
Bowen, Gordon and Ozuem, Wilson ORCID: https://orcid.org/0000-0002-0337-
1419 , eds. (2019) Leveraging computer-mediated marketing environments. IGI
Global. 

Downloaded from: https://insight.cumbria.ac.uk/id/eprint/4428/

Usage of  any items from the University  of  Cumbria’s institutional repository ‘Insight’ must  conform to the
following fair usage guidelines.

Any item and its associated metadata held in the University of Cumbria’s institutional repository Insight (unless
stated otherwise on the metadata record) may be copied, displayed or performed, and stored in line with the JISC
fair dealing guidelines (available here) for educational and not-for-profit activities

provided that

• the authors, title and full bibliographic details of the item are cited clearly when any part
of the work is referred to verbally or in the written form 

• a hyperlink/URL to the original Insight record of that item is included in any citations of the work

• the content is not changed in any way

• all files required for usage of the item are kept together with the main item file.

You may not

• sell any part of an item

• refer to any part of an item without citation

• amend any item or contextualise it in a way that will impugn the creator’s reputation

• remove or alter the copyright statement on an item.

The full policy can be found here. 
Alternatively contact the University of Cumbria Repository Editor by emailing insight@cumbria.ac.uk.

http://www.ukoln.ac.uk/services/elib/papers/pa/fair/
mailto:insight@cumbria.ac.uk
http://insight.cumbria.ac.uk/legal.html#section5




Table of Contents



Preface.................................................................................................................................................. xv

Section 1
Framing and Situating Computer-Mediated Marketing Environments

Chapter 1
TheDynamicsofSocialMediaMarketingContentandCustomerRetention........................................ 1

Michelle Willis, University of Hertfordshire, UK

Chapter 2
TheDynamicsofSocialMediaandValueCo-Creation....................................................................... 22

Kamna Sahni, University of the West Scotland, UK
Kenneth Appiah, University of Cumbria, UK

Chapter 3
SocialMediaandSocialIdentityintheMillennialGeneration............................................................ 43

Guida Helal, American University of Beirut, Lebanon
Wilson Ozuem, University of Cumbria, UK

Chapter 4
ExploringtheRelationshipBetweenSocialMediaandSocialInfluence............................................. 83

Ali Usman, University of the West of Scotland, UK
Sebastian Okafor, University of Cumbria, UK

Chapter 5
SocialMediaandSocialEntrepreneurship......................................................................................... 104

Md Nazmul Islam, University of West of Scotland, UK
Vivek Chitran, University of Cumbria, UK





Section 2
Perspectives and Practice of Computer-Mediated Marketing Environments

Chapter 6
TheDifferencesofHedonicShoppingValueandPurchaseIntentionintheMultichannel
ShoppingEnvironmentforApparelShopping.................................................................................... 125

Charanya Nopnukulvised, Cardiff Metropolitan University, UK
Laden Husamaldin, University of West London, UK
Gordon Bowen, Regent’s University London, UK

Chapter 7
SocialMedia,OnlineBrandCommunities,andCustomerEngagementintheFashionIndustry...... 143

Guida Helal, American University of Beirut, Lebanon

Chapter 8
ServiceFailureandRecoveryStrategyinComputer-MediatedMarketingEnvironments
(CMMEs)............................................................................................................................................ 173

Samuel Ayertey, University of Plymouth, UK
Kerry Howell, University of Plymouth, UK

Chapter 9
User-GeneratedContentandConsumerBrandEngagement.............................................................. 193

Muhammad Naem, University of Worcester, UK
Sebastian Okafor, University of Cumbria, UK

Chapter 10
TheImpactsofOmni-ChannelPurchasingBehavioronServiceQuality.......................................... 221

Elena Patten, Corvinus University, Budapest

Chapter 11
Smartphones:ResourceDimensionsandUses................................................................................... 237

Ibelema Sam-Epelle, University of Gloucestershire, UK
Kenneth Appiah, University of Cumbria, UK

Chapter 12
OnlineServiceFailure:UnderstandingtheBuildingBlocksofEffectiveRecoveryStrategy............ 249

Yllka Azemi, Indiana University Northwest, USA
Wilson Ozuem, University of Cumbria, UK

Section 3
Opportunities and Challenges in Designing Computer-Mediated Marketing Strategies

Chapter 13
CompetingThroughOnlineServiceFailuresandRecoveryStrategies.............................................. 266

Dipen Rai, University of the West of Scotland, UK
Dominic Appiah, Arden University, UK





Chapter 14
CalculationofFacebookMarketingEffectivenessinTermsofROI.................................................. 286

