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Abstract

Online social media is an important innovation that has attracted individuals and companies. The purpose of
this study is to "develop an online social media marketing model about consumer buying behavior". This
utilizes a mixed-method (qualitative and quantitative). This study uses the research literature to extract the
indicators, then, finalizes them by the Delphi technique in three different rounds. The study develops the
qualitative model of the research based on the opinions of 20 experts as well as the application of Interpretive
Structural Modelling (ISM) and MICMAC analysis. In the quantitative part, the study uses the Partial Least
Squares (PLS) technique to implement SEM, validate, and test the predictive relevance of the initial model.
This study applies Cohen's formula and determines 460 individuals as sample. The sampling method is non-
probability. Furthermore, the statistical population of the study consists of online social media users from all
over Iran. In this study, 9 key factors have been identified, modeled and analyzed. According to the MICMAC
analysis results, perceived security (with the highest driving power) is identified as the driving indicator, and
value co-creation (with the highest dependence) is identified as the result or target indicator. The ISM based
model is validated using SEM and 15 hypotheses were checked using SEM-PLS technique, also all hypotheses
except the second hypothesis were confirmed. Finally the findings confirmed Goodness of Fitness and ideal
predictive relevance of the model.

Keywords: Online Social Media Marketing, Consumer Buying Behaviour, Interpretive Structural Modelling
(ISM), MICMAC Analysis

Introduction

Recently, there is a change in consumer buying
behavior consumer buying behavior due to existence
of various electronic marketing tools (Jashari &
Rrustemi, 2016; Purwar, 2019). Access to the
Internet is easy, so people use the Internet and online
social media as digital marketing tools to meet their
personal and work programs, which changes the
consumer behavior (Atienza, 2019; Bank et al.,
2019; Dedeoglu et al., 2020). They have easy and
timely access to any information from all around the
world, and behave based on the information they
receive from these various tools (Ertemel &
Ammoura, 2016; Vinerean et al., 2013; VVoramontri
& Klieb, 2019). Widespread availability of

information through a variety of online social media
prepares consumers with knowledge and power.
They can evaluate information and buy the best
product or service with the highest utility.
Meanwhile, the digital environment creates new
opportunities for companies to achieve their
marketing goals and adopt their strategies through
various activities, as well as to expand bilateral
relationships with their partners and customers
(Talikoti, 2019; Tseng & Wei, 2020). By January
2021, there were 4 billion and 660 million Internet
users worldwide and it is predicted this number is
growing steadily (Datareportal, 2021). Due to the
growing popularity of online social media, different
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businesses need to consider various aspects of
consumer buying behavior and adopt good
marketing strategies to increase their share of
existence markets in competitive environment
(Appel et al., 2020; Vinerean et al., 2013).

In general, studies show that the use of online
social networks has significant effects on various
parts of modern marketing. Furthermore, it plays a
crucial role in marketing, brand loyalty and customer
relations, and thus affects consumer satisfaction
(Bank et al., 2019; Jacobson et al., 2020).

In recent years, Iran is witnessing a substantial
growth in the use of online social media. The
popularity of such media has constantly increased
among Iranian users. More than 60 million people in
the country use the third and fourth generation
Internet (more than 70% of the population). The
economic issues caused by social issues (Corona
crisis), with 24%, attract the most attention of online
social media users. In addition, the cultural, sports
and scientific issues are in lower ranks (kavan,
2020). Currently, more than 50 million active users
of social media there are in our country, and about
49% of them use various platforms to meet their
shopping needs online. Filtering and restricting
online social networks such as Telegram do not
reduce the engagement of people in such media, but
increases it in an incredible way (Eghtesad onling,
2020). According to official statistics, Iran ranks the
world's seventh Instagram user. Telegram has more
than 50 million users in Iran. Considering the
important role of online social media in shaping the
buying behavior of Iranian consumers, the main
purpose of this study is to focus on developing and
validating online social media marketing model
about consumer buying behavior. This research
studies the literature and opinions of experts to
extract the factors affecting the buying behavior of
consumers who try to meet their shopping needs
through online social media. First, this study uses the
ISM method to develop a good model and, then, use
the SEM approach to test and validate this model.

The paper provides an insight into the modeling
and analysis of consumer buying behavior variables
in social media marketing. Another advantage of this
study is the use of qualitative approaches in model
development, which increased integrity of the
proposed model and develops a statistically
validated contextual model showing hierarchies and
relationships of the factors. Also the ISM model
developed in this paper provides the managers with
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an opportunity to understand the driving and the
dependence power of the factors.

Literature Review

Social media marketing is marketing that focuses
on people, not products (Majidian et al., 2021).
Social media marketing (SMM) refers to the
commercial behavior initiated and accomplished via
social media (Yang & Che, 2020). In recent years,
various types of social media have become very
popular worldwide (Hanaysha, 2021) and have
encouraged leading companies to use these valuable
tools more. The unique aspects of social media and
their unparalleled popularity have revolutionized
marketing practices such as advertising and sales
promotion (Durai & King, 2015; Sabri, 2019; Zhang
et al., 2022). The concept of social media is a
combination of two words: "social" and "media".
Social, here, refers to the interaction between
members of a group or even a community with
common interests and media, channels or platforms
that allow the creation and exchange of user-
generated content (Chawla & Chodak, 2021).
Therefore, companies should implement their
marketing activities and create more relationships
with consumers based on trust and compassion.
Furthermore, they should form various campaigns to
cover the needs and desires of users (consumers)
operating in social media as well as to identify the
consumers' needs before they do and meet them
(Ayswarya et al., 2019; Chen & Lin, 2019; Dolega
et al., 2021; Koga, 2019).

Due to the significant of studying consumer
behavior that is the main part of any company's
marketing strategy, a thorough and comprehensive
study of all its aspects plays an essential role in the
success of an organization. In the literature,
consumer buying behavior is known as a very
complex concept that arises from the interaction
between consumers and their environments. So,
consumer buying behavior is driven by a wide range
of factors or motivations (Vazquez-Martinez et al.,
2021). Buying behavior refers to the decision
process and acts of people engaged in buying and
using products (Sharma, 2014). Studying consumer
behavior develops a general model of buying
behavior that depicts the processes used by
consumers in buying decisions. These models are
very important for marketers because they can
explain and predict consumer buying behavior
(Rahman et al., 2018).
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Research Background

Khodayari and Panjeh Shahi (2020) conducted
their research entitled “The effective factors of social
media marketing on consumer buying behavior in
Ghahreman Company” qualitatively (grounded
theory). They studied factors affecting the buying
behavior of consumers in social networks. The
statistical population included all the customers of
Ghahraman Company in the country and the size of
the statistical population was considered unlimited.
Using non-probability sampling method the
population was sellected from the customers of
Ghahraman Sports Company stores to interview and
observe their behavior. According to the results of
the research, running advertising campaigns on
social networks whose mobile application is more
popular (such as Instagram) leads to more and faster
success in most cases. Dehdashti et al., (2019) in
their research entitled “The role of social and
cultural factors in consumer buying behavior in
social networks”. Used a mixed method of quantity
and quality to investigate the role of social and
cultural factors that affect clothing purchase through
social networks. In the qualitative part, data were
collected and analyzed using grounded theory
method and through interviews with vendors
operating in social networks. In the quantitative part,
based on the initial model, a questionnaire was
developed and distributed to 385 clothing buyers
operating in social networks. They have used SEM
to analyze the data, and Sobel test to examine the
mediating role. The results showed that friends'
advice, approval of others and social conditions have
a significant effect on people's trust in social
networks and also people's trust has a significant
effect on consumers' desire to buy clothes through
social networks.

Alam et al., (2016) in their research with the title
and purpose of “Designing a social media marketing
model for Iranian Premier League clubs” used the
grounded theory. Data was gathered through
interviewing with 19 top media managers, faculty
members of sport marketing, marketing and
information technology executives in league
organization, media and marketing executives in
football clubs, and social media experts that selected
by judgement sampling. The data were analyzed
according to the open, axial, and selective codeing.
Through the three coding phase, categories and
subcategories of social media marketing of football
clubs were identified and related to each other.
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In a research, which was conducted using a mixed
method called “COVID-19 ads on purchase
intention of online consumer behavior as business
innovation activity: A contribution to the uses and
gratification theory “, Mejia-Trejo (2021) first
formed the Delphi panel and focus group. The panel
members included three digital marketing professors
and 3 CEOs of digital marketing agencies to identify
the factors affecting the intention of consumers to
buy online. In the quantitative part, data analysis of
400 online consumers in Mexico was performed by
SEM and factor analysis, which led to the
developing three innovative business solution
models that can be used by companies as a marketing
strategy ragarding online purchase intention of the
consumer. Liao et al.,, (2021) also conducted a
qualitative study entitled “Investigating online social
media users’ behaviors for social commerce
recommendations” in Taiwan. Their research
method was data mining by cluster analysis and
correlation-based law analysis. According to the
findings, all the people in 3 groups, as the sample,
used platforms such as Facebook, Instagram, Line,
Messenger, and YouTube to communicate with
consumers in businesses. In addition, for all three
groups, the perceived ease of use of platform was the
most important factor in choosing an online social
media. In 2021, in a study entitled “Do social media
platforms develop consumer panic buying during the
fear of Covid-19 pandemic”, Naeem used the
inductive reasoning approach to collect data from
from 34 British consumers who had at least one
account on various social media platforms that were
contacted through telephonic interview. His findings
show that one of the main reasons for the
development of panic buying behavior is the social
interpretation of expert advice as well as the
communication of social media users by sharing
pictures, videos, and posts regarding the empty
shelves of supermarkets on various media platforms.
Reaction for avoiding this danger that threatens the
world community manifests itself in the form of
storage of goods by consumers.

