Descriptive
Interpretive
Explanatory

Combined strength of
Validity from
Qualitative strand and
Reliability from
Quantitative strand

- descriptive
- inferential
Deductive
Reasoning
Internal Validity
Generalizability
StatisticalConclusion Validity
Statistical Construct
Validity

The collection of both forms of data, quantitative and qualitative, has great benefits
in a research. Doyle, Brady and Byrne (2009) divided the many benefits into eight;
Firstly, triangulation of quantitative and qualitative data leads to authentication between
the two data sets and to greater validity in the study. Secondly, a complete and
comprehensive view of the entire phenomenon of the study can be obtained through the
use of mixed method approaches. Thirdly, a stronger and more accurate assumption can
be obtained due to compensating the weaknesses of each of the approaches used
(qualitative and quantitative approaches). Fourthly, different research questions can be
answered in a mixed method approach, questions that might haven’t been answered by
either of the approaches alone. Furthermore, there is a great variety of tools that can
correspond the study’s aims and objectives. Fifthly, mixed method approach provide
broad options of findings explanation. For example, one approach can be explained and
followed by the other approach explanation. Sixthly, qualitative data finding can be
illustrated using quantitative findings, and therefore widen the phenomenon
understanding. Seventhly, a qualitative hypothesis can be later tested quantitatively.
And finally, the development and testing of instruments can be used in both form of
approaches, for example, items obtained in a qualitative stage can be later transformed
into quantitative items.
The gathering and analysing of both qualitative and quantitative data will take place
in this thesis. Sequentially gathering data from both quantitative and qualitative sources
is best to yield a more complete understanding of the research problem, from multiple
viewpoints, perspectives, positions and standpoints, than either quantitative or
qualitative data would yield alone (Creswell, 2014). Therefore, the mixed method
approach was chosen to be the approach leading this thesis.
4.1.1 Research Philosophy
Research philosophy is often referred to as: worldview, paradigms, epistemologies and
ontologies, or research methodologies (Creswell 2014; Louise Doyle). Action and
methodologies used in a research are directly influenced by the worldviews as well as
ethics, values, politics and epistemologies (Creswell, 2009).
Pragmatism provides a philosophical basis for research (Creswell, 2014) that focuses
on a problem with all available methods (Evans, Coon & Ume, 2011). Philosophical
stance of pragmatism defines the mixed method approach, whereas the utility of the
method in practice disciplines is examined (Evans et al. 2011; Tashakkori & Teddlie 2003).
Pragmatism is mainly focuses upon the nature of truth, a practical philosophy in which
truth is used to shape the understanding of the nature of reality (Mccaslin, 2008). In a
pragmatically driven research the researcher choses its truth by functionality, whereas
the theory can be put into practice (Mccaslin, 2008): "theoretical frameworks are
presented as organizing structures in an area where few guidelines are available"
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(Evans et al., 2011). In such research the varieties of collected data are integrated, for
the purpose of answering the research question (Creswell, 2007).
In this research pragmatism is used to shape the mixed method approach chosen for
this study. It is used since it offers to use targeted methods and procedures to support
the purpose of the study and conceptual framework in question. During the research,
there is no limitation to one particular data collection method (quantitative or
qualitative) and therefore the author is able to mix the methods in a way that supports
the overall purpose and understanding of the research question.
4.1.2 Research Design
Research approaches are related to research designs. A research design represents a
structure that guides the researcher through the collection, interpretation and analysis of
data (Bryman & Bell, 2011) and is often referred to as “strategies of inquiry”
(Creswell, 2014). Research designs detail the procedures necessary for the collection of
data (Malhotra & Birks, 2003) and enables the researcher to cover different aspects of
the research question (Yin, 2009).
According to Doyle et al. (2009) the development of typologies or classification
systems of mixed methods designs have been an interest of many researchers. It is
considered to be a complex stage in a mixed methodology (Tashakkori & Teddlie,
2003), however an important one since it provides a clear understanding of the
methodology and provides guidelines for the development of the mixed method
research (Teddlie & Tashakkorri, 2006). The most common design is triangulation
(Creswell et al., 2003), in which both forms of data (quantitative and qualitative) are
collected during the same time (Doyle et al. 2009). Other types of designs include
embedded design, explanatory design and exploratory design (Tillman et al., 2011).
Convergent parallel mixed methods are the type of design that was chosen to lead
this research mixed method approach (Figure 5). Convergent parallel mixed methods is
considered to be a traditional model of triangulation mixed methods design (Doyle et
al., 2009), in which the two forms of data (quantitative and qualitative) will be
convergent or merged during the analysis phase in order to provide an inclusive
interpretation and analysis of the research problem (Creswell 2014; Doyle et al. 2009).
Since the mixed method approach involves the combination of both forms of data,
different forms of results will be obtained; open-ended responses obtained from the
qualitative data and closed-ended responses obtained from the quantitative data
(Creswell, 2014). As a result, the convergent strategy itself is considered to be one of
the main challenges when using this type of research design (Creswell, 2014).

Figure 5. Research Design Plan
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Molina-Azorin (2010) had conducted a content analysis of 165 articles using mixed
methods designs. Only 4.9% of the articles were using a triangulation mixed method
design for their research design, however in comparison to the other designs used, these
ones were found to have a greater impact. Those who used a triangulation design have
also used simultaneous designs for their data collection, mainly with equal priority
(QUAL+ QUAN) given to the collected data.
Examples of system design development using a mixed method approach can be found
in the work of Law, Nguyen-Ngoc & Kuru (2007) and Pommeranz, Wiggers & Jonker
(2012).
Law et al. (2007) have used a mixed method approach to design and evaluate a
pedagogically sound online learning environment. The environment was based upon a
theoretical framework which was examined through several developed instruments
gathering both qualitative and quantitative data.
Pommeranz et al. (2012) have implemented a user-centered mixed methods approach
for the design process of a decision making digital system. Users were the center of the
prototyping design process and were involved in an all stages of the design process;
expert sessions (qualitative data) and user studies (qualitative and quantitative data).
4.1.3 Research Methods
4.1.3.1 Data Collection
The convergent parallel mixed method design enables the collection of both forms of
data, quantitative and qualitative, using an instrument or test while the same conceptual
framework is used. The sample size of each data sets is different, whereas they each
provide an adequate count. The collection and analysis of the qualitative and
quantitative data are held parallel, concurrently (simultaneously). Once all of the data in
collected, it will be analysed and flowed by an interpretation.
The collection of data can be gathered from primary sources, secondary sources, or
both. This study will consist of primary data that will be gathered first hand from
potential users/clients of the system: businesses, users and potential clients. The data
gathering process itself is led by the user-centered design (UCD) process and is
constructed by the conceptual framework and facilitates the research question. User
Centered Design (UCD) is an approach that involve users in a meaningful way
throughout the design process of a system (Chamberlain, Müller, Blackwell, Clark,
Robbins & Sahakian 2006; Lowdermilk 2013). UCD has emerged from HumanComputer Interaction (HCI) and ensures a good implementation of user experience
(UX) (Lowdermilk, 2013). Different methods are used in the UCD approach and are
meant to involve the user and place him in the center of the design process
(Chamberlain et al., 2006), as well as to proof subjective assumptions concerning users'
behavior in the system (Lowdermilk, 2013). While using the different methods of the
UCD process, there is an attempt to satisfy the user by providing him with a usable
product that meets his needs and expectations (Blomkvist 2005; Lowdermilk 2013).
Although the UCD approach is highly used in software development, according to
Blomkvist (2005) is has become a "buzzword in software development" (Blomkvist,
2005) and therefore the produced quality is not the best at all times. Unfortunately,
because the definition of UCD is vague (Blomkvist, 2005), any developer can claim he
had followed the tenets of UCD (Blomkvist, 2005).
Wong, Khong and Thwaites (2008) have used the UCD in the process of developing
a mobile social network which targets Malaysia deaf and hearing groups. In their later
work (Wong, Khong & Thwaites, 2012) they have reviewed mixed UCD and UX
models. Their findings reveal that UCD model for interface design should contain core
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properties such as flexibility, sustenance and scalability and is an important method in a
development process.
Tetard, Patokorpi and Kadyte (2005) have applies a UCD approach in a mobile service
for tourists. Their results show that by implementing UCD process all through the
development process, the final product becomes more user involved and puts the users'
needs in the center of the product. In addition, by involving UCD process in a
development process, the production time is relatively short.
Bakx (2007) has created a community website and involved users through early stages
of the website’s design process. With the use of a user-centered design approach, he
was able to create a community website which targets users' need and expectations and
is adopted to their needs and skills. Results of his research shows high levels of
contribution to the community website, derived from an easy and enjoyable experience
on the website.
The UCD process (Figure 6) was chosen in this work since it considerers the end
user of the system at every stage of the conception and design process, as well as
enables the collection of both quantitative and qualitative data. Every stage of the
design process considers the end user and therefore the system will be more robust.
Also, by testing the prototype and the final product with real users, the suggested
system will be improved and validated. The UCD process is iterative - the design
changes over time to reflect the knowledge gained from research (Allen & Chudley,
2012). Each successive iteration is better than the last (Allen & Chudley, 2012). Thus,
working through the steps of the UCD process, the creation of a system will be designed
to meet the conceptual framework facilitating the requirements and expectations of the
potential clients of the system.

Figure 6. UCD process of the study

Step 1: Research
A complete background research will be held in order to gain knowledge about the end
users of the system (users, clients and objectives) and to evaluate existing products (to
understand competitor products and their integrated components):
 Stakeholders Interviews – qualitative data will be gathered through five email
interviews in order to discover knowledge of potential integration of
components, tools and strategies for the system. Also, it will provide insights
and reasoning for the purpose of this thesis.
 Competitor Benchmarking - qualitative data will be gathered through two
competitors in order to understand which components, tools and strategies are
incorporated in competitor products and also to understand users' expectations
and needs.
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Survey – quantitative data will be gathered from 25 potential users of the
system, in order to collect opinions, preferences and ideas. The data will be
gathered through an online survey.

Step 2: Design and Development Consideration
The scope of the proposed system will be obtained through research findings that will
be gathered in this stage, while the system’s features, functionality and behaviour will
be composed:
 Task Models – in order to understand the actions that are needed to reach one's
goals, eleven task models will be created.
 User Journeys – twelve user journeys will be created in order to structure the
system and its flow.
 Prototype –a prototype of the system will be generated for further reviewing,
testing and refining the system.
Step 3: Further Research
Further rounds of testing will be held in order to validate research finding as well as the
proposed prototype:
 Usability Testing – for improving the suggest prototype of the system as well as
discovering the potential of the system when in use, quantitative and qualitative
data will be gathered from end users of the system through two rounds of usability
testing.
Step 4: Development and Implementation
An inclusive system will be developed based upon the prototype and previous research
findings, using dynamic PHP pages with HTML5 and CSS3. It will include front-end
and back-end interfaces driven by a MySQL database. Once developed, it will be
implemented and used by four companies for further research.
Step 5: Further Research
Further rounds of research will be held in order to find how B2C e-commerce sites can
increase purchase intentions by applying social media marketing strategies that are
driven by the developed system:
 One group pre-test post-test – a one group pre-test post-test design will lead
quantitative data gathering of from 42 potential users of the system (divided into
four groups).
 Survey – additional quantitative data will be gathered through an online survey
from 4 potential clients that run the system during the implementation step.
4.1.3.2 Data Analysis
In mixed methods data analysis, both qualitative and quantitative data sets should be
either merged or associated in order to lead to conclusions about the researched topic
(Tillman et al., 2011). According to Creswell (2014) there are several procedures to
analysis the data obtained in a mixed method approach:
 Side-by-side comparison: the two data sets are compared to one another during the
discussion. The researcher either first reports the qualitative data sets and then
compares it to the quantitative data sets, or the other way around.
 Data transformation: the qualitative data sets are transformed into quantitative
variables and then combined together to one database with quantitative
measurements.
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Joint display: a mixed visual display of the data that could be presented in several
of forms using a table or a graph.
The obtained qualitative and quantitative data in this study will be analysed separately
and then merged together by a side-by-side comparison. In this comparison, qualitative
findings will be discussed and later compared to the quantitative results. The
comparison will be made within the discussion, presenting first the qualitative set of
findings and then the quantitative. Both sets of data will be weighted equally since they
support each other and were built based upon one and other for the purpose of
answering the research question.
The overall aim of this data analysis procedure it to produce meaningful findings that
couldn’t be achieved by either one of the methods alone.
4.1.3.3 Interpretation
Philosophical assumptions are obtained through the researcher’s interpretation of the
research findings (Caracelli & Greene, 1997). These assumptions are obtained through
the research methods and are captured through the frameworks or mental models, which
represent the research philosophy, perspectives of the obtained social knowledge and
positions regarding the obtained knowledge (Caracelli & Greene, 1997).
The interpretation in this study will be written into the analysis chapter (6), including
the comparison of the two data sets (quantitative and qualitative) which were obtained
in the findings chapter (5). By using the side-by-side comparison analysis procedure,
notes of conversion or dis-conversion of the two data sets will be written into the
discussion.
4.1.3.4 Research Quality
In order to determine the quality of the research, reliability and validity are used.
Reliability and validity have a relationship between them: when the study is perfectly
valid than it is also perfectly reliable, however when it is perfectly reliable is it not
imply that it is also perfectly valid (Malhotra, 2010).
Reliability refers to the stability of the study; whether it could be repeated at another
time (Bryman & Bell, 2011), while validity refers to measurement criteria; if the study
is measured as it intended to be, it is considered to be valid (Bryman & Bell, 2011).
As previously mentioned, Doyle et al. (2009) point out that one of the benefits of using
a mixed method approach is that the triangulation of quantitative and qualitative data
leads to authentication between the two data sets and to greater validity in the study.
In this study reliability and validity will be based on establishing them for each set of
findings. To check the accuracy of the quantitative findings the incorporation of several
validity strategies will be made during the research itself (Table 5): triangulation of
different data sources of information; using a rich, thick description to convey the
findings; and presenting negative or discrepant information. To check the consistency of
the quantitative findings, construct validity will be used and measure the variables.
Table 5. Research data gathering and quality

Step
Researc
h

Method

Data Type Sampl
e Size
Stakeholders Qualitative 5
interviews
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Instrume
nt
Email
Interviews

Validity

Reliability

The
interviews
were sent
to either
marketers
or business

Semistructured
interview
questions
targeted
specifically

owners
currently
using
social
media
marketing
in different
connection
s.
The
questions
were
composed
based upon
the
theoretical
and
conceptual
framework
s.

Competitor
benchmarki
ng

Qualitative 2

Detailed
analysis

Survey

Quantitati
ve

Survey

25

31

the
interviewee
area of
work to the
questions.
The
interviews
were sent
via email
and
responded
with
information
such as
interviewee
s' details
and date.
The email
interview
allows the
interviewee
to answer
on its own
time and
environmen
t.
Data was
A
taken from breakdown
live web
of specific
services of features,
competitor functionalit
s within
y and
the same
content
scope of
were
field.
obtained
similarly
from the
two
competitors
The
The survey
questions
questions
were
were scaled
composed using a
based upon Likert scale
the
of 1-4.
previous
Cronbach’s
findings, in alpha and
addition to alternatethe
form
theoretical reliability
and
were used

conceptual
framework
s.

Further
researc
h

Further
researc
h

Usability
testing

Qualitative 6

Observatio The task
n
models
were
composed
based upon
the
previous
findings, in
addition to
the
theoretical
and
conceptual
framework
s.

Quantitati
ve

6

Survey

Pre-test
post-test

Quantitati
ve

42

Survey

Survey

Quantitati
ve

4

Survey
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SUS
questioner
was used
to enhance
validity.
The
questions
were
composed
based upon
the
previous
findings, in
addition to
the
theoretical
and
conceptual
framework
s.

The
questions
were
composed
based upon
the
previous
findings, in

to measure
the internal
consistency
of the
survey.
Each
participant
followed
pre-defined
task
models.
The users
were asked
to follow a
"think
aloud"
protocol,
while
documentin
g their
comments.
SUS
questioner
was used to
enhance
reliability.
The survey
questions
were scaled
using a
Likert scale
of 1-4.
Cronbach’s
alpha and
alternateform
reliability
were used
to measure
the internal
consistency
of the
survey.
The survey
questions
were scaled
using a
Likert scale
of 1-4.
Cronbach’s
alpha and

addition to
the
theoretical
and
conceptual
framework
s.

alternateform
reliability
were used
to measure
the internal
consistency
of the
survey.

The research methods in this study were intentionally mixed for the purpose of validity
enhancement through the convergent of the different methods. However, according to
Creswell (2014) there are potential threats to the validity when using the convergent
approach. Such threats originate in the differences of the sample sizes, the use of
different variable and concepts between the two types of data sets and diverge
conclusions could lead to a lack of follow-up (Creswell, 2014).

33

5 Findings
The findings include quantitative and qualitative primary data which were gathered in
five steps using the UCD process and based upon the conceptual framework. Results
will provide insights of how a social media marketing system can increase consumers
purchase intentions on B2C e-commerce sites.

5.1 Step 1: Research
5.1.1 Stakeholders Interviews
Stakeholders interviews are used to gather insights of for a project (Allen & Chudley,
2012). They are important since they construct the reasoning of the project as well as
gather business goals and users' preferences (Allen & Chudley, 2012).
Five email interviews were held during October 2013. The interviewees included
people from different connections to social media marketing. All of which were located
in Israel, speaking the Hebrew language. Interviewee A is a business owner of a large
garden center nursery running an e-commerce site and uses social media marketing
strategies. Interviewee B is a marketing manager of a large recycling company that uses
social media as a marketing strategy. Interviewee C is a social media marketer
consultant for an e-commerce clothing and lingerie site. Interviewee D is a CEO of a
large scaled Israeli SEO and social media marketing company. Interviewee E is a CEO
of a large scaled Israeli reputation management and online PR company.
The interviews were semi-structured (Appendix E, Appendix FAppendix C) and
questions were created based on the theoretical research findings. An email interview
could incorporate both quantifiable and fixed-choice elements that are integrated for the
purpose of exploring and researching particular areas of interest. Semi-structured
interviews are considered to be easy to compare, qualify and analyse, yet also allow the
interviewees to extend their point of view and provide additional information when in
need (Brewerton & Millward, 2001). Therefore, an email interview yields good quality
data, which provide further information for the extension of the analysis (Brewerton &
Millward, 2001). Therefore, once the data was collected through email interviews, it
was analysed and categorized. The following comparison (Table 6) shows keywords
from the answers of interviewers A, B, C and D, according to the author’s
interpretations. Unfortunately, interviewee E was sceptical about the potential leverage
of this project. He currently doesn't market e-commerce sites and thinks, based on his
past experiences, that e-commerce doesn't belong to social media marketing. He
suggests to research the difference between PUSH and PULL with a reasoning by an
example of why Google's stock is worth $1,000 while Facebook's worth $50. Despite
that, he suggests to focus in this research upon the difference between small and largescaled businesses, claiming that only small businesses can potentially convert social
media activity into sales.
Table 6. Respondents’ answers summary

Question
Current scommerce
strategy

Interviewee
A
Multi-channel
approach daily posts in
as many
possible social
networks. One
in-house

Interviewee B

Interviewee C

Interviewee D

Facebook and
YouTube
strategy as well
as Google
advertisements
and other
medium

Facebook and
blog posting.
Three-four times
a month activity.
Business owner
activates the
strategy, using

The company
provides clients
with organic
search
marketing and
Facebook and
Google
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S-commerce
process

Strategy
planning

Current scommerce
tools

worker
activates the
strategy on a
daily basis.

advertisements.

Using a predefined
monthly
routine
schedule,
based on the
company's
guidelines.
Based on the
worker's
knowledge
and trail-anderror
examination.
Unprofessional.

Daily
monitoring,
managing,
updating and
creating
content.

Based on
external
expert's
knowledge.

Facebook
Facebook and
(main activity Blogs content
where usually integration.
people engage
in activity),
Twitter,
Instagram,
Blogs (that
rank high in
search engines
and bring
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the consultant's
guidelines.

advertisements,
parallel to
Facebook page
management,
YouTube video
marketing and
Pinterest
tagging.
General plan that Building,
was sent to the
managing and
business owner
SEO.
as guidelines.

Based on
expert's
knowledge.

Facebook and a
blog, where new
products are
uploaded to.

Investigating the
product type,
target audience
and their
preferred social
networks, which
are the relevant
search keywords
clients use, who
are the
competitors and
what their
marketing
strategies are,
what the added
value of the
product is and
how it is
distinguished
from its
competitors,
what is its
marketing
proposal.
PPC
management,
promotion
activities and
content and
video
marketing.
PPC - excellent
for increasing
visibility,
requires money

traffic) and
You-tube. All
are used to
market news,
sales,
interesting
articles and
products.

Preferred scommerce
sites

Facebook on a
daily basis.
Yield traffic
activity to
website.

New
engagements

Through
website and
blog referrals.

Traffic
tactics
through scommerce

Preferred
content types

investment.
Organic activity
- very hard to
see results
without PPC
investment.
Requires intense
activity over
time.
Facebook every
week, because
its most popular
in Israel.

Reaching
potential
customers
directly,
advertising in
several of
mediums and
offering useful
content for the
entire public.
Publish
Creating new
special sales.
connections to
other
businesses on
social
networks,
uploading
interesting
content and
reaching
potential
customers
directly.
Images are
Images,
commonly
informative
used and drive content.
engagement
by users.
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Facebook, since
most Israelis are
familiar with and
have an account.
Due to owner’s
time limitation,
only a few times
a month.
Through in-store
publicity
(brochures,
shopping bags
and sales
persons
publicity).