Tereza Semerádová, Technical University of Liberec, Czech Republic
Petr Weinlich, Technical University of Liberec, Czech Republic

Chapter 15
E-WOM:TheNewConsumerMegaphone–UnderlyingReasonsandRelatedFactors.................... 311

Esra Güven, Manisa Celal Bayar University, Turkey
Özlem Işık, Manisa Celal Bayar University, Turkey

Chapter 16
TheChallengesofNationBrandingintheDigitalAge:CaseofSpain’sNationBrandingProject,
MarcaEspaña...................................................................................................................................... 328

Mario Ciutad, Northumbria University London, UK
Hamid Jahankhani, Northumbria University London, UK
Jim O’Brien, Northumbria University London, UK

Chapter 17
DisruptiveTechnologyintheSmartphonesIndustry:IdentityTheoryPerspective........................... 351

Dominic Appiah, Arden University, UK
Wilson Ozuem, University of Cumbria, UK
Kerry E. Howell, University of Plymouth, UK

Compilation of References............................................................................................................... 372

About the Contributors.................................................................................................................... 467

Index................................................................................................................................................... 471





Preface



Leveraging Computer-Mediated Marketing Environmentsisanupdateonhowsocialmediahasevolved
andexplorenewareasofdevelopmentsuchasatoolforvalueco-creation.Thesechangeshaveoccurred
duringsocialmedia’srelativelyshort-lifespan.Thebenefitsandchallengesofsocialmediacanbehar-
nessedandleveragedbythedifferentmarketingenvironments.Thebooktakesawiderperspectiveofthe
applicationofsocialmediasoitisnotjustamarketingtool,butthesocietalbenefitsandimplications
arediscussedfromamillennialgenerationviewpoint.Becauseofthebroadcoverageofdifferentareas
ofcurrentandnewrolesofsocialmediamakesthisbookanimportantanddistinctivereferencebook
forthoseworkinginsocialmediamarketingandrelatedareas,butalsoconsultanciesthatspecialisein
socialmediaorrequirecoreunderstandingonhowsocialmediahaschangedandtheincreasingpotential
ofitsuseinabusinessandsocietalcontext.Governmentalagencieswillhaveabetterunderstanding
oftheapplicationofsocialmediaanditsimplicationandinfluenceongovernmentpoliciesinfuture
years.Thinktankswillalsogainvaluefromreviewingthisbookasitattemptstoidentifywhitespacesin
marketingandsocietythatcoulddelivernewopportunitiesforsocialmediainthebusinessenvironment.
Furthermore,academicsandmarketpractitioners(notnecessarilyworkinginsocialmedia)wouldfind
thebookaninvaluablereviewofthenewlandscapesinsocialmedia.Studentswouldalsoimprovetheir
understandingofsocialmediatogivethemthenecessarydepthanddetailtogalvanisetheirinterestand
identifyworkplaceopportunitiesforsocialmedia.Theaimofthebookistogiveitsreadersacompel-
lingcompetitiveadvantageinthefieldofsocialmediathatcouldbeleveragecurrentlyandinthefuture.

Thebookisstructuredaroundthreepillars,namelyframingandsituatingcomputer-mediatedmar-
ketingenvironments,perspectivesandpracticeofcomputer-mediatedmarketingenvironments,andop-
portunitiesandchallengesindesigningcomputer-mediatedmarketingenvironments.Thusthechapters
willbealignedasfollows:

Section 1: Framing and Situating Computer-Mediated Marketing Environments

1. TheDynamicsofSocialMediaMarketingContentandCustomerRetention–MichelleWillis
2. SocialMediaandValueCo-Creation–KamnaSahniandKennethAppiah
3. SocialMediaandSocialIdentityintheMillennialGeneration–GuidaHelalandWilsonOzuem
4. ExploringtheRelationshipBetweenSocialMediaandSocialInfluence–AliUsmanandSebastian

Okafor
5. SocialMediaandSocialEntrepreneurship–MDNazmulIslamandVivekChitran

xv
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Section 2: Perspectives and Practice of Computer-
Mediated Marketing Environments

6. TheDifferencesofHedonicShoppingValueandPurchaseIntentionintheMultichannelShopping
EnvironmentforApparelShopping–CharanyaNopnukulvised,LadenAldin,andGordonBowen

