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Abstract

This study aims to examine how social network marketing creates an impact on customer
repurchase intention towards online shopping for clothing and what are the main driving forces
of that social network marketing that impact the repurchase intention. To investigate the impact,
the study chooses four independent variables: entertainment, usefulness, informativeness, and
interactivity, which are the forces of social network marketing that affect the customer
repurchase intention, which in this case is the dependent variable. To implement the study, a
survey of 158 respondents in the Norwegian population that belong to the age group of 20 to
35, were carried out. The data collection procedure was conducted by using a questionnaire and
the analyses were performed by using SPSS. The hypotheses of the study were tested by using
a multiple regression analysis, which revealed that entertainment, informativeness, and
interactivity of social network marketing have a positive impact on customer repurchase
intention towards online shopping for clothing. Based on the results from this study, it is
recommended that online clothing stores should focus on creating social network marketing
content that is entertaining and informative, and interaction with existing and potential
customers should also be prioritized. Based on this study, such actions can lead to higher

customer repurchase intention.

Keywords: Social network marketing, entertainment, informativeness, usefulness, interactivity,

repurchase intention, online shopping in Norway.
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1. Introduction

1.1. Problem statement

Nowadays, the practice of communication has immensely changed due to social media
platforms and this platform has become a useful way of communication for all ages. Before
purchasing a new product, consumers search the product, view the review and ranking by the
existing customer (Surenderkumar, 2016). Eventually, customer purchase decisions are
influenced by social media, especially by group communications. Graham and Havlena (2007)
argued that customer opinion via online platforms is long-standing and far reaching and has an
impact on customer purchase decisions. Hyllegard, Ogle, Yan, and Reitz (2011), also point out
that customers trust more in the opinion of other consumers in social media. Also, Schinvinski
and Dabrowski (2014) contend that social media has transformed traditional marketing
communication which is finally recognized as highly relevant and one of the most effective
marketing channels to communicate with possible customers. According to Ashley and Tuten
(2014), potential buyers mostly confirm their buying decision after a social search.

Previous studies investigate and explore the issue of the customer purchase decision based on
social media and network’s contribution as marketing channels. Also, customer purchase
intentions have been studied from both the consumer’s and the company’s perspectives, but
there is still room for the development of new research on how social network marketing creates
an impact on customer’s repurchase intention. Several researchers have conducted their
research on social media marketing but very few studies on social network marketing as well
as there is little investigation of customer repurchase intention based on social network

marketing.

1.2. Research objectives

The specific objectives of this study are to:
a. Assess the usefulness of social network marketing on customer repurchase intention.
b. Assess the impact of the driving forces of social network marketing on customer

repurchase intention.



c. Determine the effectiveness of driving forces of social network marketing on customer
repurchase intention.
d. Determine the most effective driving forces of social network marketing for customer

repurchase intention.

1.3. Research questions

The main goal of this thesis is to investigate the impact of social network marketing on
customer repurchase intention. Therefore, this study aims to search for answers to these

specific research questions:

1. What are the driving forces of social network marketing on customer repurchase
intention and how?
2. Which of the driving forces of social network marketing makes the most impact on

customer repurchase intention?

1.4. Academic relevance

A study conducted by Nobre and Silva (2014) shows that social network marketing strategy has
a significant role in increasing sales and developing relationships with customers. Another
study by Barhemmati and Ahmad (2015) finds that social network marketing has a positive
impact on customer engagement and purchase intention. Even though there are several studies
exploring social network marketing’s impact on purchase intention, there is still no research
that has been conducted on the impact of social network marketing on repurchase intention.
However, repurchase intention itself is a phenomenon that has been studied widely in early
2000 (Ibzan, Balarabe, & Jakada, 2016) but based on the degree of the comprehensive pleasure
which refers to the satisfactory level of product or service only. Hence, the relation between

social network marketing and customer repurchase intention is unresolved yet.



1.5.  Managerial relevance

As the aim of this study is to find the impact of social network marketing on customer
repurchase intention it can add managerial value and emphasize the significant role for
understanding the social network marketing impact for increasing sales. This thesis can
therefore be particularly beneficial in the following ways:
e |t could help managers to increase their understanding of how social network
marketing could increase its value for the company.
e |t could help to make a roadmap to reveal the customer repurchase intention.

e It could help to increase the usage of social network marketing as an effective tool.

It could help to improve the social networking marketing strategy.

1.6. Scope of the study

According to Kotler and Keller (2016), consumer goods can be distinguished between
convenience, shopping, specialty, and unsought goods. Convenience goods are typically
products that consumers buy frequently, immediately, and with minimal effort, such as soft
drinks, candy bars, and magazines. Shopping goods are the ones that the consumer often
compares on such bases as quality, price, and style (Kotler & Keller, 2016). Examples include
furniture, clothing, and home electronics. Specialty goods have unique characteristics or brand
identification that are enough for the buyer to be willing to purchase the product. Some
examples are cars and designer clothes. Unsought goods are the ones that the consumer does
not know about or does not think of buying, such as smoke detectors, life insurance, and
gravestones (Kotler & Keller, 2016). In this study, we are focusing on shopping for goods that

are being purchased online.

As it is mentioned above, furniture, clothing, electronics, and accessories are included under
the most purchased product segments online, however, in this study, we choose to focus only
on clothing, as the recent study and statistics from Sabanoglu (2020b) indicate that clothing is
the most popular online shopping product category. Among all categories, clothing ranked first

with a 57% online purchase (Sabanoglu, 2020Db).



Since the scope of the study is aimed to explain what the study will explore the consumer age
group from 20 to 35 years who are living in Norway and buying clothing from the online
marketplace is taken into consideration as the sample group. The recent research from the
Eurostat Statistics Explained (2021) found that the age group of 25 to 34 are the more active e-
shoppers and have more repeated purchases than the other age groups. In addition, according
to Statistics Norway, 50 percent of this age group are buying clothing from the online
marketplace (Statistics Norway, 2021).

Therefore, this study chooses to conduct a survey on the age group of 20 to 35 because the
highest number of active online shoppers belong to this group. As we could not find any
research studying social network marketing impact on customer repurchase intention in the
Norwegian market nor in the age group of 20 to 35 in Norway, this thesis aims to examine the
impact of social network marketing on customer repurchase intention towards online shopping

for clothing among the Norwegian population between 20 and 35 years old.



2. Literature review

As stated by Kaplan and Haelein (2010), social media is a group of Internet-based applications
that build on the ideological and technological foundations of Web 2.0, and that allow the
creation and exchange of User Generated Content, which includes various forms of media

content that are publicly available and created by end-users.

In May 2020, Statista announced that the total number of active social media users worldwide
was 4.14 billion (Clement, 2020b). At the same time, the global social media advertising market
size reached US$97,7 billion in 2020 and is expected to grow at a 7.2 percent Compound
Annual Growth Rate by 2025 (Statista, 2021f). The numbers, therefore, indicate that social
media is an important and expanding marketing tool.

This chapter presents literature and theories that will be relevant for building the conceptual
map, choosing the research method, and discussing the research problem. The chapter mainly
contains theories regarding social media marketing, social network marketing, buyer’s journey,
and repurchase behavior. At the end, we will present the conceptual map and hypothesis that

will be tested in this study.

2.1.  Social media marketing

According to Sajid (2016), social media marketing can be defined as “a strategic and methodical
process to establish the company’s impact, reputation, and item within areas of potential clients,

visitors or supporters”. In addition, Dave Chaffey describes social media marketing as:

Monitoring and facilitating customer-customer interaction and participation throughout the
web to encourage positive engagement with a company and its brands. Interactions may occur

on a company site, social networks and other third-party sites. (Chaffey, 2015)

The Social Media Marketing Radar (Figure 2.1.) designed by Chaffey and Bosomworth is an
infographic tool that divides social media marketing into eight groups: networks, streaming,
search, knowledge, blogging, customer service, publishing, and bookmarking (Bosomworth,

2015). The radar was created to help companies understand the importance of different social



media sites, and the order they should be prioritized in building a social media marketing

strategy.

Figure 2.1. Social Media Marketing Radar
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On the basis of Social Media Marketing Radar and the statistics on leading social media
platforms used for marketing purposes (Statista, 2021g), social networks such as Facebook,
Instagram, LinkedIn, and Twitter are the most exploited platforms in social media marketing.
Further, as this thesis aims to investigate the impact of social network marketing on customer
repurchase intention, we are now going to clarify the meaning and importance of social network

marketing.

2.2.  Social network marketing

Social media interprets the online tools in which people can share their opinions, content, and
perspective (Nair, 2011). Due to the huge popularity of social media among people all over the
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world, it became a powerful marketing tool to attain target customers and make marketing much
easier (Kahle and Valette-Florence, 2012). In addition, social media brought a new concept —
social networks, which include social networking sites and platforms where people and
organizations can create their own profiles, share information and communicate with each other
(Kaplan and Haenlein, 2010). Because of its easy and useful access, social networks became a
popular marketing mechanism to reach the desired groups of customers. Also, Barhemmati &
Ahmad (2015) explores how social network marketing influences people’s ideas and found a
significant relationship between social network marketing and customer’s buying behavior. For
example, Facebook, Instagram, and LinkedIn have huge numbers of users that are constantly
increasing, which creates the possibility of displaying products or services to billions of eyes.
Moreover, the short way of reaching companies and organizations along with the easy
communication with other consumers give the customer a kind of option to be more engaged,

which can influence customer purchase intentions (Barhemmati & Ahmad, 2015).

According to Cohen (2009), the difference between social media and social networks is that
social media is a strategy of broadcasting the information over online platforms while
networking marketing is the strategy to connect the online users and involve them in a

communication process.

In a social science context, a social network 1s described as “a set of socially relevant nodes
connected by one or more relations”, where the nodes are people or organizations connected by
the relations (Scott & Carrington, 2011). Simultaneously, in a digital context, a social network
IS a site that facilitates the exchange of text, audio, or video content (Chaffey & Smith, 2017).
Thus, one can argue that a social network is a platform where people and organizations connect
with each other to exchange digital content. For marketing purposes, this means that by sharing
digital marketing content, companies can create communities and reach out to existing and

potential customers through their relations.