Mainly
Facebook,
Pinterest
network (great
for images,
mostly for
abroad clients)
and YouTube
(for videos)
Website
referrals as well
as exposure to
new clients
through the
online activity.

Publish special
sales.

Publish content
from main
website and
PPC
advertisement.

Images and
video usually
engage more
activity.

Visual content,
images and
videos, a content
marketing mix
and mostly
content with an
added value for
the user.

Content
strategy

Activation of
users'
strategy

New scommerce
opportunities
strategies

Competitor
comparison

General sales.

Uploading
images where
users are
involved, so
they can be
more activated.
Publish
Encouraging
content with a users to upload
call for action, their own
as well as try
content,
to publish
generating
tempting sales meaningful
opportunities. content that
will encourage
comments,
likes and
sharings.

Publish
interesting
content with lots
of images.

Publish fun and
inspiring
content.

Publish special
deals.

The worker
brings new
ideas he
discovers
from friends
and the
internet.
No.

Due to time and
effort limitations
of owner, no
new
opportunities are
suggested.

Understand
users’ needs
(what interests
them) and
publish content
accordingly,
integrated with a
call for action.
Usually when
the content is
interesting they
will share it with
others. Also,
publish special
deals/ prizes/
competition.
By following
trends overseas.

Time effort

Full time job.

Marketing
plan

A general
plan.

Similar
competitor
investigation.

Yes. Once a
year.

Yes. A general
recommendation
comes from
tracking similar
companies
during the
marketing itself.
Full time job,
A few hours a
according to
month are put by
event
the owner, due
circumstances. to time
An external
limitations.
worker helps to Usually the
reduce the time. marketing is inconsistent.
A general plan A general plan
that changes
that could be
according to
used by others.
special
company's
events.
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Yes. When
building the
strategy and
regularly during
the marketing
management.
On a daily basis.
Automation in
social networks
helps to reduce
time effort.

A general plan
that applies to
all clients with
similar
modifications to
each.

Monitoring
strategies

We track how
many people
like our
Facebook
page and how
many
followers we
have on
Twitter. We
also track with
Google
Analytics
where our
traffic comes
from.

We track our
website's
traffic, users'
social
interactions and
activities,
sharing's and
uploaded
materials by
users.

The owner
usually tracks
conversions. She
doesn't see many
of them,
therefore she
doesn't spend
much time doing
s-commerce.

Tracking with
Google
promotion,
traffic to
website and the
amount of
interaction on
the social
networks.

Overall, responders A, B and D were generally enthused with a future social media
marketing system aiming on increasing purchase intention towards B2C e-commerce
sites. However, interviewees C and E raised resistance about the potential extend of
success of such system, when it lacks an export management. A general strategy plan
responder D recommended contains: 1) Creation - Facebook page, YouTube channel
etc. 2) Design - attractive and relevant to the target audience. 3) Content - the creation
of relevant content to the target audience. 3) Managing - strengthening and pushing
measures sponsored content. 4) Measuring and improving performance.
5.1.2 Competitor Benchmarking
Two top leading products for social network management were discovered and analysed
during October 2013, in order to understand which components are incorporated in
competitor products, and also to understand users' expectations and needs.
Benchmarking has been used as a tool in which a company's performance is compared
and measured against market leaders (Saunders, Lewis & Thornhill, 2009). It also aims
at discovering how market leaders have reached their performance levels and implement
it in their product in order to enhance its own performance (Saunders et al., 2009).
The data collection method contained a detailed analysis that was created for each
competitor, covering a detailed breakdown of specific features, functionality and
content.
"Hootsuite" is a product used to manage social networks through available tracking
and measuring campaign options. It encompasses components for easy team work and
overall management. Social Network Management is a first component for managing
different social media networks: Facebook, Twitter, Google+, LinkedIn, Mixi,
Foursquare and App Directory. Listening, engaging and measuring are actions available
within this component. Supportive additional components for these actions include a
Message Management component (including publishing actions: drafts, scheduling,
bulk uploading, geo-targeting for Facebook posts and RSS feeds) and a Monitoring
component (including advanced monitoring and listening tools). Providing visual
analytics is a second component allowing users to view different insights of their
campaign. The insights are provided by connection to popular APIs, for example
Google Analytics, Facebook Insights, Twitter Profile Stats, Google+ Pages Analytics
and Owly Click Stats. Additional components include Team management and
Organization communication.
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Strengths: Users are able to manage from one place multiple profiles on each
social media tool. Also, they can create a calendar with scheduled updates,
events and reports. Analytics seem to be very diverse, allowing to track many
aspects of the social activity, including creating unique reports. The software
includes many additional and helpful components like mobile integration and
team collaboration.
 Weaknesses: One main weakness is that many of the components are expensive
add-ons. Therefore, the basic plan wouldn't be appealing for small businesses
looking at decreasing marketing costs.
 Conclusions: The product offers users a variety range of components for
managing and measuring social media campaigns. However, many of them
require users to spend lots of money.
"Sproutsocial" is a social management product for social media engagement,
analytics, publishing and monitoring. Engagement is a first component allowing users
to engage with customers across multiple social channels. Data visualization and
insights, message board, tasks and support tickets are actions available within this
component. Publishing is a second component allowing users to publish to multiple
social networks with the use of draft messages and scheduling actions. Monitoring is a
third component allowing users to enjoy multiple segment tracking and customized
reports. Analytics is a fourth component allowing users to obtain comprehensive ready
reports. Collaboration, CRM integration and Help desk are additional components
available within this product.
 Strengths: The product consists of many integrated components which are
included in the basic plan. Some interesting ones are competitor comparison and
influential users' detection. The overall price of the product is affordable for
even small businesses. Additionally, a schedule is available for preparing a long
term post plan.
 Weaknesses: Some basic functions weren't available, like liking a post on
Facebook, as opposed to replaying to one which is available. Also, segmenting a
specific term while analysing the results isn’t an option that is available.
 Conclusions: It seems like the product offers users a great range of easy to use
components. Overall it was enjoyable to test the product and it seemed to have
many assets for marketers.
5.1.3 Survey
An online survey was spread through the social media networks Facebook and twitter
during October 2013, targeting users and potential users that currently use social media.
All of which were located in Israel, speaking the Hebrew language. The survey
contained 34 statements (Appendix GAppendix G) regarding to social media usage
preferences. The statements were created based on findings discovered in stakeholders
interviews and competitor benchmarking, validating components and tactics by
discovering how users respond to them.
Each statement was represented by a Likert scale of 1-4 (1=don't agree, 2=slightly
agree, 3=agree, 4=strongly agree) in order to enhance the reliability of the survey. A
higher score reflects a higher level of agreement of each statement. The survey group
included a total of 25 participants from mixed genre, ages 17-53. Sixty-three percent
were female and thirty-seven were male. 95% were between the ages of 18–25. Once
the data was collected, it was analysed and summarized into numeric values.
In this survey the method used to assess the reliability is Cronbach’s alpha, a
measurement of internal consistency construct validity (Nunnally, 1978). The
measurement ranges from 0 to 1, when 0 mean there is no reliability and 1 means there
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is a perfect one. According to Landauer (1997), a reliability measurement between 0.7
and 0.8 is considered to be acceptable. The Cronbach's Alpha in this survey is .081,
which means there is a good internal consistency and that the online survey's data is
reliable. In addition, alternate-form reliability (equivalence) was applied twice in the
survey. Firstly, the degree to which statements 19 and 21 correlate with a similar
version of these statement, statement 31. Secondly, the degree to which statement 6
correlate with a similar version of this statement, statement 22.
Result shows that participants respond to business marketing activities when
happening mainly on two social network tool: Facebook and YouTube. 88% of
participants acknowledge marketing ads on Facebook on some level, whereas 32% of
participants strongly agree to notice marketing ads on Facebook, 32% slightly agree,
24% agree and only 12% don't agree (Figure 7). 68% of participants acknowledge
marketing ads on YouTube on some level, whereas 20% of participants agree to notice
marketing ads on YouTube, 20% strongly agree, 20% slightly agree and 32% of
participants don't agree (Figure 8).

Figure 7. Acknowledgments of ads on
Facebook

Figure 8. Acknowledgments of ads on youtube

In comparison, only 28% acknowledge marketing ads on Blogs on some level, 24% on
Instagram, 16% on Google+, 12% on Twitter, 8% on LinkedIn, 8% on Slideshare, 8%
on Foursquare and 4% on Pinterest (Figure 9).

Figure 9. Acknowledgments of ads on social networks

Regarding a business post effect upon users, results show that a normal post of a
business company yields relatively positive results when it comes to users' participation
on social networks. It is interesting to notice how the level of agreement goes down as
the level of participation goes up (Figure 10).
72% of participants would navigate on to the company's website in some level of
agreement: 56% slightly agree to do so, 28% don't agree, 12% agree, and 4% strongly
agree.
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72% of participants would comment a post in some level of agreement when it is
interesting to them: 36% slightly agree to do so, 28% don't agree, 20% agree and 16%
strongly agree.
60% of participants would "like" a post in some level of agreement: 40% don't agree to
do so, while 32% slightly agree, 16% strongly agree and 12% agree.
48% would share with the post with friends in some level of agreement: 52% don't
agree to do so, while 40% slightly agree, 4% of participants strongly agree and 4%
agree.

Figure 10. Business post participation

Although navigating to a company's website as a result of a post on social networks
scored relatively high levels of agreements, when a post contains interesting content, the
response of navigating on to the company's website is grater, increasing the average
levels of agreement by 12% (Figure 11). 52% of participants agree to navigate on to a
company's website if the content is interesting to them, while 28% strongly agree, 16%
don't agree and 4% slightly agree.
Additionally, it is revealed that a post containing an image drives to a larger extend of
user's activity than a post containing plain text or video (Figure 12). 32% of participants
agree they would comment a post when it includes an image, while 32% don't agree,
20% slightly agree and 16% strongly agree. In contrast, 48% of participants slightly
agree they would comment a post when it contains plain text, while 40% don't agree and
12% strongly agree. In addition, 40% of participants don't agree they would comment a
post when it contains video, while 32% agree, 24% slightly agree and 4% strongly
agree.

Figure 11. Navigating to a company's website as
a result of post content

Figure 12. User's activity as a result of post type

Consistent results are obtained when users were asked if they are attracted to a post
containing an image more than to a post containing only plain text (Statement 31,
Appendix G). 80% of responders strongly agree with this statement, while 12% don't
agree, 4% agree and 4% slightly agree.
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Another efficient marketing strategy which is revealed is when combining the two
mentioned strategies together (posting an interesting content with an image). 44% of
participants strongly agree with this statement, while 28% agree, 12% slightly agree and
16% don't agree (Figure 13).

Figure 13. Commenting a post with an interesting image

Special deals are an additional way to drive to a larger extend of user's activity. Only
4% of participants don't agree to navigate on to the company's website when they see
such ad on social networks, while 36% slightly agree, 32% agree and 28% strongly
agree (Figure 14). Consistent results are obtained through a similar statement
(Statement 25,Appendix G). 48% of participants agree to navigate on to the company's
website when they see a special deal ad, while 28% strongly agree, 20% strongly agree
and 4% don't agree.
However, participants' agreement levels rise once a special deal is also interesting to
them. 40% of participants strongly agree they will navigate on to the company's website
when the special ad is interesting to them, while 36% agree, 12% slightly agree and
12% don't agree (Figure 15).

Figure 14. Navigate to a company's website
due to a special deal ad

Figure 15. Navigate to a company's website due
to an interesting special deal ad

The marketing frequency aspect received strong results regarding a business marketing
strategy. 44% of participants strongly agree to be annoyed when a business company
posts on a daily basis, while 28% agree, 16% slightly agree and 12% don't agree (Figure
16). In addition to 64% of participants that claim that posting several times a day doesn't
add to the company's value (Figure 17). Only 12% of participants strongly agree it does
add to the company's value, 12% agree and 12% slightly agree.
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Figure 16. Annoyed by company's posts on a
daily basis

Figure 17. Posting frequently add to the
company's value

However, it does add to the company's value when the company is liked/ followed by
others. 48% of participants agree that a company's value is increased once they see it
has a large follower base, while 24% strongly agree, 16% slightly agree and 12% don't
agree (Figure 18). In addition, most participants will also act as a result and like/ follow
the company themselves. 36% of participants slightly agree to do so, while 28% agree,
32% don't agree and 4% strongly agree (Figure 19).

Figure 18. Large follower base increase
company's value

Figure 19. Like/ follow due to a large follower
base of the company

Users’ connections are additional aspect of a company's marketing activity that has also
been discovered from this survey results. Generally, it has been revealed that users
respond to a friend promoting a company much better than to the company itself. 60%
of participants strongly agree to be more interested in a product once it was posted/
shared by a friend, rather than the company itself, while 20% agree, 16% slightly agree
and 4% don't agree (Figure 20). In addition, participants mostly agree in some level to
act in several ways as a result of a friend posting/ sharing a company's content (Figure
21). 40% of participants slightly agree to like a company's content posted by a friend,
while 24% agree, 20% strongly agree and 16% don't agree. 36% of participants agree to
comment a company's content posted by a friend, while 24% strongly agree, 20%
slightly agree and 20% don't agree. 32% of participants don't agree to share a company's
content posted by a friend, while 28% agree, 24% slightly agree and 16% don't agree.
32% of participants slightly agree to navigate on to the company's website as a result of
the company's content posted by a friend, while 28% agree, 24% strongly agree and
16% don't agree.
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Figure 20. A product is more interesting if a
friend posted it

Figure 21. Actions as a result of a company's content
posted by a friend

Results decrease when user is exposed to similar company's content driven by a group
of friends than by an individual friend (Figure 22). 40% of participants strongly agree
they would be more interested in the content when it is discussed by a group of friends
more than if they saw it from the company itself, while 32% agree, 16% slightly agree
and 12% don't agree. In addition, 36% of participants slightly agree to participate and
join the group's discussion, while 28% don't agree, 20% agree and 16% strongly agree.

Figure 22. Reactions as a result of a company's content posted by a group of friends

5.2 Step 2: Design and Development Consideration
5.2.1 Task Models
Task models are descriptive activities users make in order to reach their goals (Allen &
Chudley, 2012). The activities can be either digital or real-world (Allen & Chudley,
2012). Through them, one can understand how a specific product works and how it fits
into users’ lives and expectations (Allen & Chudley, 2012).
Developing task models is considered to be extremely important, since it can ensure
quality production that facilitates users’ needs (Allen & Chudley, 2012). They also help
to reduce design production time, by providing clear guidelines and specific user flows,
features and interface elements (Allen & Chudley, 2012).
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Stakeholder Interviews and Contextual Research were used as methods for creating
11 common tasks in the system. Pattern from the collected data were identified and
broken into tasks and sub-tasks. Then, diagrams were created with additional layers of
information (Figures 30-40).

Figure 23. Compose a social media marketing strategy

Figure 24. Compose a social media marketing campaign

Figure 25. Promote a product on social media networks
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Figure 26. Schedule a post

Figure 27. Create and post meaningful content

Figure 28. Discover new product ideas

Figure 29. Contact an influencer through a social media network
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Figure 30. Join a conversation on social media networks

Figure 31. Compare social media activity with competitors

Figure 32. Get social activity insights
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Figure 33. Segment consumers

5.2.2 User Journeys
User journeys are a methods used to describe the journey of each activity describes in
the task models (Allen & Chudley, 2012). Their aim is to ensure each activity is easy to
follow and complete (Allen & Chudley, 2012).
The user journey was created in order to provide the ideal information architecture
for the prototype. First, key journeys were identified based on the goals of the system as
well as the Stakeholder Interviews and Contextual Research. Second, they were put into
a diagram, corresponding the task models (Figures 41-52).

Figure 34. Compose a social media marketing strategy

Figure 35. Compose a social media marketing campaign
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Figure 36. Promote a product on social media networks

Figure 37. Schedule a post
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Figure 38. Create and post meaningful content

Figure 39. Create and post meaningful content
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Figure 40. Discover new product ideas

Figure 41. Contact an influencer through a social media network
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Figure 42. Join a conversation on social media networks

Figure 43. Compare social media activity with competitors
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Figure 44. Get social activity insights

Figure 45. Segment consumers

5.2.3 Prototype
Prototypes are interactive mockups of the application (Lowdermilk, 2013). It is a great
way to enable users to interact with the application prior the final product (Lowdermilk,
2013). One of the main benefits of using prototyping is to visualize the interaction with
the application without having to program it entirely (Allen & Chudley 2012;
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Lowdermilk 2013). It can also assist in a following usability testing and provide
valuable user interaction insights (Lowdermilk, 2013).
Prototypes allow to translate the end user and functional requirements into a tangible
interface (Lowdermilk, 2013). There are many available tools for prototyping, such as
“Axure”, which help to create simple yet functional prototypes without programming
knowledge (Allen & Chudley 2012; Lowdermilk 2013).
The prototype for the proposed system was created using Bootstrap framework
(Appendix H), which is an open source front-end framework created by Twitter
(Bootstrap, 2015). Bootstrap had enabled the relatively quickly creation of a responsive
user interface combined with HTML, CSS and JavaScript elements and produced a high
end prototype for clients of the system. It encompasses the task models and user
journeys that have been previously created. It aims at facilitating the needs of clients of
the system and producing activity that will potentially increase purchase intentions on
B2C e-commerce sites. Knowledge gained from previous steps have been incorporated
into the prototype. Once it went through a first round of usability testing (5.3.1), it was
re-designed (Appendix I) according to the obtained results and re-tested (5.3.2).

5.3 Step 3: Further Research
In order to improve the suggested prototype and continue to the next stage,
development, usability tests took place. Usability testing is considered to be a core stage
in the UCD process since it involves real users for the purpose of collecting feedback
and gathering a wide understanding of the product and its design when in use
(Lowdermilk, 2013). According to the International Organization for Standardization
(1998) the collected feedback is measured by three dimensions: 1) Effectiveness – how
users are able to perform a given task; 2) Efficiency – the resources needed for a user to
perform a given task; 3) Satisfaction – whether or not the product answers users' needs
in the system.
Both quantitative and qualitative data can be derived from usability testing
measurements, usually they are obtained through observations and surveys (Kortum &
Bangor 2013; Lowdermilk 2013).
Six potentials clients of the system participant in the usability testing. They were
targeted while looking for business owners of e-commerce B2C stores online and were
asked to participate in the usability testing. One third of the participants belonged to the
age group of 18-25, one third to 26-39 and one third to 40-59. Half of the participants
were male and half were female. All of the participants were Israelis speaking Hebrew.
5.3.1 First Round Usability Testing
The first round usability testing was held in one day during August 2014. It was divided
into three stages. Firstly, participants were asked to answer quantitative statements.
Secondly, they were asked to perform tasks which produced qualitative results. Thirdly,
they were asked to answer further quantitative statements.
The first stage incorporated 10 statements (Appendix L) regarding the participants’
characteristics and general attitude towards a social media marketing system aiming at
increasing purchase intentions on B2C e-commerce sites. 83.3% of participants have
active social media accounts, such as Facebook (66.6%), LinkedIn (50%) and Instagram
(16.6%). 30.3% of participants are owners of a B2C e-commerce site. 100% of
participants have used in the past some kind of an online system. None of the
participants have used a social media marketing system, however 100% of the
participants would consider using a social media marketing system for increasing
purchase intentions of products.
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During the second stage, each participant was asked to complete 11 common tasks
(Appendix M) in the prototype while being observed. Tasks are considered to be the
basis of a usability test, whereas measurements considering each task are measured
(Lowdermilk, 2013). The test was held in a closed office while each participate had
spent in his turn around 45 minutes with the prototype which was operated by a desktop
computer. Each participant was asked to follow the "think aloud" protocol, meaning
they speak about their actions while performing the tasks (Allen & Chudley 2012).
Qualitative behavioural notes were written while observing each participant. The aim of
the test was to discover general issues which arise from using the prototype. It was
important to incorporate in the test potential clients of the system with diverse
characteristics for better discovering.
The tasks were built upon a hypothetical online B2C clothing store and the participants
were asked to promote the store through the prototype of the system in order to increase
purchase intentions of consumers.
Results reveal that participants were overall satisfied with the prototype, however, it
seems that the prototype does not meet with effectiveness and efficiency needs of
participants. Negative comments have been noted at the ease of use of the prototype as
well as the ease of learning. The prototype seemed complex and participants thought
that the prototype was aiming at professional users. They have expressed during the test
the need for further information, explanations and guiding. The tasks were able to be
accomplished, however the process seemed frustrating and took a relatively long time to
accomplish. The overall layout of the prototype seemed understood (menus and main
content locations). The colors and added icons seemed to serve the flow of the prototype
and ease the use. However, the information layout has been revealed as the key for the
problems, it was overloaded and participants have expressed their confusion. Action
labels and buttons seemed too complex for participants. They have expressed the need
for concrete call of action, rather than abstract and professional calls.
The third stage incorporated a System Usability Scale (SUS) questionnaire
(Appendix NAppendix N) in order to enhance the reliability and validity of the results.
It includes 10 statements for measuring usability results. The SUS was developed as a
survey instrument by Brooke (1996) for the purpose of measuring the usability of
products and services. Although its initial purpose is to measure usability, Lewis and
Sauro (2009) acknowledge that it can also provide learnability informational insights.
Each statement in the SUS questionnaire is represented by a Likert scale of 1-5 (5=
strongly agree, 4=agree, 3=neither agree nor disagree, 2=disagree, 1=strongly disagree).
Each statement is given a score: user responses for odd statements are subtracted by 1,
while user responses for even statements are subtracted from 5. The scores which are
obtained from the statements are now between 0-4 and merged together with all of the
scores obtained from all participants and multiplied by 2.5 (Brooke, 1996). Once
calculated, the final score ranges from 0-100 and represent the usability overall score
(Brooke, 1996). A higher score represents a better usability, whereas 70 represent the
minimum score for an acceptable usability of a product (Bangor, Kortum & Miller,
2009). According to Kortum and Bangor (2013) and Tullis and Stetson (2004) SUS is
considered to be have a good reliability and validity measures. The study of Bangor,
Kortum and Miller (2008) has found the internal-consistency of SUS to be 0.91. In the
work of Lewis and Sauro (2009) SUS was tested through 19 usability tests. Their result
lead to the result that SUS is a valid measurement.
After converting all of the participants’ statements into SUS measurements, the
obtained SUS score of the prototype’s first round usability testing was 62. This score
was converted into a percentile rank, in order to allow the understanding of how usable
is the prototype compared to others. Sauro (2011, location 203) has created a database
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of 446 SUS product studies and as a result composed a table to convert SUS scores into
percentile ranks (Appendix J). Accordingly, a percentile rank of a SUS score of 62 is
situated between 29-41%, meaning the prototype is below average (50%) and is less
usable than more than 60% of products in Sauro (2011) database. In addition, Bangor et
al. (2009) have created a grading scale to understand the meaning of SUS scores
(Appendix K). Accordingly, a SUS score of 62 is situated between 60 and 70, therefore
is graded “D” ("Marginal OK"). Furthermore, since it is less than 70, it doesn’t reach
the minimum score for an acceptable usability of a product as suggested by Bangor et
al. (2009).
5.3.2 Second Round Usability Testing
The second round of usability testing was conducted after re-designing the prototype
according to the obtained results of the first round of usability testing (Appendix I) and
was held in one day during September 2014. The usability testing was divided into two
stages. Firstly, participants were asked to follow tasks which produced qualitative
results. Secondly, they were asked to answer quantitative statements.
During the first stage each participant was asked to complete 11 common tasks
(Appendix M) in the prototype while being observed, similarly to the tasks that were
given during the first round of usability testing. The test was held in a closed office
while each participate had spent in his turn around 39 minutes with the prototype which
was operated by a desktop computer. Each participant was asked to follow the "think
aloud" protocol. Qualitative behavioural notes were written while observing each
participant. The aim of the test was to discover general issues which arise from using
the prototype and to estimate whether the improvements made after the first round of
usability testing have improved the prototype.
The tasks were built upon a hypothetical online B2C clothing store and the participants
were asked to promote the store through the prototype of the system in order to increase
purchase intentions of consumers.
Results revel that participants were overall very satisfied with the prototype,
acknowledging the improvements that were done, especially of the information layout.
They felt that the prototype was easy to understand and use, enabling them to easily
accomplish the given tasks. The distribution of the prototype flow to steps has revealed
to be excellent, braking down each task to “easy to follow” steps with large call of
action buttons. Effectiveness and efficiency needs of participants have now been met
with the prototype. It was interesting to discover how the time spent using the prototype
has been reduced from around 45 minutes during the first round of usability testing to
around 39 minutes during this second round of usability testing.
The overall layout of the prototype hasn’t been changed and has remained well
understood by participants. In spite of that, there was a consistent negative comment
about the font colors that were integrated, making the reading of the content difficult for
participants.
The second stage incorporated a System Usability Scale (SUS) questionnaire
(Appendix N) in order to enhance the reliability and validity of the results. It includes
10 statements for measuring usability results, similarly to the SUS questionnaire they
were giving during the first round of usability testing. Each statement in the SUS
questionnaire was represented by a Likert scale of 1-5 (5= strongly agree, 4=agree,
3=neither agree nor disagree, 2=disagree, 1=strongly disagree). Each statement was
given a score according to the SUS scoring method and then merged together and
multiplied by 2.5. The final score, which ranged from 0-100, represented the usability
overall score.
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After converting all of the participants’ statements into SUS measurements, the
obtained SUS score of the prototype’s second round usability testing is 79. Once again,
the score is converted into a percentile rank of 86% (Sauro, 2011), meaning the
prototype is above average (50%) and is more usable than 86% of products in Sauro
(2011) database. In addition, according to Bangor et al. (2009) grading scheme, a SUS
score of 79 is situated between 70 and 90, therefore is graded “C” (“Good”).
Furthermore, since it is more than 70, it reaches the minimum score for an acceptable
usability of a product as suggested by Bangor et al. (2009).