Zollo et al., (2020) in their research, which was
developed based on a quantitative method and
entitled “Unpacking the relationship between social
media marketing and brand equity: The mediating
role of consumers’ benefits and experience”, used
SEM (PLS technique) to analyze data related to 326
followers of luxury brands. Their findings showed
that cognitive benefits, personal integration, and
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social integration benefits mediate the relationship
between social media management and brand value,
but it is not true for hedonistic benefits. Similarly, Li
et al. (2020) conducted “The role of corporate
credibility and bandwagon cues in sponsored social
media advertising” in a quantitative study with 207
students from two universities in the United States
and an online survey on Twitter with a 7-point Likert
scale questionnaire. According to the findings, the
company's credibility can affect the effectiveness of
advertising on social networks and, consequently,
consumer perception.

Zhao et al., (2019), in their research entitled
“Social media and Chinese  consumers’
environmentally  sustainable apparel purchase
intentions”, used 238 responses collected by a
Chinese research firm in 2016. In the next step, they
used exploratory factor analysis and, then, applied
SEM to test the hypotheses. To test the significance
of the mediating effects they also used the bootstrap
method of the original data to calculate the indirect
effects. The findings of this study support the
previous literature and show that a positive attitude
towards buying behavior sustainable with the
environment is increasing because Chinese
consumers are educated on social and environmental
issues. Similarly, the results of the analysis showed
that the Chinese consumers' engagement with social
media and their peers has significant social effects
that are directly related to increasing the goals of
sustainable clothing purchase.

Alalwan (2018), in a research entitled
“Investigating the impact of social media advertising
features on customer purchase intention”, used the
SEM method. The data were collected and analyzed
by a researcher-made questionnaire with a range of
7 Likert options from a statistical population of 600
individuals and by non-probability (convenience)
sampling method in Jordan. Results of this research
confirm the significant effect of performance
expectation, hidonistic motivation, interaction,
percieved information and communication on the
consumer's buying intention. Marino and Presti
(2018) collected data from an online survey of 860
individuals with a university degree in Italy. The
results of their research were published under the
title “Engagement, satisfaction and customer
behavior-based CRM performance: An empirical
study of mobile instant messaging”. Their findings
showed that the dimension of cognitive interaction
and the dimension of emotional interaction affect the
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level of satisfaction, but only the dimension of
emotional interaction affects the bahavior-based
Customer  Relationship  Management (CRM)
performance. While social interaction does not affect
CRM performance and satisfaction. In addition, their
study confirmed the relationship between customer
satisfaction and behavior based on relationship
performance.

In 2017, Hanaysha in a study entitled “An
examination of the factors affecting consumer’s
purchase decision in the Malaysian retail market”
studied consumer buying behavior. Hanisheh used
quantitative research method and colledted the data
from 278 customers of retail stores in Malaysia and
applied Structural Equation Modelling. The findings
show that corporate social responsibility has a
positive effect on buying decision, while sales
promotion has a negative effect on buying decision.
The results of this study also indicated that the store
environment has a positive effect on consumer
buying decisions. Contrary to the researcher's
expectations, the findings showed that the impact of
social media marketing on buying decision was
negligible and perceived value had a positive effect
on consumer decision making.

According to research literature, topics of online
social media are among the topics of interest to
researchers. Today, due to the emergence of various
innovations in the field of online social media and
the greater importance of this during the Covid-19
pandemic, companies' attention to marketing
strategies has increased more than ever. Developing
a local model for online social media marketing in
Iran, using a mixed method (quantitative and
qualitative) by the ISM method (instead of grounded
theory) that is not limited to specific brands or
platforms, as well as identifying type of indicators in
terms of driving and dependence and describing their
relationship, has not yet been approached enough.
Therefore, to cover some of the shortcomings in this
area, the researchers extract and confirm various
indicators by local experts, level them, develop a
structural model and validate it. In addition, this
study used the Cohen formula to determine the
number of samples required to implement SEM,
which can be considered as a kind of research
innovation, because SEM is used in many research.
The researchers use Morgan tables or Cochran's
formula to determine the number of samples, which
is not correct based on the opinion of professors of
statistics and should use newer calculation methods
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such as Cohen's formula or considering minimum 5
and maximum 15 times more than the number of
guestionnaire items to determine the number of
samples. The present study used Cohen's formula to
calculate the minimum number of samples.

Research Methodology

The present study is fundamental-applied in terms
of research objectives. It is fundamental because it
leads to developing a new model in the field under
study. Itis an applied research, because the results of
validating the above model can be used to advance
the goals of businesses operating in the online social
media platforms. In terms of type and method of data
collection, it can be considered as a descriptive-
survey research because it has conducted through
library studies and uses a questionnaire as a data
collection tool. In addition, in terms of research
method, it is considered as a mixed research, because
this used ISM in the initial part of the study and to
develop the online social media marketing model in
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relation to consumer buying behavior, and SEM in
the next step to test the hypotheses and measure the
model strength.

Step 1. Library Studies and Running Delphi
Techniques

The researchers studied books and articles about the
research topic to collect data (such as Emerald
Insight, Science Direct, .Springer, Research
Gate,...). They collected the factors extracted from
the literature review. They used the Delphi panel
consisted of 15 university professors (with at least
five years of experience in teaching marketing )and
experts in the field of social media marketing (such
as active marketing managers in the field of online
social media with at least five years of experience),
who were selected by purposeful sampling to
analyze the data. In 3 rounds, the researchers
calculated the Kendall coefficient and screened
indicators to determine the adequacy of the
performed rounds.

Table 1.
Factors Extracted from Research Literature
N Factors Researchers

1 E. Word of mouth

Srivastava et al(2021), Bismoaziiz et al(2021), Frempong et al(2020), Mishra &
Satish(2016),Whiting et al(2019)

2 Cnsumer Srivastava & Sivaramakrishnan(2021), Waskowski & Jasiulewicz(2021), Harun &
engagement Husin(2019),Rather et al(2019), Hollebeek & Macky(2019)
3 Trust Wagner et al(2020), Agyei et al(2020), Than & Binh(2020), Phan et al(2020),

Konuk(2019)

4  Satisfaction Al Dmour et al(2019)

Zaid & Patwayati(2021), Cambra Fierro et al(2021),Jindger(2020), Thakur(2019),

5 Value equity

Hultman et al(2019), Hutagalung & Situmorang (2018), Kim & Ko(2012)

6 Brand awareness

Gallart-Camahort et al(2021),Vanitha & Subramanian(2020), Park et al(2020),
Dabbous & Barakat(2020), Steinpdrsson & Alfresddttir(2018)

7 Valui co- creation

Moghadamzadeh et al(2020), Nadeem & Al-Imamy(2020), Nadeem et al(2020),

Liu et al(2020), Bassano et al(2020)

8 Perceived Wagner et al(2020), Cho & Son(2019), Bianchi & Andrewz(2018), Shang et
usefulness al(2017), Park & Gretzel(2010)

9 Perceived Kamis & Ramlee(2021), Winarno et al(2021), Cho & Son(2019), Harb et al(2019),
enjoyment Cha(2009)

10 Perceived ease of Wilson et al(2021), Eneizan et al(2020), Than & Binh(2020), Puspitasari et

use al(2019), Pratama et al(2019)

11 Perceived security

Marianus & Ali(2021), Wilson et al(2021), Kahar et al(2019), Souza &
Baldanza(2018), Oktavika(2018)

Azzari & Pelissari(2020), Oh(2020), Isa et al(2018), Sulaiman et al(2017),

12 Price Amoroso & Watanabe(2011)

13 Privacy Epstein & Quinn(2020), Dehghanpouri et al(2020), Quinn et al(2019),
Hollenbaugh(2019)

14 Cost Kumar et al (2019)

15 Perceived risk

Zhu & Kanjanamekanant(2020), Tsai et al(2020), Seo & Park(2018), Torres(2018)
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Table 2.
Experts’ information and characteristics
Item category F Item category F Item category F
Bachelor 1 Below 35 2 S. M. 5 to 10 years 2
. Master 10 35 to 50 10 Marketing 11 to 15 years 12
education Age K
PhD 9 Up 50 8 wor More than 15 6
experience years
S.M. 5 to 10 years 2 Women 7
Marketing 11to15years 13 ender
teaching More than 15 5 ¢ Men 13
experience years
Table 3.
Results of different rounds of Delphi
The first round The second round The Third round
N  Factors Mean  Std Kend_al_l Mean Std Kendgl_l Mean Std Kend_al_l
coefficient coefficient coefficient
1 E- WOM 4/466  0/498 4/13 0/718 4/06 0/771
o  Consumer A2 0747 433 0/596 3/66  0/788
engagement
3 Trust 4/133  0/884 3/933 0/928 3/73  0/997
4 Satisfaction 4/466 0/618 4/06  0/573 4 0/816
5  Value equity 3/33  0/596 3/86  0/956 1/53  0/498
6 Brand awareness  3/6 1/08 3/73  0/928 4/13  0/618
7  Value co- creation 3/133 0/718 0/630 4/26  0/771  0/774 3/86  0/618 0/833
g Perceived 32 0832 133 0/928 - .
usefulness
g Perceived 3/266  1/06 373 0771 - -
enjoyment
10 Esegce"’ec' €asel0 3, 108 3193 0/771 373 0/928
11 Perceived security 3/733 1/33 4/06  0/573 3/46  0/884
12  Price 4/133 1/02 4/26  0/679 4/06  0/771
13 Privacy 3/6 1/08 - - - -
14 Cost 3/4 1/08 - - - -
15 Perceived risk 1/6 0/489 - - - -

In the first round, based on the opinion of a
number of professors, the researchers identified the
factors of perceived security and privacy as well as
of price and cost as same, conceptually. The
researchers replaced perceived security and price
factors and removed privacy factors and cost. They
removed the perceived risk factor from the
guestionnaire because its mean was less than three
(based on 5-point Likert). Based on the results of the
second round of Delphi, the experts determined that
the factors of perceived usefulness and perceived
enjoyment were conceptually and functionally same.
They excluded perceived enjoyment factor (based on
experts' opinion), and removed the factor of
perceived usefulness due to its mean, which was less
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than three. They removed the equity value factor due
to its mean, which was less than three and ended
third round of the Delphi technique. They confirmed
all other factors with a mean of more than three. At
this stage, the experts did not announce other similar
factors. According to the above-mentioned, the
researchers  calculated Kendall coordination
coefficient to ensure the adequacy of Delphi
technique's rounds.