Research states that social network marketing is a phenomenon that allows companies to
establish communities around products and services, which helps them build brand loyalty,
obtain customer input, create exit barriers, and facilitate viral marketing through self-emergent
customer testimonials (Gotta & O’Kelly, 2006). In the book The Facebook Era, Clara Shih
declared that:



Social networking sites are giving marketers new abilities to hypertarget campaigns using
profile information, engage community members by tapping social capital within friend groups,
and systematically cultivate word-of-mouth marketing across their existing customer base.
(Shih, 2009)

2.3.  Social network marketing in practice

As more and more brands and companies all over the world are using social network platforms
for marketing and advertising purposes, it is crucial to look closer at its practical functioning as
well. Following the earlier statement, Facebook, Instagram, LinkedIn, and Twitter are the most
important social network platforms used for marketing purposes (Statista, 2021g), however,

each of them must be approached differently.

Facebook, having 2.8 billion active users (Tankovska, 2021a), is the largest social networking
platform, where businesses have great opportunities to reach out to numerous potential and
existing customers. On Facebook, businesses are able to share photos, videos, statuses, and
practical information; create communities and events; and obtain reviews and ratings. Figure
2.2. illustrates the main Facebook page of NYX Cosmetics Nordics and shows the type of
content that can be found on a brand’s Facebook page. According to Statista (2021b), the most
effective advertising formats on Facebook are single image ads, videos, lead ads (Figure 2.3.),

and dynamic product ads (Figure 2.4.).

Figure 2.2. Facebook for Business

. __ > TANY% an L = ¥ Tuas

NYX Professional Makeup ©

......

About . Post

P
O
s

Uty
NYX Profesuonsl Makmp &
<)
RE-STOCK

ALERT @ Bosisydinitia wi OO Cul tve STene LOG
C ) 'Shakie Things Up @
NYX Proh

Sources: NY X Professional Makeup (2021)



Figure 2.3. Facebook Lead Ad

Source: Oumedian (2016)

Figure 2.4. Facebook Dynamic Ad

Source: Ekine (2017)

Instagram — a social networking platform owned by Facebook — has 1 billion active users
(Clement, 2020a) and is the second most used platform for marketing purposes (Statista,
2021g). This growing platform allows brands and companies to share photos, videos and stories
as well as enable paid partnerships and other collaborations with influencers and other
businesses. Even though Instagram is constantly introducing new features such as Reels (short
videos with editing options), IGTV, and Instagram shopping (Figure 2.5.), the most effective
marketing formats are still photos, videos, and stories (Statista, 2021c).



Figure 2.5. Instagram shopping. Example of Bik Bok
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effective ones are sponsored posts and lead gen forms (Figure 2.6.) (Statista, 2021d).

Figure 2.6. LinkedIn Lead Gen Forms
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Source: FitzHenry (2017)

Unlike Facebook and Instagram, LinkedIn is a platform that is mostly used for professional
networking purposes. From a marketing perspective, LinkedIn helps companies to engage
communities of professionals in order to drive actions that are relevant for the business
(LinkedIn, 2021). Besides ordinary posts, businesses on LinkedIn are able to promote

themselves by sponsored content and messaging, text ads, and dynamic ads. However, the most
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Twitter — a platform that has 192 million active users (Tankovska, 2021b) — differs from the
other social networking services by its unique function of only allowing users to post short
messages with up to 280 characters. Just as Facebook and LinkedIn, in addition to ordinary
posts for marketing intentions, Twitter also offers several opportunities for advertising, such as
polls, promoted tweets, and Twitter Ads (Twitter, 2021). Nevertheless, the most effective
advertising formats on Twitter are image website cards (link to the website), single-image
tweets, and GIFs, as well as promoted videos (Figure 2.7.) (Statista, 2021e).

Figure 2.7. Promoted video on Twitter
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Despite the individuality of each of these four social networking platforms, there are some
crucial elements that are important to adapt in a social network marketing strategy. In addition
to photos, videos, posts, and advertising; elements such as hashtags, interactivity, customer
engagement, and communication with the audience and other businesses are important to utilize
on all the social networking platforms. Eventually, a harmonical combination of all these
elements and features would be an essential part of a successful social network marketing

strategy.
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2.4.  The impact of social media and network marketing on customer attitudes

As mentioned in the introduction, there are several studies examining the impact of social media
marketing on customer attitudes such as purchase intention and loyalty. The resemblance
between these studies is often a desire to find the driving forces or features of social media
marketing that affect customer attitudes. Therefore, in order to understand social media and
social network marketing factors affecting customer behavior, we are looking closer at these

studies.

Research from Griffith University in Australia, investigating the effect of social media on
customer attitudes (i.e., brand loyalty, brand awareness, and purchase intention), identified four
key features that influence customer attitude towards social media marketing: entertainment,
usefulness, informativeness, and irritation (Arli, 2017). The results showed that both
entertainment, usefulness, and informativeness had a positive impact on customer attitudes,
where entertainment had the strongest impact. As expected, irritation had a negative effect on
customer attitudes. (Arli, 2017). Another study examining the impact of social media marketing
on brand loyalty revealed that brand loyalty was positively affected when the brand offered
advantageous campaigns, offered relevant and popular content, and appeared on various

platforms and applications of social media (Erdogmus & Cicek, 2012).

As social network marketing is a part of social media marketing, the research analyzing social
network marketing’s effect on customer behavior is quite similar to the research examining
social media marketing and its factors affecting customer behavior. Han (2014), investigating
how social network characteristics affect customers’ trust and purchase intention, claimed that
by using earlier research he identified four factors that affect customer’s trust and purchase
intentions: interactivity, informativeness, convenience of use, and brand reputation. Similarly,
research studying the relationship between the characteristics of social network marketing and
the impact on purchase intention (Lee & Park, 2020), identified the three most important

characteristics of social network marketing: interaction, convenience, and entertainment.

To sum up, the research investigating the driving forces of both social media and social network
marketing shows comparable results. The factors that reappeal in several studies are
entertainment, usefulness, informativeness, and interactivity in social media and network

marketing. Therefore, knowing that social network marketing is a part of social media

12



marketing we will adapt the driving forces of social media and network marketing to investigate
whether these can be utilized and/or give a similar effect for social network marketing impact

on customer repurchase intention.

2.5.  The buying process

From the first visit, customers move across a certain process called buyer’s journey as the
journey depicts the sequence from awareness stage to purchase phase through the decision-
making stage (Kakalejcik, Bucko, & Vejacka, 2019). According to Dave Evans (2008), the

journey has three stages that influence the buyer’s purchase decision.

The first stage represents the realization of the buyer’s wish for a product, or a service and the
second step is the consideration which represents the buyer’s evaluation to make the possible
best decision while the final stage addresses the endpoint when the buyer has decided on a
product or a service. On the other hand, Kotler and Keller (2016) state that a buying process
starts long before the actual purchase and has consequences long afterward. Unlike the theory
of Evans (2008), Kotler and Keller’s theory declares that a customer typically passes through
five stages: problem recognition, information search, evaluation of alternatives, purchase

decision, and post-purchase behavior (Kotler & Keller, 2016).

The main difference between the two theories is that Kotler and Keller’s version includes a
stage in the buyer’s journey that comprises post-purchase behavior. The post-purchase behavior
involves post-purchase satisfaction, which is a function of the closeness between expectations
and the product’s perceived performance; post-purchase actions as good or bad reviews in terms
of word-of-mouth, comments, etc.; and post-purchase uses and disposal, including the use and

disposal of the product and repurchase intention (Kotler & Keller, 2016).

2.6.  Repurchase intention

To anticipate future intentions and behavior based on the customer decision-making process is

the aim of many psychologies, marketing, and customer behavior theories (Han, Hsu, & Sheu,
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2011). According to Ryu, Han, and Kim (2008), satisfaction, quality, switching cost, and

commitment are repeatedly gaining significance in analyzing customer repurchase intentions.

Several researchers have investigated repurchase concepts and the factors behind the repurchase
intention. According to Hume, Mort, and Winzar (2007), repurchase intention is defined as the
customer’s decision to engage in future activity with a service provider. Zeithaml, et al. (1996)
divide repurchase intention into two forms, first, the intention of repurchase (re-buy) and
second, the intention to involve with positive word-of-mouth or the recommendation. Both
behaviors are correlated and have a positive effect on the repurchase (Dixon, Bridson, Evans &
Morrison, 2005).

In the concept of online shopping, Khalifa and Liu (2007) define repurchase as the re-usage of
the online channel to buy from a particular retailer or the continuance behavior of shopping
from the same online store. In addition, Chen, Huang, Hsu, Tseng, and Lee (2010) state that
repurchase intention is the “repeat intention of Internet shoppers for the buying of products or

services delivered by a Web-based shopping mall”.

Research from Hume et al. (2007) additionally states that repurchase intention is often confused
with loyalty. The researchers declare that repurchase intention refers to the intended behavior,
while loyalty means that a customer is committed and prefers to repurchase a particular product
over time. A customer can have positive, or negative repurchase intentions but not necessarily
be loyal (Hume et al., 2017).

2.7. Fashion e-commerce in Norway

E-commerce, whose sales has reached the value of US$4.28 trillion worldwide (Coppola,
2021), allows online retailers to predictably provide convenient, informative, and personalized
experience of all types of product categories for vastly different types of consumers (Kotler &
Keller, 2016).

Fashion, as the largest segment of e-commerce, has a projected market volume of US$759,466
million worldwide in 2021 (Statista, 2021a). In Norway, as in most other countries, clothing
and footwear is the most popular product category among online shoppers (Sabanoglu, 2020a).
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It actually accounts for 29 percent of the e-commerce revenue in Norway (EcommerceDB,
2021b). In fact, approximately 65 percent of women and 38 percent of men between 16 and 44
years old purchased clothing online in 2020 in Norway (Statistics Norway, 2021). This leads to

a total of 51 percent of both sexes purchasing clothing online in 2020 in Norway.