5.4 Step 4: Development and Implementation
5.4.1 Development
The development consists a system development of the social media marketing system
prototype. The system was developed using PHP pages driven by data stored in a mysql
5 database. It includes both front-end and back-end interfaces which were created bases
upon the prototype.
Although today there are many available open source CMS systems and ecommerce
platforms such as "Magento", "Opencart", "Woocommerce" and "Shopify", the
development consisted of custom made system which combines open source resources
in order to reach the research goals in the most efficient way. Open source resources
were integrated in order to reduce development time and enhance the user experience.
The architecture of the social media marketing system is aiming at increasing
consumers purchase intentions on B2C e-commerce sites and was created based upon
the conceptual framework in addition to findings which were obtained during the
previous research steps. Communication channels in the system include the four
following domains: a client (e-commerce business), users (consumers), social media
networks and potential users (Figure 46).

Figure 46. System communication channels

The client will be using the social media marketing system, which will guide him to
conduct a business strategic plan according to his preferences and the system's
guidelines. Users and potential users will be able to engage through online purchase
opportunities occurring in the client’s social media networks. These opportunities will
be based upon the business plan that was set by the client and configured using this
research conceptual framework and findings. The social media networks are connecters
between the client and the users, as well as core elements in the process of reaching
potential users. Through them, these two and/or three domains will be able to
communicate and perhaps lead to an increase in the purchase intentions of users.
The system is divided into three parts: 1) Settings; 2) Store; 3) Marketing. All parts
were created in order to carry out the steps for reaching goals of the conceptual
framework.
The structure of the system is dived into front-end and back end, as followed:
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Localhost – main directory of the system.
o Config – folder with configuration related files including database connection
information, front-end general variable settings and language settings.
o Css – folder containing the cascading style sheets of the front-end of the
system. Both rtl and ltr css directions were configured and implemented in
sub folders.
o Images – folder that stores all front-end images running the design.
o Includes - social networks sharing functions are stored in this folder.
o Js – javascript functions of the front-end including custom functions and
integrated open source functions are included in this folder.
o Layout_content – different custom made layouts of the front-end are stored in
this folder.
o Back-end
 Config - folder with configuration related files including database
connection information, back-end general variable settings, language
settings and user login information.
 Css - folder containing the cascading style sheets of the back-end of
the system. Both rtl and ltr css directions were configured and
implemented in sub folders.
 Images - folder that stores all back-end images running the design, as
well as images that are uploaded to the system.
 Includes - social networks configuration and connection functions are
stored in this folder.
 Js - javascript functions of the front-end including custom functions
and integrated open source functions are included in this folder.
 Layout_content - different custom made layouts for marketing uses
are stored in this folder.
 Posts – php posting to mysql database classes are stored in this folder.
The back-end directory contains php pages which drive posting and retrieving actions to
and from the database, in addition to communication with external APIs. Each page is
structured similarly, with specific differences if needed, for example campaign.php page
(Table 12, Appendix Q). Each page contains two or more statuses which are stored in
the status variable, including new and details. New status indicates the creation of a new item,
while details status indicate an existing item. If it is an existing item, an SQL SELECT
statement is used to retrieve data matching the existing item from the database. The ID of
the item is used to identify it and is retrieved from parameters passed in the url, for
example: /campaign.php?Campaignid=2. The ID of the item is called by using the $_GET variable.
For example: $campaignid = $_GET['campaignid']. Data from the database is retrieved accordingly
and is then displayed in a form, which is later used to post details from the particular
page to the database. All post requests that are made from the back-end directory pages are
passed through php pages stored in the posts directory. Each form in a back-end php
directory page points to a specific php page in the posts directory, usually with the same
page name. For example: campaign.php page contains a form that posts details to
posts/campaign.php (Table 13, Appendix Q).
Before performing a post request, a field validation is activated. At the bottom of
each page specific javascript actions are stored, and therefore the validation javascript
actions can be located there. To identify a required filed a required class is added to the div
surrounding that field. The fields’ name is used in the javascript action to perform the
required check called from the validation javascript. Once a required field isn’t filled,
the validation returns a highlighted indication of the required field, followed by a
warning message (Table 13, Appendix Q).
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hidden field is used to identify the status of the page during the post action, and
therefore is used during every post request. Additional hidden fields that are commonly
used during post requests are langid (used to specify the language that is currently used)
and userid (used to specify the user which is performing the actions). For example, a form
is located in campaign.php page and variables are posted to posts/campaign.php (Table 14,
Appendix Q).
Each php page located in the posts directory is in charge of multiple SQL statements to the
database. The $_POST['status'] variable is held in $status variable and indicates the requested
action. For example, in the posts/campaign.php page once the $status variable is equal to details
the required action is to update the existing item in the database (Table 15, Appendix
Q).
Once the SQL statements is finalized and succeeds the client is redirected to the next
page in the step sequence. If an error occurs, the client is redirected back and an error
message is displayed accordingly. For example, a general error message is displayed in
the campaign.php page if the error parameter passed in the url is set or equals zero (Table
16, Appendix Q).
Common actions are available from the dashboard itself, whereas all other actions are
easily accessible through the navigation menu at the top of the page.
Status

5.4.1.1 Settings
The first part of the system is settings configuration (Appendix I, Figure 179). This is a
mandatory part that the client must fill in, in order to allow him to enjoy the
functionalities of the system. The aim of the settings configuration is to evaluate the
current business presence as well as to lead the client into social media plan. Following
the obtained results of the usability tests, the settings configuration has been divided
into steps, requiring the client to enter the following details:
 Step 1: Define your company
The page getting_started_01.php is located in the back-end directory and is the first page to
display in the system. Validate_getting_started_01 is the form in this page, which is in charge
of posting initial company definitions to posts/getting_started.php page. The following
definitions are stored by variables and later posted to the database table admin_settings:
o Company name
o Category – the category the company belongs to (for example: clothing,
music, electronics, etc.).
o Description – a short description of the company that is later used in
different marketing actions.
o Keywords – short keyword which identify the company and later are used
through the campaign efforts.
o Country
o Language – the main language the company is identified with.
o Look and feel – company logo and three colors which identify the company
and later used in posts.
 Step 2: Link your social media networks
The page getting_started_02.php is located in the back-end directory and is a part of the
getting started step sequence (Appendix I, Figure 180). In this page the client is
asked to link his social media networks. Each social media configures through
posts/getting_started.php page.
Survey results indicate that business marketing activities that happen on the two
main social network tools, Facebook and youtube, receive the most respondents by
participants. Therefore, the social media networks that were integrated in this
current social media marketing system development were Facebook and youtube.
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During this step the client is required to link his social media networks or create new
ones if they don’t exist. The development of the social media network
configurations has been created as followed:
o Facebook was configured using the Facebook Graph API v2.4. Initially it
was configured using v2.3, however it's been updated to the recent version.
PHP SDK version 5.4.0 was installed on the server and an app was created
on the Facebook developer platform.
Once the user requests a Facebook page connection, a user access token is
generated in order to allow the system to make API read, modify or write
requests. This access token is later extended in order to allow posting each
time the Facebook app is revisited.
At the first configuration, the user will be asked to log in to Facebook and
permit the system to post on their behalf. Once it is set, Facebook redirects
the client to page includes/social_networks/Facebook/login-callback.php and the user's access
token is retrieved as well as his information (Table 17, Appendix Q).
Because the user access token can expire, a long lived access token is
requested and stored in $_SESSION['facebook_access_token'] in order for it to be
obtained and used later in the system (Table 18, Appendix Q).
Once it is done, a page access token is than retrieved in order to allow access
and management of the client's Facebook page. A list of the client's pages is
displayed and the client needs to select the page he seeks to manage. All
pages and their access tokens are stored in an array.
o YouTube was configured using the Google Developer API. Google APIs
Client Library for PHP was installed on the server and the YouTube Data
API (v3) is used to fetch and submit data to the client’s YouTube account.
Although development initially took place with API v2, it was later
upgraded to the latest API v3.
An application and a project were created in Google Developer console and
an API key was integrated into the code. In addition, since every client
should fetch data regarding its account, oauth 2.0 authorization is
implemented in order to grand the application to access the client’s
information.
Once the user requests a YouTube page connection, the user is redirected to
Google in order to authorize the connection and once it is approved an
access token is generated in order to allow the system to make API read,
modify or write requests. Once it is set, the user is redirects back and the
access token is store in $_SESSION['token'] (Table 19, Appendix Q).
Once the client links at least one social media account, he can continue to the
next step.
Step 3: Define your current social media activity
The page getting_started_03.php is located in the back-end directory and is a part of the
getting started step sequence (Appendix I, Figure 181). In this page there are
available actions that guide the client through the analysis of its company’s current
social media activity. The actions are divided into sub tasks, whereas each task
occurs through posts/getting_started.php page. The tasks aren’t mandatory, therefore the
client can skip this step and continue to the next one.
o “Google Analytics” rank: Google Analytics provides users with website
traffic reports and was mentioned as a tracking tool by one of my
stakeholders interviewee. It offers users the opportunity to track entrance
sources to the website in addition to other metrics. Therefore, in this sub task
social media traffic sources of the past month are detected from Google
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Analytics using ga:hassocialsourcereferral dimension. The Google client library was
installed on the server enabling developer core reporting API calls to access
the Google Analytics data. Although development initially took place with
API v2, it was later upgraded to the latest API v3.
Since every client should fetch data regarding its account, oauth 2.0
authorization is implemented in order to grand the application to access the
client’s information.
Once a Google Analytics rank is requested the client is redirected to Google
in order to allow the access to the client's information. Once the client
approves the connectivity, he is redirected back to
includes/social_networks/Google/google-api-php-client/src/Google/oauth2callback.php and the access
token is store in $_SESSION['access_token'] (Table 20, Appendix Q).
Once the access token has been stored in the session, getresults($analytics, $profile)
function is called, enabling the fetching of the client's data. The function
incorporated the ga:hassocialsourcereferral dimension and results return for the past
month. Once results return, the total number of social media traffic sources
entrances is displayed to the client.
o Social media reach:
 Posting frequency: The social media API configurations are
integrated in order to obtain posting frequency data from the
configured social media networks.
o
Facebook posting frequency was fetched using the Facebook
Insights. $_SESSION['facebook_access_token'] is used to connect to the
client's Facebook page. Once it is called, the number of posts
made during the past month were fetched using the
page_posts_impressions metric.
o Youtube video list was fetched using the youtube API.
$_SESSION['token'] is used to connect to the client's youtube account.
Once it is called, a list of the client's video is returned using the
Videos: list method, limiting the results to 500 videos. Once the data
is returned the number of videos in the time frame of 30 days are
counted and displayed to the user.
 Fans activity: The social media API configurations are integrated in
order to obtain fans activity data from the configured social media
networks.
o Facebook posting fans activity was fetched using the Facebook
Insights API. $_SESSION['facebook_access_token'] is used to connect to the
client's Facebook page. Once it is called several metrics are used
to fetch activity data: period is set to days_28 and page_engaged_users is set
to discover the number of people who engaged with the page.
The returned value is displayed to the client.
o Youtube comments activity was fetched using the Youtube API
Analytics. In order to fetch the results metric parameter is set to
comments and dimension parameter to month. A total number of
comments is returned and displayed to the client.
 “Klout” social influence: Klout is used to measure social media
activity by applying a unique Score (Sun and Ng, 2013). Access to
the Partner API (v2) was enabled through Klout Developers. In order
to allow the access to the client’s data, oauth 2.0 authorization is
implemented. The user is redirected to Klout in order to login with
either Facebook or Twitter. The POST action includes both apikey and
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variables for identification and further redirection. Once the
user is signed in, he is redirected back to includes/social_networks/Klout/logincallback.php and his kloutid and authcode variables are returned. The authcode
variable is then traded through an additional POST action and an
access token is returned and stored in $_SESSION['klout_access_token']
variable for later use. The kloutid variable is then used to obtain the
social influence score from Klout (Table 21, Appendix Q).
The obtained score is between 1 and 100 and is presented to the
client.
Step 4: Compare your social media activity to competitors
The page getting_started_04.php is located in the back-end directory and is a part of the
getting started step sequence (Appendix I, Figure 182). In this page the client can
choose to compare his social media activity to competitors. Each social media
configures through posts/getting_started.php page.
o Compare rank:
 “Alexa” competitor analysis: With the integration of the Alexa
Web Information Service API had enabled to use the category that
the client has defined in the previous step (“Define your company”)
and fetch other top URL within the same category. In order to use
Alexa’s API an Alexa Web Service Account (AWIS) was created.
Using the accesskeyid and secretaccesskey variables in addition the site
variable which is set in $host variable in config/mysqli_connect.php file, a
request is made to AWIS and two sets of data are returned. Firstly,
the site URL rank is returned and saved to the database. Secondly,
the rank of a top site within the same category using categorylistings
request is obtained. Its rank score and URL which were obtained are
saved to the database for later use. All ranks are then displayed to the
client side by side.
o Compare social media reach:
 Compare fans activity: The competitor's domain that was fetched
using Alexa is compared to client and results are presented side by
side to the client.
o
Facebook data is fetched using the Facebook Graph API. The
competitor's domain obtained from Alexa is integrated in a URL
GET request. The domain is passes through the id variable and
results are returned (Table 22, Appendix Q).
The number of times any post containing the URL was shared in
addition to the number of times any post containing the URL was
commented are returned from each of the API calls. The data is
then displayed to the client side by side.
o Youtube video comparison was not integrated due to limited
abilities to fetch competitor data using the API.
Step 5: Conduct a market research
The page getting_started_05.php is located in the back-end directory and is a part of the
getting started step sequence (Appendix I, Figure 183). In this page the client has
the ability to retrieve informational knowledge of his consumers. All actions are
configured in posts/getting_started.php page.
o Post questions to consumers: at this step the client has the ability to post
questions to consumers and review their answers. Once the post is made,
responses are integrated into the system and available for review at all times.
redirect
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o Observe consumers behavior: a summary of user social media activity is
displayed as a table. The client can review insights and learn about their
behaviors.
 Step 6: Segment consumers
o Target consumer groups: The client has the option to create consumer
groups based upon segments, such as age, gender, location etc. These groups
can be later targeted in campaigns. The page getting_started_06.php is located in the
back-end directory and is a part of the getting started step sequence
(Appendix I, Figure 184). All segments are stored in segments table in the
database. The client can add/ edit or delete segments groups according to his
preferences. Available settings contain age, gender and location.
Once the user finishes he is redirected to dashboard.php page.
The next requirement of the settings configuration is the composition of a social
media plan. The client requires to answer questions leading to the result of his business
goals. In addition, he is asked to enter relevant content that will later support the
operation of the entire social media plan. This has also been dived into steps, allowing
the client to easily follow directions:
 Step 1: Define campaign goals:
The client is asked to select the relevant answer for each of five questions leading to
his goals. The questions are presented in page getting_started_07.php which is located in
the back-end directory and is a part of the getting started step sequence (Appendix I,
Figure 185), and include:
o What is the desired outcome of the campaign? Increase purchase intentions /
drive to sales / Extend social influence / Mange social media networks
o What are the objectives of the campaign?
o Who is your target market? Location / Gender / Age
 Step 2: Create a content plan:
The client is asked to follow six questions on page getting_started_08.php leading to the
creation of a content plan available to his future uses. The page is located in the
back-end directory and is a part of the getting started step sequence (Appendix I,
Figure 186).
o Write content: The client is asked to write content so he can later use it in
posts. All content is saved in content table in the database.
Once the client finalizes all of the settings configuration, he is redirected to the
admin dashboard, index.php page, where additional actions are available for his uses. He
can always go back refine his settings and conduct once again these actions that took
place.
5.4.1.2 Store
The store part of the system is an added section that supports marketing actions made in
the back-end of the system, as well as allow the client to display a store catalogue to
users (front-end of the system), navigating them from social media networks to the
store. The client can upload products, pages and posts to the system and configure them
to his choice. Later, they can be involved in the marketing actions of the campaign.
Actions available in the store back-end:
 Add/edit/delete products: The main products page is products.php. The client can view
all products uploaded to the system and perform management actions such as add a
new product, edit an existing product and deleting an existing product.
o Add: When clicking the new button, the page product.php is displayed with the
variable status set to new. The client can add details to the page which are posted
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to the database through posts/product.php. A new product is added to the products
table in the database using an INSERT SQL statement (Table 23, Appendix Q).
Once the first step of creating a new product has been accomplished, the user
is redirected to the next steps, whereas the productid variable is set, indicating it
is not a new products and there is a productid variable that identifies the product
in the database. The client is guided through short steps including product
description, image uploading, video embedding and SEO settings. Each step
is posted similarly to the posts/product.php page, indicating which step the client is
on (using the status variable) and what product is currently edited (using the
productid variable).
o Edit: Once again, the product editing process is divided into steps, including
product description, image uploading, video embedding and SEO settings.
Each product is identified with its database ID. Therefore, when requesting to
edit a product the productid variable is posted to the posts/product.php page in
addition to all other posted details. Using an UPDATE SQL statement the product
details are updated in the products table using its ID for identification. For
example, SEO settings of the product are updated in the database and since it
is the last step in the product edit step sequence, the client is redirected to the
products.php page when finished (Table 24, Appendix Q).
o Delete: A posting request is made to posts/products.php page with the status variable
set to product_remove. Using a DELETE SQL statement the product and its associated
uploaded images are deleted from database using its productid variable for
identification (Table 25, Appendix Q).
Add/edit/delete product categories: The main product categories page is
products_categories.php. The client can view all product categories and perform
management actions such as add a new category, edit an existing category and
deleting an existing category. These actions perform through posting actions,
similarly to the product actions previously described.
o Add: When clicking the new button, the page products_category.php is displayed
with the variable status set to new. The client can add details to the page which
are posted to the database through posts/products_category.php. A new product
category is added to the products_categories table in the database using an INSERT
SQL statement.
Once the first step of creating a new product category has been
accomplished, the user is redirected to the next steps, whereas the categoryid
variable is set, indicating it is not a new category and there is a categoryid
variable that identifies the category in the database. The client is guided
through short steps including category description, image uploading and
SEO settings. Each step is posted similarly to the posts/ products_category.php page,
indicating which step the client is on (using the status variable) and what
product category is currently edited (using the categoryid variable).
o Edit: Once again, the product category editing process is divided into steps,
including category description, image uploading and SEO settings.
Each category is identified with its database ID. Therefore, when requesting
to edit a product category the categoryid variable is posted to the
posts/products_category.php page in addition to all other posted details. Using an
UPDATE SQL statement the category details are updated in the products_categories table
using its ID for identification.
o Delete: A posting request is made to posts/products_categories.php page with the status
variable set to category_remove. Using a DELETE SQL statement the product category
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and its associated uploaded image are deleted from database using its categoryid
variable for identification.
Add/edit/delete pages: The main page is pages.php. The client can view all pages and
perform management actions such as add a new page, edit an existing page and
deleting an existing page. Later, pages can be added to the store menu from
store_settings.php page. In addition, during the marketing part the client can add a page
link to his posts.
o Add: When clicking the new button, the page page.php is displayed with the
variable status set to new. The client can add details to the page which are posted
to the database through posts/page.php. A new page is added to the pages table in the
database using an INSERT SQL statement.
Once the first step of creating a new page has been accomplished, the user is
redirected to the next steps, whereas the pageid variable is set, indicating it is
not a new page and there is a pageid variable that identifies the page in the
database. The client is guided through short steps including page content and
SEO settings. Each step is posted similarly to the posts/page.php page, indicating
which step the client is on (using the status variable) and what page is
currently edited (using the pageid variable).
Edit: Once again, the page editing process is divided into steps, including
page content and SEO settings.
Each page is identified with its database ID. Therefore, when requesting to
edit a page the pageid variable is posted to the posts/page.php page in addition to all
other posted details. Using an UPDATE SQL statement the page details are updated
in the pages table using its ID for identification.
o Delete: A posting request is made to posts/pages.php page with the status variable
set to page_remove. Using a DELETE SQL statement the page is deleted from database
using its pageid variable for identification.
Add/edit/delete posts: The main posts page is posts.php. The client can view all posts
and perform management actions such as add a new post, edit an existing post and
deleting an existing post. Later, posts can be integrated as links in the marketing
part.
o Add: When clicking the new button, the page post.php is displayed with the
variable status set to new. The client can add details to the page which are posted
to the database through posts/post.php. A new page is added to the posts table in the
database using an INSERT SQL statement.
Once the first step of creating a new post has been accomplished, the user is
redirected to the next steps, whereas the postid variable is set, indicating it is
not a new post and there is a postid variable that identifies the page in the
database. The client is guided through short steps including post content and
SEO settings. Each step is posted similarly to the posts/post.php page, indicating
which step the client is on (using the status variable) and what post is currently
edited (using the postid variable).
Edit: Once again, the page editing process is divided into steps, including
post content and SEO settings.
Each post is identified with its database ID. Therefore, when requesting to
edit a page the postid variable is posted to the posts/post.php page in addition to all
other posted details. Using an UPDATE SQL statement the page details are updated
in the posts table using its ID for identification.
o Delete: A posting request is made to posts/posts.php page with the status variable
set to post_remove. Using a DELETE SQL statement the post is deleted from database
using its postid variable for identification.
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Manage store settings: store settings can be edited from page store_settings.php, which
retrieves its information from the admin_settings table in the database. The client can edit
his uploaded logo and configure store currency symbol, copyright text, store
location settings and store menu items.
The front-end of the system is the store catalogue itself, viewed by users and
potential consumers of the system. The structure of the front-end is derived from the
database and configured in localhost php pages based upon the client’s settings made in
this part: products, product categories, pages, posts and all other store settings
(including the store menu).
 Index.php page: holds the main settings for all pages viewed by users. An .htaccess
file is in charge of directing product pages, product categories pages, posts and
general pages through this index.php page and with the use of different URL
parameters: ID parameter identifying the ID of each page/ item in the database and
key parameter which determines the page type. The structure of the page is as
followed, managing the displayed items in each page in a similar structure (Table
26, Appendix Q).
 Header.php page: holds the general HTML settings such as title, meta description,
meta keywords, stylesheets, javascripts etc. The settings are generated specifically
to each page using the page ID and type. These specifications are derived from
config/mysqli_connect.php page.
 Menu.php page: holds the general HTML menu structure and page header settings.
An integrated SELECT SQL statement fetches menu items from the menu table in the
database and displays them in the correct order as set by the admin operating the
system (Table 27, Appendix Q).
 Content.php page: hold the body structure of each page. The structure is
determined by using the key variable which is set through the URL parameter key.
Each page type has its own structure which derives from additional included php
pages that are either stored in the Localhost directory or in the layout_content folder. The
page types include either pre-defined page types which are automatically created by
the system (sitemap, search, cart, cart_success, cart_fail), or general page type
which are created based upon the client creations in the system (posts, post,
post_category, products, product, product_categories, page). For example, when a
key variable is set to posts than posts.php page is included. Posts.php includes a SELECT SQL
statement that fetches all of the posts from the database and displays them in a HTML
pre-defined format (Table 28, Appendix Q).
 Footer.php page: holds footer settings and general JavaScripts which are used by
the front-end pages.
5.4.1.3 Marketing
The marketing part of the system surrounds a schedule concept. Each available
marketing action can be scheduled and occur accordingly. This concept has been
evolved from the need of stakeholders to reduce the time effort to minimal. Also, that
has been seen to be integrated in competitors’ products.
The marketing actions use both settings and store configurations and consist of:
 Tactical social media strategy
o Create your social media presence: This option is available if certain
social networks that are available in the system haven't been set up by the
client. Links lead the client to the creation of new pages/ profiles in those
social media networks.
o Extent your follower base: The system reminds the user to go on his social
networks and reach new customers.
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Manage and Monitor
o Communicate on the social media networks: The clients has links to
redirect him to his social media networks to start and join conversations.
o Manage your reputation on the social media networks: The client can
compose posts and schedule them according to his preferences. Posts.php page
is available to create posts, in addition to campaigns.php page in which posts are
automated according to the campaign settings. Cron jobs must be enabled on the
server in order for the client to be able to schedule posts. Once a scheduled
post is requested the following class is called (Table 29, Appendix Q).
o Measure each social media tool: Measurements are similar to the settings
part, where the client could obtain the measurements and overall score of his
current social media presence. This is a great feature, enabling the client to
re visit those measurements and see how his score has been improved, or
perhaps reduced. He is redirected back to getting_started_03.php page and can
follow those steps once again and see how his efforts perform and in
particular how each social media measures.
Modify your plan: The client can always go back and modify his settings to match
his current plan needs. He is redirected back to getting_started_07.php page and can readjust his definitions and preferences through the getting started sequence from this
point once again.