Based on the results of calculating the Kendall
coefficient there was 63%, 77%, and 83% consensus
among the participants to confirm the final factors in
the first, second, and third rounds, respectively.
Since the test is calculated based on 95% confidence
and 5% error in SPSS software and a significant
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level or zero error level is obtained in this test, 95%
consensus on the factors is confirmed.

Table 4.
Final factors during Delphi technique
N Factors N Factors
A1 E- WOM V6 Value co-
creation
V2 Consumer V7 Perceived ease
engagement of use
V3 Trust V8 Perceived
security
V4 Satisfaction V9 Price

V5 Brand awareness

Step 2: Interpretive structural modeling (ISM)
For the first time, John N. Warfield proposed ISM
technique in 1973 to identify the relationships
among various affecting factors in complex socio-
economic systems (Xu & Zou, 2020). This method
is a qualitative mathematical method (Peikani et al,
2020). An interactive process that uses the opinions
of experts in the related field and simplifies a
complex problem to smaller infrastructure factors. It
helps to understand the direct and indirect
relationships between variables affecting the system
(Hashemi Petrudi et al., 2020; Mondal &
Chakrabarti, 2021; Tamtam & Leagile, 2021). The
procedure of ISM method is as follows:

First, the researchers used the factors screened by
Delphi technique in the VOXA quality questionnaire
and asked 20 experts and specialists to complete it
according to the questionnaire instructions.

Table 5.
Final reachability matrix
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V: Factor i leads to factor j (i will influence j).

O: Factor i and j are unrelated.

X: Represents a bidirectional relationship (i and j
will influence each other).

A: Factor j leads to factor i (Ghalamsiah &
Seyedhosseini, 2020).

The researchers used ISM method to collect the
guestionnaires. Then, they identified the relationship
that had the highest frequency based on the opinion
of experts and included it in the final table. They
converted the above symbols to numbers including
zero and one and considered the following
conditions to create the initial access matrix.

a. If the entry of (i, j) in the SSIM is “V’ then the (i,
j) value in the reachability matrix will be *1” and the
(3, 1) value becomes “0’.

b. If the entry of (i, j) in the SSIM is ‘A’ then the
value of (i, j) in the reachability matrix becomes ‘0’
and the value of (j, i) will be “1°.

c. If the entry of (i, j) in the SSIM is “X’ the value of
(i, ) and (j, i) in the reachability matrix will be “1°.
d. If the entry of (i, j) in the SSIM is ‘O’ then the
value of (i, j) and (j, i) in the reachability matrix
becomes ‘0’ (Bakhtari et al., 2020; Kota et al., 2021;
Menon & Ravi, 2021).

The researchers analyzed internal compatibility of
the access matrix. If (A, B) are related and (B, C) are
related; then (A, C) are related (Damoori et al., 2020;
Kanji & Agrawal, 2020). Following this and
carefully examining the relationships, they created
final access matrix, as it is shown in Table 5.

1 V2 3 V4 V5 V6 V7 V8 V9 Driving power
V1 “1 1 1 1 1 1 0 0 0 6
V2 0 1 0 0 0 1 0 0 0 2
V3 1 1 1 1 1 1 0 0 0 6
V4 1 1 1 ! 1 "1 0 0 0 6
V5 “1 1 1 1 1 "1 0 0 0 6
V6 0 0 0 0 0 "1 0 0 0 1
V7 1 1 1 1 1 1 1 0 0 7
V8 1 1 1 1 1 1 1 "1 0 8
V9 1 1 1 1 1 1 0 0 ! 7
Dependence power 7 8 7 7 7 9 2 1 1

In the next step, the researchers leveled the factors
and determined the relationships among them. In
other words, they identified the input and output sets
of each criterion.
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Reachability set (outputs): the reachability set of an
individual factor consists of other elements and
itself, which it may help achieve and can be
identified with the "1s" in the relevant row. The
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antecedent set (inputs) comprises of the factors
themselves and the other factors, which may assist in
making it and can be identified with the "1s" in the
relevant column (Prasad et al., 2020; Sehgal &
Nasim, 2018).

Then, the researchers identified common input and
output sets for each of the variables. They considered
the variables whose output and common sets were

Table 6.
Final Iterations (Level of Factors)
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exactly the same as top-level ones in the ISM
hierarchy. Therefore, they separated this factor from
other factors for the next leveling process. They
continued this repetition of process of leveling (in
this study, they repeated it 5 times) until they
determined levels of all factors (Ahmad et al., 2019;
Jain & Raj, 2016; Alawamleh & Popplewell, 2011).

Reachability Set Antecedent Set Intersection (Common) Set  Level
V1 1,345 1,3,45,7,8,9 1,345 3
V2 2 1,2,3,4,5,7,8,9 2 2
V3 1,345 1,3,4,5,7,8,9 1,345 3
V4 1,345 1,3,4,5,7,8,9 1,345 3
V5 1,345 1,3,4,5,7,8,9 1,345 3
V6 6 1,2,3,45,6,7,9 465 1
V7 7 7,8 7 4
V8 8 8 8 5
V9 9 9 9 4

After determining the level of each factor, they
displayed the Interpretive Structural Modeling in
Figure 1. According to ISM principles, factors that
were at higher levels had less influence on other
factors and were dependent on other factors. In the

developed interpretive model, the factor of the value
co-creation at level one was the most effected and
the perceived security factor at level five was the
most affecting factor.

Figure 1. Interpretive structural model of online social media marketing according to consumer
buying behavior

MICMAC Analysis

As the last step of the ISM and after developing
the qualitative model, the researchers used
MICMAC analysis and determined the role of each
variable and their driving power and dependence
power. As shown in Figure 2, they distinguished this
matrix into four different quadrants that represented
the roles of factors in each part, including
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autonomous, dependent, linkage and Independent
(driving) roles. Autonomous variables with the least
driving and dependence power were relatively
disconnected to the whole system and had little and
weak connection with the system. Dependent
variables had low driving power and relatively high
dependence power and were called outcome or target
variables. Linkage variables had high driving and
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dependence power. These variables were unstable in
nature because any step taken on them (such as
system feedback) can affect the whole system.
Independent (driving) variables were also variables

9 Independent

factors
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with high driving power and low dependence power.
Such indicators had a significant effect on other
indicators (Kinker et al., 2019; Pitchaimuthu et al.,
2019; Sindhu et al., 2016).

Linkage factors

o DI"! 'DE Eﬂ!l'ﬁl'
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Autonomous
factors
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Figure 2. Clusters of variables

As shown in Figure 2, 9 factors in the developed
guality model were positioned in three different parts
of the MICMAC diagram. There were no dependent,
linkage and driving parts (independent) and no factor
in the autonomous quadrant. This emphasized the
importance of all factors in developing the
qualitative model, because the variables that were
positioned in the autonomous part did not have a
specific effect in terms of driving power and
dependence power. These variables are practically
known as redundant variables. Factors of value co-
creation and consumer engagement with the highest
dependence and the least driving power were
positioned in the dependent part of this diagram. In
addition, the variable of value co-creation with 9
units of dependency power was the target or
outcome variable.

In addition, the variables of EWOM, trust,
satisfaction and brand awareness with driving power
and dependence power more than average were in
the range of linkage variables. Figure 2 showed that
these factors were closest to the strategic line and
required more attention of strategic planners because
any step taken on them will affect whole marketing
system of company. The factors including perceived
security and price were categorized as independent
variables. The perceived security had highest driving
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power and lowest dependency power and was the
most autonomous factor among all factors in the
model developed.

Research Findings
Step 3: Structural Equation Modelling (SEM)
According to the developed model (Figure 1), the
researchers used the SEM-PLS method to test the
model. In this section, the researchers prepared a
researcher-made  questionnaire  containing 9
variables and 31 questions (The questionnaire uses
a 5-point Likert scale from strongly disagree to
strongly agree). The statistical population included
all consumers who buy online through a variety of
existence-hid platforms in the country. The sampling
method, according to the statistical populatioln, was
the non-probability. The study background indicates
that non-probability is a common method for
Internet surveys. The sample size was 460
individuals that determined online and based on
(Effect size) or (Cohen's formula)2. The
management of collecting the answers was not very
difficult because the researchers shared the
guestionnaire on online social media platform. The
respondents completed 466 questionnaires and
returned to the researchers. The researchers used the
Smart PLS 3 software to analyze the data.
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Outer Model (Confirmatory Factor Analysis)

Confirmatory factor analysis is used to measure the
relationships between each latent (hidden) variable
and its related items. A researcher cannot test the
research  hypotheses until the questionnaire
questions verified that the hidden variables are well
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measured. Therefore, the researchers used
confirmatory factor analysis to verify that the data
were scaled appropriately. The factor loading
represented the strength of the relationship between
a hidden variable and an observable variable. The
value of factor loading varied between 0 and 1.

Figure 3. Outer model of research

Many researchers consider the acceptable value
for the factor loading to be 0.3, some 0.35, and some

which represented that the correlation between
hidden variables (dimensions of each of the main

0.4 or higher (Plucker, 2003). In the present study, structures) with  observable variables was
all factor loadings had a value higher than 0.34, acceptable.
Table 7.
Values of Factor Loading and t-Statistics
Factors Item Factor Loading t-Statistics
VARO00001 0.626 3.388
EWOM VARO00002 0.772 6.568
VARO00003 0.854 8.270
VAR00004 0.797 14.955
Brand awareness VARO00005 0.806 20.926
VARO00006 0.454 2.825
VARO00007 0.744 9.368
VARO00008 0.641 6.754
Price VARO00009 0.580 3.649
VAR00010 0.752 11.450
VARO00011 0.762 11.018
VARO00012 0.739 11.783
Perceived ease of use VARO00013 0.630 5.113
VARO00014 0.721 8.908
VARO00015 0.729 3.517
Trust VARO00016 0.809 5.812
VARO00017 0.753 4.376
VARO00018 0.571 2.180
Consumer engagement VARO00019 0.611 3.071
VARO00020 0.627 2.761
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Factors Item Factor Loading t-Statistics

VAR00021 0.690 3.236

VAR00022 0.345 6.282

Satisfaction VAR00023 0.611 4.585
VAR00024 0.682 4.312

VAR00025 0.791 8.643

VAR00026 0.836 26.754

Perceived security VARO00027 0.857 25.314
VAR00028 0.805 13.237

VAR00029 0.860 5.983

Value co- creation VARO00030 0.758 4.336
VAR00031 0.544 3.263

Based on the results, the measurement indicators of
each of the scales used at the 5% confidence level,
the t-value statistic was greater than 1.96, which
indicated that the observed correlations were
significant. Therefore, each main variable has been
measured correctly.