Since fashion is the largest product segment in the Norwegian e-commerce market, the
competition between online stores is also big. The most popular fashion online stores in Norway
are Zalando, H&M, Boozt and, Nelly. Verily, Zalando, as the most popular online store in the

fashion segment, generated nearly US$150 million (EcommerceDB, 2021a).
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3. Hypothesis development

3.1.  Conceptual map

The conceptual map of this study aims to illustrate the objective of the research and help to
build the hypotheses that will be used to answer the research question. As the main objective
of this study is to investigate what are the driving forces of social network marketing that
influence customer repurchase intention, the conceptual map will help to investigate whether
entertainment, usefulness, informativeness, and interactivity of social network marketing
content have an impact on customer repurchase intention. The driving forces used in this
conceptual map are drawn from the literature review (Arli, 2017; Erdogmus & Cicek, 2012;
Han, 2014; Lee & Park, 2020).

The purpose of the conceptual map, in this case, is to demonstrate how the independent
variables, which in this case are the driving forces of social network marketing, affect the
customer repurchase intention, which is the dependent variable. The junctions between
entertainment, usefulness, informativeness, interactivity, and customer repurchase intention

represent the hypotheses of this study.

Figure 3.1. Conceptual map

Driving forces of
social network
marketing

Entertainment
H;
Usefulness H; Customer repurchase
intention towards
online shopping for
i H: clo
Informativeness clothing
H:
Interactivity
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3.2.  Hypothesis development

In order to examine whether the driving forces of social network marketing that are used in the
conceptual map have any impact on customer repurchase intention of shopping goods, we
created four hypotheses that comprise each of the driving forces. The hypotheses will contribute
to clarifying whether the variables in the conceptual map will correspond with the subsequent

findings of this research.

3.2.1. Entertainment

In Cambridge Dictionary (2021) entertainment is described as activities that entertain and
enjoy people. From a marketing perspective, entertainment is therefore associated with content
that appears entertaining, amusing, or in other ways interesting in customers’ eyes. According
to Sheth and Kim (2017, p.65), offering entertainment over social media evokes positive
emotions which influence the attitude towards the brand. Research from Arli (2017) and Lee &
Park (2020) indicate that entertainment has a strong impact on customers’ attitude towards a
brand and purchase intention, which we assume can also have a significant impact on customer

repurchase intention.

H1: Entertaining social network marketing content has a positive impact on customer repurchase

intention towards online shopping for clothing.

3.2.2. Usefulness

As people are spending more and more time on social media and social networking platforms,
they are both consciously and unconsciously expecting to perceive value and usefulness from
the information they obtain from these platforms. Referring to the research conducted by Arli
(2017), the usefulness of a brand’s social media marketing content can improve customers’
shopping performance and has a positive impact on brand awareness and loyalty. Providing
useful and relevant content is therefore one of the most crucial strategies to succeed with

marketing on social networking platforms (Erdogmus & Cicek, 2012).
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H>: Useful social network marketing content has a positive impact on customer repurchase

intention towards online shopping for clothing.

3.2.3. Informativeness

Informativeness is defined as the “informative quality” (Han, 2014) or the “ability to inform
users about product alternatives that enable them to make choices yielding the highest value”
(Rotzoll, Haefner & Sandage, as cited in Lee & Hong, 2016). In terms of social media
marketing, informativeness is associated with the fact that social media sites provide relevant

and high-quality product information (Arli, 2017).

Hs: Informative social network marketing content has a positive impact on customer repurchase

intention towards online shopping for clothing.

3.2.4. Interactivity

According to Leggat (as cited in Erdogmus & Cicek, 2012), customers view social networking
platforms as a service channel, where they can engage with the businesses on real-time bases.
As stated by Ariel & Avidar (2015) interactivity is an important element of the communication
process that serves a relational maintenance strategy that contributes to relational outcomes.
When it comes to marketing on social networks, interactivity could involve direct
communication between customers and companies in terms of communities, customer
engagement, messages, comments, polls, etc. Customers’ perceived interactivity has a positive
effect on their attitudes toward the brand’s social network page and their emotional responses

toward the brand community (Huang, Liao, Wang & Lin, 2018).

Ha: Interactive social network marketing content has a positive impact on customer repurchase

intention towards online shopping for clothing.
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4. Research methodology

4.1. Research design

It is said that marketing research is the sum of functions to collect information, analyze the
information and use the result to improve the process of marketing. According to the American
Marketing Association, marketing research is a systematic tool to identify the objectives and
collection of data to analyze and use the information for decision making (Malhotra & Dash,
2016).

Eventually, the research design is the formal structure to carry on the research project but
according to Malhotra & Dash (2016), a research design is the guideline of a marketing research
project which represents the detailed procedure of information collection, measuring, and

scaling to analyze the information to solve the research problem.

Research design is classified into two major categories: exploratory research design and
conclusive research design. Exploratory research provides a better understanding of the
problem without providing any definite results, and the research process could be unstructured
and flexible (Malhotra & Dash, 2016). Conclusive research, on the other hand, consists of
structured and formal research design. Conclusive research is conducted based on extensive
and representative samples which are considered for quantitative analysis and findings are used
for decision making as well (Malhotra & Dash, 2016). Conclusive research is further

distinguished between descriptive or causal research.

In this study, we are using descriptive research design as exploratory research only works to
discover the insight and causal research work with the aim of cause and effect, while descriptive
research aims to work with the functions or characteristics based on a particular hypothesis.
Moreover, descriptive research is a structured and formal research design that works great with
quantitative data analysis processes and the findings can be used for further decision making
(Malhotra & Dash, 2016). Hence, this master’s thesis uses descriptive research design to

conduct the research.
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4.2.  Methodology

Data is the cardinal point of every research. Research data is divided into primary and secondary
data, where primary data is originated to specifically address the research problem, while
secondary data is collected for other purposes than the research problem (Malhotra & Dash,
2016). Primary data may be qualitative or quantitative (Malhotra & Dash, 2016). Qualitative
research is an unstructured, nonstatistical method that helps to provide an insight to interpret
the problem, while quantitative research helps to find a course of action based on data
quantifying in a structural and statistical way (Malhotra & Dash, 2016). The quantitative
method seeks clarification and to form a mathematical analysis to forecast the action (Williams,
2007).

According to Creswell (2003), quantitative research starts with the problem statement and
requires the development of a hypothesis and a literature review with quantitative data analysis.
The author also added that the findings of such research can be predicted, explanatory, and
confirming. Quantitative research originates from physical science, especially from chemistry
and physics so it uses the mathematical model for data analysis through formatting a structured
research design, measurement procedure, and statistical analysis (Creswell, 2003). Therefore,
this master’s thesis chooses to use the quantitative research methodology as this method helps

to reach the research objective by creating the meaning of collected data.

The three main categories of quantitative research are descriptive, experimental, and causal
comparative where descriptive research examines or identifies the attributes of certain
phenomena based on observation or exploration of the correlation between two or more
occurrences (Leedy and Ormrod, 2001). To conduct this study, we, therefore, chose a
quantitative descriptive research method with a single cross-sectional design, where only one
sample of respondents is drawn from the target population and information is obtained only
once (Malhotra & Dash, 2016).

4.3.  Questionnaire design

The questionnaire used for data collection in this study consists of 14 questions, an introductory
text, an information text explaining the situation the respondents should imagine themselves in,

and a closing text. Each question of the survey has the purpose of gathering data for each
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variable that is necessary for data analysis, hypothesis testing, and answering the research
questions. Therefore, all questions included in the survey can be divided into four groups
(variables): filter questions, demographic variables, independent variables, and a dependent

variable.

In order to make sure that the respondents are qualified to be included in the research, the
questionnaire includes two filter questions; the first asking whether the respondent has ever
purchased clothing online, and the second asking whether the respondent is using any of the

social networks.

The demographic variables that are included in the survey are gender, age, employment status,
education, the usage of social networks, and the online shopping experience for the purchase of
clothing. The demographic questions are created based on similar research and references used
in the literature review (Arli, 2017; Han, 2014; Lee & Park, 2020; Wen, Prybutok & Xu, 2011).
As the survey is totally anonymous, we are not collecting any identifiable information. The
questions regarding the usage of social networks and the shopping experience of buying
clothing online are included to understand the pattern of consumer behavior that is relevant for

the research.

The independent variables of this study are the four driving forces of social network marketing:
entertainment, usefulness, informativeness, and interactivity. In the survey, each variable
(driving force) has 3-5 questions or statements that respondents have to express their level of
agreement to. Lastly, the dependent variable, which in this case is repurchase intention, has a
similar question design as questions regarding independent variables, where respondents have
to identify their level of agreement on several statements. Both the questions regarding
independent and dependent variables are constructed in the light of earlier similar research of
either driving forces and features of social media/network marketing impacting purchase
intention or repurchase intention of online shopping (Arli, 2017; Han, 2014; Bao, et al., 2015;
Chiu, et al., 2009; Kim et al. 2012; Lin, Yan, Chen & Luo, 2017).

Based on Malhotra and Dash’s (2016) statement that questions in the survey can be either

unstructured or structured, we choose to only include structured questions as they are easier to

answer and give more specific data that is easier to analyze. Also, structured questions specify
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the set of response alternatives and the response format which could be multiple-choice,
dichotomous, or a scale (Malhotra & Dash, 2016).

4.3.1. Scaling

As structured questions require a specific format of response alternatives, this thesis makes use
of multiple-choice and the Likert scale as response formats. A Likert scale is a measurement
scale with four, five, or seven response alternatives, typically used to indicate the respondent’s
degree of agreement or disagreement with a statement related to the stimulus objects (Malhotra
& Dash, 2016). As mentioned previously, in the questionnaire used for this study, both the
dependent and independent variables include questions with statements that respondents have
to express their level of agreement to. These questions will therefore involve five-point Likert
scales. The demographic variables in the survey consist mostly of multiple-choice questions,

which include three or more answers.

4.4. Target population of the study

According to Malhotra and Dash (2016), a population is “the aggregate of all the elements that
share some common set of characteristics that comprises the universe for the purpose of the
marketing research problem.” In other words, a population is a group of individuals that share

a certain set of characteristics that a study lays interest in.