5.4.2 Implementation
The prototype was implemented during the first two weeks of May 2015 four times in
different venues: twice in familiar companies running over 10 years and twice in new
unfamiliar companies located in Israel. For each company the system was uploaded to a
folder on its domain, allowing one participant from each company to run the system by
entering a username and a password. Each of the four client group participants received
a short guidance to using the system. Each one of these participants had begun running
the system on its own, according to its overall marketing plan it composed. The steps
integrated in the system had helped each participant to create the marketing plan,
following the creation of the marketing actions as given to each one of them (Table 7).
Implementation #1 of the prototype was deployed at a botanical garden located in
Israel. The system supported e-commerce merchandise actions in the format of entrance
tickets sold in a B2C way.
Implementation #2 of the prototype was deployed at an Israeli nursery selling to
consumers all over the country. The system supported e-commerce merchandise actions
in the format of plant products and accessories sold in a B2C way.
Implementation #3 of the prototype was deployed at a new Israeli business that sells
natural stones. The e-commerce merchandise is done through the use of the system in
the format of natural stones for home decoration sold in a B2C way.
Implementation #4 of the prototype was deployed at a crystals and gemstones shop, a
new Israeli business selling B2C e-commerce merchandise online through the use of the
system.
The implementation occurred in a variety of venues in order to obtain a greater view
of the social media marketing strategies.

5.5 Step 5: Further Research
5.5.1 One group pre-test post-test
Pretest–posttest design is an experimental design, which can also be considered as a
quasi-experimental design, in which data is collected on subjects prior to making an
experimental manipulation (Salkind, 2010). The pre-test post-test design chosen for this
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research is a one group pre-test post-test, in which a group of participants is under
observation before and after performing a manipulation (Salkind, 2010). The purpose of
the manipulation is to quantitatively measure whether the exposure to the manipulation
(social media marketing strategy generated by the developed social media marketing
system) causes an affect upon a single independent variable (purchase intention) after a
period of two months and to which extend (Figure 47).

Figure 47. Exposure and affect upon the independent purchase intention variable

In an experimental design both internal and external validity are measured, however
since the experimental design that was chosen is a one group pre-test post-test design,
there is only internal validity. In this research the internal validity is enhanced by
experimental factorial designs, which represent extensions of the single independent
variable. This was done in order to discover whether additional independent variables
have an effect and connection with the single independent variable or with the other
additional independent variables: social media presence, published content, publishing
frequency, content type, special sale promotions and social media friends (Figure 48).
The additional independent variables were chosen as a result of information that has
been obtained during previous current research findings.

Figure 48. Exposure and affect upon the independent variable due to additional independent variables

The pre-test encompassed a quantitative survey that was held during May 2015,
parallel to the prototype implementation, while the post-test encompassed a second
identical quantitative survey that was held during August 2015, two months (May-July
2015) after running the system (performing the manipulation). Between the pre-test and
post-test (the manipulation phase, May-July 2015) the participants were exposed to
social media activities generated by a client running the system during that time. Each
participant was asked to join the Facebook and youtube pages of the implementation
company they were targeted to be exposed to and continue their normal social media
activity in those channels
All of the 42 participants were randomly targeted to be users and or potential consumers
of both social media networks Facebook and youtube. They were divided randomly into
four sub groups, in which each group was manipulated by a different client running a
particular implementation of the prototype with a similar manipulation planned (Table
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7). The manipulation plan was composed based upon current research findings which
were incorporated with knowledge gained from the theoretical framework. The overall
plan had similar guidelines in order to enable the objective comparison of the four
groups and the variables tested, however each client has the chance to select the content
of each action according to his preferences and needs. Also, clients were requested to
genuinely participate in the social activities, meaning communicating with clients,
responding to messages, reach new users etc.
Table 7. Manipulation plan

Date
01-May
02-May
05-May
07-May
08-May
09-May
10-May
13-May
17-May
20-May
21-May
23-May
28-May
29-May
30-May
31-May
01-Jun
05-Jun
06-Jun
07-Jun
10-Jun
11-Jun
12-Jun
15-Jun
17-Jun
18-Jun
19-Jun
20-Jun
21-Jun
22-Jun
23-Jun
24-Jun
25-Jun

Marketing Action
Facebook random content image post + youtube video uploading
Facebook random content text post
Facebook special sale promotion
Facebook random content image post
Facebook random content image post
Facebook random content text post
Facebook random content video post
Facebook random content text post + youtube video uploading
Facebook random content image post
Facebook random content video post + youtube video uploading
Youtube video uploading
Facebook random content text post
Facebook special sale promotion
Facebook random content image post
Facebook random content video post shared from the youtube
account
Facebook random content text post + youtube video uploading
Facebook random content video post
Facebook random content image post
Facebook random content video post
Youtube video uploading
Facebook random content image post
Facebook random content video post shared from the youtube
account
Facebook special sale promotion
Facebook random content text post + Facebook random content
image post
Facebook random content image post
Facebook random content image post
Facebook random content text post
Facebook random content text post
Facebook random content video post
Facebook random content video post
Facebook random content video post shared from the youtube
account
Facebook random content text post
Facebook random content video post shared from the youtube
account
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Facebook random content text post

29-Jun

Group #1 encompassed 10 participants which were exposed to the social activities of
one of the familiar companies (implementations #1 of the prototype). Group #2
encompassed 11 participants which were exposed to the social activities of the other
familiar company (implementations #2 of the prototype). Group #3 included 11
participants which were exposed to the social activities of one of the new unfamiliar
companies (implementations #3). While group #4 included 10 participants which were
exposed to the social activities of the other new unfamiliar company (implementations
#4). The groups aren’t equal due to a drawback of two participants from groups #1 and
#4 after the pre-test.
This group division has been created in order to evaluate the particular manipulation
results compared to the others, meaning if a company's current business presence has an
impact on the social media marketing strategies outcomes and perhaps enhance the
purchase intentions. Results might indicate whether certain social media marketing
strategies fit to target specific companies, or perhaps if purchase intentions are
outcomes of particular social media marketing strategies.
The survey group included participants from mixed genre, ages 16-56 (Table 8). The
majority (92%) were between the ages of 20–34.
Table 8. Participants division

Group
#1
#2
#3
#4

Number of Participants
10
11
11
10

Genders
70% female, 30% male
73% female, 27% male
73% female, 27% male
60% female, 40% male

5.5.1.1 Pre-test
Each sub group has been given the same pre-test online survey (Appendix O) including
quantitative statements targeting their general purchase intentions and attitude towards
the particular implementation company they were going to be exposed to. All 42
participants were located in Israel, speaking the Hebrew language. The survey contained
34 statements that produced quantitative results.
Each statement was represented by a Likert scale of 1-4 (1=don't agree, 2=slightly
agree, 3=agree, 4=strongly agree). A higher score reflects a higher level of agreement of
each statement.
Once the data was collected, it was analyzed and summarized into numeric values.
In this survey, the method used to assess the reliability is Cronbach’s alpha, with a
result of 0.86, which means there is a good internal consistency and that the online
survey's data is reliable. In addition, alternate-form reliability (equivalence) was applied
twice in the survey. Firstly, the degree to which statement 12 correlate with a similar
version of this statement, statement 17. Secondly, the degree to which statement 22
correlate with a similar version of this statement, statement 25.
General purchase intention attitude
Results show that most participant currently don’t purchase at either of the e-commerce
store implementations (92.86%). Only three (7.14%) of the participants, two belonging
to group #1 and one to group #2, slightly agreed they do purchase (Figure 49).
However, there is a general agreement from all of the participants that they would like
to make a future purchase in their asked implementation e-commerce store: 42.86%
agree, 23.81% slightly agree, 21.43% strongly agree and 11.90% don't agree. Interesting
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to see that the majority of participants who don’t agree with this statement come from
group #3 (27.27% responded don't agree), which is one of the new unfamiliar
implementation companies. It might indicate of the level of interest in the particular
product line of that company and its current business presence (Figure 50).

Figure 49. Current purchase distribution

Figure 50. Future purchase intention

In spite that, most participant don’t agree (50%) that if the company doesn’t have
presence on social media networks they wouldn’t purchase in their e-commerce store. In
fact, only 4.76% strongly agree, while 19.05% agree and 26.19% slightly agree (Figure
51). Agreement levels are spread among all groups, highlighting strong disagreement
levels coming from the two groups belonging to the familiar companies (groups #1 and
#2) (Figure 52).

Figure 51. Purchase on e-commerce
store that doesn’t have presence on social
media

Figure 52. Purchase on e-commerce store that
doesn’t have presence on social media –
distribution by groups

However, participants mostly agree (45.24%) that once they notice the company has
many followers/ likes their purchase intention increases. 30.95% of participants slightly
agree that this will trigger their purchase intention increase, while 14.29% strongly
agree and 9.52% don’t agree (Figure 53). It is noticeable that participants who don’t
agree belong to group #4, with a representation of a massive 40% of participant in this
group (Figure 54).

Figure 53. Purchase intention increase
due to company’s large follower base

Figure 54. Purchase intention increase due to
company’s large follower base – distribution by
groups
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In addition, the company’s value seems to increase once the company has many
followers/ likes. 52.38% of participants agree that once they notice the company has
many followers/ likes the company’s value increases for them. 21.43% of participants
slightly agree, 19.05% strongly agree and 7.14% don’t agree (Figure 55). Participants
who don’t agree belong to group #4, with a representation of 30% of participant in this
group (Figure 56).

Figure 55. Company’s value increase
due to company’s large follower base

Figure 56. Company’s value increase due to
company’s large follower base – distribution by
groups

Purchase intention increase motivated by business presence on social media
40.48% of participants strongly agree that if they got to know the company better they
will most likely buy in its e-commerce store, while 38.10% agree with this statement,
19.05% slightly agree and only one participant (2.38%) doesn’t agree (Figure 57).

Figure 57. Purchase intention increase due to company recognism increase

There is a clear division between the two implementations group types (familiar and
new unfamiliar companies), whereas more participants have heard through social media
networks of the familiar companies: total of 57.14% from groups #1 and #2 agree,
19.05% strongly agree, 14.29% slightly agree and 9.52% don’t agree, in comparison to
the new unfamiliar ones: a total of 57.14% from groups #3 and #4 don’t agree, 38.10%
slightly agree and 4.76% agree (Figure 58). In spite that, participants from both types of
groups indicate that once the company increases its social media presence, their
purchase intention will increase. 47.62% of participants agree, 28.57% slightly agree,
19.05% strongly agree and 4.76% don’t agree (Figure 59).
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Figure 58. Recognition of the company through
social media networks

Figure 59. Purchase intention increase due to
social media presence increase

Participants agree (45.24%) that a company’s social media presence increases their
purchase intentions, while 30.95% slightly agree, 16.67% strongly agree and 7.14%
don’t agree (Figure 60). Participants belonging to the new unfamiliar companies
(groups #3 and #4) represent a wider range of opinions, ranging from don’t agree
(14.29%) to strongly agree (33.33%), while participants belonging to the familiar
companies (groups #1 and #2) have more moderate opinions: 66.67% agree and 33.33%
slightly agree (Figure 61).

Figure 60. Purchase intention increase
due to company social media presence

Figure 61. Purchase intention increase due to
company social media presence – distribution by
group types

Purchase intention increase motivated by special sales published on social media
Participants have diverse agreement levels regarding to purchase intention increase
which originates from the company’s special sales promotions published on social
media networks (Figure 62). 50% of participants agree, 28.57% slightly agree, 16.67%
strongly agree and 4.76% don’t agree. Participants who don’t agree come from group
#4, which represents 20% of participant in this group (Figure 63). Once again, it might
indicate of the level of interest of participants in this group in the particular product line
of that company.

Figure 62. Purchase intention increase due to
special sales on social media
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Figure 63. Purchase intention increase due
to special sales on social media –
distribution by groups

In addition, 52.38% of participants agree that it is also important for them that the
company does publish special sales on social media networks (Figure 64). 26.19%
slightly agree, 16.67% strongly agree and 4.76% don’t agree. Participant who don’t
agree belong to the new unfamiliar group #4, representing 20% of the group (Figure
65).

Figure 64. Social media special sales publishing
importance levels

Figure 65. Social media special sales
publishing importance levels – distribution
by groups

47.62% of participants agree that their purchase intention increases once the company
promotes a special sale on social media networks, while 26.19% slightly agree, 16.67%
strongly agree and 9.52% don’t agree (Figure 66). It is noticeable that participants that
belong to the new unfamiliar companies (groups #3 and #4) have more decisive
opinions, whereas 28.57% of them strongly agree compared to only 4.76% participants
from groups #1 and #2, and 19.05% of them don’t agree compared to no participants
from groups #1 and #2 (Figure 67).

Figure 66. Purchase intention increase
due to special sales on social media

Figure 67. Purchase intention increase due to
special sales on social media – distribution by
group types

A great promotion of a special deal published by the company on social media seems to
be a good trigger to lead potential consumers to the company’s website. 42.86% of
participants agree that such promotion will lead them to follow to the company's
website, while 38.10% strongly agree, 11.90% slightly agree and 7.14% don't agree
(Figure 68). Consistent results are obtained by a similar statement (Statement 32,
Appendix O). Results reveal similar responses, where a small percentage of participants
don’t agree (9.52%) and the rest of the opinions diverse between the agreement levels:
40.48% of participants agree, 28.57% strongly agree and 21.43% slightly agree (Figure
69).
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Figure 68. Special deal promotion leads to
company’s website

Figure 69. Special deal promotion leads to
company’s website

Purchase intention increase motivated by content published on social media
40.48% of participants agree that it is important for them that the company publishes
content in social media networks, while 23.81% slightly agree, 21.43% strongly agree
and 14.29% don’t agree (Figure 70). Most participant who don’t agree belong to the
new unfamiliar groups (#3 and #4) with a total percentage of 23.81% in comparison to
the familiar companies with a total percentage of 4.76% of participants (Figure 71).

Figure 70. Social media content publishing
importance levels

Figure 71. Social media content publishing
importance levels – distribution by groups

Participants’ responses indicate that the more the company publishes content that is
relevant to them, the more their purchase intention increases: 47.62% strongly agree,
38.10% agree, 9.52% slightly agree and 4.76% don’t agree (Figure 72).