Validity and Reliability of the Model

We tested convergent validity by looking at
factor loading values and average variance
extracted (AVE), and reliability by calculating
composite reliability (CR), Dillon—-Goldstein’s
(Rho) and Cronbach’s alpha.

Table 8.
Convergent validity and reliability of research variables
Factors Cronbach’s AVE CR Rho R?
alpha
EWOM 0.726 0.563 0.816 0.730 0.659
Brand awareness 0.722 0.519 0.853 0.761 0.477
Price 0.738 0.534 0.740 0.793 0.480
Perceived ease of use 0.764 0.538 0.755 0.754 0.349
Trust 0.865 0.530 0.801 0.765 0.450
Consumer engagement 0.790 0.566 0.852 0.814 0.455
Satisfaction 0.737 0.601 0.782 0.785 0.304
Perceived security 0.844 0.627 0.764 0.751 -
Value co- creation 0.825 0.633 0.758 0.769 0.700

General Fitting of the Developed Model

This criterion belongs to the general part of
structural equation models. After examining the
fitting of the measurement part and the structural
part of the general research model, a researcher can
use this criterion and analyze the fitting of the
general part. (Tenenhaus et al., 2005) proposed the
Goodness of Fit (GOF) criterion. It is calculated
according to the following formula:

GOF = /Avg(Communalities) x R2

Communalities term indicates the mean of the
common values found in a particular structure and
R2 is the mean of the explained variance of the
model's endogenous structures. (Wetzels et al.,
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2009) identified three values, 0.01, 0.025, and 0.36,
as weak, moderate, and strong values for GOF.
Calculating GOF index:

Avg (R?) =0.484

GOF = v0.712 x 0.484 = 0.587

According to the value obtained from the
calculation of the GOF index, the researchers also
confirmed the model.

Testing Hypotheses
The researchers used the PLS technique and Smart
PLS 3 software to test the hypotheses, and presented
the results in Table 9.
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Table 9.
The Results of Hypothesis Testing
. Path T- .
N Hypothesis coefficient  statistic sig level result
1  Perceived security has a significant and positive effect on 0.591 7.027 0.000 Supported
perceived ease of use
2  Perceived security has a significant and positive effect on 0.230 1.269 0.087 Not
price. Supported
3 Perceived ease of use has a significant and positive effect 0.596 4,517 0.000 Supported
on E-WOM.
4 Perceived ease of use has a significant and positive effect 0.463 3.365 0.000 Supported
on trust.
5  Perceived ease of use has a significant and positive effect 0.546 6.249 0.000 Supported
on satisfaction.
6  Perceived ease of use has a significant and positive effect 0.511 2.198 0.000 Supported
on brand awareness.
7 Price has a significant and positive effect on E-WOM. 0.433 3.611 0.000 Supported
8  Price has a significant and positive effect on trust. 0.628 4.825 0.000 Supported
9  Price has a significant and positive effect on satisfaction. 0.484 4.913 0.000 Supported
10 Price has a significant and positive effect on brand 0.507 4.805 0.000 Supported
awareness.
11 E-WOM has a significant and positive effect on consumer 0.529 3.452 0.000 Supported
engagement.
12 Trust has a significant and positive effect on consumer 0.419 5.928 0.000 Supported
engagement.
13  Satisfaction has a significant and positive effect on 0.546 4517 0.000 Supported
consumer engagement.
14  Brand awareness has a significant and positive effect on 0.604 5.722 0.000 Supported
consumer engagement.
15 Consumer engagement has a significant and positive effect 0.428 4911 0.000 Supported

on value co- creation.

Based on the results, the path coefficient in all
hypotheses except the second hypothesis was higher
than 0.3. In the second hypothesis, which examined
the effect of perceived security on price, the path
coefficient was less than 0.3. In all hypotheses
except the second hypothesis, the significance level
was less than 0.05 (0.000). Therefore, 0.95
confidence coefficient indicated that all hypotheses
except the second hypothesis were confirmed.

Conclusion

Online social media is an important innovation
that has attracted individuals and companies.
Sharing knowledge and different ideas enables
companies to be aware of the opinions of their
consumers of any race, culture and country. On the
other hand, ordinary people as customers of goods
and services in these online platforms are strongly
influenced by a variety of marketing strategies of
companies and even other consumers. Using factors
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that drive the general public, who are active in the
buying process in various social media platforms,
and encourage them to buy can certainly prove to be
the trump card of companies against their
competitors. The researchers, first, identified the
factors that were important in the field of online
social media marketing about consumer buying
behavior, and, then used the panel of experts Delphi,
to confirm and finalize the most important factors.
Then, they used ISM to identify the relationship and
level of these factors as well as to develop a
gualitative model. Finally, they used the SEM to
validate the predictive relevance of the model and
GOF of the model.

The researchers conducted this research in both
gualitative and quantitative stages. Findings of the
initial phase and of the MICMAC analysis showed
that the perceived security factor was the key factor.
It the highest level of driving (stimuli) power and the
lowest level of dependence power. The experts and
specialists in this field considered this factor, among
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other factors, as an important item to implement
online social media marketing model. In addition,
none of the identified factors was in the autonomous
region, which means that there was a very logical
relationship between the factors and indicated that
none of the factors identified by the researchers were
redundant. In addition, all factors identified by the
researchers played a decisive role in the developed
model. In addition, the value co-creation variable
with the least driving power and the highest
dependence power was identified as the target or
outcome variable.

Statistical experts sometimes attack ISM because
it is impossible to validate the developed model.
Similarly, due to the deficiency of SEM and its
dependency to a predesigned model, this study
considered them as complementary. The results of
applying this quantitative technique indicated that
the relationship between the factors that the
researchers had expressed in the form of hypotheses
was significant.

Inferential Results Gained from the Analysis of
Data

In the current study, the influence of perceived
security on the two factors, including Perceived Ease
Of Use (PEOU) and price, was directly assessed (H1
and H2), and the effect of perceived security on
perceived ease of use was confirmed, which was in
line with the results obtained from the study
(Marianus & Ali, 2021; Cheng et al, 2006).
Nevertheless, the effect of perceived security on the
price factor could not be approved, taking into
account the values of path coefficient, t-statistic, and
significance level. Thus, the researchers rejected this
relation (H2).

Besides, the impact of (PEOU) on Electronic
Word Of Mouth (E-WOM), trust, satisfaction, and
brand awareness was analyzed and confirmed in this
study (H3, H4, H5, and H6). The achieved findings
corresponded to the results of the research (Wilson
et al, 2021; Eneizan et al, 2020; Li, 2016; Doma et
al, 2015; Roca et al, 2009). However, one can argue
that the results of the investigation, which was
performed by Li in 2016 and measured the effects of
the perceived ease of use on satisfaction, were not in
agreement with the findings of the present study, and
this correlation was not confirmed by Lee.

In this study, the scholars regarded the price as a
separate factor and, after the confirmation of experts,
analyzed its impact on the factors, including E-
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WOM, trust, satisfaction, and brand awareness.
While the price is primarily observed in the studies
of numerous researchers with various names, just as
in the investigation carried out by (Thaw et al, 2009),
in which "economic motivations" were pointed out.
In another research done by (Amoroso & Watanabe,
2011; Li & Hitt, 2011), the price was intended as
"one of the subsets of perceived value". However, in
their study conducted at Toyota Motor Corporation,
Isa & Riyadi, 2018 analyzed the influence of the
price independently. In another research carried out
by Azzari & Pelissari in 2018, the impact of price on
brand awareness was insisted on. Study (Oh, 2000)
also corroborated the indirect effect of price on
brand awareness as well. These results agree with
confirming hypothesis 9 and 10, which were
explored in this research. Moreover, the
confirmation of hypothesis 7 and 9 indicating the
effect of price on E-WOM and satisfaction are
identical with the (Li & Hitt, 2010) findings. In
addition to quality, they demonstrated that price is an
essential factor influencing the consumers'
satisfaction and E-WOM. Concerning the results of
the hypothesis table and the calculated values of the
path coefficient, t statistic, and significance level, all
hypothesis associated with the price (H7, H8, H9 and
H10) were confirmed.

Subsequently, the impact of E-WOM on
consumer engagement was analyzed (H11) with
respect to the interpretive structural modeling (ISM),
and this effect was discussed and corroborated in the
studies Bismoaziiz et al, 2021. Moreover, the results
of the present study are in alignment with Erkan's
research findings, which were performed in England
in 2015, as well as study Bansal & Bansal, 2018.

In the interpretive structural modeling (ISM)
offered in this investigation, the direct correlation of
trust on consumer engagement (H12) was illustrated
as the effect of third-level factors on the second-level
factor. The studies concerning the influence of trust
on consumer engagement are confirmed in the
research of scholars like (Agyei et al, 2020; Than &
Binh, 2020; Kosiba et al, 2020; Thakur, 2018),
which are consistent with the results gained from this
paper.