The target population of this thesis consists of Norwegian inhabitants between 20 and 35 years
old. The reasons for choosing this population are because this study is conducted in Norway
and as mentioned in the introduction, the age group of 20 to 35 years old is purchasing online
the most. In addition, approximately 96 percent of the Norwegian population in this age group
are using social networks (Tankovska, 2020b), of whom 91 percent are daily users of social
networks (Tankovska, 2020a).
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4.5. Research sampling

After defining the target population of the study, we have to outline the sample size of the
research. A sample is a subgroup of the population selected for participation in the study, while
sample size refers to the number of elements (respondents) to be included (Malhotra & Dash,
2016). Referring to Malhotra and Dash (2016), the sample size is often influenced by the
average size of samples in similar studies. Therefore, this study will have a sample size of 150

to 200 respondents.

In order to reach the sample size that has been adopted in the thesis, it is crucial to implement
the correct sampling method. Malhotra and Dash (2016) distinguish between two main
sampling techniques: probability sampling, where respondents are selected by chance, and
nonprobability sampling that relies on the personal judgment of the researcher rather than the
chance selection procedure. For the purpose of this study, we are using probability sampling,
and specifically simple random sampling, where “each element in the population has a known
and equal probability of selection” (Malhotra & Dash, 2016).

4.6. Data collection

Data collection is an important part of the research that involves the acquisition of relevant
information, which in this case is data, in order to solve the research problem. Research data is
divided into primary and secondary data, where primary data is originated to specifically
address the research problem, while secondary data is collected for other purposes than the
research problem (Malhotra & Dash, 2016). This study is using primary data in the form of a
survey for the purpose of data collection.

The survey method of obtaining information is based on a structured questionnaire that is given
to a sample of a population and designed to elicit specific information from respondents
(Malhotra & Dash, 2016). Survey questionnaires can be gathered either by mail, by telephone,
in person, or online (Kotler & Keller, 2016). This thesis makes use of an online survey created

on Qualtrics.
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4.7. Research tools

4.7.1. Validity and reliability of the measurements

An important procedure of the research that includes data collection is to assess the value of the
gathered data, which can be done by evaluating the validity and reliability of the measurements
that are included. In other words, reliability and validity are used to evaluate the accuracy and
the applicability of the scales that are used in the different variables of the data (Malhotra &
Dash, 2016).

According to Malhotra and Dash (2016), the validity of a scale is “the extent to which difference
in observed scale scores reflect a true difference among objects on the characteristic being
measured, rather than systematic or random error”. To ensure that the validity of the scales used
in the different variables is at its optimal, the questions of the survey as well as their scales are
based on and adapted from similar research that has been done earlier and utilized by several

researchers.

Reliability, on the other hand, refers to “the extent to which a scale produces consistent results
if repeated measurements are made on the characteristics” (Malhotra & Dash, 2016). According
to Babbie (2013) “reliability is a matter of whether a particular technique, applied repeatedly to
the same object, yields the same result each time”. One of the most popular methods for testing

reliability is to implement a Cronbach’s alpha test.

4.7.2. Common method bias

Referring to MacKenzie and Podsakoff (2012), common method bias occurs when the variation
in responses is caused by the measurement instrument rather than the predispositions of the
respondents. To mitigate the common method bias in this study, some procedural remedies
based on the research from MacKenzie and Podsakoff (2012) have been implemented. First, all
questions in the survey are structured, have fixed response alternatives, and use simple and
concise language. Second, the survey includes information explaining the importance of the
respondents’ opinion and their participation in the research as well as why the questions are

important and how the information will be used. Third, the survey makes use of several types
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of scales and reverse wording. Additionally, common method bias can be tested by

implementing Harman’s Single Factor Test.
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5. Data analysis and results

5.1. Reliability test

To measure the internal consistency reliability of a data set, it can be useful to conduct a
Cronbach’s Alpha test. Cronbach’s Alpha is not exactly the statistical test but a coefficient of
reliability in which additional analysis can be performed (Malhotra & Dash, 2016). Basically,
the coefficient varies from 0 to 1 where the value 0.6 or less indicates unsatisfactory internal
consistency reliability (Malhotra & Dash, 2016).

In this study, the Cronbach’s Alpha test was taken to measure the reliability of the independent
and dependent variables. The outputs from all Cronbach’s Alpha tests taken in this study can
be found in Appendix B, but the most crucial numbers are shown in Table 5.1. The results show
that all the variables are reliable with Cronbach’s Alpha coefficients over the value of 0.6, which
indicates that all variables have high levels of internal consistency reliability. This indicates

that further analyses can be performed, and the results will be reliable.

Table 5.1. Cronbach’s Alpha of independent and dependent variables

Variable Number of questions Cronbach’s Alpha
Entertainment 3 0.859
Usefulness 3 0.839
Informativeness 5 0.886
Interactivity 3 0.905
Repurchase intention 3 0.811

5.2.  Harman’s Single Factor test

As mentioned earlier, the common method bias can be tested by using Harman’s Single Factor
test. To implement the test, we entered all variables from the data and chose the principal axis
factoring method with a single factor. The test showed a result of 34.35 percent of the total
variance, which is below the recommended threshold of 50 percent. This indicates that there is

no common method bias in this study.
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5.3. Descriptive statistics

5.3.1. Demographics

Age

As this study aims to investigate the impact of social network marketing on customer repurchase
intention towards online shopping for clothing among the Norwegian population between 20
and 35 years old, for further analysis we are excluding the answers that do not belong to this
age group. Even though we had 159 respondents in total, only 143 respondents belong to the
age group 20 to 35 or were qualified to be complete the survey. Eight of the respondents were
not qualified to be included in the research as they did not meet the requirements in the control
questions of the survey. In addition, seven respondents belonged to the age group of 36 to 50,
and one respondent belonged to the age group of 51 to 65. Figure 5.1. shows the distribution of

respondents in different age groups.

Figure 5.1. Distribution of sample by age group

Age

Gender

Out of 143 respondents that belonged to the age group of 20-35, 68 percent were women, and
only 32 percent were men. The uneven distribution in gender can be explained by our own
contact lists and groups of friends with whom we shared the survey, which mainly consist of

females.
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Figure 5.2. Distribution of sample by gender

Gender

Employment status

Among 143 respondents, there were 85 students, which is 60 percent of the total number,
respondents that are employed full-time represent 22 percent and is the second-highest number.
Respondents who are employed part-time made-up 16 percent of the total number, while only
one respondent is unemployed, and two respondents preferred not to tell their employment

status and one has been found as unemployed.

Figure 5.3. Distribution of sample by employment status

Employment status

Educational level

From our descriptive analysis, we have found that 59 percent of the respondents have a master’s
degree, 30 percent have a bachelor's degree, while 6 percent are high school graduates, 4 percent
have done some college and 1 percent preferred not to tell their education level.
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Figure 5.4. Distribution of sample by educational level

Educational level

Time spent on social networks

The results from the descriptive statistics show that a quite big and even number of the
respondents spend either 2 to 4 hours (44 percent) or 30 minutes to 2 hours (40 percent) on
social networks. 13 percent are spending more than 4 hours on social networks while only 3

percent spend less than 30 minutes on social networking sites.

Figure 5.5. Distribution of sample by time spent on social networks

Time spent on social networks

Following favorite online clothing store on social networks

Among the sample of 143 respondents, 88 of them, which is the largest proportion and makes
up 61 percent, answered that they are following some of their favorite online clothing stores on
social networks. 22 percent of the respondents follow all their favorite online clothing stores,
while 17 percent do not follow any of their favorite online clothing stores on social networks.
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Figure 5.6. Distribution of sample by following online clothing stores on social networks

Do you follow your favourite online clothing stores on
social networks such as Facebook, Instagram, Twitter
etc.?

BYes, all/maay of ther W Yes, some of them ®No

Frequency of purchasing clothing online

The results show that a large number of the respondents are purchasing clothing online either a
few times in months (38 percent) or once a month (33 percent). However, as many as 26 percent
answered that they hardly ever purchase clothing online, and only 3 percent purchase clothing

online once a week.

Figure 5.7. Distribution of sample by frequency of purchasing clothing online

How often do you purchase clothing online?

B Hardhy ever 8 A few imes i manth ®m Once a montt B Once a weak

|

Frequencies of using Facebook, Instagram, LinkedIn, and Twitter
The descriptive statistics reveal that among all 143 respondents, Facebook is the most popular

social networking site as 99 percent of the sample is using Facebook. The results also show that
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71 percent of the respondents are using Instagram, 68 percent are using LinkedIn, but only 31.5

percent are using Twitter.

Figure 5.8. Distribution of sample by social network usage
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5.3.2. Independent variables

Entertainment

Each of the independent variables and the dependent variable consist of 3-5 statements that
have been used in the survey of this study, where the respondents had to express their level of
agreement. For the Entertainment we used three statements that referred to the online clothing
stores sharing enjoyable, pleasing, and entertaining content on their social network pages. The
descriptive statistics that are available in Appendix E showed that the majority of the
respondents somewhat agree with the statements that online clothing stores share enjoyable and
pleasing content. However, the statement regarding the entertaining content had a lower mean
value, so that 35 percent of the respondents neither agree nor disagree that online clothing stores

share entertaining content on their social network pages.
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Usefulness

Figure 5.9. Response distribution of entertainment
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The variable Usefulness also consisted of three statements where the main idea was to see how

strongly the respondents agree to the statements that using social networks can improve their

performance and effectiveness and easiness when searching for and purchasing clothing. The

results from the descriptive statistics indicate that the respondents mostly agree on all three

statements, but performance gets the highest mean value.

Figure 5.10. Response distribution of usefulness
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Informativeness

Informativeness is the variable that has the highest number of statements, which is five. The
statements involved that social networks are good and convenient sources of information; and
that online clothing stores provide relevant, timely, and up-to-date information on social
networks. The descriptive statistics reveal that the distribution of the level of agreement is quite
even between the statements. In all the statements, the most popular answer is “Somewhat
agree”, and only a few respondents have disagreed with the statements regarding the

informativeness of social network marketing.

Figure 5.11. Response distribution of informativeness

Informativeness

Interactivity

The variable Interactivity includes three statements, which state that online clothing stores
actively exchange information and frequently interact with followers on their social network
pages; and that online clothing stores often respond in a timely manner to inquiries or comments
from followers. The statistics show that also here, the most popular answer is “Somewhat agree”
on all three statements. However, the number of respondents answering “Strongly agree” was

rather low, which gives a lower mean value in general.