7. SocialMedia,OnlineBrandCommunities,andCustomerEngagementintheFashionIndustry–
GuidaHelal

8. ServiceFailureandRecoveryStrategyinComputer-MediatedMarketingEnvironments–Samuel
AyerteyandKerryHowell

9. User-GeneratedContentandConsumerBrandEngagement–MohammedNaeemandSebastian
Okafor

10. TheImpactsofOmni-ChannelPurchasingBehavioronServiceQuality–ElenaPatten
11. Smartphones:ResourceDimensionsandUses–IBSamandKennethAppiah
12. OnlineServiceFailure:UnderstandingtheBuildingBlocksofEffectiveRecoveryStrategy–Yllka

AzemiandWilsonOzuem

Section 3: Opportunities and Challenges in Designing 
Computer-Mediated Marketing Strategies

13. CompetingThroughOnlineServiceFailuresandRecoveryStrategies–DipenRaiandDominic
Appiah

14. CalculationofFacebookMarketingEffectivenessinTermsofROI–TerezaSemeradovaandPetr
Weinlich

15. E-Wom:TheNewConsumerMegaphone–UnderlyingReasonsandRelatedFactors–EsraGuven
andOzlemIsuik

16. TheChallengeofNationBrandingintheDigitalAge:CaseofSpain’sNationBrandingProject,
MarcaEspana–MarcaCiutad,HamidJahankhani,andJimO’Brien

17. DisruptiveTechnologyintheSmartphonesIndustry:IdentityTheoryPerspective–DominicAppiah,
WilsonOzuem,andKerryHowell

Section1isthelocationoffourchaptersofwhichthereisatotalofthirteenchapters.Thefirstchapter
inSection1considerssocialmediaplatformsasakeytocustomerretention,onlineengagementand
discussion,drawingonsocialinfluencetheory.Trust,satisfaction,mutualdependencyandfairnessare
keyfactorsinretainingcustomers.Moreover,positivemediapostinghaveahealthyrelationshipbetween
brandattitudesandhigherpurchaseintentions.

Chapter2discussthenatureofsocialmediaplatformbenefits(co-creation)andsecurityissues.Al-
thoughsocialmediainconjunctionwiththeconsumersandfirmsisaco-creatorofeconomicwealth,the
decentralisationoftheplatformdoesposesecurityissues.Socialmedianetworkingisonestrategythat
firmsreapthebenefit,becauseofitsabilitytoshareinformationandapplyviralmarketingtechniques.

Connectingfashionbrandstoonlineconsumersisaneffectivechanneltoenhancebrandintentionsis
thefocusofChapter3.Thechannelconnectionactsasafurtheropportunityforbrandidentitythrough
brandassociation.Consequently,brandperceptionsarealsoformedandconsolidatedtogeneratesym-
bolicandfunctionalbenefits.Furthermore,thelatterpartofthechapterofferssuggestionsonsomeof
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therolesthatsocialmediaandsocialidentitymayplayinfuture-proofingthedesignanddevelopment
ofmarketingcommunicationsprogrammes.

Chapter4discussesthetechniqueoftailoringonlinebehaviour.Marketershavewishedforalongtime
tobeabletocreateaninfluentialenvironmentonsocialmediatoempowerusersonlinetoengageinonline
brandcommunities.Theonlineinteractionleadtothreedifferenttypesofsocialinfluencecompliance,
internalizationandidentity,theseinfluencepurchaseintention.Thustheaimofthechapteristoexplain
howsocialinfluencesupportsthechangeinbeliefs,attitudeandtheintentionsoftheonlineconsumers.

ThefinalchapterinSection1isChapter5.Thischapterexplorestheimportantroleofinformationin
anindividual’slife,andparticularlysocialmediainformationanditsimpactonsocialentrepreneurship.
Whatisuniqueaboutthediscussioninthischapteristhatitfocusesonsocialenterprisesandtheimpact
oftechnologiesonsocialentrepreneurshipinthecontextofdevelopingcountries.

Section2isstructuredaroundfivechaptersrelatingtoperspectivesandpracticeincomputer-mediated
marketingenvironments.

Chapter6focusesonthemulti-shoppingchannelenvironmentintheapparelclothingmarketingen-
vironment.Thechapterresearchaimtoassessthehedonicshoppingvalueinseveralcontexts(instore,
website,catalogue,mobileandsocialmedia).Theresultsfromtheempiricalstudysuggeststhehighest
levelofhedonicshoppingvalueislinkedtoinstoreandwebsitechannels.

Chapter7suggeststhatbrandshaveadjustedtothevocalcustomer,bythebackwardandforward
interchangeonsocialmediaplatforms.Brandcommunitiesseektoengagecustomersinaninteractive
environmentatdifferentlevels.Thespecialfocusofthischapteristheaugmentationofbrandawareness
andhowbrandimpressionsareformedinthecontextofthemillennialgeneration.