It is worth mentioning that a noticeable part
of the articles that were studied addressed
evaluating the impact of consumer engagement
on the satisfaction (Zaid & Patwayati, 2021,
Garzaro et al, 2021; Thakur, 2019).
Nevertheless, the researchers concentrated on
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investigating the effect of satisfaction on
consumer engagement regarding the qualitative
model achieved from experts’ opinions (It shows
the inverse of this relationship). The results of
this study confirmed the Ilink between
satisfaction and consumer engagement (H13),
and these results are in line with the findings
obtained from research (Cambra Fierro et al,
2021; Al Dmour et al, 2019; Thakur, 2018).
Furthermore, a majority of researchers have
corroborated the critical role of brand awareness
in studies associated with the domain of online
social media (Park et al, 2020; Steinporsson &
Alfresdoéttir, 2018; Seo & Park, 2018). Of
course, brand awareness alongside the brand
image was explored as one of the dimensions of
brand equity in the study carried out by Godey
et al in 2016. Similar to the assessment of
satisfaction, most of the previous researchers
strived to analyze the influence of consumer
engagement on brand awareness in this section.
However, endeavors were made to investigate
the effect of brand awareness on consumer
engagement in the research ahead considering
the interpretive structural model (H14). Taking
into account the values gained from the path
coefficient and the t statistic, the impact of the
variable brand awareness on consumer
engagement was confirmed. The findings of the
current study comply with the results of research

Gallart-Camabhort, 2021; Vanitha &
Subramanian, 2020; Isoraite, 2016 and
Sarangan & Ragel, 2014.

Value co-creation  without consumer

engagement is not feasible (Waskowski &
Jasiulewicz, 2021). The results of this
investigation also confirm the impact of
consumer engagement on value co-creation,
which is in harmony with the findings of study
Waskowski & Jasiulewicz, 2021; Behnam et al,
2021; Karunakaran & Raveendran, 2018; Kao et
al, 2016.

To conduct this research, researchers have
also faced some limitations, which are
addressed as follows. Furthermore, suggestions
will be provided to the researchers who are
interested in the subject of the article:
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1) Although the identified indicators were
extracted from the research literature, the
experts considered some indicators unrelated to
the subject. They identified these indicators as
same conceptually. Therefore, the researchers
replaced them. This led to the removal of a large
number of indicators in the initial stage and,
then, in the Delphi technique rounds. Therefore,
it is helpful to consider the meaning of words in
different languages instead of literal translation.

2) The focus of this research is only on online
social media. Future researchers may consider
various aspects of offline media such as
television and radio in their research, in the
future.

3) In the study, the researchers do not focus
on classifying goods as luxury goods, sports or
special industrial goods such as cosmetics or
home appliances, as a result, indicators of
advertising or brand, have not been analyzed.
Future researchers can develop a new marketing
model in a specific industry with indicators of
its related brand.

4) This study does not examine services or
goods markets separately. Future researchers
who are interested to study this area can
investigate the aspects of consumer behavior in
the field of goods and services separately and
compare the results.

5) Future researchers can use various
techniques such as system dynamics that do not
limit the variables of a particular field and fuzzy
cognitive mapping conducted based on the
opinion of technical experts. They can identify
factors and their causal relationships, develop a
model and test it.

References

Agyei, J., Sun, S., Abrokwah, E., Penney, E. K., &
Ofori-Boafo, R. (2020). Influence of Trust on
Customer Engagement: Empirical Evidence from
the Insurance Industry in Ghana. SAGE Open,
10(2).
https://doi.org/10.1177/2158244019899104

Ahmad, M., Tang, X. W., Qiu, J. N., & Ahmad, F.
(2019). Interpretive Structural Modeling and
MICMAC Analysis for identifying and
benchmarking significant factors of seismic soil

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

liquefaction. Applied Sciences (Switzerland),
9(2). https://doi.org/10.3390/app9020233

Alalwan, A. A. (2018). Investigating the impact of
social media advertising features on customer
purchase intention. International Journal of
Information Management, 42(April), 65-77.
https://doi.org/10.1016/j.ijinfomgt.2018.06.001

Alam, Z., Seyed Ameri, M. H., Khabiri, M., &
Amiri, M. (2016). Designing a social media
marketing model for Iranian Premier League
clubs. Iranian Journal of Sports Studies, 7 (50),
125-144.

Alawamleh, M., & Popplewell, K. (2011).
Interpretive structural modelling of risk sources
in a virtual organization. International Journal of
Production Research. 49(20), 6041-6063.
https://doi.org/10.1080/00207543.2010.519735

Al-Dmour, H. H., Ali, W. K., & Al-Dmour, R. H.
(2019). The relationship between customer
engagement, satisfaction, and loyalty.
International Journal of Customer Relationship
Marketing and Management, 10(2), 35-60.
https://doi.org/10.4018/IJCRMM.2019040103

Amoroso, D. L., & Magnier-Watanabe, R. (2012).
Building a research model for mobile wallet
consumer adoption: The case of mobile Suica in
Japan. Journal of Theoretical and Applied
Electronic Commerce Research, 7(1), 94-110.
https://doi.org/10.4067/S0718-
18762012000100008

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T.
(2020). The future of social media in marketing.
Journal of the Academy of Marketing Science,
48(1), 79-95. https://doi.org/10.1007/s11747-
019-00695-1

Atienza, M. (2019). Social Media Marketing (Smm):
Measuring Its Effects to Resorts in Batangas
Province, Philippines. 10ER International
Multidisciplinary Research Journal, 1(1), 5-6.
https://doi.org/10.5281/zenodo.2604547

Ayswarya, R., Telreja, S. A., Praveena, S., &
Ilankadhir, M. (2019). Facebook—A Boon or
Bane towards Social Media Marketing. Journal
of Service Science and Management, 12(05),
628-638.
https://doi.org/10.4236/jssm.2019.125043

Azzari, V., & Pelissari, A. (2020). Does brand
awareness influences purchase intention? The
mediation role of brand equity dimensions.
Brazilian Business Review, 17(6), 669-685.

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 49 of 56

https://doi.org/10.15728/BBR.2020.17.6.4
Bakhtari, A. R., Kumar, V., Waris, M. M., Sanin, C.,
& Szczerbicki, E. (2020). Industry 4.0
implementation challenges in manufacturing
industries: An interpretive structural modelling
approach. Procedia Computer Science, 176,
2384-2393.
https://doi.org/10.1016/j.procs.2020.09.306
Bank, S., Yazar, E. E., & Sivri, U. (2019). Can social
media marketing lead to abnormal portfolio
returns? European Research on Management and
Business Economics, 25(2), 54-62.
https://doi.org/10.1016/j.iedeen.2019.04.006
Bansal, S., & Bansal, I. (2018). Consumer
engagement in electronic word-of-mouth on
social networking sites. Elk asia pacific journal
of marketing and retail management. 9(1).
https://doi.org/ 10.16962/EAPJMRM
Bassano, C., Gaeta, M., Piciocchi, P., & Spohrer, J.
C. (2017). Learning the Models of Customer
Behavior: From Television Advertising to Online
Marketing. International Journal of Electronic
Commerce, 21(4), 572-604.
https://doi.org/10.1080/10864415.2016.1355654
Behnam, M., Sato, M., & Baker, B. J. (2021). The
Role of Consumer Engagement in Behavioral
Loyalty through Value Co-Creation in Fitness
Clubs. Sport Management Review, 24(4), 1-27.
https://doi.org/10.1080/14413523.2021.1880772
Bianchi, C., & Andrews, L. (2018). Consumer
engagement with retail firms through social
media: an empirical study in Chile. International
Journal of Retail and Distribution Management,
46(4), 364-385. https://doi.org/10.1108/IJRDM-
02-2017-0035
Bismoaziiz, B., Suhud, U., & Saparuddin, S. (2021).
Influence of Social Media Marketing, Electronic
Word of Mouth and Consumer Engagement to
Brand Loyalty in Indonesia Grab Company.
International Journal of Business and Social
Science Research, January 2020, 16-26.
https://doi.org/10.47742/ijbssr.v2n2p3
Cambra-Fierro, J., Xuehui Gao, L., Melero-Polo, 1.,
& Javier Sese, F. (2019). What drives consumers’
active participation in the online channel?
Customer equity, experience quality, and
relationship proneness. Electronic Commerce
Research and Applications, 35, 100855.
https://doi.org/10.1016/j.elerap.2019.100855
Cha, J. (2009). Shopping on social networking Web
sites: Attitudestoward real versus virtual items.

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

Journal of InteractiveAdvertising, 10(1), 77-93.
https://doi.org/10.1080/15252019.2009.1072216
4

Chawla, Y., & Chodak, G. (2021). Social media
marketing for businesses: Organic promotions of
web-links on Facebook. Journal of Business
Research, 135, 49-65.
https://doi.org/10.1016/j.jbusres.2021.06.020

Chen, S. C., & Lin, C. P. (2019). Understanding the
effect of social media marketing activities: The
mediation of social identification, perceived
value, and  satisfaction.  Technological
Forecasting and Social Change, 140(November
2018), 22-32.
https://doi.org/10.1016/j.techfore.2018.11.025

Cheng, T. C. E., Lam, D. Y. C., & Yeung, A. C. L.
(2006). Adoption of internet banking: An
empirical study in Hong Kong. Decision Support
Systems, 42(3), 1558-1572.
https://doi.org/10.1016/j.dss.2006.01.002

Cho, E., & Son, J. (2019). The effect of social
connectedness on consumer adoption of social
commerce in apparel shopping. Fashion and
Textiles, 6(1). https://doi.org/10.1186/s40691-
019-0171-7

Dabbous, A., & Barakat, K. A. (2020). Bridging the
online offline gap: Assessing the impact of
brands’ social network content quality on brand
awareness and purchase intention. Journal of
Retailing and Consumer Services, 53(November
2018), 101966.
https://doi.org/10.1016/j.jretconser.2019.101966

Damoori, D., Alhosseini Almodarresi, S. M., &
Jafari, S. (2020). Conceptualization of a multi-
level social responsibility model in the public
sector: A mixed-methods approach. Journal of
Modelling in Management, 15(3), 1037-1067.
https://doi.org/10.1108/JM2-06-2019-0141

Datareportal. (2021).
https://datareportal.com/reports/digital-2021-
global-overview-report. [27 January 2021]

Dedeoglu, B. B., Taheri, B., Okumus, F., & Gannon,
M. (2020). Understanding the importance that
consumers attach to social media sharing (ISMS):
Scale development and validation. Tourism
Management, 76(November 2018).
https://doi.org/10.1016/j.tourman.2019.103954

Dehdashti, S., Nasehifar, Z., Khashei,V. &
Daneshparvar, M. (2019). The role of social and
cultural factors in consumer buying behavior on
social networks. Scientific Journal of Smart

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 50 of 56

Business Management Studies, 7th year, No. 28,
Summer 2019. 135-166.