33



Figure 5.12. Response distribution of interactivity
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5.3.3. Dependent variable

Repurchase intention

Like all of the independent variables, the dependent variable also includes statements that the
respondents were asked to express their level of agreement on. Repurchase intention includes
three statements that are about the likelihood for the respondents to continue to purchase
clothing from the online stores that they regularly use; to recommend these to the people
around; and to use them as the priority option for future purchases. Unlike in the independent
variables, the respondents agreed more on the statements regarding repurchase intention and
the most popular answer for all three statements was “Strongly agree”. Also, there were only a
few who disagreed with these statements, which indicates that people have strong intentions to

repurchase from the same online clothing stores that they regularly use.
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5.4.

Figure 5.13. Response distribution of repurchase intention
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A correlation analysis is a statistical measurement that summarizes the strength of association

between two metric variables and indicates the degree to which the variation in one variable is

related to variation in another variable (Malhotra & Dash, 2016). As this theory was originally

proposed by Karl Pearson, it is known as the Pearson correlation coefficient (Malhotra & Dash,

2016). A correlation analysis is used in this study to understand the correlation among the

independent and dependent variables. In other words, it is here used to see the strength of

relationship between all four driving forces of social network marketing and also the

relationship between each of the driving forces and the repurchase intention. The table below

(Table 5.2.) shows Pearson correlation values from correlation analysis (Appendix G) of

independent and dependent variables.

Table 5.2. Pearson correlation analysis of independent and dependent variables

Entertainment | Usefulness | Informativeness | Interactivity | Repurchase
intention
Entertainment 1
Usefulness 0.424 1
Informativeness 0.469 0.645 1
Interactivity 0.186 0.050 0.063 1
Repurchase 0.507 0.316 0.409 0.224 1
intention
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As the Pearson correlation coefficient varies between -1 and 1, the value of 0.5 or higher
indicates a strong correlation between variables, while the value that is lower than 0 indicates a
negative correlation between variables. The results from Table 5.2. show that among all
independent variables, informativeness and usefulness of social network marketing content
have the strongest association with each other. Also, the results indicate that entertainment of
social network marketing content is correlated with several other variables such as usefulness,
informativeness, and repurchase intention. Even though the correlation between interactivity
and usefulness, as well as interactivity and informativeness, are extremely low, the two values

are not significant (see Appendix G), and therefore, cannot be used to make any statement.

5.5. Two-tailed t-test and ANOVA test

In this study, we wish to examine the differences in each of the independent variables and the
dependent variable with respect to factors such as gender, time spent on social networks per
day, purchase frequency, and whether the respondent is following online clothing stores on
social networks. Therefore, we use two types of tests: a two-tailed t-test to study the difference
in the independent and dependent variables with respect to gender and an ANOVA test for the
rest of the factors. Both tests are used to examine the difference among means for two or more
populations (Malhotra & Dash, 2016). The results and plots from the two-tailed t-test and the
ANOVA analyses for each variable can be found in Appendix H.

Gender

The only two variables that are significant in the two-tailed t-test are entertainment and
informativeness. The results from the test show quite a high difference in how the two genders
react to the social network marketing content posted by online shopping stores. The results
indicate that women agree more with the statements that the content posted by online clothing

stores is more entertaining and informative, while men tend to agree less.

Time spent on social networks

The first ANOVA test was conducted to see the difference in respondents’ reactions to the
different driving forces of social network marketing with respect to the respondents’ time spent
on social networks per day. As there were three out of five variables that were significant in
this test, we can conclude that the part of the target population who spend the least time on
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social networks tend to agree less to the statements that online clothing stores share entertaining,
useful, and informative content on their social network profiles. In addition, the part of the
target population who spends four or more hours on social networks scores highest on the

usefulness of social network marketing.

Following online clothing stores on social networks

The next ANOVA test was taken to study the difference in respondents’ reactions to the driving
forces of social network marketing and the repurchase intention with respect to whether the
respondent is following his/her favorite online clothing stores on social networks. All five
variables were significant, which allows us to study the differences in each of the variables. The
results indicate that the part of the target population that is following all or many of their favorite
online clothing stores agree most on the statements regarding entertainment, usefulness, and
informativeness of the social network marketing. Simultaneously, the part of the target
population that is not following any of the online clothing stores on social networks tend to
agree less on the impact of all the driving forces of social network marketing, and also, they

seem to have smaller intentions to repurchase from the same online clothing stores.

Purchase frequency

When it comes to the difference in purchase frequency and its impact on the driving forces of
social network marketing and repurchase intention, we can draw conclusions from three
variables that are significant: usefulness, informativeness, and repurchase intention. The
ANOVA test indicates that the part of the target population that hardly ever purchases clothing
online tend to agree less on the impact of usefulness and informativeness as well as on
repurchase intention. However, the results also indicate that the part of the population that
purchases clothing online once a month agrees more than the one that purchases clothing once

a week.

5.6. Regression analysis

Regression analysis is a statistical procedure for analyzing associative relationships between a
dependent variable and one or more independent variables (Malhotra & Dash, 2016). In this
study, regression analysis is used to test the hypotheses, as it aims to measure the impact of the

driving forces of social network marketing on repurchase intention towards online shopping for
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clothing. As the conceptual map of the study includes four independent variables
(entertainment, usefulness, informativeness, and interactivity) and one dependent variable

(repurchase intention), we chose to conduct a multiple regression analysis.

To check whether the data is suited for regression analysis, we checked the assumptions of
linearity, normality, homoscedasticity, and multicollinearity. The complete output from SPSS
is available in Appendix I. To sum up the results from the linear regression analysis, the
residuals in the Normal Predicted Probability (P-P) plot (Appendix I) follow the normality line
but have some small deviations, which indicates that the residuals are distributed normally. The
Scatterplot (Appendix 1) shows clear linearity between the dependent and independent
variables, as well as no violation of homoscedasticity. The absence of multicollinearity was
checked by using Variance Inflation Factor (VIF) values, which indicated that there was no sign
of multicollinearity. Therefore, all the assumptions were met, and the data satisfy the

assumptions for regression analysis.

The output from SPSS with complete multiple regression analysis is available in Appendix J.

The model that was assessed for the multiple regression is:

Repurchase intention = B, + [; * Entertainment + 3, * Usefulness + 35 *

Informativeness + [, * Interactivity + ¢

In order to use the regression analysis in hypothesis testing, it is crucial that the analysis has an
overall significance level of 95 percent or higher and has an acceptable level of strength of
association between variables (R?). The significance level of the whole regression analysis is
100 percent, however, the association between variables is a bit low, but still acceptable, where
31.4 percent of the variation in repurchase, intention is explained by the four driving forces of

social network marketing.

5.7. Test of hypothesis

To inspect whether a hypothesis can be accepted or has to be rejected, it is important to conduct

a hypothesis test. As mentioned in the chapter above, we use multiple regression analysis for
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this purpose. In a hypothesis test, the null hypothesis is always the one that is tested, but when
it is rejected, the alternative hypothesis will be accepted. The alternative hypotheses in this

study were developed in chapter 3.2.

Table 5.3. Values from hypothesis testing

Independent variable Unstandardized B P-value
Entertainment 0.355 0.000
Usefulness 0.008 0.927
Informativeness 0.242 0.024
Interactivity 0.120 0.053

Hypothesis 1: Entertaining social network marketing content has a positive impact on
customer repurchase intention towards online shopping for clothing.

The significance level of the variable Entertainment is 100 percent, and the unstandardized
coefficient has a value of 0.355, which implies that we reject the null hypothesis (Ho) and accept

the alternative hypothesis (Ha).

Hypothesis 2: Useful social network marketing content has a positive impact on customer
repurchase intention towards online shopping for clothing.

Unfortunately, the P-value (significance coefficient) of Usefulness is very high and the
unstandardized coefficient is very low, which means that we cannot draw any conclusions from

this variable. Therefore, we accept the null hypothesis and reject the alternative hypothesis.

Hypothesis 3: Informative social network marketing content has a positive impact on
customer repurchase intention towards online shopping for clothing.

The significance level of Informativeness is acceptable at 98 percent and the value of the
unstandardized coefficient is 0.242. This means that we can reject the null hypothesis and accept

the alternative hypothesis.

Hypothesis 4: Interactive social network marketing content has a positive impact on

customer repurchase intention towards online shopping for clothing.
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The independent variable Interactivity has an acceptable significance level (95 percent) and an
unstandardized coefficient of 0.120. Therefore, we reject the null hypothesis and accept the
alternative hypothesis.

5.8. Limitations

As a master’s thesis has boundaries in both time and the resources, this study is limited at
several points. Firstly, we limited the scope of the study by restricting the customer repurchase
intention to only cover one specific product class and commerce. Therefore, we chose to focus
on repurchase intention towards online shopping for clothing. Secondly, we made limitations
on the population of the study. As this study was done in Norway, we focused on the Norwegian
market. Eventually, we decided to focus on the Norwegian population only involving the age

group between 20 and 35 years old.

A possible limitation to the study could be the non-response bias, which occurs “when actual
respondents differ from those who refuse to participate” (Malhotra & Dash, 2016). In order to
avoid the non-response bias in this study, the survey was posted on different platforms several
times and shared directly with our acquaintances. Also, the survey was short and concise and
made in a simple way that was easily completed. In addition, the respondents were informed

about the purpose of their participation and their anonymity.
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6. Conclusion

6.1. General discussion

The main purpose of this study was to investigate the driving forces of social network marketing
that influence customer repurchase intention, using online shopping for clothing among the

Norwegian population between 20 and 35 years old as the case.

After exploring the earlier research that has been done on driving forces and factors of social
network marketing, we concluded to utilize entertainment, usefulness, informativeness, and
interactivity as the driving forces of social network marketing that impact customer repurchase
intention. Both the descriptive statistics and data analyses of this study showed that all four
driving forces are important in social network marketing. However, some of them seem to be
more important than others. The descriptive statistics indicated that out of all driving forces of
social network marketing, informativeness is the most important one, while interactivity scored
lowest. This implies that for online clothing stores, the informative content of social network
marketing is most appreciated, but interactivity such as direct communication with the

customers and customer involvement is less important for the customers.