Figure 72. Social media relevant content publishing importance levels

40.48% of participants agree that once the company publishes content on social media
its value increases for them, while 33.33% slightly agree, 19.05% strongly agree and
7.14% don’t agree (Figure 73).
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Figure 73. Social media content publishing importance levels

Purchase intention increase motivated by social media publishes frequency
Participants mostly don’t agree (35.71%) they like to be updated about the company
through social media networks, while 28.57% slightly agree to like, 23.81% agree and
11.90% strongly agree (Figure 74). Participant with higher levels of agreements belong
to the familiar companies, groups #1 and #2, 61.90% agree, 23.81% slightly agree and
9.52% strongly agree. In comparison, participants in the unfamiliar new companies,
groups #3 and 4#, 33.33% of them strongly agree, 23.81% slightly agree and 19.05%
agree (Figure 75).

Figure 74. Updated about the company through
social media networks

Figure 75. Updated about the company
through social media networks – distribution
by group types

Different publishes made by the companies have not in particular caught participants
attention. 38.10% of participants don’t agree that publishes have caught their attention,
while 38.10% slightly agree they did, 16.67% agree they did and 7.14% strongly agree
they did (Figure 76). Participant which belong to the familiar companies groups, #1 and
#2, are the only ones to agree (61.90%) and strongly agree (9.52%) with this statement,
while participants who mainly don’t agree (66.67%) belong to the new unfamiliar
groups, #3 and #4 (Figure 77).

Figure 76. Publishes on social media caught
participants attention

Figure 77. Publishes on social media
caught participants attention – distribution
by group types

Participants strongly agree (35.71%) that different publishes made by the company on
social media networks lead the intention to purchase, while 30.95% of participant agree,
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19.05% don't agree and 14.29% slightly agree (Figure 78). Interesting to see how
participants from the new unfamiliar companies (groups #3 and #4) have also agreed in
different levels to this statement considering the companies have not yet began
publishing on social media networks (Figure 79).

Figure 78. Purchase intention increase due
to different publishes on social media

Figure 79. Purchase intention increase due to
different publishes on social media – distribution
by groups

42.86% of participants agree that their purchase intention increases as the company
increases it’s publishes on social media, while 28.57% of participants slightly agree,
16.67% strongly agree and 11.90% don't agree (Figure 80). Once again, without being
exposed to any publishes made by the new unfamiliar companies, participant of those
groups, #3 and #4, have also agreed in some level to this statement (Figure 81). Their
level of agreement might originate from their overall future preference, nor to the
particular publishes they have not been able to be exposed to.

Figure 80. Purchase intention increase
due to different publishes on social media

Figure 81. Purchase intention increase due to
different publishes on social media – distribution
by groups

Consistent results are obtained by results of a similar statement (Statement 17,
Appendix O). Results reveal similar responses, where a small percentage of participants
don’t agree (7.14%) and the rest of the opinions diverse between the agreement levels:
45.24% of participants agree, 33.33% slightly agree and 14.29% of strongly agree
(Figure 82).

Figure 82. Social media content publishing importance levels
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45.24% of participants slightly agree that once the company publishes frequently on
social media networks its reliability is enhanced, while 35.71% agree with this
statement, 9.52% strongly agree and 9.52% don’t agree (Figure 83). Although
agreement levels are among all groups, disagreement comes from participants in the
new unfamiliar company groups (group #3 and #4) (Figure 84).

Figure 83. Company acknowledgement
as factor of not purchasing

Figure 84. Company acknowledgement as factor
of not purchasing – distribution by groups

However, frequents posts made by a company on social media don’t necessarily add to
the value of the company. 38.10% of participants agree that once a company posts on
social media several times each day the company’s value increases, while 38.10% of
participants slightly agree, 16.67% don’t agree and 7.17% strongly agree (Figure 85). In
addition, it seems to annoy participants when posts on social media made by the
company occur so frequently. 42.86% of participants slightly agree that when a
company posts every day on social media it annoys them, while 35.71% agree, 19.05%
strongly agree and 2.38% don’t agree (Figure 86).

Figure 85. Frequent posts on social
media enhance the company’s value

Figure 86. Frequent posts on social media annoy
participants

Interesting content published by the company on social media scored high levels of
agreement from participants. 47.62% of participants strongly agree that such content
will lead them to follow to the company's website, while 33.33% agree, 14.29% slightly
agree and 4.76% don't agree (Figure 87). With slightly lower percentage of agreement,
once the company publishes an interesting image 47.62% of participants strongly agree
to follow to the company’s website, while 28.57% agree, 11.90% slightly agree and
11.90% don’t agree (Figure 88).
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Figure 87. Interesting published content
leads to company’s website

Figure 88. Interesting published image leads to
company’s website

The company’s post on social media is more appealing to participants when it includes
an image rather than just text. 52.38% of participants strongly agree with this statement,
while 33.33% agree, 11.90% slightly agree and 2.38% don’t agree (Figure 89).

Figure 89. Post on social media containing an image is more appealing when it’s just text

Purchase intention increase motivated by friends on social media
Most participants agree (52.38%) that their purchase intention increases once they see
their friends on social media support the company. 21.43% of participants slightly
agree, 19.05% agree and 7.14% don’t agree (Figure 90). Agreement levels are among
all groups, whereas participants in group #4 are the only ones to not agree with this
statement (Figure 91). Once again, reasoning can lead to the level of interest of
participants in this group of the particular product line of that company.

Figure 90. Purchase intention increase
due to friends support of the company

Figure 91. Purchase intention increase due to
friends support of the company – distribution by
groups

42.86% of participants agree that their purchase intention increases towards a particular
product once they see their friends have a conversation about it on social media. 28.57%
of participants slightly agree, 23.81% strongly agree and 4.76% don’t agree (Figure 92).
Interesting to see that participants will also join such conversation once it occurs.
42.86% of participants agree that once their friends start a conversation about a product
on social media they would like to join it, while 42.86% slightly agree, 11.90% strongly
agree and 2.38% don’t agree (Figure 93).
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Figure 92. Product purchase intention
increase due to friends having a
conversation about it on social media

Figure 93. Joining a conversation about a product
on social media

In addition, 45.24% of participants agree that once a friend shares a product on social
media, the product becomes more interesting to them than if the company would have
shred it itself. 33.33% of participants slightly agree with this statements, while 19.05%
strongly agree and 2.38% don’t agree (Figure 94). Only one participant from group #4
(10% of participants in that group) did not agree with this statement, while no
participants from group #1 strongly agree with this statement (Figure 95).

Figure 94. A company’s product shared
by a friend on social media is more
interesting than if it was shared by the
company

Figure 95. A company’s product shared by a
friend on social media is more interesting than if it
was shared by the company - distribution by
groups

Purchase intention increase motivated by trust
Participants were asked to choose their purchase intention level of agreement based
upon them knowing the company. 33.33% of participants don’t agree that because they
don’t know the company’s e-commerce shop they don’t buy their, while 28.57% of
participants do agree, 23.81% slightly agree and 14.29% strongly agree (Figure 96).
Participants who strongly agree belong mostly to the new unfamiliar groups (Figure
97). Group #3 with 27.27% of its participants and group #4 with 20% of its participants.

Figure 96. Company acknowledgement
as factor of not purchasing

Figure 97. Company acknowledgement as factor
of not purchasing – distribution by groups

Participants were clear when it comes to trust. A massive 57.14% of participants
strongly agree that they will purchase only on e-commerce sites that seem reliable to
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them, while 38.10% agree with this statement, 4.76% slightly agree and none of the
participants don’t agree (Figure 98). This means that consuming trust with potential
consumers once again appears to be a major factor in online shopping.

Figure 98. Purchasing in reliable e-commerce sites

5.5.1.2 Post-test
Each sub user group participant (total of 42 participants) had received the same online
survey it had received during the pre-test (Appendix O). The survey had been
transmitted to the users as an online survey and included quantitative statements which
produced quantitative results. The aim of the post-test was to discover the users’
reactions to social media marketing strategies and their intentions to purchase,
following the exposure of such strategies during the time frame of two months.
Similarly, to the pre-test, the survey contained 34 statements that produced quantitative
results. Each statement was represented by a Likert scale of 1-4 (1=don't agree,
2=slightly agree, 3=agree, 4=strongly agree). A higher score reflects a higher level of
agreement of each statement.
Once the data was collected, it was analysed and summarized into numeric values.
In this survey, the method used to assess the reliability is Cronbach’s alpha, with a
result of 0.84, which means there is a good internal consistency and that the online
survey's data is reliable. In addition, alternate-form reliability (equivalence) was applied
twice in the survey. Firstly, the degree to which statement 12 correlate with a similar
version of this statement, statement 17. Secondly, the degree to which statement 22
correlate with a similar version of this statement, statement 25.
General purchase intention attitude
Results show that most participant currently don’t purchase at either of the e-commerce
store implementations (76.19%), while 19.05% slightly agree and 4.76% agree to
purchase (Figure 99). Both participants who agreed to purchase (2 participants) come
from group #1, one of the familiar companies.
In addition, there is a general agreement from all of the participants that they would like
to make a future purchase in their asked implementation e-commerce store: 47.62%
agree, 26.19% strongly agree, 16.67% slightly agree and 9.52% don't agree (Figure
100).
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Figure 99. Current purchase distribution

Figure 100. Future purchase intention

In spite that, most participant slightly agree (50%) that if the company doesn’t have
presence on social media networks, they wouldn’t purchase in their e-commerce store,
while 19.05% agree and 2.38% strongly agree. In fact, only 28.57% don't agree (Figure
101). Agreement levels are spread among all groups, highlighting strong disagreement
levels coming from the two groups belonging to the new unfamiliar companies (groups
#3 and #4) (Figure 102).

Figure 101. Purchase on e-commerce store that
doesn’t have presence on social media

Figure 102. Purchase on e-commerce store that
doesn’t have presence on social media –
distribution by groups

However, participants mostly agree (54.76%) that once they notice the company has
many followers/ likes their purchase intention increases. 33.33% of participants strongly
agree that this will trigger their purchase intention increase, while 7.14% slightly agree
and 4.76% don’t agree (Figure 103). The two participants who don’t agree (4.76%)
belong to group #4, with a representation of a 20% of participants within this group
(Figure 104).

Figure 103. Purchase intention increase due to
company’s large follower base

Figure 104. Purchase intention increase due to
company’s large follower base – distribution by
groups

In addition, the company’s value seems to increase once the company has many
followers/ likes. 52.38% of participants agree that once they notice the company has
many followers/ likes the company’s value increases for them. 21.43% of participants
slightly agree, 19.05% strongly agree and 7.14% don’t agree (Figure 105). Yet again,

82

the only participant who don’t agree belong to group #4, with a representation of 10%
of participants in this group (Figure 106).

Figure 105. Company’s value increase due to
company’s large follower base

Figure 106. Company’s value increase due to
company’s large follower base – distribution by
groups

Purchase intention increase motivated by business presence on social media
50% of participants strongly agree that if they got to know the company better they will
most likely buy in its e-commerce store, while 21.43% agree with this statement,
16.67% slightly agree and 11.90% don’t agree (Figure 107).

Figure 107. Purchase intention increase due to company recognism increase

The two implementations group types (familiar and new unfamiliar companies) have
heard of the company in question through social media networks, whereas more
participants have heard through social media networks of the familiar companies: total
of 57.14% from groups #1 and #2 agree, 33.33% strongly agree and 9.52% slightly
agree. In comparison, in the new unfamiliar companies: a total of 38.10% from groups
#3 and #4 slightly agree, 33.33% agree and 28.57% strongly agree (Figure 108). In
addition, participants from both types of groups indicate that once the company
increases its social media presence, their purchase intention will increase. 54.76% of
participants agree, 26.19% strongly agree, 16.67% slightly agree and 2.38% don’t agree
(Figure 109).

Figure 108. Recognition of the company
through social media networks

Figure 109. Purchase intention increase due to
social media presence increase
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Participants strongly agree (45.24%) that a company’s social media presence increases
their purchase intentions, while 28.57% agree, 23.81% slightly agree and 2.38% don’t
agree (Figure 110). Participants belonging to the new unfamiliar companies (groups #3
and #4) represent a wider range of opinions, ranging from don’t agree (14.29%) to
strongly agree (33.33%), while participants belonging to the familiar companies (groups
#1 and #2) have more moderate opinions: 66.67% agree and 33.33% slightly agree
(Figure 111).

Figure 110. Purchase intention increase due
to company social media presence

Figure 111. Purchase intention increase due to
company social media presence – distribution
by group types

Purchase intention increase motivated by special sales published on social media
47.62% of participants strongly agree that a company’s special sales promotions
published on social media networks increases their purchase intention (Figure 112).
30.95% of participants agree, 19.05% slightly agree and 2.38% don’t agree. Participants
who don’t agree come from group #4, which represents 20% of participant in this group
(Figure 113).

Figure 112. Purchase intention increase due to
special sales on social media

Figure 113. Purchase intention increase due to
special sales on social media – distribution by
groups

In addition, 42.86% of participants agree that it is also important for them that the
company does publish special sales on social media networks (Figure 114). 26.19%
strongly agree, 26.19% slightly agree and 4.76% don’t agree. Participant who don’t
agree belong to the new unfamiliar group #4, representing 20% of the group (Figure
115).
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Figure 114. Social media special sales
publishing importance levels

Figure 115. Social media special sales
publishing importance levels – distribution by
groups

47.62% of participants strongly agree that their purchase intention increases once the
company promotes a special sale on social media networks, while 30.95% agree,
19.05% slightly agree and 2.38% don’t agree (Figure 116). It is noticeable that
participants that belong to the familiar companies (groups #1 and #2) agree more
(61.90% strongly agree compared to 33.33% from the new unfamiliar groups) that their
purchase intention increases once the company promotes a special sale on social media
networks (Figure 117).

Figure 116. Purchase intention increase due
to special sales on social media

Figure 117. Purchase intention increase due to
special sales on social media – distribution by
group types

A great promotion of a special deal published by the company on social media seems to
be a good trigger to lead potential consumers to the company’s website. 21.43% of
participants slightly agree that such promotion will lead them to follow to the
company's website, while 9.52% agree and 7.14% don't agree (Figure 118). Consistent
results are obtained by results of a similar statement (Statement 32,Appendix O).
Results reveal similar responses, where a small percentage of participants don’t agree
(9.52%) and large percentage of participants strongly agree (59.52%) and the rest of the
opinions diverse between 16.67% slightly agree and 14.29% agree (Figure 119).

Figure 118. Special deal promotion leads to
company’s website

Figure 119. Special deal promotion leads
to company’s website

Purchase intention increase motivated by content published on social media
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35.71% of participants slightly agree that it is important for them that the company
publishes content in social media networks, while 28.57% strongly agree, 23.81% agree
and 11.90% don’t agree (Figure 120). Most participant who don’t agree belong to the
familiar groups (#1 and #2) with a total percentage of 14.29% in comparison to the new
unfamiliar companies with a total percentage of 9.52% of participants (Figure 121).

Figure 120. Social media content publishing
importance levels

Figure 121. Social media content publishing
importance levels – distribution by groups

Participants’ responses indicate that the more the company publishes content that is
relevant to them, the more their purchase intention increases: 52.38% strongly agree,
40.48% agree, 2.38% slightly agree and 4.76% don’t agree (Figure 122).

Figure 122. Social media relevant content publishing importance levels

50% of participants strongly agree that once the company publishes content on social
media its value increases for them, while 26.19% agree, 19.05% slightly agree and
4.76% don’t agree (Figure 123).

Figure 123. Social media content publishing importance levels

Purchase intention increase motivated by social media publishes frequency
Participants mostly don’t agree (28.57%) they like to be updated about the company
through social media networks, while 28.57% slightly agree to like, 23.81% agree and
19.05% strongly agree (Figure 124). Participant with higher levels of agreements belong
to the familiar companies, groups #1 and #2, 33.33% slightly agree, 28.57% strongly
agree and 19.05% agree. In comparison, participants in the unfamiliar new companies,
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groups #3 and 4#, 28.57% of them agree, 23.81% slightly agree and only 9.52%
strongly agree (Figure 125).

Figure 124. Updated about the company
through social media networks

Figure 125. Updated about the company
through social media networks – distribution by
group types

Different publishes made by the companies have caught participants attention in diverse
levels of agreement. 33.33% of participants slightly agree that publishes have caught
their attention, while 30.95% agree, 23.81% strongly agree and 11.90% don’t agree
(Figure 126). Participant which belong to the familiar companies groups, #1 and #2, are
the only ones to agree (61.90%) and strongly agree (9.52%) with this statement, while
participants who mainly don’t agree (66.67%) belong to the new unfamiliar groups, #3
and #4 (Figure 127).

Figure 126. Publishes on social media caught
participants attention

Figure 127. Publishes on social media caught
participants attention – distribution by group
types

Participants strongly agree (35.71%) that different publishes made by the company on
social media networks lead the intention to purchase, while 33.33% of participant agree,
21.43% slightly agree and 9.52% don't agree (Figure 128). Participants from both group
types have agreed in different levels to this statement (Figure 129).

Figure 128. Purchase intention increase due
to different publishes on social media

Figure 129. Purchase intention increase due to
different publishes on social media –
distribution by groups
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42.86% of participants strongly agree that their purchase intention increases as the
company increases it’s publishes on social media, while 38.10% of participants slightly
agree, 14.29% agree and 4.76% don't agree (Figure 130). It is shown that more than half
of the participants belonging to the familiar companies (groups #1 and #2) strongly
agree (61.90% of them) with this statement (Figure 131).

Figure 130. Purchase intention increase due
to different publishes on social media

Figure 131. Purchase intention increase due to
different publishes on social media –
distribution by groups

Consistent results are obtained by results of a similar statement (Statement 17,Appendix
O). Results reveal matching responses, in which 42.86% of participants strongly agree,
38.10% slightly agree, 14.29% agree and 4.76% of don’t agree (Figure 132).

Figure 132. Social media content publishing importance levels

42.86% of participants strongly agree that once the company publishes frequently on
social media networks its reliability is enhanced, while 28.57% slightly agree with this
statement, 23.81% agree and 4.76% don’t agree (Figure 133). Although agreement
levels are among all groups, disagreement comes from participants two participants
(4.76%) in the new unfamiliar company group #4, representing 20% of that group
(Figure 134).

Figure 133. Company acknowledgement as
factor of not purchasing

Figure 134. Company acknowledgement as factor
of not purchasing – distribution by groups

In addition, frequents posts made by a company on social media slightly add to the
value of the company. 35.71% of participants slightly agree that once a company posts
on social media several times each day the company’s value increases, while 26.19% of
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participants agree, 21.43% strongly agree and 16.67% don't agree (Figure 135).
However, it seems to annoy participants when posts on social media made by the
company occur so frequently. 54.76% of participants slightly agree that when a
company posts every day on social media it annoys them, while 38.10% agree, 4.76%
strongly agree and 2.38% don’t agree (Figure 136).

Figure 135. Frequent posts on social media
enhance the company’s value

Figure 136. Frequent posts on social media
annoy participants

Interesting content published by the company on social media scored high levels of
agreement from participants. 69.05% of participants strongly agree that such content
will lead them to follow to the company's website, while 14.29% don't agree, 11.90%
agree and 4.76% slightly agree (Figure 137). With slightly lower percentage of
agreement, once the company publishes an interesting image 61.90% of participants
strongly agree to follow to the company’s website, while 28.57% agree, 4.76% slightly
agree and 4.76% don’t agree (Figure 138).

Figure 137. Interesting published content
leads to company’s website

Figure 138. Interesting published image leads
to company’s website

The company’s post on social media is more appealing to participants when it includes
an image rather than just text. 61.90% of participants strongly agree with this statement,
while 30.95% agree, 7.14% slightly agree and no participants don’t agree (Figure 139).

Figure 139. Post on social media containing an image is more appealing when it’s just text

Purchase intention increase motivated by friends on social media
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Most participants strongly agree (50%) that their purchase intention increases once they
see their friends on social media support the company. 28.57% of participants agree,
16.67% slightly agree and 4.76% don’t agree (Figure 140). Agreement levels are among
all groups, whereas participants in group #4 are the only ones to not agree with this
statement (Figure 141).

Figure 140. Purchase intention increase due
to friends support of the company

Figure 141. Purchase intention increase due to
friends support of the company – distribution by
groups

64.29% of participants strongly agree that their purchase intention increases towards a
particular product once they see their friends have a conversation about it on social
media. 26.19% of participants agree, 7.14% slightly agree and 2.38% don’t agree
(Figure 142). Interesting to see that participants will also join such conversation once it
occurs. 40.48% of participants agree that once their friends start a conversation about a
product on social media they would like to join it, while 35.71% slightly agree, 21.43%
strongly agree and 2.38% don’t agree (Figure 143).

Figure 142. Product purchase intention
increase due to friends having a conversation
about it on social media

Figure 143. Joining a conversation about a
product on social media

In addition, 45.24% of participants agree that once a friend shares a product on social
media, the product becomes more interesting to them than if the company would have
shred it itself. 42.86% of participants agree with this statements, while 11.90% slightly
agree and no participants don’t agree (Figure 144). There were no participants that did
not agree with this statement, in addition to no participants from the familiar companies
groups (groups #1 and #2) that slightly agree with this statement (Figure 145).
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Figure 144. A company’s product shared
by a friend on social media is more
interesting than if it was shared by the
company

Figure 145. A company’s product shared by a
friend on social media is more interesting than if it
was shared by the company - distribution by groups

Purchase intention increase motivated by trust
Participants were asked to choose their purchase intention level of agreement based
upon them knowing the company. Although participants have been exposed to the
social media activity of their questioned company, 23.81% of participants claim that
because they don’t know the company’s e-commerce shop they wouldn’t buy their,
while 38.10% of participants do agree, 19.05% strongly agree and 19.05% slightly
agree (Figure 146). Agreement levels are among all groups without any significant
differences (Figure 147).