Dehghanpouri, H., Soltani, Z., & Rostamzadeh, R.
(2020). The impact of trust, privacy and quality
of service on the success of E-CRM: the
mediating role of customer satisfaction. Journal
of Business and Industrial Marketing, 35(11),
1831-1847.  https://doi.org/10.1108/JBIM-07-
2019-0325

Dolega, L., Rowe, F., & Branagan, E. (2021). Going
digital? The impact of social media marketing on
retail website traffic, orders and sales. Journal of
Retailing and Consumer  Services, 60.
https://doi.org/10.1016/j.jretconser.2021.102501

Doma, S. S., Elaref, N. A., & Abo Elnaga, M. A.
(2015). Factors affecting electronic word-of-
mouth on social networking websites in Egypt -
An application of the technology acceptance
model. Proceedings of the 25th International
Business Information Management Association
Conference - Innovation Vision 2020: From
Regional Development Sustainability to Global
Economic Growth, IBIMA 2015, 2015, 1873-
1902. https://doi.org/10.5171/2015.280025

Durai, T., King, R. (2015). Impact of Digital
Marketing on the growth of consumerism.
Madras university journal of business and
finance, 3(2), 94-104.
http://dx.doi.org/10.2139/ssrn.3344421

Eghtesad online. (2020).” In which social network
do Iranians have the most activity?”.
https://www.eghtesadonline.com/n/2StW

Eneizan, B., Alsaad, A., Alkhawaldeh, A., Rawash,
H. N., & Enaizan, O. (2020). E-WOM, trust,
usefulness, ease of use, and online shopping via
websites: The moderating role of online shopping
experience. Journal of Theoretical and Applied
Information Technology, 98(13), 2554-2565.

Epstein, D., & Quinn, K. (2020). Markers of Online
Privacy Marginalization: Empirical Examination
of Socioeconomic Disparities in Social Media
Privacy Attitudes, Literacy, and Behavior. Social
Media and Society, 6(2).
https://doi.org/10.1177/2056305120916853

Erkan, 1. (2015). Electronic Word of Mouth on
Instagram:  Customers’ Engagements with
Brands in Different Sectors. International Journal
of Management, Accounting and Economics,
2(12), 1435-1444.

Ertemel, & Ammoura. (2016). The role of social
media advertising in consumer buying behavior.

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

International Journal of Commerce and Finance,
2(1), 81-89. http://ijcf.ticaret.edu.tr

Frempong, J., Chai, J., Ampaw, E. M., Amofah, D.
0., & Ansong, K. W. (2020). The relationship
among customer operant resources, online value
co-creation and electronic-word-of-mouth in
solid waste management marketing. Journal of
Cleaner Production, 248.
https://doi.org/10.1016/j.jclepro.2019.119228

Gallart-Camahort, V., De la Oliva-Ramos, E., &
Fernandez-Duran, L. (2021). Luxury Brands:
awareness and image and its influence on loyalty
and engagement. Contextus - Revista
Contemporénea de Economia e Gestdo, 19, 305—
315.
https://doi.org/10.19094/contextus.2021.71415

Garzaro, D. M., Varotto, L. F., & Pedro, S. de C.
(2021). Internet and mobile banking: the role of
engagement and experience on satisfaction and
loyalty. International Journal of Bank Marketing,
39(1), 1-23. https://doi.org/10.1108/1JBM-08-
2020-0457

Ghalamsiah, L., & Seyedhosseini, M. (2020).
Structuring effective factors on maturity of
technology using the ISM method. Journal of
System Management (JSM). 6(4), 225-241.
https://doi.org/10.30495/JSM.2021.1917245.141
7

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J.,
Aiello, G., Donvito, R., & Singh, R. (2016).
Social media marketing efforts of luxury brands:
Influence on brand equity and consumer
behavior. Journal of Business Research, 69(12),
5833-5841.
https://doi.org/10.1016/j.jbusres.2016.04.181

Harb, A. A., Fowler, D., Chang, H. J. (Julie), Blum,
S. C., & Alakaleek, W. (2019). Social media as a
marketing tool for events. Journal of Hospitality
and Tourism Technology, 10(1), 28-44.
https://doi.org/10.1108/JHTT-03-2017-0027

Hanaysha, J. R. (2018). An examination of the
factors affecting consumer’s purchase decision in
the Malaysian retail market. In PSU Research
Review, 2(1), 7-23. https://doi.org/10.1108/prr-
08-2017-0034

Hanaysha, J. R. (2021). Impact of Price Promotion,
Corporate Social Responsibility, and Social
Media Marketing on Word of Mouth. Business
Perspectives and Research, 9(3), 446-461.
https://doi.org/10.1177/2278533721989839

Harun, A., & Husin, W. H. R. (2019). Is the

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 51 of 56

purchasing behavior of suburban millennials
affected by social media marketing? Empirical
evidence from Malaysia. Kome, 7(2), 104-127.
https://doi.org/10.17646/KOME.75672.38
Hashemi Petrudi, S. H., Tavana, M., & Abdi, M.
(2020). A comprehensive framework for
analyzing challenges in humanitarian supply
chain management: A case study of the Iranian
Red Crescent Society. International Journal of
Disaster Risk Reduction, 42,
https://doi.org/10.1016/j.ijdrr.2019.101340
Hollebeek, L. D., & Macky, K. (2019). Digital
Content Marketing’s Role in Fostering Consumer
Engagement, Trust, and Value: Framework,
Fundamental Propositions, and Implications.
Journal of Interactive Marketing, 45, 27-41.
https://doi.org/10.1016/j.intmar.2018.07.003
Hollenbaugh, E. E. (2019). Privacy Management
among Social Media Natives: An Exploratory
Study of Facebook and Snapchat. Social Media
and Society, 5(3).
https://doi.org/10.1177/2056305119855144
Hultman, M., Ulusoy, S., & Oghazi, P. (2019).
Drivers and outcomes of political candidate
image creation: The role of social media
marketing. Psychology and Marketing, 36(12),
1226-1236. https://doi.org/10.1002/mar.21271
Hutagalung, B., & Situmorang, S. H. (2018). The
Effect of Social Media Marketing On Value
Equity, Brand Equity and Relationship Equity on
Young Entrepreneurs In Medan City. 46(Ebic
2017), 534-540. https://doi.org/10.2991/ebic-
17.2018.84
Isa, J., & Riyadi, S. (2018). E-Wom and Price
Perception on Image, Satisfaction, and Loyalty
for Consumers of Toyota Family Cars. 7(3), 29—
37
ISoraité, M. (2016). Raising Brand Awarenees
through Internet Marketing Tools. Independent
Journal of Management & Production, 7(2), 320-
339. https://doi.org/10.14807/ijmp.v7i2.391
Jacobson, J., Gruzd, A., & Hernandez-Garcia, A.
(2020). Social media marketing: Who is
watching the watchers? Journal of Retailing and
Consumer  Services, 53(September 2018).
https://doi.org/10.1016/j.jretconser.2019.03.001
Jain, V., & Raj, T. (2016). Modeling and analysis of
FMS performance variables by ISM, SEM and
GTMA approach. International Journal of
Production Economics, 171, 84-96.
https://doi.org/10.1016/j.ijpe.2015.10.024

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

Jashari, F., & Rrustemi, V. (2016). The Impact of
Social Media on Consumer Behavior in Kosovo.
SSRN Electronic Journal, VII (1), 1-21.
https://doi.org/10.2139/ssrn.2850995

Jindger, G. S. (2020). Impact of customer
engagement practices on consumer satisfaction
and loyalty : a study with special reference to
home appliances in chennai city, Journal of
Interdisciplinary Cycle Research, 12(10), 38-53.

Kahar, A., Wardi, Y., & Patrisia, D. (2019). The
Influence of Perceived of Usefulness, Perceived
Ease of Use, and Perceived Security on
Repurchase Intention at Tokopedia.com. 64,
429-438. https://doi.org/10.2991/piceeba2-
18.2019.20

Kamis, F. F., & Ramlee, S. I. F. (2021). Perceived
Enjoyment in Online Shopping Via Social Media
among Generation-Y. International Journal of
Entrepreneurship and Management Practices,
4(13), 34-40.
https://doi.org/10.35631/ijemp.413003

Kanji, R., & Agrawal, R. (2020). Exploring the use
of corporate social responsibility in building

disaster  resilience  through  sustainable
development in India: An interpretive structural
modelling approach. Progress in Disaster
Science, 6, 100089.

https://doi.org/10.1016/j.pdisas.2020.100089

Kao, T.-Y., Yang, M.-H., Wu, J.-T. Ben, & Cheng,
Y.-Y. (2016). Article information: Co-creating
Value with Consumers through Social Media
Introduction. Journal of Services Marketing,
30(2).

Karunakaran, M. S., & Raveendran, P. T. (2018).
Customer Engagement - the Co Creation Ofvalue
in the Marketing Process. ICTACT Journal on
Management Studies, 4(2), 683-690.
https://doi.org/10.21917/ijms.2018.0093

Kavan, (2020). “What was happening on social
media in the first six months of 20207~
https://b2n.ir/r22393

Khodayari, B., & Panjeshahi, M (2020). The
effective factors of social media marketing on
consumer buying behavior in Ghahreman
Company. Quarterly Journal of Management and
Accounting Studies, (2) 6, Summer 2020. 157-
166.