The regression analysis and hypothesis testing indicated that entertainment, informativeness,
and interactivity are the driving forces of social network marketing that have a positive impact
on customer repurchase intention towards online shopping for clothing. In addition, the results
showed that entertainment is the most important factor of social network marketing that impacts

customer repurchase intention the most.

The results from the two-tailed t-test and ANOVA analysis showed that women are more
positive and tend to agree more on the importance of entertainment and informativeness in
social network marketing. When it comes to the time spent on social networks, the ANOVA
analysis indicated that people who spend four or more hours on social media each day are the
ones that find social network marketing content useful for product search and purchase process.
Also, people who follow many or all of the online clothing stores that they are regularly
purchasing from believe that both entertainment, usefulness, and informativeness are important

elements of social network marketing. Finally, the results indicated that the more frequently a

41



person is purchasing clothing online, the more positive impact the usefulness and

informativeness of social network marketing has on that person.

6.2. Managerial implications

Based on our procedural analysis and findings, the study provides the following managerial

implications:

Firstly, the study finds that the entertaining content of social network marketing has the most
impact on customer repurchase intention towards online shopping for clothing. Thus, managers
should be concerned about the entertaining content on their social network marketing strategy
which must enhance and encourage the repurchase intention of existing customers as well as

help to gain and engage new customers. Also, it could be helpful in building brand identity.

This study also finds that informative content of social network marketing is influential for
customer repurchase intention. Hence, it could be recommended to make the social network
marketing content more informative regarding the products that a company is selling. In
addition, this study reveals a positive impact of interactivity on customer repurchase intention.
As interactivity is the way of exchanging information that helps to build a communication
process between seller and buyer. Therefore, prompt replies, comments, or concerns encourage
customers to stick with the same product and seller. It could be recommended for companies to
inspire and motivate their customers for inquiries and comments which could help to improve

their social network marketing strategy.

Finally, online clothing stores should target customers who spend four or more hours on social
networks by providing them useful product information that could improve their effectiveness
in searching for and purchasing clothing. This can be done by utilizing Facebook dynamic ads,
Instagram shopping, promoted tweets on Twitter, etc. Also, the customers with a high purchase

frequency for clothing should be targeted by providing useful, as well as informative content.
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6.3. Directions for future research

As mentioned at the beginning of this study, there are many research papers focusing on social
media and social network marketing and their impact on purchase intention or customer loyalty.
However, there is little research made on social network marketing and its impact on repurchase
intention, especially in Norway. Therefore, future research might investigate the whole

Norwegian market of online shopping for clothing.

It could also be interesting to study the difference between different age groups, other
demographic characteristics, specific brands, or even several countries. As this study revealed
that there is a significant difference in how women and men react to social network marketing
and repurchase intention, a potential field for future research could be to study the cause of this

difference and what triggers the different genders to repurchase.

Additionally, future research might include several dependent variables to the conceptual map,
such as customer satisfaction, loyalty, or brand awareness. Considering other product categories
might also be interesting to include in future research. It could also be interesting to study the
social network marketing impact on repurchase intention on the different social network
platform and how this platform makes impact on repurchase intention by using different

marketing methods.
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Appendix A: Survey questions

Introduction:

This survey is conducted as a part of a master’s Thesis in Business Administration at the
University of Stavanger. The purpose of the study is to investigate the impact of social network
marketing on repurchase intention towards online shopping for clothing. The survey should not

take more than 7 minutes to answer.

All data collected through this form will only be used for purposes of this study. The survey is
taken completely anonymously, and your answer will not be distinguishable from the rest of
the data. Your personal opinion is very important to us, therefore, we would ask you to be as

honest as possible.

Thank you for participating in our study!

Filter questions:
Have you ever purchased clothing online?

Yes

No

Which of these social networks are you using? (Multiple answers allowed)
Facebook

Instagram

LinkedIn

Twitter

None of these

Informational text:
For the following questions we would like you to think about online clothing stores that you
regularly use. We are now going to ask you about your experience with online clothing stores

and their activities on social networks (Facebook, Instagram, LinkedIn, Twitter, etc.)
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Independent variables:

Entertainment
Please indicate the extent to which you agree or disagree with each of the following statements:

Strongly Somewhat Neither Somewhat Strongly
agree agree agree nor disagree disagree
disagree

1 2 3 4 5

Online clothing stores share enjoyable
content on their social network pages

Online clothing stores share pleasing
content on their social network pages

Online clothing stores share entertaining
content on their social network pages
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Usefulness
Please indicate the extent to which you agree or disagree with each of the following statements:

Strongly Somewhat Neither Somewhat Strongly
agree nor
agree agree

disagree disagree disagree

Using social

networks can

improve my

performance

when

searching and

purchasing

clothing

Using social
networks can
improve my
effectiveness
in searching
and
purchasing
clothing

Using social
networks
makes it
easier to

search for
and purchase
clothing
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Informativeness

Please indicate the extent to which you agree or disagree with each of the following statements:

Strongly Somewhat Neither Somewhat Strongly

agree nor . .

agree agree . disagree disagree
disagree

Social
networks are
good sources
of product
information

Online
clothing
stores
provide
relevant
product
information
on social
networks

Online
clothing
stores
provide
timely
information
on social
networks

Online
clothing
stores
provide up-
to-date
product
information
on social
networks

Social
networks are
convenient
sources of
product
information
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Interactivity
Please indicate the extent to which you agree or disagree with each of the following statements:

Strongly Somewhat Neither Somewhat Strongly

disagree disagree agree nor agree agree
disagree
Online
clothing
stores
actively
exchanges
information
with
followers on
their social
network
pages

Online
clothing
stores
frequently
interact with
followers on
their social
network
pages

Online
clothing
stores often
respond in a
timely
manner to
inquiries or
comments
from
followers on
their social
network
pages
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Dependent variable:

Repurchase intention
Please indicate the extent to which you agree or disagree with each of the following statements:

Strongly Somewhat Neither Somewhat Strongly
agree agree agree nor disagree disagree
disagree

=
N
w
N
(62}

It is likely that I will continue to purchase
clothing from online stores that I regularly
use in the future

| intend to recommend online clothing
stores that | regularly use to people around
me

| intend to use online clothing stores that |
regularly use as the priority option for
future purchases
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Demographic variables:

Gender

Please identify your gender

Male
Female

Other/Prefer not to say

Age
Please indicate the age group you belong to
Under 20
20-35
36-50
51-65
66 - 80

Over 80
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Employment status

Please select your current employment status

Employed full time
Employed part time
Unemployed
Retired

Student

Prefer not to say

Education

Please identify your highest level of education

High school graduate
Some college
Bachelor's degree
Master's degree
Doctorate

Prefer not to say
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Time on social networks

How much time do you spend on social networks in total each day?

Less than 30 min
30 min to 2 hours
2 to 4 hours

More than 4 hours

Following clothing stores on social networks
Do you follow your favourite online clothing stores on social networks such as Facebook,

Instagram, Twitter etc.?

Yes, all/ many of them
Yes, some of them

No

Online shopping for clothing frequency
How often do you purchase clothing online?

Once a week
Once a month
A few times in months

Hardly ever
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Appendix B: Reliability test (Cronbach’s Alpha)

Entertainment:

Case Processing Summary

N %
Cases  Valld 143 100.0
Excludad® 0 0
Total 143 100.0

a Listwise deletion basad on all
vanables in the procadure

Reliability Statistics

Cronbach's
Alpha N of Items

859 3

Usefulness:

Case Processing Summary

N %
Casss  Vald 143 1000
Esiuded” 0 0
Total 143 1000

a Listwise deletion based on all
vanables in the procedurs

Reliability Statistics
Cronbach's
Alpha Nof tema
839 3
Informativeness:
Case Processing Summary
N 3,
Casss Vald 143 1000
Excluded® 0 0
Total 143 1000

a Listwise deletion based on all
variablas in the procedure

Reliability Statistics
Cronbach's
Alpha N of lems
886 5
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Interactivity:

Case Processing Summary

N K

Casas  Valld 143 100.0
Excluded” 0 0

Total 143 1000

& Listwiss daletion basad on all
vanables in the procedure

Reliability Statistics
Cronbach's
Alpha N of Itsrmy
905 E)

Repurchase intention:

Case Processing Summary

N %
Cases Valig 143 1000
Excluded® 0 0
Total 143 1000

a Listwise deletion based on all
variables in the procedura

Reliability Statistics
Cronbach's
Alpha N of tems
B8N 3
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Appendix C: Harman’s Single Factor Test

Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings

Factor Total % ofVarnance  Cumulative % Total % of Varianca  Cumulative %
1 6.417 37,748 37,749 5840 34,351 34,351
2 AL 15978 53726

_3_ 1695 9973 63,700

4 e 726 7082

5 1 1,068 6,280 77.205

& i 634 3729 80,934

7 484 2,807 83842

!_ 474 2,786 86,628

o 402 2382 88,990

10 338 1,880 90,980

" .290 1.707 92,687

2 1633 94.321

12 252 1483 95804

A 226 1327 9713

15 A76 1,036 98,166

18 168 880 99,157

17 143 843 100,000

Extraction Method: Principal Axis Factoring.
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Appendix D: Descriptive statistics of the demographic variables

Age
Cumulative
Fraquency  Percent  Valid Parcant Parcant
Valid L} 50 50 50
_2.@::!5_ 3 143 899 899 95,0
!g:}g__ 7 a4 a4 904
_g-& 1 L 8 100,0
Total 159 1000 100.0
Gender
Cumulative
Fraguancy  Percent  Valld Percant Parcemt
Valid  Famals a7 678 678 678
Male 46 22 322 1000
Total 143 100.0 1000
Employment status
Cumulative
Frequancy  Percent  Vahd Percent Percant
Valld  Employad full fime 2 224 224 24
_Employed parttme 23 161 16,1 385
Unemployed 1 T g 392
Sudem 85 584 Sa4 980
Prsfer notto say 2 14 14 1000
Total 143 100,0 100,0
Educational level
Cumulative
Frequency Percant  Valld Percent Percent
Valig  High school graduate 9 63 6.3 83
Somecoltage 5 35 35 98
Bachelor's degres 4 3301 300 399
Masters degree 84 s87 587 985
Prafer notto say EN 14 | RS 1000
Total 143 1000 1000 A
Time spent on social networks
Cumulative
Frequency Percant Valid Parcant Parcant
vaild  Less than 30 min B 35 35 35
30minto 2 hours 57 399 99 a4
-i;:n?mm- 63 44 | g 87.4
More than 4 hours 1 126 126 100,0

Total 143 100,0 100.0




Do you follow your favourite online clothing stores on social networks
such as Facebook, Instagram, Twitter etc.?

