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Empirical Measurement of Marketing Mixes and

the Effectiveness of Interest Generation Tools
Shwn-Meei Lee, Minh Nguyen, Daniel L. Clinciu®

Abstract

Online business growth and internet penetration contributes to increasing markets and new
opportunities arising, while methods to retain customers are constantly changed by new
technologies. Browsing of certain businesses’ websites could complete sales, thus, studying the
efficiency of emergent communication tools provides useful insights. We developed a
framework-mix and designed a questionnaire to investigate this issue, using non-probability
sampling for framework testing. The data processed (66 questionnaires) had a p-value of <0.05
with the F-values for convenience, information-providing (Sic.) and time-consuming being
22.64, 60.41 and 41.45 respectively. We found effective e-marketing must be targeted to first
maximize interest and then convenient access to increase transactions, whereas increased
“appropriateness” for surface level information is done using search engines or at product /
service providers’ websites. We also identified the e-marketing attributes that negatively impact
businesses, in particular pop-ups and forced advertising, whereas a well-designed and effective
web presence earned special mention.
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1. Introduction

The rapid development of the internet has changed the way companies work and create
e-commerce and e-business opportunities. E-commerce is defined as “financial transactions and
information across organizations and any other third parties” [1]. E-commerce can be
sub-divided into several categories: business-to-business (B2B), business to consumer (B2C),
consumer to consumer (C2C). This research focuses on the B2C model, which is defined as
“online commercial transactions between organizations and customers” [2]. Investment by
businesses in e-commerce has grown along with availability of the internet. Development of
new technology such as smart phones further allows 24/7 roaming access. Network speeds
(both mobile and static) are also increasing market penetration.

2. Material and Methods

2.1 E-marketing

In addition to the buying facility that the internet offers, the internet functions as a
promotion space. Due to the internet’s increasingly flexible application and growing user base,
the internet is rapidly surpassing traditional channels of communication such as television,
magazines, leaflets, radio [3]. Digital marketing, online marketing, and e-marketing are here
referred to as “online marketing”. Mediums where information is exchanged include social
media, email marketing, online advertising and search engine marketing. These mediums are
used to purvey information, improve relationships with customers, attract new customers, and
improve customer management systems.

2.2 Demographic Influences

Boundaries of accessibility, gender, occupation and education are fading, supported by
changes in technology management systems. Internet access devices are used by the elderly, the
unemployed and children as the technology becomes easier to use and supports interactive
behavior [4]. One of the most frequent user bases that is also seeing greatest internet adoption
rates, is college students aged 18-22. This demographic is highly interested by new products,
easily accepts new trends and they are frequently early adopters [5]. This is the group where we
will focus our research.

2.3 Usefulness

By considering the pros and cons of traditional channels and new technology in terms of
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efficiency we can assess both the value and effectiveness of new technologies [6]. Effectiveness
in this sense is “the right thing” at “the right time”; practically speaking that is matching
requirements and outcomes. From the perspective of the marketer, they require: attraction of
new business, retention of business, to understand customer needs, how best to associate with
the customer and how to maintain contact with customers [7]. In an ideal scenario the result of
meeting these requirements is that the customer will complete a purchase on their site, thus
providing personal information to the seller, the possibility of return custom (as trust is earned),
improved brand identification, and an ability to influence future purchase intention [8].

2.4 Concepts

To be successful in completing the requirements set out above, companies should develop
a specific model or framework which represents their online marketing strategy [9]. This
cohesiveness is as important as any traditional marketing plan and cannot be approached
haphazardly.