Kim, A. J.,, & Ko, E. (2012). Do social media
marketing activities enhance customer equity?
An empirical study of luxury fashion brand.
Journal of Business Research, 65(10), 1480-

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 52 of 56

1486.
https://doi.org/10.1016/j.jbusres.2011.10.014
Kinker, P., Swarnakar, V., Singh, A. R., & Jain, R.
(2019). Identifying and evaluating service quality
barriers for polytechnic education: An ISM-
MICMAC  approach.  Materials  Today:
Proceedings, 46(XXXX), 9752-9757.

https://doi.org/10.1016/j.matpr.2020.09.129

Koga, H. (2019). An Essay on the Taxonomy and
Trajectory of Social Media Marketing: From
Customer Information to Customer Experience.
The Review of Socionetwork Strategies, 13(1),
19-31. https://doi.org/10.1007/s12626-019-
00031-7

Konuk, F. A. (2019). Consumers’ willingness to buy
and willingness to pay for fair trade food: The
influence of consciousness for fair consumption,
environmental concern, trust and innovativeness.
Food Research International, 120, 141-147.
https://doi.org/10.1016/j.foodres.2019.02.018

Kosiba, J. P., Boateng, H., Okoe, A. F., & Hinson,
R. (2020). Trust and customer engagement in the
banking sector in Ghana. Service Industries
Journal, 40(13-14), 960-973.
https://doi.org/10.1080/02642069.2018.1520219

Kota, S., Mishra, R. P., Krishna Jasti, N. V., & Kale,
S. (2021). Sustainable Production System
Critical Success Factors: An Interpretive
Structural Modelling approach. Procedia CIRP,
98, 324-329.
https://doi.org/10.1016/j.procir.2021.01.111

Kumar, A., Kabra, G., Mussada, E. K., Dash, M. K.,
& Rana, P. S. (2019). Combined artificial bee
colony algorithm and machine learning
techniques for prediction of online consumer
repurchase intention. Neural Computing and
Applications, 31, 877-890.
https://doi.org/10.1007/s00521-017-3047-z.

Li, R., Vafeiadis, M., Xiao, A., & Yang, G. (2020).
The role of corporate credibility and bandwagon
cues in sponsored social media
advertising. Corporate Communications, 25(3),
495-513. https://doi.org/10.1108/CCI1J-09-2019-
0108

Li, X., & Hitt, L.M. (2010). Price Effects in Online
Product Reviews: An analytical model and
empirical analysis. MIS Quarterly, 34(4), 809-
831

Li, Y. (2016). Empirical Study of Influential Factors
of Online Customers’ Repurchase Intention.
IBusiness, 08(03), 48—-60.

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

https://doi.org/10.4236/ib.2016.83006
Liao, S. H., Widowati, R., & Hsieh, Y. C. (2021).

Investigating online social media users’
behaviors for social commerce
recommendations. Technology in Society,
66(May), 101655.

https://doi.org/10.1016/j.techsoc.2021.101655
Liu, S., Xiao, W., Fang, C., Zhang, X., & Lin, J.
(2020). Social support, belongingness, and value
co-creation  behaviors in  online health
communities. Telematics and Informatics, 50,
101398.
https://doi.org/10.1016/j.tele.2020.101398
Majidian, H., Vashan, M. M., & Hakimpour, H.
(2021). Influencer Behavior in Social Media
Marketing: Developing and Validating a New
Model. Journal of System Management (JSM).
7(4), 271-287.
https://doi.org/10.30495/JSM.2021.1943152.1552
Marianus, S., & Ali, S. (2021). Factors Determining
the Perceived Security Dimensions in B2C
Electronic Commerce Website Usage: An
Indonesian Study. Journal of Accounting and
Investment, 22(1), 104-132.
https://doi.org/10.18196/jai.v22i1.8171
Marino, V., & Lo Presti, L. (2018). Engagement,
satisfaction and customer behavior-based CRM
performance: An empirical study of mobile
instant messaging. Journal of Service Theory and
Practice, 28(5), 682-707.
https://doi.org/10.1108/JSTP-11-2017-0222
Mejia-Trejo, J. (2021). COVID-19 ads on purchase
intention of online consumer behavior as
business innovation activity: A contribution to
the uses and gratification theory. Electronic
Commerce Research and Applications, 49(July),
101086.
https://doi.org/10.1016/j.elerap.2021.101086
Menon, R. R., & Ravi, V. (2021). Analysis of
barriers of sustainable supply chain management
in electronics industry: An interpretive structural
modelling approach. Cleaner and Responsible
Consumption, 3(May), 100026.
https://doi.org/10.1016/j.clrc.2021.100026
Mishra, A., & Satish, S. M. (2016). eWOM: Extant
Research Review and Future Research Avenues.
Vikalpa, 41(3), 222-233.
https://doi.org/10.1177/0256090916650952
Moghadamzadeh, A., Ebrahimi, P., Radfard, S.,
Salamzadeh, A., & Khajeheian, D. (2020).
Investigating the role of customer co-creation

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 53 of 56

behavior on social media platforms in rendering
innovative services. Sustainability (Switzerland),
12(17). https://doi.org/10.3390/SU12176926

Mondal, J., & Chakrabarti, S. (2021). The
abandonment behavior of the branded app
consumer: A study using interpretive structural
modelling approach. Journal of Retailing and
Consumer  Services, 63(August), 102695.
https://doi.org/10.1016/j.jretconser.2021.102695

Nadeem, W., & Al-Imamy, S. (2020). Do ethics
drive value co-creation on digital sharing
economy platforms? Journal of Retailing and
Consumer  Services,  55(October  2019).
https://doi.org/10.1016/j.jretconser.2020.102095

Nadeem, W., Juntunen, M., Shirazi, F., & Haijli, N.
(2020). Consumers’ value co-creation in sharing
economy: The role of social support, consumers’
ethical perceptions and relationship quality.
Technological Forecasting and Social Change,
151(August 2019), 119786.
https://doi.org/10.1016/j.techfore.2019.119786

Octavika, A. M., (2018). The influence of perceived
usefulness, ease of use, behavioral control,
security and trust towards the behavioral
intention to wuse go-pay. Journal Illmiah
mahasiswa. 8(2), 1-18

Oh, H. (2000). The Effect of Brand Class, Brand
Awareness, and Price on Customer Value and
Behavioral Intentions. Journal of Hospitality and
Tourism Research, 24(2), 136-162.
https://doi.org/10.1177/109634800002400202

Park, M., Im, H., & Kim, H. Y. (2020). “You are too
friendly!” The negative effects of social media
marketing on value perceptions of luxury fashion
brands. Journal of Business Research,
117(November 2017), 529-542.
https://doi.org/10.1016/j.jbusres.2018.07.026

Park, Y. A., & Gretzel, U. (2010). Influence of
Consumers’ Online Decision-Making Style on
Comparison Shopping Proneness and Perceived
Usefulness of Comparison Shopping Tools.
Journal of Electronic Commerce Research, 11,
342-354.

Peikani, N. Z., Nayebzadeh, SH., & Hataminasab, S.
H. (2020). A Paradigmatic Model on the Role of
Electronic Marketing Capabilities in Promoting
Iranian Carpet Export Capacity. Journal of
System Management (JSM). 6(3), 205-236.
https://doi.org/10.30495/jsm.2021.678901

Phan, Q. P. T., Pham, N. T., & Nguyen, L. H. L.
(2020). How to drive brand engagement and

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

ewom intention in social commerce:A
competitive strategy for the emerging market.
Journal of Competitiveness, 12(3), 136-155.
https://doi.org/10.7441/joc.2020.03.08
Pitchaimuthu, S., Thakkar, J. J., & Gopal, P. R. C.
(2019). Modelling of risk factors for defense
aircraft industry using interpretive structural
modelling, interpretive ranking process and
system  dynamics.  Measuring  Business
Excellence, 23(3), 217-239.
https://doi.org/10.1108/MBE-05-2018-0028
Plucker, J. A. (2003). Exploratory and Confirmatory
Factor Analysis in Gifted Education: Examples
with  Self-Concept Data. Journal for the
Education of the Gifted, 27(1), 20-35.
https://doi.org/10.1177/016235320302700103
Prasad, S., Baltov, M., Neelakanteswara Rao, A., &
Lanka, K. (2020). Interdependency analysis of
lean manufacturing practices in case of Bulgarian
SMEs: interpretive structural modelling and
interpretive  ranking modelling  approach.
International Journal of Lean Six Sigma, 12(3),
503-535.
https://doi.org/10.1108/1JLSS-09-2019-0100
Pratama, R. I., Megadini, D. D., & Kusriandini, T.
(2019). Effect of Perceived Ease of Use, Word-
of-Mouth Communication, and Brand Image on
Decision to Use Lazada E-Commerce Services.
International Journal of Multicultural and
Multireligious  Understanding, 6(1), 173.
https://doi.org/10.18415/ijmmu.v6i1.533
Purwar, S. (2019). Digital Marketing: An Effective
Tool of Fashion Marketing. SSRN Electronic
Journal, 992-997.
https://doi.org/10.2139/ssrn.3318992
Puspitasari, F. I., Soebandhi, S., Subagyo, D. H., &
Nugroho, A. (2019). Altruism and Egoism in e-
WOM: The moderating effect of Facebook
perceived ease of use. Proceedings - 2019
International Seminar on Application for
Technology of Information and Communication:
Industry  4.0: Retrospect, Prospect, and
Challenges,  ISemantic 2019, 536-541.
https://doi.org/10.1109/ISEMANTIC.2019.8884
276
Quinn, K., Epstein, D., & Moon, B. (2019). We Care
About Different Things: Non-Elite
Conceptualizations of Social Media Privacy.
Social Media and Society, 5(3).
https://doi.org/10.1177/2056305119866008
Rahman, M. A., Islam, M. A., Esha, B. H., Sultana,

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 54 of 56

N., & Chakravorty, S. (2018). Consumer buying
behavior towards online shopping: An empirical
study on Dhaka city, Bangladesh. Cogent
Business and Management, 5(1), 1-22.
https://doi.org/10.1080/23311975.2018.1514940

Rather, R. A., Hollebeek, L. D., & Islam, J. U.
(2019). Tourism-based customer engagement:
the construct, antecedents, and consequences.
Service Industries Journal, 39(7-8), 519-540.
https://doi.org/10.1080/02642069.2019.1570154

Roca, J. C., Garcia, J. J., & de la Vega, J. J. (2009).
The importance of perceived trust, security and
privacy in online trading systems. Information
Management and Computer Security, 17(2), 96—
113.
https://doi.org/10.1108/09685220910963983

Sabri, E. R. (2019). Consumer’s Purchase Intention
towards Luxury Retailer’s Social Media
Advertisements —A Case Study of a Shoe
Retail—UAE-Dubai Mall. Social Networking,
08(01), 39-51.
https://doi.org/10.4236/sn.2019.81003

Sarangan, B.; Ragel, V. R. (2014). The impact of
engagement with social media marketing on
brand awareness. Indian Journal of Research in
Management, Business and Social Sciences, 2(2),
129-136.