Cumulatiss
Frequency  Parcent  Valid Percent Petcent
Valld  Yes. allimany ofmem n A7 A7 a7
Yes, some attnem 8 615 6.5 832
i 24 188 168 100.0
Total 143 1000 1000
How often do you purchase clothing online?
Cumulatve
Fraquency Percenl  Vadid Parcent Parcent
valid.  Hardly svar 37 259 259 258
Atew imes in months 54 378 s 836
gn:l a maonth a7 3248 290 865
Once 2 week 5 35| 35 1000
Total 143 100,0 1000
Do you use Facebook?
Cumulatve
Frequency  Percemt  Valld Percent Percem
Valid  Nao 1 J | g J
Yas 142 993 993 100.&
Total 143 100.0 1000
Do you use Instagram?
Cumulative
Fraquency  Parcent  Valid Percent Percent
Valid ; No a1 287 28_,7 | 28,7
Yas 102 na3 (AR 100,0
Total 143 1000 1000
Do you use LinkedIn?
Cumulative
Frequency Percent  Valid Percent Percent
Vald _No 46 322 322 322
e w1 er8 678 1000
Total 143 100.0 100,0
Do you use Twitter?
Cumulative
Frequency  Percent  Valld Percent Parcant
Vald ..'i‘?. = 98 685 685 68,5
Yes 45 N5 NS 100,0
Totai 143 1000 1000
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Appendix E: Descriptive statistics of the independent variables

Entertainment:

Descriptive Statistics
N Minimum  Maxmum Maan Sig Deviation

Onling clothing storas 143 1 ] 35 981
share enjoyanie tontent

on thair social network

PRaes.

Oniline clothing stores 143 1 5 343 1
shars pleasing coptent

on Mhair sociat natwork

pagss

Onling clothing atores 143 1 5 335 1.06%
share €ntertaining

comtent on their social

netwark pages

Valid M (listatse) 143

Online clothing stores share enjoyable content on their social

network pages
Cumuaatve
Fraquaency Percant  Vahd Pgreent Parcent

Vakd mmﬂ W3aQres 5 315 35 35

2 14 ve Ll 133

3 38 266 %6 399

1 64 “e “us LLE

Stronghy agiee 2 154 154 1000

Tota 143 100,0 1000

Online clothing stores share pleasing content on their soclal

network pages
Cumugatve
Fragquency Parcart  Valld Parcent Parcent
vakd  Strongly dsagres 3 21 21 21
2 17 1% 119 149
3 43 301 30,1 1
1 o Q7 427 8.7
Strengly sgres 19 132 133 1000
Tatal 143 100,0 1000
Online clothing stores share entertaining content on their social
network pages
Cumulative
Frequency  Percent  Valid Parcent Parcant
Valid Slronglg disagres 5 35 35 35
‘27" | 27 18.9 \8.9 224
3 50 | 350 | 350 | 57.3
41 3’ N5 245 ag
i Q_t{onglv agres | 26 18,2 18,2 1000

Total 143 100,0 1000




Usefulness:

Descriptive Statistics

N Minimum  Maumam Maan 510 Dawation

142 1 5 in 880

143 1 L) 37e 1,087

143 1 5 382 1111

143

Using social networks can improve my performance when

searching and purchasing clothing
Cumulative
Fraquency  Psarcant  Valid Paccent Percam
Valid Strongly disagiee 31 A 21 21
2 10 7.0 70 91
2 25 175 175 268
L 60 20 Q0 68,5
Swongvagree @ 0 45 00 NS5 A3 1000
Total 143 1000 100,0

Using social networks can improve my effectiveness in searching

and purchasing clothing

Cumulative

Fraquency Parcent  Valid Parcent Petcent
Valld _Swongly aisagres % JEE— | A a1
2 I 2 154 154 175
3 N 147 147 322
4 57 39 99 720
stongly agree. L 80 1000

Total 143 100.0 1000

Using social networks makes it easier to search for and purchase

clothing
Cumulative
Frequency  Percent  Valid Parcent Percent

Valid  Strongly disagres 2 14 14 14
2 20 | 140 | 140 | 154
3 N n7 17 KIS
Kl W w3 73 643
syvngnmo 51 357 357 100,0

Total 143 100,0 100,0
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Informativeness:

Descriptive Statistics

N Momum Madmem Mean 53 Devistan
Soctal nedwadks are good " 1 5 19¢ S
sources of produtt
Qmine tlutheg stotes "y 1 5 385 m
PO (elavant produtt
Intormason on sects
Onine oty stores " 1 5 a7e 887
prodse tenuly intsmanion
_eavocatnewoie ek S
Oning thothig stores 143 1 ] 194 429
Erowde up-to-date
proguct infornanon on
Sodalnewsasare 43 1 s 395 929
SOMVemEAt ABUICKS of
eoditimomaten
Valla N antarse) 143

Social networks are good sources of product information

Cumulatye
Frequenty  Fercant  Valld Parcant Pescent
Vaid - Stongly disagres 2 14 14 14

2 8 5.6 56 70
3 nong w7 wr
_g ! 55 385 w5 67
Strongly agres ar | ne 328 1000
Total 143 1000 100,0

Online clothing stores provide relevant product information on

social networks
Curmulatve
Frequenty  Percant  Valld Parcem Parcent
Voad:: _Suangi disagns al & A4 | 14
2 81 93] 03 | A4
_2 2 24 224 301
4 65 455 = &5 20 755
‘Stonglyagree ¥ M5 us 1000
Total 143 1000 1000

Online clothing stores provide timely information on soclal

networks

Cumisatve

Frequancy  Percent  Vakd Porcort Percent
Valie “Song _ll_l!li 1 1] T | LA 7
2 8| 42 42| Ad
3 50 350 | 350 ne
L — 51 357 | 357 758
Stangly agrée 35 | s A5 1000

Total 143 1000 1000

Online clothing stores provide up-to-date product information on

social networks
Cumutative
Fraguanty  Percemt  Valid Percent Fargent
valig _ Stongh sisagree 1 2] ] .

2 8 56 56 63
3 -] kL] 245 245 08
4 A 2 364 364 071
W gres 47 329 28 1000
Total 143 1000 1000
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Social networks are convenient sources of product information

Cumulative
ant Parcamt

Frequency  Percent  Valid Parc

Valid  Stiongly disagres 3

2
3
4

Strongly agres

Tatal

s 83
20 o 1
" a7 ‘

0 280 2
143 100,0 10

21 |
63
40
87 |
L8|
0.0

Interactivity:

Descriptive Statistics

N Muwirmum Manmum Wean

Stl. Devtahion

Oriina cheaing storey
Ackwly echangey
Infarmaton with followers
an their secial network

on their secial petwork
hages

Vali 4 (e

143 1 L 343

14) 1 L 146

0 Y

-

143

3

1110

1,048

Online clothing stores actively exchanges information with
followers on their social network pages

Cumulativ

Frequenty  Porcem  Valld Peecant Percan
valid  Sbangly disagrse 1" 7 7.7 77
2 i 18 128 126 203
3 224 24 427
‘ [ R T I 2
_ongy aces L I 03 1000

Total 143 1000 1000

Online clothing stores frequently interact with followers on their

social network pages
Cumulative
Freéquenty Pemerd  Valid Peccant Farcemt
Vilid mn_wﬂlm- @ 63 63 63
2 18 126 120 189
3 LA 250 39 “ue
4 62 434 434 831
mm.gm 17 e s 1000
Total 143 100,0 100,0

Online clothing stores often respond In a timely manner to
Inquiries or comments from followers on thelr social network pages

Cumuiaave
Frequency  Percent  Valid Percent Pearcent
Valla  Strongly disagree 8 58 58 56
- 10 140 1o 190
b | & w7 w7 4083
L 57 %9 ny 831
'an 17 na ns 1000
Tatal 14) 1000 1000
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Appendix F: Descriptive statistics of the dependent variable

Repurchase inte

Des
N

ntion:

criptive Statistics

Ninimum  Masitoun

Maan S Dewiaton

110 bty It | Wik 143
continus 1o purchasss
LmIng Rom soine

stores hat | regularly use

In e tature

| wend 10 rRcommend 143
DIINE CATtINg SIS that

| reguiadty usa 10 poople
woundmy

| 140 10 uns onfine 143
RO 0TS 33 e
Priaily opten ter &0

jporchases

Vailit 1§ (istwesa) 143

1 5

an

19%

390

L)

947

It is likely that | will continue to purchase clothing from online
stores that | regularly use in the future

Cumulative
Fregquency Pereant  Valld Percent Peicent
Valid _ Strongly disagres 4 28 28
_2 s L] 15 35 83
3 12 g4 84 17
4 S8 408 4056 55.2
Strongly agree 64 448 48 1000
Total 143 100.0 1000

| intend to recommend online clothing stores that | regularly use to

Cumulative
Freguancy  Petcent  Valld Percend Parcent

Valid  Strongly dsagree 2 14 14 14
2 7 49 48 63
2 n 221 231 294
4 50 50 350 643
Strongly agres 51 %7 357 1000
Total 143 1000 1000

| intend to use online clothing stores as the priority option for

future purchases
Cumulative
Fraquency Parcemt  Valid Percent Parcem

Valia  Strongly disagres 4 28 28 28
2 no o 105
3 1 27 07 122
) 48 22 322 643
Strangly agree 51 357 357 1000

Total 143 100,0 1000
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Appendix G: Correlation analysis

Correlations
Informatvana Rapurchass_
Entertainment  Ussfulness s Interactvity  Intention
' e a8 186" o7