Figure 146. Company acknowledgement
as factor of not purchasing

Figure 147. Company acknowledgement as factor
of not purchasing – distribution by groups

More than half of the participants (66.67%) strongly agree that they will purchase only
on e-commerce sites that seem reliable to them, while 28.57% agree with this statement,
4.76% slightly agree and none of the participants don’t agree (Figure 148). This means
that consuming trust with potential consumers once again appears to be a major factor
in online shopping.

Figure 148. Purchasing in reliable e-commerce sites

5.5.2 Survey
Parallel to the user group post-test, the client group was given an online survey
(Appendix P) including quantitative statements regarding their overall opinions of using
a social media marketing system for the purpose of increasing consumers purchase
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intentions and their experience and overall assessment of the use of the developed
prototype and its results after a period of use of two months. This survey was composed
in order to widen the research findings from the client group perspective. The survey
included 30 statements that produced quantitative results.
Each statement was represented by a Likert scale of 1-4 (1=don't agree, 2=slightly
agree, 3=agree, 4=strongly agree). A higher score reflects a higher level of agreement of
each statement. The survey group included four participants from mixed genre and ages:
26 years old female, 29 years old male, 31-year-old female and 37 years old male. Once
the data was collected, it was analysed and summarized into numeric values.
In this survey the method used to assess the reliability is Cronbach’s alpha, with a result
of 0.75, which means there is a good internal consistency and that the online survey's
data is reliable.
Results show that 75% of participants agree and 25% strongly agree that system helped
them improve their social media marketing efforts (Figure 149, Q13), in addition to
reaching their social media marketing goals (Figure 149, Q15). Furthermore, 75% of
participants agree that the system introduced them with new social media marketing
strategies, while 25% strongly agree (Figure 149, Q17). 75% of participants strongly
agree that by using the system they have reduced their average marketing time efforts,
while 25% agree (Figure 149, Q18). Furthermore, 75% of participants agree that they
didn't know how to market their products on social media networks and system had
helped them, while 25% strongly agree (Figure 149, Q21).

Figure 149. Social media marketing

50% of participants agree that across the social media networks they have been seen
more reliable since they have started using the system, while 50% slightly agree (Figure
150). However, 75% of participants strongly agree that social media presence is
important for increasing purchase intentions towards their e-commerce store, while 25%
agree (Figure 151).

Figure 150. Social media presence
increased due to system usage

Figure 151. Social media presence increases purchase
intentions

50% of participants slightly agree that it is difficult for them to increase consumers
purchase intentions, while 25% strongly agree and 25% agree (Figure 152, Q4). While
using the system, 75% of participants agree that the options available in the system
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could increase purchase intentions towards their e-commerce store, while 25% strongly
agree (Figure 152, Q19). In addition, 75% of participants agree that the system is an
asset for them to increase consumers purchase intentions towards their e-commerce
store, while 25% strongly agree (Figure 152, Q1). Nevertheless, participants strongly
agree (50%) and agree (50%) that with the use of the system they can increase
consumers purchase intentions (Figure 152, Q2), and even did manage to increase while
using the system (75% agree and 25% strongly agree) (Figure 152, Q12). Furthermore,
participants’ opinions are strengthened when asked if they think that by using the
system they cannot increase consumers’ purchase intentions. 75% of participants didn’t
agree and 25% agree (Figure 152, Q14).

Figure 152. Consumers’ purchase intention increase due to system usage

50% of participants slightly agree that it is difficult for them to reach new consumers,
while 25% strongly agree and 25% agree (Figure 153, Q3). Meanwhile, 75% of
participants strongly agree that social media presence is important for reaching new
consumers, while 25% agree (Figure 153, Q6). In addition, 75% of participants strongly
agree that social media networks are tools for reaching new consumers, while 25%
agree (Figure 153, Q5). By using the system, 50% of participants strongly agree that it
helped them reach new consumers, while 25% agree and 25 slightly agree (Figure 153,
Q11), in addition to reaching potential consumers (50% strongly agree and 50% agree)
(Figure 153, Q26). However, reaching groups of potential consumers seems to be
slightly less successful. 50% of participants agree that the system helped them reach
groups of potential consumers, while 25% strongly agree and 25% don’t agree (Figure
153, Q27).

Figure 153. Reaching consumers by using the system

50% of participants strongly agree and 50% agree that social media pages/ profiles are
not enough, they should be active and publish frequently in order to increase purchase
intentions towards their e-commerce store (Figure 154). By using the system, all of the
participants (100%) strongly agree that it allowed them to easily publish on social media
networks (Figure 155).

93

Figure 154. Posting frequently
increases purchase intentions

Figure 155. The system allows easily to post on social
media networks

In terms of increasing consumers purchase intentions by manipulating the posting
frequency, 50% of participants agree that posting once a day on each social media
network is effective for increasing consumers purchase intentions, while 25% strongly
agree and 25% slightly agree (Figure 156, Q28). In contrast, 50% of participants
slightly agree that posting more than once a day on each social media network is
effective for increasing consumers purchase intentions, while 25% strongly agree and
25% don’t agree (Figure 156, Q29). Furthermore, 50% of participants slightly agree that
posting once a week on each social media network is effective for increasing consumers
purchase intentions, while 25% agree and 25% don’t agree (Figure 156, Q30).

Figure 156. Posting frequency on social media networks

75% of participants strongly agree and 25% agree that special deal promotions on social
media networks increase purchase intentions towards their e-commerce store (Figure
157, Q22). In addition, 50% of participants strongly agree that interesting content
publishing on social media networks increases purchase intentions towards their ecommerce store, while 25% agree and 25% slightly agree (Figure 157, Q23).
Furthermore, 75% of participants strongly agree that image postings on social media
networks increases purchase intentions towards their e-commerce store, while 25%
agree (Figure 157, Q24). In contrast, 75% of participants slightly agree that plain text
postings on social media networks increases purchase intentions towards their ecommerce store, while 25% don’t agree (Figure 157, Q25).

Figure 157. Social media marketing
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Overall, 75% of participants don’t agree that they find it difficult to use the system,
while 25% slightly agree (Figure 158). In addition, 75% of participants agree that they
will keep using the system in the future (Figure 159).

Figure 158. Using the system is
difficult

Figure 159. Keep using the system
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6 Analysis
Quantitative and qualitative data sets that were obtained constructively using the UCD
process of this research are compared using the side-by-side comparison analysis
procedure.
Saundage and Lee (2011) have conducted a research in which they have analysed scommerce activities. They have found that businesses can benefit from social media by
serval of ways, facilitating s-commerce transaction outcomes: payment, purchase, order
and other activities. Pre-transactions (such as marketing) and post-transactions are
among activities that were found to be outcomes of the s-commerce. Wang and Zhang
(2012) have conducted a research of s-commerce and conclusions lead the forecast of
continues development and evolvement. Since Facebook has entered the field of making
profit, s-commerce has now become an established practice which continues to evolve
far beyond being just "a media hype or a business fad" (Wang & Zhang, 2012). Wang
and Zhang (2012) further acknowledge how s-commerce influence e-commerce
decision making.
Current research results show that both interviewers and survey participants
acknowledge marketing ads activities on Facebook and YouTube, however considering
local characteristics of participants, such tools could be more or less popular in other
countries. Related work as well as competitor benchmarking introduce meaningful
usage in other social networking tools, such as Twitter, Google +, Pinterest, LinkedIn,
Instagram, Slideshare, Foursquare and blogging.
This research has revealed through constructed steps several variables that are
influential upon purchase intentions: social media presence, published content,
publishing frequency, content type, special sale promotions and social media friends.
The integration of a social media marketing system combined with these variables,
which represent social media marketing strategies, was found to be a successful
tool for B2C e-commerce businesses to increase consumers purchase intention
through social media networks. 75% of clients don’t agree that they find it difficult to
use the system. More else, their social media marketing efforts have been found to be
improved by several means; reach social media marketing goals, publish easily on
social media, introduction to new social media marketing strategies and reducing the
average marketing time efforts. In addition, 75% of clients agree that the options
available in the system could increase purchase intentions towards their e-commerce
store, while 25% strongly agree. They further claim that by using the system it has
indeed manage to increase their consumers purchase intentions towards their B2C ecommerce stores (75% agree and 25% strongly agree).
Purchase intentions have been found to be generally higher when promoting a familiar
company, and thus potential consumers purchase intentions can be enhanced through
social media marketing strategies more than a new unfamiliar company.
During the pre-test, participants who belonged to the new unfamiliar companies (groups
#3 and #4) had lower levels of purchase intentions in comparison to the familiar
companies (participants in groups #1 and #2). In addition, their levels of general
interests of a company’s social media activities were also relatively low. Also, during
the pre-test it was noticeable that their opinions were more contradictory, presenting
either a strong agreement or disagreement. Whereas participants belonging to groups #1
and #2 had a wider range of agreement levels. In spit that, post-test results discover that
after performing a manipulation of two months, different social media activities can
increase purchase intentions in different levels of any B2C e-commerce site, familiar or
new.
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Result shows there has been an increase in participants' current purchase status from
pre-test to post-test. The percentage of participants who claimed they don't currently
purchase at either of the e-commerce store implementations during the pre-test
(92.86%) has been reduced during the post-test (76.19%), enhancing the percentage of
participants who slightly agree from 7.14% to 19.05% and agree from 0% to 4.76%.
There has been also an increase in the overall purchase intention of participants,
whereas the high levels of agreement have been increased (agree by 4.76% and strongly
agree by 4.76%), decreasing the lower levels of agreement (slightly agree by 7.14% and
don't agree by 2.38%).
Social media presence
75% of the clients strongly agree that social media presence is important for increasing
purchase intentions towards their e-commerce store. However, after being exposed to
social media activity of different kinds, participants have bigger split opinions regarding
purchase intention and social media presence. 40.48% of participants strongly agreed
during the pre-test they will most likely buy in the e-commerce store questioned. This
has been increased to 50% of participants during the post-test. In contrast, 2.38% of
participants who didn’t agree during the pre-test has also been increased to 11.90%
during the post test. Meaning, participants during the post-test must have felt that after
being exposed to the social media presence of the company, that type of exposer
wouldn't affect their purchase intentions. In spit that, results indicate that participants
generally think that by increasing the company's social media presence their purchase
intention will increase. These opinions have been strengthened from the pre-test to the
post-test. In fact, 45.24% of participants strongly agree that a company’s social media
presence increases their purchase intentions. This percentage has been increased from
only 16.67% of participants that strongly agreed during the pre-test. In addition,
disagreement has been slightly decreased, from 7.14% in the pre-test to 2.38% in the
post-test. Although agreement levels are across all groups, strong agreement comes in
particular from the familiar company groups (#1 and #2) with 61.90% of strong
agreement among them.
Both implementation group types have heard of their company in question through
social media networks. In fact, during the pre-test 57.14% of participants belonging to
the new unfamiliar companies (groups #3 and #4) claimed they haven't heard, while
during the post-test there wasn’t any participant from either groups to claim so.
Meaning, all participants must have notices the company's social media activity in some
sort of way. In fact, 50% of the clients agree that across the social media networks they
have been seen more reliable since they have started using the system.
Participants like to be updated about a company on social media more, once they are
exposed constantly to its social media activity. Their levels of strong agreement increase
by 7.15% during the post-test. However, the percentage of participants who don't agree
still remain high (28.57%).
A company's value is an aspect that can help increase consumers purchase intention.
According to the obtained results, after being exposed to the company's social activities
50% of participants strongly agree that once the company publishes content on social
media its value increases for them. This has been increased from only 19.05%
participant who strongly agreed during the pre-test.
Most participants slightly agree (50%) that if a company doesn’t have presence on
social media networks, they wouldn’t purchase in their e-commerce store. This had
changed participants' initial thoughts from the pre-test, whereas 50% of participants
thought that if the company doesn't have social media presence it doesn't mean they
wouldn't buy in their e-commerce store. This means that once participants are exposed
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to the social activities of a company, they value its presence much more and slightly
increase their purchase intentions towards its e-commerce store.
A large follower base is was found to be an important factor to increase consumers
purchase intentions. 33% of participants (an increase of 19.04% from pre-test to posttest) strongly agree that once the company has many followers/ likes their purchase
intention increases. It is also an important factor in increasing the company's value.
47.62% (an increase of 28.57% from pre-test to post-test) of participants strongly agree
that it increases the company's value, with a reduction of 4.76% of participants who
don't agree from pre-test to post-test.
Trust plays a major role when it comes to purchase intentions. It had obtained similar
results during the pre-test and post-test, with 57.14% and 66.67% of participants
(respectively) that strongly agree they will purchase only on e-commerce sites that seem
reliable to them. There were no participants disagreeing to this during either one of the
tests. Social media postings can reduce dis trust feelings towards an e-commerce shop
and thus enhance purchase intentions. According to the obtained results, there is a
reductions of participants (23.81%) claiming during the post-test that because they don’t
know the company’s e-commerce shop they wouldn’t purchase there, meaning that the
social media posting activities made by the companies have reduced dis trust feelings
that existed during the pre-test. In addition, post-test result further enhance the fact that
once a company frequently posts on social media networks it can increase its reliability
by tens of percent. In fact, after exposing the participants to the companies' social media
activities, participants' percentage towards this statement increased from 9.52% strongly
agree during the pre-test to 42.86% during the post-test, lowering participants don't
agree percentage by 4.76%.
Published content
Once a user is exposed constantly to content published by a company, the importance of
it being published slightly decreases. Post-test results show a decrease of 16.67% in
agreement, while slightly agree is enhances by 11.9%. In fact, post-test results show
flipped opinions from pre-test results, in which most participants who don’t care that the
company publishes content on social media networks belong to the familiar groups
(groups #1 and #2) representing a total of 7.14% of participants, as opposed to 4.76% of
participants belonging to the new unfamiliar groups (groups #3 and #4). Although,
different publishes made by the companies have caught participants' attention much
more during the post-test than during the pre-test. Participants who strongly agreed
increased by 16.67%, while participant who didn’t agree decreased by 26.20%. It is
found that when marketing new unfamiliar companies, it is more effective to catch
participants' attentions through different publishes on social media. Results show there
has been a great decrease (61.91%) from pre-test to post-test of participants from the
two unfamiliar company groups (group #3 and #4) who didn't agree their questioned
company's has caught their attention through different publishes made on social media.
Different publishes made by companies on social media have found to be important for
increasing potential consumers purchase intentions. While strong levels of agreements
remain the same during the pre-test and post-test (35.71%), the percentage of
participants which agree has increased by 2.38%, slightly agree by 7.14% and don't
agree has decreased by 9.53%. Levels of agreement originate in all groups, meaning any
e-commerce company publishing content on social media networks can benefit from an
increase of consumers purchase intentions.
It is also found that as a company increases its’ publishes made on social media,
purchase intentions are increased as well. Agreement levels have been relatively high
during the pre-test (42.86% agree), yet increased during the post-test (42.86% strongly
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agree). Strong agreement levels have increased in particular in the familiar company
groups (group #1 and #2) during the post-test, an increase of an outstanding 52.38%.
Publishing frequency
Frequency is an aspect that could be further investigated, since results don't reveal a
concrete marketing strategy. Clients have diverse opinions regarding posting frequency
and increasing consumers purchase intentions; 50% of clients agree that posting once a
day on each social media network is effective, 50% of participants slightly agree that
posting more than once a day on each social media network is effective and 50% of
participants slightly agree that posting once a week on each social media network is
effective.
It does however appear in results that high frequency of posts doesn't add much to the
company, and could potentially even drive to negative consequences.
50% of clients strongly agree and 50% agree that social media pages/ profiles are not
enough, they should be active and publish frequently in order to increase purchase
intentions towards their e-commerce store. Although pre-test post-test results strengthen
the fact that frequency is a trigger that should be used carefully, since it could have a
negative drawback once it occurs to frequent. 54.76% of participants slightly agree that
when a company posts every day on social media it annoys them. An increase of
16.66% from the pre-test. Furthermore, it seems to not have a significant added value to
the company. 35.71% of participants slightly agree that once a company posts on social
media several times each day the company’s value increases, while 26.19% of
participants agree, 21.43% strongly agree and 16.67% don't agree.
Content type
When it comes to content, results indicate that the more relevant and interesting the
content is to the user - the more it would be responded to. Additionally, when
integrating images, higher results of user's activity occur, as opposed to when using
plain text and video.
Pre-test post-test results show that relevant content has been proved to be highly
increasing purchase intentions of participants. Agreement levels have been relatively
high during the pre-test (47.62% strongly agree, 38.10% agree, 9.52% slightly agree and
4.76% don’t agree), yet have been proving to be even higher after exposing participants
to the company’s content during a period of time (52.38% strongly agree, 40.48% agree,
2.38% slightly agree and 4.76% don’t agree).
Once the content is considered to be interesting to the participant, it could lead him to a
reaction of navigating on to the company's website. High levels of agreement from
participants were revealed during the post-test, with 69.05% of participants (a growth of
21.43% from pre-test) strongly agreeing that such content will lead them to follow to
the company's website. With slightly lower percentage of strong agreement, once the
company publishes an interesting image, 61.90% of participants (a growth of 14.28%
from pre-test) strongly agree to follow to the company’s website. This fact is enhanced
by results showing that a company’s post on social media seems to be more appealing
to participants when it includes an image rather than just text. 61.90% of participants
(an increase of 9.52% from pre-test) strongly agree with this statement, while
participants who don't agree has been reduced from 2.38% during the pre-test to none
during the post-test.
In addition, 50% of client strongly agree that interesting content publishing on social
media networks increases purchase intentions towards their e-commerce store.
Furthermore, 75% of them strongly agree that image postings on social media networks
increases purchase intentions towards their e-commerce store. This is in contrast with
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75% of them who slightly agree that plain text postings on social media networks
increases purchase intentions towards their e-commerce store.
Special sale promotions
Interviewers A, C and E mentioned special sale promotions as key tactics for social
media marketing, and only 4% of the online survey participants claimed they wouldn't
navigate on to the company's website when they see such ads.
Interestingly, special sale promotions have received similar results from the pre-test and
the post-test. Although there has been a slight enhancement of agreement from
participants who think that special sale promotions published on social media networks
will increase their purchase intention. 7.14% of participants changed their opinions from
agree to strongly agree. The percentage of participants from the new unfamiliar groups
(groups #3 and #4) that didn't agree and slightly agree to the statement that special sales
promotions can enhance their purchase intentions, remain the same during both pre-test
and post-test. Only a slight percentage of participants in these groups have decreased
their opinion from 23.81% of participants who strongly agree during the pre-test to only
4.76% during the post test, increasing the percentage of participant who agree from
42.86% during the pre-test to 61.90% during the post-test.
Results are strengthened by sales promotions importance levels which have been
increased from pre-test to post-test. Participants who strongly agree increased their level
of agreement by 9.52%, while participants who didn't agree remained the same (4.76%).
In addition, there are noticeable differences between the two group types, whereas
participants from the new unfamiliar groups (group #3 and #4) have lowered their
overall levels of agreement, meaning special sales aren't that important once promoting
special sales of relatively new companies, while it is noticeable that it is more important
(an increase of 42.86% of participants who strongly agree in groups #1 and #2) once
promoting a familiar company.
After exposing participants to the social media activities made by the companies,
participants have increased (23.81%) their strong agreement that special sales
promotions increase their purchase intentions, decreasing disagreement by 2.38%.
However, special deals do trigger leads to the company's website. An outstanding
23.8% increase (61.90% of participants) from pre-test to post-test in participants that
think that once they see a great promotion of a special deal published by the company
on social media it will lead them on to the company’s website. Yet even more
meaningful is the fact that 47.62% of participants strongly agree that their purchase
intention increases once the company promotes a special sale on social media networks.
Prospectively 75% of clients strongly agree that special deal promotions on social
media networks increase purchase intentions towards their e-commerce store. Although
it is noticeable that participants that belonging to the familiar companies (groups #1 and
#2) agree more (61.90% strongly agree compared to 33.33% from the new unfamiliar
groups) that their purchase intention increases once the company promotes a special
sale on social media networks.
Social media friends
Clients (50% slightly agree, 25% strongly agree and 25% agree) claim it is difficult for
them to reach new consumers. They further claim (75% strongly agree and 25% agree)
that social media presence is important for reaching new consumers. Although there
was no complete and concur strategy detected in interviews as main strategy for driving
new engagements, by using the system, clients claim (50% strongly agree, 25% agree
and 25 slightly agree) that it helped them reach new consumers and also helped them
reach potential consumers (50% strongly agree and 50% agree).
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According to the obtained survey results, user-friend interaction is found stronger than a
user-company interaction and user-group-of-friends interaction. Furthermore, pre-test
post-test results discover that friends on social media have a strong influence upon
purchase intention, with no particular difference in the company's type. 52.38% of
participants have agreed during the pre-test that their purchase intention will increase
once they see their friends on social media support the company. This fact has been
strengthened once the participants have been exposed to the social media activity of
their questioned company, increasing strongly agree from 19.05% during the pre-test to
50% of participant during the post-test. In spit that, there hasn't been any change in
participants' agreement from pre-test to post-test that once a friend shares a product on
social media, the product becomes more interesting to them than if the company would
have shred it itself. There has been even a decrease of 2.38% from pre-test to post-test
of participants that agree they would join their friends' conversation of a company's
product once it occurs.
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7 Limitations
The research included Israeli participants and was conducted in Israel. The cultural
differences and social usage patterns of participants may not be similar to users in other
countries.
Although the parallel mixed method designs enable the data collection from both form
of data, quantitative and qualitative, the sample size for each data collection method is
different. In addition, pre-test post-test sub groups don’t share similar sample sizes nor
properties (gender and age). However, to overcome such issues the side-by-side
comparison analysis procedure enables to reduce validity conflicts.
The e-mail interviews could be misinterpreted and therefore affect the results. Since
each participant responded differently to the written word, they might interoperate it
differently and respond accordingly.
Facebook and youtube were the only two social media networks integrated and tested in
the social media marketing system. Therefore, results obtained are limited to the scope
of these social media networks.
The manipulation plan has very specific pre-defined guideline, thus different guidelines
might obtain different results. Also, since the post-test had occurred two months after
the pre-test, results of this study rely on this specific time frame. Perhaps a shorter or
longer time frame would produce different results.
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8 Future Work
Other than being a platform to increase consumers purchase intention, social media has
many helpful outcomes such as lower business costs, improve customers'
communication, provide business knowledge and increase search marketing traffic.
Future work can involve the integration of such independent variables that could have
an effect upon consumers purchase intention. In addition, users’ needs were found in
literature to be useful as a tactical approach for s-commerce that hasn't been fully
researched in this work. Furthermore, competitor comparison and marketing trend
awareness were found to be useful as strategies for businesses to follow, therefore ways
to keep businesses up-to-date and present them with new opportunities could be further
investigated.
In addition, since current research findings are mainly based upon the two social media
networks, Facebook and Youtube, which were found to be the leading social networks
to influence users in Israel, future work can involve other social media networks and
perhaps extend the research to other countries.
Also, since B2C e-commerce sites are in question in this work, future work can involve
testing the social media marketing strategies upon B2B e-commerce businesses, C2C ecommerce businesses and even the effect of s-commerce upon offline retail stores.
Furthermore, research results have not fully discovered the frequency variable. Future
work can involve the comparison of different frequency measurements and evaluate
their outcomes over a period of time, perhaps with additional access to each social
media networks insights for further analysis.
Other variables such as age, gender, publishing time, can be also further measured in
future work.
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Appendices
Appendix A Schaffer (2013) baseline metric strategy
Table 9. Baseline metric strategy from Schaffer (2013)