Chapter8explorestheservicerecoverystrategiesintheonlineenvironment.Essentially,theim-
mediacyofcustomerconversationandthusengagementonceacomplainthasbeenmadeshortensthe
pre-recoveryphase.AdvancesinInformation,CommunicationandTechnologiesinfrastructures(ICT)
facilitatestheimmediacyoftheconversationanddistanceisnolongeranimpedimenttoengagingin
conversation.

Chapter9inthegroupfocusesonUse-generatedContent(UGC)andconsumerbrandengagement.
UGChasthepotentialtorevolutioniseinteractionsamongstpeopleandreinforcesharingandgivethem
theopportunitytocreatecontentandnotmerelyusingtheavailablecontentontheinternet.

Chapter10discussesomni-channelsintheretailenvironment.Theadventofe-commercehasgiven
omni-channelcustomers theability toswitchretailchannelsduringthepurchasingdecisionmaking
process.Tominimiseswitchingretailerswillneedtoprovideexcellentservice.

Chapter11developsanunderstandingofthekeyfactorsthathelptoexplainandpredictusers’at-
titudetoadoptingorrejectingtechnology.Thediscussioncentresaroundsmartphonesadeeply-diffused
technologyandcorrespondinglytheemphasisisonthepersonalusageofmobilephonesandwhatis
themeaningofusage.

Chapter12discussesarecurringthemeinthedigitalmedialiteraturethatsocialmediamakesthe
processofconceptualisingcustomersintentionseasier,thatisinclusiveoftheirperceptionoffairness
intheonlineservicerecoverysituation.Thisispredicatedonthebehaviourofonlineconsumer,which
revealingpersonalinformation,engaginginonlineconversationandbelongingtoonlinecommunities.
Thusthechapteraimtoexplorefromtheliteratureonlinefailureandrecoverystrategies,andfurther
suggestthatsuccessfulrecoverystrategiesimprovecustomerretentionandimprovecommunications.

ThefinalgroupinginthebookisSection3,whichinvestigatestheopportunitiesandchallengesin
designingcomputer-mediatedmarketingstrategies.
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Chapter13takesadifferentperspectiveonservicefailureandrecoverystrategies.Currently, the
literaturefocusesontheconsumer’sviewpoint.Thischapterfocusesonconsumer-websiteinteractiv-
ityrelatingtoonlinefailureandrecoverystrategiesandthecharacteristicsofthecomputer-mediated
marketingenvironments.

Chapter14investigatestheperformanceoforganicandsponsoredadsontheFacebookplatform.
ThesecondarydataisevaluatedtoderiveanROIindexforthedifferentadconversionrates.Moreover,
themodelusesapracticalexampletocalculatecurrentandfuturevalueofongoingads.

Chapter15givesanaccountonhowWOMistransformedbytheonlineenvironment.Thegeneral
discussiononWOMande-WOMconsiderstheunderlyingreasonsandrelatedfactorsthatmakee-WOM
aneffectivecommunicationtoolusingageneralframework.

Chapter16discussnationbrandinganditscontexttomarketingtechniques.Practicaluseofnation
brandingincludesenhancingcountryreputationfortourism,gainingFDImomentum,increasingexports
andamagnettoattracttalent.Thechapterusessecondaryresearchincludingeconomic,social,cultural
anddigitalindices.

Chapter17reflectsonbrandloyaltyasamarketdisruptor.Knowledgethatilluminateshowfirmscan
repositionthemselvestosustainbrandloyaltywhendisruptionsoccurintoday’scomplexandglobalised
businessenvironmentisalsorequired.Thechapterpresentsanempiricalinvestigationintothephenom-
enonofbrandswitchingbehaviouramongconsumersinaspecificcompetitivemarket,particularlyin
theSmartphonesindustry.Itexploreshowresistancecouldbebuiltfromanidentitytheoryperspective,
asemphasishashistoricallybeenplacedonthefunctionalutilityofproductsattheexpenseofsocial
meanings.

CONCLUSION

Thisbookadvancestheconceptsincomputer-mediatedmarketingandbringspracticaladviceandknowl-
edgethatareinfluentialontheonlinemarketingenvironmentandsocialmediaplatforms.Movement
todigitalapplicationsismovingatapaceandrequiresengagementbyfirmstoimprovetheirmarket
position.Leveraging Computer-Mediated Marketing Environmentsattemptstoassistandpromotethe
newmarketingconceptsoftheofflineandsocialmediaenvironments.Furthermore,toenablefirmsto
developaholisticperspectiveofcomputer-mediatedactivitiesandenvironments.
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