000 000 026 000
143 143 143 143 143
a4 1 8as” 050 318"
000 000 553 000
143 143 143 143 143
489" 845" 1 083 408"
000 000 457 000
143 143 143 143 143
186 050 083 1 247
026 553 A5T 007
143 143 143 143 143
507" a8 409" 224" 1

000 000 000 007
143 143 143 143 143

-.cmuoni:umo'o.m level (2-talled)
* Correlation is significant at the 0.05 level (2-tailed).
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Appendix H: Two-tailed t-test (gender) and ANOVA tests

Gender (t-test):

Group Statistics
Std. Error
Gendar N Mean Std Deviation Mean
 Entertainment Famals 87 362199 BE6BES 088017
_@b 486 321014 B75901 120145
Useluiness Female. =~ o7 3837 902208 091605
Nale 46 363768 942353 138942
Informativenass Famals. 97 400412 727899 07397
Mals 46 368261 799529 117884
Interactvity Famale 87 340893 1001741 01711
Male 46 341304 853706 140616
Repurchase_intention -F‘gmm 97 412371 B42065 085499
Mals 46 384058 818729 120715
Independent Samples Test
Levens's Test for Egualny of
Vanances 3t %o Equatily of Means
09% Corddenca intarval of P
Wean st Envof Offerance
F Sig [} ar Sig (3tatad) Difsrance Ditursncs Lotwes Upper
Enturturmact Eaual variances 58 I67 2645 LR oo AVIE48 155708 As4c0 J19668
Eﬁlmm 2035 ET 549 e Avisae RES -1 J01348 Jas
Usibdness Equal variancas 004 ME L8 "o or2 mre T T £20831
qual yarancas nat 1785 @508 o 2700 268423 - 0NES s
PR TRatee Rt Equsl yamances 87 BE8 7380 1" o0s INNS REZESL) 035526 237504
anﬂ 2mMm 81,480 213 a5s 23942 D44E80 L8341
iaracmry Egual vanances 200 e - 023 141 %1 - 204104 170832 - 383301 34%083
ol vasiances not 026 G283 81 004309 B T ) 340842
— . - i
Repurchaas_ttmention  Egual vanances 1% ne 1085 0 080 by 15 5] RECTREY -2 579537
Ll S
Eaust samances not 1014 90766 255 XN 147926 T 576479
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Time spent on social networks:

ANOVA
Sum of
SwFrt L Moan Suuare F LT
Entsmtaimmnct Betwaen Ortugs €148 3 1863 are a4k
mouss 108.708 » %0
L _____—_'_‘l i 118,950 142 o .
Betwwan Genups. L% o) 3 2w 2 243
R Do 114,007 ™ AN
IR g 125890 142
= Helnan Oevups L) 2 2900 a6 al
VAbe Drouse 73872 1% a
£ TYatal LA 1) 1
Ieenrastuiy _Betwwen Oexaps 34 3 1150 1134 e
agie Drouss 133818 1% W3
RLLE 130,288 AL
Deseven Oriaps 2117 3 7 1072 363
minOrouss L\ L} I 708
Tuts 109.737 1
I-J l.l‘
I-“ l-"
uJ -
i l-! j I-‘;
1‘ \
L am )
‘ |
seaf e
Ltk 1 X0 ey R TE T 21 tmay Mie Vs & oy LA P 21 ey o 1 Ind o Mo e 4 hassy
Tne spare om soctsl neemates Thrw spent on secld rataorks
‘-1
o
e |
Ao by
- -
o | k3 com)
% ; '
j -
e
22|
| .
Lsa it 30 v 22 v te 2 howe Inasnn Moo d soun Lovss thae 31 men Nrents ] ey Ity Nices tagr 4 oy
Tiewe apart an social networks T SRROR 00 SO0 Detmarhn
o=
i anm
g
% e
;
-
Lonn thee N1 ran e s 2 ssey Jtod bany Norw ttan 4 brany
Tins spark o0 sachal netwone
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Following online clothing stores on social networks:

ANOVA
Sum ot
Squares o Mean Squars ¥ Sig
Betwaan Oroups B P 4,705 5686 004
Wi Gioues 103,546 140 740
Toiw 111,956 142
Usafiiness Betwean Orouny 7.504 2 1R 4,685 011
Witwn Guoups 13273 140 808
Tean 120,856 142
nfirmatveness Hatwean Groops 10,578 2 5297 10,239 Qoo
Virewn Grouss 72295 140 518
Yots 82,870 142
Intaracity Hetween Groups 5903 3 2,942 3148 ae
W Gioses 131,362 140 938
Tots 137,265 142
Rupurthase_imention  Betwesn Gauns 7,065 < 1545 5296 008
Weso Gioves 93651 "o 669
Tots 100,737 42
™~
m
vow!
‘-
1
T~
? e ‘
i H
G -
L. )
Vem. sitTaw, of freny o sores of pees w Ver Ay of ten [re———— T
o.mmmm-‘ummme;o’nllmumuFuum DOt you fobsw paur favcusie g o wuch an Facebeck,
19
“<
143
o g
S ; 12
s e
L
T
Yoo alrrany o theny Tar dore of Bt LU You nltrreny of thewy You, worm of tham 1%
Da you folow your favourts snins 9 “l:m mach uommwmmmm:‘?ﬁmmurﬂm
=
€
i w)
g ll.li
B
H
H
10|
Vb, slmany of Tem Y5 S00me ol Tem Y
D you S3how your favaurte ondine cothing 90 sacial NETwarks ucm a8 Farebook,
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Purchase frequency:

ANOVA
San o
Sqares " WMaan Bauas F Sig
Extanaimwn Setwwer: Geups 240 ) 1418 10 148
aran Oniues 107711 10 175
| o 111956 Va2
aetitrassy Yetween Ounis ¥392 ) 1 a“un 07
M Orn s 110,404 128 o8
Totat 120358 142
Sisfinsveeny Betwwer G0y 8704 3 3236 s o
i Oours 13,400 19 2
Tuw §2470 10
wiininciiy Setawan Gesupr 1334 3 we s 4
e Groure 138,991 17 ars
) Totsl 197,286 142
Fapachase mamin  Sukwesn Geps sz 3 1867 20T 048
Wit Grouse 35199 135 688
Totst 100,737 143

s
1o
e
s
s
1w ‘ podt
i i
g ren
U -
U=
Haly v A fww s i x iy Orew umardy Cncn w veed Fardy oo A dwa by ety Caca s merth Cren o v
tHow often o you purchese cothing onkoe T How often de you purchase chatning andine?
l-"
|
e |
).
=
™ |
|
b

Wean of
i
Waan of
i

-
e
iy o A fow treey 1 Tartey Cre s o Onon o weel Pty st A AT mmarte Qs prartn Coee aomed
Hew ofen 40 you pUEnase Soting snine? How ofen B pou purchase coming onkne
o
o

Nean of Reperchass_intsntion
i

rowly evet A S kT ) msrR Once 4 mareh Once 8 mesh,
How often do you purchass clsthing onioe



Appendix I: Assumptions of linear regression

Model Sununlrf
Adjusted R S1d Ermor of
Mode! R R Square Squars the Estimate
1 580° 314 204 707868

a. Predictors: (Constant), Interactivity, Usefulness,

Ententainment, Inform

lveness

b. Dependant Variabla: Repurchasa_intention

ANOVA®
Sum of
Model Squaras df M=an Square S,
1 Regression 31,588 4 7897 15760 000*
Residual 69149 138 501
Total 100,737 142

a Dependent Variable. Repurchase_intention

b. Pradictors: (Constant), Interactivity, Usefulness, Entertainment, Informativeness

Coefficients”
Stndardired
Unstandsedgsd Coefficlnty Cosfciams Colihsmey Bansics
Modu! 8 g Enol B 1 R Totorance wr
1 Censtany 1411 an ERE 000
 Exmatainmen 5 078 a7 453 000 ™ 1369
Usafuneas 00 008 009 o e “ws
Intsomatyeness 242 106 220 22w 024 s3% 1%
Imaraituty 130 062 A40 1,648 053 ] 1037
# Osgenden Vanable R Y
Collinearity Diagnostics”
Vanaoce Propothions
Condson Informatvana
Mogel  Dimension EQenvaiue mdax Constartd  Entsitarenset  Usslinsss " et mctaty
1 1 4258 1000 00 oo 00 00 g0
2 i wan 0 02 06 0 mn
Sy L nrmne o » LA o0 00
L3 v o 14007 ] o1 A5 o n
£l o1 18751 2 02 35 £ 04
0 vanable Rep |
Residuals Statistics”
Minimum  Maximum Meaan Std Deviation N
Predicted Value 2,50252 503461 403263 471646 143
Residual -2,339646 [ 1655312 A 000000 | 697827 | 143
Std. Predicted Valus -3,244 2124 000 1,000 143
Std. Residual -3,305 2,338 000 986 143

a. Dependant Variable: Repurchase_intention
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Regression Standardized Residual

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: Repurchase_intention
10

Expected Cum Prob

a0 a az as oe ar W

Observed Cum Prob
Scatterplot

Dependent Variable: Repurchass_imention

® vee ....
® o ‘0:: .,
. ,.\: -, ** °w
- o L . 5 * .
e " ue ~¢..~.
®. * - '~~ ° -
B oy =
® . Y
e "
o >
-
o .

- L}

Regression Standardized Predicted Value
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Appendix J: Regression analysis

Model Summary
Agquated R S Emorof
Modal R R Saquare Square ™ Estiminte
1 60% il 204 707868
P (Comtant, I, Usaty
ANOVA"
Sum o
Noasl Squans m Maan Sguare F Sig
1 Ragression E e TN 15100 Jooo"
Fanidus 69,145 138 ol
Tatw 100,737 142
Coefficients”
Standardized
Unstandadaed Coaflickents  Coafficiants 95,0% Conndence intara for B
Model ) S Erov Bala ! 8ig LowerBound  Upper Bound
1 (Canstand 1411 an 19 000 615 247
- Entertainment 355 ore an 4536 000 200 510
Usetuiness o8 o o8 o 87 182 Rl
IMomatwosss 202 e 0 2 e 02 4®
Indatactnty 120 082 140 1,648 053 - 002 242

a. Depandent Vanabla: Repurchase_intention
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