Metric
Customer base/
market share

Website rank

Reach

Frequency

Engagement
Facebook tabs
Influence

Social media
presence on
website

Why?
How to do?
Helps to explain the differences in
metrics when making a
comparative analysis of the social
media presence.
Helps to see traffic analytics and
Use Google Analytics for website
hopefully future increase in traffic. traffic information
Use Alexa service for competitor
analysis
A measurement of each particular Measure number of fans/ followers
social media channel becomes a
baseline metric for internal use
when comparing against
competitors.
A measurement of activity
Calculate posting frequency on each
compared to competitors.
social media channel. Both active
and reactive engagement during a
selected period of time (week,
month, quartet, etc.)
A measurement of fans activity
compared to competitors.
Helps to improve calls to action.
Write what are the four tabs that are
displayed
A measurement of influence
Use platforms such as Klout,
activity compared to competitors. peerindex, and Kred to monitor
competitors' number of users
Auditing social presence on
Detect the social icons location on
website.
the website
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Appendix B Coles (2011) template for making a social media plan
Table 10. Social media plan template from Coles (2011)

Step
Actions
Social media plan What is the purpose of using social media?
What you are hoping to achieve?
What is your desired outcome?
Who is your target market?
What are your 12-month social media objectives?
What are your 6-month social media objectives?
What are your three-month social media objectives?
Measured by
Form a social media team
List your Strengths
SWOT analysis
List your Weaknesses
List your Opportunities
List your Threats
What is your target market's biggest problem, need or desire?
Content plan
Articles to write?
Off-message questions
Set up content themes for the quarter
List useful videos
List useful websites
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Appendix C Thomas (2013) three-step plan strategy
Table 11. Three-step plan strategy from Thomas (2013)

Step Why?
Helps to identify the business and the marketing
1
that will work with it.

2

Helps to establish the core foundations.

3

Helps form a marketing plan.
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How to do?
Identify your e-commerce
business structure
Identify the scale of your product
range
Differentiating your business
Build the right website
Build your website for profit and
growth
Select your products and
promotions
Research your marketing plan
Create a marketing plan
Test, measure and optimize your
marketing

Appendix D Scott (2013) marketing and PR strategy-planning template

Figure 160. Strategy-planning template, from Scott (2013)
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Appendix E Stakeholders interviews, expert questioner
Part 1: General Information
 Name:
 Last Name:
 Company:
 Age:
 Gender:
 Company Size:
 Number of Clients:
Part 2: Questions
 How do you currently market e-commerce stores on social media networks?
 What is the process which leads you in such marketing strategy?
 What questions do you ask when you build a marketing plan for your clients?
 What tools do you use to market e-commerce sites on social media networks?
 Please name pros and cons for each tool you use.
 Which social media networks do you currently prefer to use when it comes to
marketing an e-commerce store? Why?
 What is the frequency strategy you use to promote e-commerce stores on social media
networks?
 How do you get new users/ followers on each social media network you use?
 Which tactics do you use to generate traffic from social media to an e-commerce
store?
 What types of content do you suggest to publish on social media networks? (Images,
Video, Text, etc.)
 Do you think the content type you choose to publish has an effect upon users?
 How do you create meaningful content?
 How do you encourage users to join and participate in content you publish on social
media? (Generate new Likes, Sharing's, Comments, etc.)
 How do you seek new promotional opportunities on social media networks?
 Do you compare the e-commerce store you promote with other similar e-commerce
store?
o Id yes, how often?
 What is the average monthly time you spend on promoting an e-commerce store on
social media networks?
 What are the ways you use to decrease the time spent?
 Do you have a monthly marketing plan to guide your efforts?
 Does a particular plan fit a particular client, or does it fit all clients?
 Do you measure your marketing efforts results?
o If yes, how?
o And what do you measure exactly?
 Name 5 necessary elements for a successful social media marketing system that will
increase users' interests and perhaps purchase intentions
 Do you think that such system could be useful for you?
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Appendix F Stakeholders interviews, business owner questioner
Part 1: General Information
 Name:
 Last Name:
 Company:
 Company Category:
 Age:
 Gender:
 Company Size:
 Number of Clients:
Part 2: Questions
 How do you currently market your e-commerce store on social media networks?
 What is the process which leads you in such marketing strategy?
 How did you build a marketing plan for your store? Have you received any expert advice?
 What tools do you use to market your e-commerce site on social media networks?
 Please name pros and cons for each tool you use.
 Which social media networks do you currently prefer to use when it comes to marketing
your e-commerce store? Why?
 What is the frequency strategy you use to promote your e-commerce store on social media
networks?
 How do you get new users/ followers on each social media network you use?
 Which tactics do you use to generate traffic from social media to your e-commerce store?
 What types of content do you usually publish on social media networks? (Images, Video,
Text, etc.)
 Do you think the content type you choose to publish has an effect upon users?
 How do you create meaningful content?
 How do you encourage users to join and participate in content you publish on social
media? (Generate new Likes, Sharing's, Comments, etc.)
 How do you seek new promotional opportunities on social media networks?
 Do you compare your e-commerce store with other similar e-commerce stores?
o Id yes, how often?
 What is the average monthly time you spend on promoting your e-commerce store on
social media networks?
 What are the ways you use to decrease the time spent?
 Do you have a monthly marketing plan to guide your efforts?
o If yes, have you received any expert advice?
 Do you measure your marketing efforts results?
o If yes, how?
o And what do you measure exactly?
 Name 5 necessary elements for a successful social media marketing system that will
increase users' interests and perhaps purchase intentions
 Would you like to use such system?
 Do you think that such system could be useful for you?

Appendix G Research online survey questionnaire
Part 1: General Information
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1. Age: ______________
2. Gender: Female / Male
Part 2: Statements
Strongly
Agree Slightly
Don't
Agree
Agree
agree
When I see a company's post on social media networks, I:
1 Click the "Like" button
2 Comment if it is interesting to me
3 Share it with friends
4 Navigate on to the company's website
I notice company publishes/ promotions/ content when they appear on:
5 Facebook
6 Twitter
7 Google+
8 Pinterest
9 LinkedIn
10 You Tube
11 Instagram
12 Slideshare
13 Foursquare
14 Blog
When I see a company's content share by a friend of mine on social media networks, I:
15 Click the "Like" button
16 Comment if it is interesting to me
17 Share it with friends
18 Navigate on to the company's website
In which level of agreement do you respond to a post of a company when it includes:
19 An image
20 Video
21 Text only
22 A special deal promoted by the company on
social media makes me want to go on to the
company's website and check it out
23 An interesting content published by the
company on social media I read and even go
on to the company's website
24 When an interesting image is published by
the company on social media it catches my
attention and I even go on to the company's
website
25 When I see a special deal on social media
networks I want to see further details on the
company's website
26 When I see that company has many likes/
followers on its social media page, I also
want to joint it
27 When a group of my friend have a
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28
29

30

31
32

33

34

conversation about one of the company's
products on social media networks, I am
much more interested in the product
It annoys me when the company posts every
day on social media networks
When I see several posts made by the
company every day on social media I have
greater value for the company
When I see that company has many likes/
followers on its social media page, I value the
company much more
An image post on social media is much more
appealing to me than a text post
I navigate to a company's website only if a
special deal it promoted on social media
networks interests me in particular
When a friend of mine shares a company's
products, it is much more interesting for me
than if the company would have published it
itself
When a group of my friend have a
conversation about a company's product on
social media networks, I also would like to
join the conversation

120

Appendix H Prototype of a responsive user interface

Figure 161. Dashboard

Figure 162. Strategy

121

Figure 163. Campaigns

Figure 164. Add campaign
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Figure 165. Posts

Figure 166. Schedule post
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Figure 167. Schedule

Figure 168. Discover content ideas
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Figure 169. Discover new product ideas

Figure 170. Manage products
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Figure 171. Monitor competitors
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Appendix I Re-designed prototype of a responsive user interface

Figure 172. Dashboard

Figure 173. Schedule
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Figure 174. Campaigns

Figure 175. New campaign
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Figure 176. Posts

Figure 177. New post
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Figure 178. Edit product

Figure 179. Getting started - step 1
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Figure 180. Getting started - step 2

Figure 181. Getting started - step 3
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Figure 182. Getting started - step 4

Figure 183. Getting started - step 5
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Figure 184. Getting started - step 6

Figure 185. Getting started - step 7
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Figure 186. Getting started - step 8
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Appendix J Sauro (2011) Percentile ranks for raw SUS scores

Figure 187. Percentile ranks for raw SUS scores, from Sauro (2011, location 203)
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Appendix K Bangor et al. (2009) SUS score scale

Figure 188. SUS score scale, from Bangor et al. (2009, location 121)
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Appendix L Further research survey questionnaire
1.
2.
3.
4.
5.

6.
7.
8.

What is your gender? Female / Male
How old are you? 18-25 / 26-39 / 40-59 / 60+
Do you use social media? Yes / No
If yes, of which kinds?
____________________________________________________________
Do you own an online business? Yes / No
If yes:
a. How do you promote Your Business?
_________________________________________
b. Do you promote it through social media? Yes / No
c. Have you tried using social media marketing system for promotions? Yes / No
If Yes:
i. Please specify:
_____________________________________________________
If no, if you had an online business:
a. How would you promote Your Business?
______________________________________
b. Would you use social media? Yes / No
c. Would you use a social media marketing system for promotions? Yes / No
Have you ever used an online system? Yes / No
Have you ever used a social media marketing system? Yes / No
Would you consider using a social media marketing system for increasing purchase
intentions of products? Yes / No
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Appendix M Further research 11 common tasks in the system
1. Create a social media strategy which facilitates your store’s business goals.
2. Create a social media campaign promoting T-shirts in your store, targeting women under
40.
3. Post your M size women’s T-shirt on Pinterest and on Facebook.
4. Create and schedule 2 posts promoting baby clothing.
5. Search meaningful content related to dresses, compose a post from it and post it on
Facebook.
6. Discover new product ideas for your men’s clothing department. Save the appropriate
findings for future uses.
7. Locate and contact a baby clothing influencer on Facebook.
8. Locate and join a conversation on Twitter regarding shoes.
9. Compare your social media activity with competitors.
10. View social media insights for your entire social media strategy.
11. Segment Facebook consumers which belong to the group of men ages 10-20 and post
them your new product “Printed T-shirt for young men”.
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Appendix N Further research SUS questionnaire
Strongly
Agree

Agree Neither
agree nor
disagree

1

I think that I would like to
use this system frequently
2 I found the system
unnecessarily complex
3 I thought the system was
easy to use
4 I think that I would need
the support of a technical
person to be able to use this
system
5 I found the various
functions in this system
were well integrated
6 I thought there was too
much inconsistency in this
system
7 I would imagine that most
people would learn to use
this system very quickly
8 I found the system very
cumbersome to use
9 I felt very confident using
the system
10 I needed to learn a lot of
things before I could get
going with this system
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Disagree Strongly
Disagree

Appendix O Further research online survey questionnaire, pre-test and
post-test, user group
Part 1: General Information
1. Age: ______________
2. Gender: Female / Male
Part 2: Statements
Strongly
Agree
1
2
3
4
5
6

7
8

9
10
11

12

13

14

15

I currently purchase at the company's ecommerce store
I currently don't purchase at the company's ecommerce store, but I would like to
Once I get to know the company better I will
most likely purchase on its e-commerce store
I have heard of the company through social
media networks
The company's presence on social media
networks will enhance my purchase intention
in the company's e-commerce store
I will purchase in the company's e-commerce
store if I'll see special deals promoted on
social media networks
It is important for me to see that the company
publishes content on social media networks
It is important for me to see that the company
publishes special sales on social media
networks
I like to keep getting updated about the
company through social media networks
Different publishes made by the company on
social media networks have caught my
attention
Different publishes made by the company on
social media networks enhance my intention
to purchase on the company's e-commerce
store
My intention to purchase enhances as the
company publishes more and more on social
media networks
If I see that my friends support the company
on social media networks, my intention to
purchase on the company's e-commerce store
will enhance
I think that the company's presence on social
media networks enhance my intention to
purchase on the company's e-commerce store
When the company publishes content which
is relevant to me, my intention to purchase
increases
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Agree Slightly
Agree

Don't
agree

16 I don't know the company; therefore, I don't
want to buy in its e-commerce store
17 As the company publishes more and more
content on social media networks, my
intention to purchase in its e-commerce store
increases
18 The company's value increases for me once I
see it publishes content on social media
networks
19 If the company doesn't have any presence on
social media networks, I will not buy in its ecommerce store
20 I only buy on e-commerce store which seem
reliable to me
21 When a company publishes a lot on social
media networks its value increases for me
22 When I see an interesting special deal
promoted by the company on social media
network, I want to make a purchase on its ecommerce store
23 An interesting content published by the
company on social media I read and even go
on to the company's website
24 When an interesting image is published by
the company on social media it catches my
attention and I even go on to the company's
website
25 A special sale promoted by the company on
social media makes me want to go on to the
company's website and check it out
26 When I see the company has many likes/
followers on its social network page, my
intention to purchase on its e-commerce store
increases
27 When a group of my friends have a
discussion about a product on a social media
network, my intention to purchase that
product increases
28 It annoys me when the company posts every
day on social media networks
29 When I see several posts made by the
company every day on social media I have
greater value for the company
30 When I see that company has many likes/
followers on its social media page, I value the
company much more
31 A company's post on social media is much
more appealing to me when it includes an
image rather than just text
32 I navigate to the company's website only if a
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special sale it promoted on social media
networks interests me in particular
33 When a friend of mine shares one of the
company's products, my intention to purchase
it increases more than if the company would
have published it itself
34 When a group of my friend have a
conversation about one of the company's
products on social media networks, I also
would like to join the conversation
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Appendix P Further research survey questionnaire, client group
Part 1: General Information
3. Age: ______________
4. Gender: Female / Male
Part 2: Statements
Strongly
Agree
1
2
3
4
5
6
7

8

9
10
11
12

13
14

15
16
17
18
19

20

The system is an asset for me for increasing
consumers purchase intentions towards my ecommerce store
With the use of the system I can increase
consumers purchase intentions
It is difficult for me to reach new consumers
I find it difficult to increase consumers
purchase intentions
Social media networks are tools for me for
reaching new consumers
Social media presence is important for
reaching new consumers
Social media presence is important for
increasing purchase intentions towards my ecommerce store
Social media pages/ profiles are not enough, I
should be active and publish frequently in
order to increase purchase intentions towards
my e-commerce store
The system allows me to easily publish on
social media networks
I find it difficult to use the system
The system helped me reach new consumers
I thinks that through the use of the system I
managed to increase purchase intention
towards my e-commerce store
The system helped me improve my social
media marketing efforts
I don't think that by using the system
purchase intention towards my e-commerce
store can be increased
The system helped me reach my social media
marketing goals
I will keep using the system in the future
The system introduced me with new social
media marketing strategies
With the use of the system, I have reduced
my average marketing time efforts
The options available in the system could
increase purchase intentions towards my ecommerce store
Users across social media networks find me
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Agree Slightly
Agree

Don't
agree

21

22

23

24

25

26
27
28

29

30

more reliable since I have started using the
system
I didn't know how to market my products on
social media networks and system had helped
me
I find special deal promotions on social
media networks increasing purchase
intentions towards my e-commerce store
I find interesting content publishing on social
media networks increasing purchase
intentions towards my e-commerce store
I find image postings on social media
networks increasing purchase intentions
towards my e-commerce store
I find plain text postings on social media
networks increasing purchase intentions
towards my e-commerce store
The system has helped me reach potential
consumers
The system has helped me reach groups of
potential consumers
I think that posting once a day on each social
media network is effective for increasing
consumers purchase intentions
I think that posting more than once a day on
each social media network is effective for
increasing consumers purchase intentions
I think that posting once a week on each
social media network is effective for
increasing consumers purchase intentions
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Appendix Q Development Code
Table 12. Page structure
//make connection to the database
Require_once('config/mysqli_connect.php');
//check if the user is logged in
If(!Isset($_SESSION['username']))
{
Header("Location: login.php");
Exit;
}
//page title
$pagetitle = $lang_campaign;
//get structure
Include ('header.php');
Include ('menu.php');
//set specific campaign settings
$campaignid = $_GET['campaignid'];
$status = $_GET['status'];
$clientid = $_GET['clientid'];
If($status == "new")
{
//get structure
$campaign_title = $lang_new;
$campaigntitle = $lang_site . " - " . $lang_campaigns . " - " . $campaign_title;
$save_button = $lang_next;
//hide items
$visibility = hidden;
}
Else
{
$query = "SELECT * FROM campaigns WHERE langid = '$langid' AND ID = '$campaignid'";
If ($result = mysqli_query($dbh1, $query)) {
//fetch result
If (mysqli_num_rows($result) > 0)
{
While ($row = mysqli_fetch_array($result)) {
$campaign_name = $row["name"];
$campaign_start_date = date('Y/m/d', strtotime($row['date']));
$campaign_finish_date = date('Y/m/d', strtotime($row['date_end']));
$campaign_post_timeid = $row["timeid"];
$campaign_post_frequencyid = $row["frequencyid"];
$campaign_statusid = $row["statusid"];
}
//free result
Mysqli_free_result($result);
}
}
//get structure
$campaigntitle = $lang_site . " - " . $lang_campaigns . " - " . $campaign_title;
$save_button = $lang_save_next;
$status = "details";
//display items
$visibility = visible;
}
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Table 13. Validation
<!-- JavaScript -->
<script
src="https://ajax.googleapis.com/ajax/libs/jquery/1.11.3/jquery.min.js"></script>
<script src="js/jquery.validate.min.js"></script>
<script>
<!-- Validation -->
$("#validate_campaign").validate({
onkeyup: false,
errorClass: "error",
validClass: "valid",
highlight: function(element) {
$(element).closest(".form-group").addClass("f-error");
},
unhighlight: function(element) {
$(element).closest(".form-group").removeClass("f-error");
},
errorPlacement: function(error, element) {
$(element).closest(".form-group").append(error);
},
rules: {
campaign_name: { required: true },
campaign_start_date: { required: true },
campaign_post_frequency: { required: true },
campaign_post_time: { required: true },
campaign_status: { required: true }
},
submitHandler: function(form) {
form.submit();
}
});
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Table 14. Variables in a post request
<form id="validate_campaign" action="posts/campaign.php" method="post" enctype="multipart/form-data">
<div class="row">
<div class="col-xs-4">
<div class="form-group required">
<label><?Php echo $lang_post_name ?></label>
<input class="form-control" type="text" name="campaign_name" id="campaign_name" value="<?Php echo $campaign_name
?>">
</div>
</div>
<div class="col-xs-4">
<div class="form-group required">
<label><?Php echo $lang_start_date ?></label>
<div class="input-group">
<input type="text" class="form-control" name="campaign_start_date" id="campaign_start_date" size="16" data-dateformat="yyyy/mm/dd" value="<?Php echo $campaign_start_date ?>">
<span class="input-group-addon" id="basic-addon2"><span class="glyphicon glyphicon-calendar" ariahidden="true"></span></span> </div>
</div>
</div>
<div class="col-xs-4">
<div class="form-group">
<label><?Php echo $lang_finish_date ?></label>
<div class="input-group">
<input type="text" class="form-control" name="campaign_finish_date" id="campaign_finish_date" size="16" data-dateformat="yyyy/mm/dd" value="<?Php echo $campaign_finish_date ?>">
<span class="input-group-addon" id="basic-addon2"><span class="glyphicon glyphicon-calendar" ariahidden="true"></span></span> </div>
</div>
</div>
</div>
<div class="row">
<div class="col-xs-4">
<div class="form-group required">
<label><?Php echo $lang_post_time ?></label>
<select name="campaign_post_time" id="campaign_post_time" class="form-control">
<?Php
//Get all the data from the "products_categories" table
$query = "SELECT * FROM campaigns_post_time WHERE langid = '$langid'
ORDER BY name ASC";
If ($result = mysqli_query($dbh1, $query)) {
//fetch results in an array
If (mysqli_num_rows($result) > 0)
{
While ($row = mysqli_fetch_array($result)) {
Echo "<option value='". $row['ID'] ."'";
If($campaign_post_timeid==$row['ID']) {
Echo("
selected=\"selected\"");
}
Echo ">" . $row['name'] . "</option>";
}
//free result
Mysqli_free_result($result);
}
}
?>
</select>
</div>
</div>
<div class="col-xs-4">
<div class="form-group required">
<label><?Php echo $lang_post_frequency ?></label>
<select name="campaign_post_frequency" id="campaign_post_frequency" class="form-control">
<?Php
//Get all the data from the "products_categories" table
$query = "SELECT * FROM campaigns_post_frequency WHERE langid = '$langid' ORDER
BY name ASC";
If ($result = mysqli_query($dbh1, $query)) {
//fetch results in an array
If (mysqli_num_rows($result) > 0)
{
While ($row = mysqli_fetch_array($result)) {
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Echo "<option value='". $row['ID'] ."'";
If($campaign_post_frequencyid==$row['ID']) {
Echo(" selected=\"selected\"");
}
Echo ">" . $row['name'] . "</option>";
}
//free result
Mysqli_free_result($result);
}
}
?>
</select>
</div>
</div>
<div class="col-xs-4">
<div class="form-group">
<label><?Php echo $lang_status ?></label>
<select name="campaign_status" id="campaign_status" class="form-control">
<?Php
//Get all the data from the "products_categories" table
$query = "SELECT * FROM campaigns_status WHERE langid = '$langid' ORDER BY name
ASC";
If ($result = mysqli_query($dbh1, $query)) {
//fetch results in an array
If (mysqli_num_rows($result) > 0)
{
While ($row = mysqli_fetch_array($result)) {
Echo "<option value='". $row['ID'] ."'";
If($campaign_statusid==$row['ID']) {
Echo(" selected=\"selected\"");
}
Echo ">" . $row['name'] . "</option>";
}
//free result
Mysqli_free_result($result);
}
}
?>
</select>
</div>
</div>
</div>
<div class="submit">
<div class="btn-group btn-group-lg">
<button type="submit" class="btn btn-primary"><?Php echo $lang_next ?></button>
</div>
</div>
<input type="hidden" name="status" id="status" value="<?Php echo $status ?>" />
<input type="hidden" name="campaignid" id="campaignid" value="<?Php echo $campaignid ?>" />
<input type="hidden" name="userid" id="userid" value="<?Php echo $userid ?>" />
<input type="hidden" name="langid" id="langid" value="<?Php echo $langid ?>" />
</form>
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Table 15. Post actions
If($status == "details")
{
//set campaign variables
$campaignid = mysqli_real_escape_string($dbh1, $_POST['campaignid']);
$campaign_name = mysqli_real_escape_string($dbh1, $_POST['campaign_name']);
$campaign_start_date = $_POST["campaign_start_date"];
$campaign_start_date = mysqli_real_escape_string($dbh1, $campaign_start_date);
$campaign_finish_date = $_POST["campaign_finish_date"];
$campaign_finish_date = mysqli_real_escape_string($dbh1, $campaign_finish_date);
$campaign_post_time = mysqli_real_escape_string($dbh1, $_POST['campaign_post_time']);
$campaign_post_frequency = mysqli_real_escape_string($dbh1, $_POST['campaign_post_frequency']);
$campaign_status = mysqli_real_escape_string($dbh1, $_POST['campaign_status']);
//update database
$stmt = mysqli_prepare($dbh1, "UPDATE campaigns SET name = ?, date = ?, date_end = ?, timeid = ?, frequencyid = ?, statusid
= ? WHERE ID = ?");
If ($stmt === false) {
Header("Location: ../campaign.php?Campaignid=".$campaignid."&error=1");
Exit;
}
$bind = mysqli_stmt_bind_param($stmt, "sssssss", $campaign_name, $campaign_start_date, $campaign_finish_date,
$campaign_post_time, $campaign_post_frequency, $campaign_status, $campaignid);
If ($bind === false) {
Header("Location: ../campaign.php?Campaignid=".$campaignid."&error=1");
Exit;
}
$exec = mysqli_stmt_execute($stmt);
If ($exec === false) {
Header("Location: ../campaign.php?Campaignid=".$campaignid."&error=1");
Exit;
}
Mysqli_stmt_close($stmt);
Mysqli_close($dbh1);
Header("Location: ../campaign02.php?Campaignid=".$campaignid);
Exit;
}