Sehgal, N., & Nasim, S. (2018). Total Interpretive
Structural Modelling of predictors for graduate
employability for the information technology
sector. Higher Education, Skills and Work-Based
Learning, 8(4), 495-510.
https://doi.org/10.1108/HESWBL -08-2017-0047

Seo, E. J., & Park, J. W. (2018). A study on the
effects of social media marketing activities on
brand equity and customer response in the airline
industry. Journal of Air Transport Management,
66(September 2017), 36-41.
https://doi.org/10.1016/j.jairtraman.2017.09.014

Shang, S.S.C.,Wu, Y. L., &Li, E. Y. (2017). Field
effects of social media platforms on information-
sharing continuance: Do reach and richness
matter? Information and Management, 54(2),
241-255.
https://doi.org/10.1016/j.im.2016.06.008

Sharma, M. K. (2014). The Impact on Consumer
Buying Behavior: Cognitive Dissonance. Global
Journal of Finance and Management, 6(9), 833—
840. http://www.ripublication.com

Souza, D. E. S. de, & Baldanza, R. F. (2018). The e-
consumer in light of the perceived value theory:

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

A study on the acceptance of mobile commerce.
BASE - Revista de Administracdo e
Contabilidade Da Unisinos, 15(3).
https://doi.org/10.4013/base.2018.153.06

Srivastava, M., & Sivaramakrishnan, S. (2021). The
impact of eWOM on consumer brand
engagement.  Marketing  Intelligence and
Planning, 39(3), 469-484.
https://doi.org/10.1108/MI1P-06-2020-0263

Srivastava, M., Sivaramakrishnan, S., & Saini, G. K.
(2021). The Relationship between Electronic
Word-of-Mouth and Consumer Engagement: An
Exploratory Study. IIM Kozhikode Society &
Management Review, 10(1), 66-81.
https://doi.org/10.1177/2277975220965075

Steinpdrsson, V. G., & Alfredsdottir, V. V. (2018).
Social media use and impact on customer
engagement. BSc in Reykjavik University.

Sulaiman, Y., Yusr, M. M., & Ismail, K. A. (2017).
The Influence of Marketing Mix and Perceived
Risk Factors on Online Purchase Intentions.
International Journal of Research in Business
Studies and Management, 4(9), 11.

Talikoti, S. C. (2019). Digital Marketing: The Vital
Vitamin for the Future Marketing. SSRN
Electronic Journal, 1122-1132.
https://doi.org/10.2139/ssrn.3323462

Tamtam, F., & Leagile, B. (2021). Interpretive
structural modeling of supply chain leagility
during COVID-19. IFAC Papers Online, 54(17),
12-17.
https://doi.org/10.1016/j.ifacol.2021.11.019

Tenenhaus, M., Vinzi, V. E., Chatelin, Y. M., &
Lauro, C. (2005). PLS path modeling.
Computational Statistics and Data Analysis,
48(1), 159-205.
https://doi.org/10.1016/j.csda.2004.03.005

Thakur, R. (2018). Customer engagement and online
reviews. Journal of Retailing and Consumer
Services, 41(February 2017), 48-59.
https://doi.org/10.1016/j.jretconser.2017.11.002

Thakur, R. (2019). The moderating role of customer

engagement  experiences in customer
satisfaction—loyalty ~ relationship.  European
Journal of Marketing, 53(7), 1278-1310.

https://doi.org/10.1108/EJM-11-2017-0895
Thanh, N. N. D., & Binh, N. T. (2020). The
relationship between online trust, customer
engagement and EWOM. Hecmcoujs - Economics
and Business Administration, 9(1), 128-149.
https://doi.org/10.46223/hcmcoujs.econ.en.9.1.1

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 55 of 56

80.2019

Thaw, Y. Y., Mahmood, A. K., & Dominic, P. D. D.
(2009). A Study on the Factors That Influence the
Consumers Trust on Ecommerce Adoption. 4(1),
153-159. http://arxiv.org/abs/0909.1145

Torres, P., Augusto, M., & Wallace, E. (2018).
Improving consumers’ willingness to pay using
social media activities. In Journal of Services
Marketing. 32(7). https://doi.org/10.1108/JSM-
07-2017-0257

Tsai, J. M., Hung, S. W., & Yang, T. T. (2020). In
pursuit of goodwill? The cross-level effects of
social enterprise consumer behaviours. Journal of
Business Research, 109(November 2019), 350-
361.
https://doi.org/10.1016/j.jbusres.2019.11.051

Tseng, C. H., & Wei, L. F. (2020). The efficiency of
mobile media richness across different stages of
online consumer behavior. International Journal
of Information Management, 50(July 2018),
353-364.
https://doi.org/10.1016/j.ijinfomgt.2019.08.010

Vanitha, P., & Subramanian, S. (2020). A Study on
Brand Awareness and Customer Engagement.
Indian Journal of Public Health Research &
Development, 11(03), 258-262.
https://doi.org/10.37506/ijphrd.v11i3.828

Véazquez-Martinez, U. J., Morales-Mediano, J., &
Leal-Rodriguez, A. L. (2021). The Impact of the
COVID-19 Crisis on Consumer Purchasing
Motivation and Behavior. In European Research
on Management and Business Economics.
Elsevier Espana, S.L.
https://doi.org/10.1016/j.iedeen.2021.100166

Vinerean, S., Cetina, ., Dumitrescu, L., &
Tichindelean, M. (2013). The Effects of Social
Media Marketing on Online Consumer Behavior.
International  Journal of Business and
Management, 8(14), 66—79.
https://doi.org/10.5539/ijbm.v8n14p66

Voramontri, D., & Klieb, L. (2019). Impact of Social
Media on Consumer Behavior. International
Journal of Information and Decision Sciences,
11(3), 1.
https://doi.org/10.1504/ijids.2019.10014191

Wagpner, G., Schramm-Klein, H., & Steinmann, S.
(2020). Online retailing across e-channels and e-
channel touchpoints: Empirical studies of
consumer behavior in the multichannel e-
commerce environment. Journal of Business
Research, 107(March), 256-270.

Reyhaneh Toodeh Bahambari



Journal of System Management (JSM)

https://doi.org/10.1016/j.jbusres.2018.10.048

Waskowski, Z., & Jasiulewicz, A. (2021). Consumer
engagement using digital technologies in the
process of co-creating consumer value in the
sports market. Journal of Physical Education and
Sport, 21(2), 1131-1141.
https://doi.org/10.7752/jpes.2021.52143

Wetzels, M., Odekerken-Schroder, G., & Van
Oppen, C. (2009). Using PLS path modeling for
assessing  hierarchical ~ construct  models:
Guidelines and empirical illustration. MIS
Quarterly: Management Information Systems,
33(1), 177-196.
https://doi.org/10.2307/20650284

Whiting, A., Williams, D. L., & Hair, J. (2019).
Praise or revenge: why do consumers post about
organizations on social media? Qualitative
Market Research, 22(2), 133-160.
https://doi.org/10.1108/QMR-06-2017-0101

Wilson, N., Alvita, M., & Wibisono, J. (2021). The
Effect of Perceived Ease of Use and Perceived
Security toward Satisfaction and Repurchase
Intention. Jurnal Muara llmu Ekonomi Dan
Bisnis, 5(1), 145.
https://doi.org/10.24912/jmieb.v5i1.10489

Winarno, W. A., Mas’ud, |., & Palupi, T. W. (2021).
Perceived Enjoyment, Application Self-efficacy,
and Subjective Norms as Determinants of
Behavior Intention in Using OVO Applications.
Journal of Asian Finance, Economics and
Business, 8(2), 1189-1200.
https://doi.org/10.13106/jafeb.2021.vol8.n02.11
89

Xu, X., & Zou, P. X. W. (2020). Analysis of factors
and their hierarchical relationships influencing
building energy performance using interpretive
structural modelling (ISM) approach. Journal of
Cleaner Production, 272, 122650.
https://doi.org/10.1016/j.jclepro.2020.122650

Yang, R., & Che, T. (2020). Do social ties matter for
purchase frequency? The role of buyers’ attitude
towards social media marketing. Computers in
Human Behavior, 110, 106376.
https://doi.org/10.1016/j.chb.2020.106376

Zaid, S., & patwayati, P. (2021). Impact of Customer
Experience and Customer Engagement on
Satisfaction and Loyalty: A Case Study in
Indonesia. Journal of Asian Finance, Economics
and Business, 8(4), 983-992.
https://doi.org/10.13106/jafeb.2021.vol8.n04.09
83

Identifying and Validating the Factors Affecting Online Social Media ...

8(3), 2022

Page 56 of 56

Zhang, M., Wang, Y., & Olya, H. (2022). Shaping
Social Media Analytics in the Pursuit of
Organizational Agility: A Real Options Theory
Perspective. Tourism Management, 88(March
2020), 104415.
https://doi.org/10.1016/j.tourman.2021.104415

Zhao, L., Lee, S. H., & Copeland, L. R. (2019).
Social media and Chinese consumers’
environmentally sustainable apparel purchase
intentions. In Asia Pacific Journal of Marketing
and Logistics (Vol. 31, Issue 4, pp. 855-874).
https://doi.org/10.1108/APJML-08-2017-0183

Zollo, L., Filieri, R., Rialti, R., & Yoon, S. (2020).
Unpacking the relationship between social media
marketing and brand equity: The mediating role
of consumers’ benefits and experience. Journal of
Business  Research, 117(April), 256-267.
https://doi.org/10.1016/j.jbusres.2020.05.001

Reyhaneh Toodeh Bahambari