Table 16. Error message
If (isset($_GET['error']) && $_GET['error'] == 0)
{
Echo '<div class="alert alert-success alert-dismissible" role="alert"><button type="button" class="close" datadismiss="alert" aria-label="'.$lang_close.'"<span aria-hidden="true">&times;</span></button>'.$lang_error_msg_0.'</div>';
}

Table 17. Facebook API integration
//Facebook User Access
Require 'includes/social_networks/Facebook/autoload.php';
$fb = new Facebook\Facebook([
'App_id' => 'XXXXXXXXX',
'App_secret' => 'XXXXXXXXXXXXXXXXXXX',
'Http_client_handler' => 'curl', // can be changed to stream or guzzle
'Persistent_data_handler' => 'session' // make sure session has started
]);
$helper = $fb->getredirectloginhelper();
$permissions = ['email', 'user_likes']; // optional
$loginurl = $helper->getloginurl($host.'/back-end/includes/social_networks/Facebook/login-callback.php', $permissions);
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Table 18. Facebook Token extension
Require 'autoload.php';
$fb = new Facebook\Facebook([
'App_id' => 'XXXXXXXXX',
'App_secret' => 'XXXXXXXXXXXXXXXXXXX'
]);
$helper = $fb->getredirectloginhelper();
Try {
$accesstoken = $helper->getaccesstoken();
} catch(Facebook\Exceptions\facebookresponseexception $e) {
Echo 'Graph returned an error: ' . $e->getmessage();
Exit;
} catch(Facebook\Exceptions\facebooksdkexception $e) {
Echo 'Facebook SDK returned an error: ' . $e->getmessage();
Exit;
}
If (isset($accesstoken)) {
//get oned lived access token
$oauth2client = $fb->getoauth2client();
$longlivedaccesstoken = $oauth2client>getlonglivedaccesstoken($accesstoken);
$_SESSION['facebook_access_token'] = (string) $accesstoken;
}

Table 19. YouTube API integration
//youtube User Access
Require_once 'includes/social_networks/Google/Client.php';
Require_once 'includes/social_networks/Google/Service/youtube.php';
Session_start();
$OAUTH2_CLIENT_ID = 'XXXXXXXXXXXXX';
$OAUTH2_CLIENT_SECRET = 'XXXXXXXXXXXXXXXXXXXXXXXX';
$client = new Google_Client();
$client->setclientid($OAUTH2_CLIENT_ID);
$client->setclientsecret($OAUTH2_CLIENT_SECRET);
//oauth 2.0
$client->setscopes('https://www.googleapis.com/auth/youtube.force-ssl');
$redirect = filter_var('http://' . $_SERVER['HTTP_HOST'] .
$_SERVER['PHP_SELF'],
FILTER_SANITIZE_URL);
$client->setredirecturi($redirect);
// Define an object
$youtube = new Google_Service_youtube($client);
If (isset($_GET['code'])) {
If (strval($_SESSION['state']) !== strval($_GET['state'])) {
Die('The session state did not match.');
}
$client->authenticate($_GET['code']);
$_SESSION['token'] = $client->getaccesstoken();
Header('Location: ' . $redirect);
}
If (isset($_SESSION['token'])) {
$client->setaccesstoken($_SESSION['token']);
}
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Table 20. Google Analytics API integration
//Google Analytics user access
Require_once 'includes/social_networks/Google/google-api-phpclient/src/Google/autoload.php';
Session_start();
//Client object + authorization configuration
$client = new Google_Client();
$client->setauthconfigfile('client_secrets.json');
$client->addscope(Google_Service_Analytics::ANALYTICS_READONLY);
//If access is approved - get the access token, else redirect get access
If (isset($_SESSION['access_token']) && $_SESSION['access_token']) {
// Set the access token on the client.
$client->setaccesstoken($_SESSION['access_token']);
// Create an authorized analytics service object.
$analytics = new Google_Service_Analytics($client);
// Get the first view (profile) id for the authorized user.
$profile = getfirstprofileid($analytics);
// Get the results from the Core Reporting API
$results = getresults($analytics, $profile);
} else {
$redirect_uri = 'http://' . $_SERVER['HTTP_HOST'] . '/oauth2callback.php';
Header('Location: ' . Filter_var($redirect_uri, FILTER_SANITIZE_URL));
}

Table 21. Klout API integration
//Klout user access
Require_once("includes/social_networks/Klout/kloutapiv2.class.php");
$kloutapi_key = "XXXXXXXXXXXX";
//Load Klout API
$klout = new kloutapiv2($kloutapi_key);
If (isset($kloutid)) {
$kloutscore = ceil($klout->kloutscore($kloutid));
}

Table 22. Facebook Graph API integration
$request = new facebookrequest(
$session,
'GET',
'/',
Array (
'Id' => $compatitorurl,
)
);
$response = $request->execute();
$response_competitor = $response>getgraphobject();
$request = new facebookrequest(
$session,
'GET',
'/',
Array (
'Id' => $host,
)
);
$response = $request->execute();
$response_client = $response->getgraphobject();
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Table 23. Add new product
If($status == "new")
{
//get the product categories
$product_categoriesid = "";
If(count($_POST['product_categoriesid'])) {
Foreach($_POST['product_categoriesid'] as $val)
{
$product_categoriesid = $product_categoriesid . $val . ",";
}
}
//set seo
$meta_title = str_replace (array('–','(',')','+',':','.','?','!','_','*','-','"'), '', $_POST["product_name"]);
$meta_keywords = str_replace (array(' ','.'), ',', $meta_title);
$newurltitle = str_replace(" ", "-", $meta_title);
$newurltitle = $newurltitle;
$newurltitle_check = $newurltitle . ".html";
$newurltitle_check = mysqli_real_escape_string($dbh1, $newurltitle_check);
//check if url is available
$counter = 0;
$stmt = mysqli_prepare($dbh1, "SELECT ID FROM products WHERE url = ?");
If ($stmt === false) {
Header("Location: ../product.php?Status=new&error=1");
Exit;
}
$bind = mysqli_stmt_bind_param($stmt, "s", $newurltitle_check);
If ($bind === false) {
Header("Location: ../product.php?Status=new&error=1");
Exit;
}
$exec = mysqli_stmt_execute($stmt);
If ($exec === false) {
Header("Location: ../product.php?Status=new&error=1");
Exit;
}
If($result = $exec)
{
Mysqli_stmt_store_result($stmt);
$counter = mysqli_stmt_num_rows($stmt);;
Mysqli_stmt_free_result($stmt);
}
Mysqli_stmt_close($stmt);
If($counter == 0)
{
$url = $newurltitle . ".html";
}
Else
{
$counter = $counter + 1;
$url = $newurltitle. '_' . $counter . ".html";
}
//set post variables
$product_categoriesid = mysqli_real_escape_string($dbh1, $product_categoriesid);
$product_name = htmlspecialchars($_POST['product_name']);
$product_name = mysqli_real_escape_string($dbh1, $product_name);
$product_code = mysqli_real_escape_string($dbh1, $_POST['product_code']);
$content = htmlspecialchars($_POST['content']);
$product_price = mysqli_real_escape_string($dbh1, $_POST['product_price']);
$product_price_sale = mysqli_real_escape_string($dbh1, $_POST['product_price_sale']);
$meta_title = mysqli_real_escape_string($dbh1, $meta_title);
$meta_keywords = mysqli_real_escape_string($dbh1, $meta_keywords);
$url = mysqli_real_escape_string($dbh1, $url);
$langid = mysqli_real_escape_string($dbh1, $_POST['langid']);
$userid = mysqli_real_escape_string($dbh1, $_POST['userid']);
//update database
$stmt = mysqli_prepare($dbh1, "INSERT INTO products (name, code, content, price, price_sale, categoriesid, langid, userid, url,
meta_title, meta_keywords, layout_banner, layout_content_center) VALUES (?, ?, ?, ?, ?, ?, ?, ?, ?, ?, ?, ?, ?)");
If ($stmt === false) {
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Header("Location: ../product.php?Status=new&error=1");
Exit;
}
$bind = mysqli_stmt_bind_param($stmt, "sssssssssssss", $product_name, $product_code, $content, $product_price, $product_price_sale,
$product_categoriesid, $langid, $userid, $url, $meta_title, $meta_keywords, $default_product_layout_banner,
$default_product_layout_content_center);
If ($bind === false) {
Header("Location: ../product.php?Status=new&error=1");
Exit;
}
$exec = mysqli_stmt_execute($stmt);
If ($exec === false) {
Header("Location: ../product.php?Status=new&error=1");
Exit;
}
$productid = mysqli_insert_id($dbh1);
Mysqli_stmt_close($stmt);
Mysqli_close($dbh1);
Header("Location: ../product_content.php?Productid=".$productid);
Exit;
}

Table 24. Edit existing product
If($status == "seo")
{
//check if url is available
$currenturl = $_POST['product_url'];
$counter = 0;
$query = "SELECT ID FROM products WHERE url = '$currenturl'";
If ($result = mysqli_query($dbh1, $query)) {
//fetch result
$row_cnt = mysqli_num_rows($result);
$counter = $row_cnt;
//free result
Mysqli_free_result($result);
}
If($counter == 0)
{
$url= $currenturl . ".html";
}
Else
{
$counter = $counter + 1;
$url= $currenturl. '_' . $counter . ".html";
}
//set post variables
$product_meta_title = mysqli_real_escape_string($dbh1, $_POST['product_meta_title']);
$product_meta_description = htmlspecialchars($_POST['product_meta_description']);
$product_meta_keywords = mysqli_real_escape_string($dbh1, $_POST['product_meta_keywords']);
$product_url = mysqli_real_escape_string($dbh1, $url);
$productid = mysqli_real_escape_string($dbh1, $_POST['productid']);
//update database
$stmt = mysqli_prepare($dbh1, "UPDATE products SET url = ?, meta_title = ?, meta_description = ?, meta_keywords = ?
WHERE ID = ?");
If ($stmt === false) {
Header("Location: ../product_seo.php?Productid=".$productid."&error=1");
Exit;
}
$bind = mysqli_stmt_bind_param($stmt, "sssss", $product_url, $product_meta_title, $product_meta_description,
$product_meta_keywords, $productid);
If ($bind === false) {
Header("Location: ../product_seo.php?Productid=".$productid."&error=1");
Exit;
}
$exec = mysqli_stmt_execute($stmt);
If ($exec === false) {
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Header("Location: ../product_seo.php?Productid=".$productid."&error=1");
Exit;
}
Mysqli_stmt_close($stmt);
Mysqli_close($dbh1);
Header("Location: ../products.php?Error=0");
Exit;
}

Table 25. Delete product
If($status == "product_remove")
{
$query = "DELETE FROM products WHERE ID = '$_POST[productid]'";
Mysqli_query($dbh1, $query);
//remove all images assosiated
$query = "SELECT * FROM products_images WHERE productid = '$_POST[productid]'";
If ($result = mysqli_query($dbh1, $query)) {
//fetch results in an array
While ($row = mysqli_fetch_array($result)) {
$url = $row["url"];
Unlink('../images/uploads/' . $url);
}
//free result
Mysqli_free_result($result);
}
$query = "DELETE FROM products_images WHERE productid = '$_POST[productid]'";
Mysqli_query($dbh1, $query);
}

Table 26. Page structure
//make connection to the database & set settings
Require_once('config/settings.php');
//get structure
Include ('header.php');
Include ('menu.php');
//get banner
$query13 = "SELECT style, content FROM layout_content WHERE ID = '$page_layout_banner'";
If ($result13 = mysqli_query($dbh1, $query13)) {
//fetch result
If (mysqli_num_rows($result13) > 0) {
While ($row13 = mysqli_fetch_array($result13)) {
Include ('layout_content/banner/'. $row13['style'] . '.php');
}
Mysqli_free_result($result13);
}
}
//get content
Include ('content.php');
//get footer
Include ('footer.php');

Table 27. Menu structure
Echo '<ul id="main-menu">';
//Get all the data from the "menu" table
$query = "SELECT * FROM menu WHERE langid = '$langid' ORDER BY theorder";
If ($result = mysqli_query($dbh1, $query)) {
//fetch result
If (mysqli_num_rows($result) > 0)
{
While ($row = mysqli_fetch_array($result)) {
Echo '<li><a href="'.$row['url'].'" title="' . $row['name'] . '"><div>'
. $row['name'] . '</div></a></li>';
}
Mysqli_free_result($result);
}
}
Echo '</ul>';
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Table 28. HTML format
<div class="postcontent nobottommargin clearfix">
<div id="posts">
<?Php
// Paging
$per_page=10;
If (isset($_GET["page"])) {
$page = $_GET["page"];
}
Else {
$page = 1;
}
$start_from = ($page-1) * $per_page;
//get related posts
$query = "SELECT * FROM posts WHERE langid = '$langid' ORDER BY publish DESC LIMIT $start_from, $per_page";
If ($result = mysqli_query($dbh1, $query)) {
//fetch result
If (mysqli_num_rows($result) > 0)
{
While ($row = mysqli_fetch_array($result)) {
Echo '<div class="entry entrypost clearfix">
<div class="entry_image"> <a href="'.$host.'/post/' . $row['url'] . '" class="image_fade"
title="'.$row["name"].'"><img src="'.$host.'/back-end/images/uploads/'.$row["img"].'" title="'.$row["name"].'" alt="'.$row["name"].'" /></a>
</div>
<div class="entry_date">
<div class="day">'.date('d', strtotime($row["publish"])).'</div>
<div class="month">'.date('m/y', strtotime($row["publish"])).'</div>
<div class="post-icon"><i class="fa fa-camera"></i></div>
</div>
<div class="entry_c">
<div class="entry_title">
<h2><a href="'.$host.'/post/' . $row['url'] . '" title="'.$row["name"].'">'.$row["name"].'</a></h2>
</div>
<ul class="entry_meta clearfix">
<li><i class="fa fa-copy"></i>';
$all_post_categoriesid_idcount = 0;
$cureentnum = 0;
$post_categoriesid = rtrim($row["categoriesid"], ",");
$post_categoriesid = explode(",", $post_categoriesid);
Foreach ($post_categoriesid as &$value) {
$all_post_categoriesid_idcount = $all_post_categoriesid_idcount + 1;
}
Foreach ($post_categoriesid as &$value) {
$cureentnum = $cureentnum + 1;
$query1 = "SELECT name, url FROM posts_categories WHERE ID = '$value'";
If ($result1 = mysqli_query($dbh1, $query1)) {
//fetch result
If (mysqli_num_rows($result1) > 0)
{
While ($row1 = mysqli_fetch_array($result1)) {
$categoryname = $row1['name'];
$categoryurl = $row1['url'];
}
//free result
Mysqli_free_result($result1);
}
}
If($cureentnum == $all_post_categoriesid_idcount)
{
Echo '<a href="'.$host.'/post_category/'.$categoryurl.'"
title="'.$categoryname.'">'.$categoryname.'</a>';
}
Else
{
Echo '<a href="'.$host.'/post_category/'.$categoryurl.'"
title="'.$categoryname.'">'.$categoryname.'</a>, ';
}
}
Echo '</li>
</ul>
<span class="page-divider"><span></span></span>
<div class="entry_content">
<p>'.substr($row["content"], 0, 150).'...</p>
</div>
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</div>
</div>';
}
//free result
Mysqli_free_result($result);
}
}
?>
<?Php
//Now select all from posts table
$query = "SELECT * FROM posts WHERE langid = '$langid' ORDER BY publish DESC";
If ($result = mysqli_query($dbh1, $query)) {
// Count the total records
$total_records = mysqli_num_rows($result);
}
//Using ceil function to divide the total records on per page
$total_pages = ceil($total_records / $per_page);
//Going to first page
If($total_records > $per_page)
{
Echo '<div>
<ul class="pagination">
<li ';
If($page == '1')
{
Echo 'class="disabled"';
}
Echo '><a href="'.$host.'/'.$key.'/1/'.$url.'">'.$lang_first.'</a></li>';
For ($i=1; $i<=$total_pages; $i++) {
Echo '<li ';
If($page == $i)
{
Echo 'class="active"';
}
Echo '><a href="'.$host.'/'.$key.'/'.$i.'/'.$url.'">'.$i.'</a></li>';
};
Echo '<li ';
If($page == $total_pages)
{
Echo 'class="disabled"';
}
Echo '><a href="'.$host.'/'.$key.'/'.$total_pages.'/'.$url.'">'.$lang_last.'</a></li>
</ul>
</div>';
}
?>
</div>
</div>

Table 29. Scheduled post
If(get_option("cron_job_1") != null)
{
//run task every 1 hour.
If(time() - get_option("cron_job_1") >= 3600)
{
$ch = curl_init();
//send a request to the cron.php file
Curl_setopt($ch, CURLOPT_URL, 'http://yourdomain/cron.php');
Curl_setopt($ch, CURLOPT_FRESH_CONNECT, true);
//close connection after 1 millisecond
Curl_setopt($ch, CURLOPT_TIMEOUT_MS, 1);
//set CURLOPT_TIMEOUT if CURLOPT_TIMEOUT_MS isn't supported
Curl_setopt($ch, CURLOPT_TIMEOUT, 1);
Curl_exec($ch);
Curl_close($ch);
Update_option("cron_job_1", time());
}
}
Else
{
Update_option("cron_job_1", time());
}
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