Online marketing frameworks presently contain five factors. Each factor supports and
adds more information to the one preceding it. These factors include: attracting new customers,
engaging customer attention, retaining customers, learning the attitudes and behavior of
customers and relating to customers by providing products or services. All the factors are
influential, however much hinges on attraction. Because of the importance of the “attraction
principle” in leading to the other factors we opted to further refine our study from the age 18-22
demographic, to attraction in the age 18-22 demographic. The communication tools available
today in online marketing used to attract customers include: Search Engine Marketing, Online
Promotions, E-mail Marketing, Viral Marketing and Interactive Advertising [10]. Timing and
usability attributes could also play important roles when using the above mentioned tools as
suggested by various studies [11] [12] [13].

2.5 Existing Tools

Here we will consider the following points as undisputed for our study.

2.5.1 Search Engine (Optimization)

“Search engine marketing (SEM) is a form of Internet marketing that involves the
promotion of websites by increasing their visibility in search engine results pages (SERPS)
through optimization and advertising.” [14]

“There is at least one clear path between the search engine and conversion outcome. We
find it helpful to think backwards: First consider where you want your visitor to end up, angl
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then work backward to find great page for them to enter your site.” [15]

2.5.2 Online Promotion

“Online Promotion is the propagation of information about the brand image of companies
and their products through the direct online form or through third party websites, where
companies' potential customers can access.” [16] [17]

“Social Web includes all social networks (Facebook, Twitter, etc.), branded web
destinations (Amazon.com and EBay etc.) and different enterprise sites. The visibility of the
contents provided by the individual and the community should be maximized by different lists,
groups and classifications that would make the information easily accessible and
understandable.” [18] [19]

2.5.3 E-mail Advertising

“Directly market a commercial message to a group of people using email. In its broadest
sense, every email sent to a potential or current customer could be considered email marketing.
It usually involves using email to send ads, request business, or solicit sales or donations, and is
meant to build loyalty, trust, or brand awareness.” [20]

2.5.4 Viral Marketing

“Viral marketing, viral advertising, or marketing-buzz are buzzwords referring to
marketing techniques that use pre-existing social networking services and other technologies to
produce increases in brand awareness or to achieve other marketing objectives (such as product
sales) through self-replicating viral processes, analogous to the spread of viruses or computer
viruses (cf. Internet memes and memetics). It can be delivered by word of mouth or enhanced

by the network effects of the Internet and mobile networks.” [21]

2.5.5 Interactive Advertising

“Paid and unpaid presentation and promotion of products, services and ideas by an
identified sponsor through mediated means involving mutual action between consumers and
producers.” [22]

Table I Participants’ perception of the online communication attributes

Attributes Description Perception
Interesting Pleasant to read and receive information +
Appropriate The right kind of information -
Reliable Information is dependable +

S
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Time-consuming Information takes a lot of time to be distributed -
Convenient Information is obtained with ease +
Acceptable Viewers agree to the information being provided +
Reject Information provided is not accepted -
Objectionable Communication presents some difficulties -
Disruptive Communication is being disrupted by various noise -
Informative Information provided can be used +

2.6 Useful Communications

How can a company’s online message be conveyed most effectively?

D. Jerman and B. Zavrsnik [23] compiled a list of attributes (reproduced in Table 1) used
to describe peoples’ reactions, both positive and negative to advertising in online media
channels. The authors note that these attributes have been extensively tested on various user
groups, over different user demographics as well as different online communication channels.
We will take these attributes to be correct for our study.

2.7 E-marketing Principles

A paper by Chong, W. K et al confirms the points discussed thus far, that is we are able to
observe three main activities: conversion (appeal to customers), acquisition (attraction of
visitors to the site) and retention (return custom). [24]

One issue potential customer’s face in today’s internet market place is internet clutter or
“noise”. The rapidity of click-throughs, shortening of attention span by users to obtain what
they are looking for and inattention to detail are all obstacles that a successful marketer must
overcome. Nothing can guarantee the success of a marketing model, due in part to speed of
development of internet based interests; marketers need to be agile, attracting customers by a
combination of means. Online marketing is not a static billboard placed online, it is a complex
interaction of communications activities following a definite, yet flexible plan. [25]

Most companies have a website; however that in itself will not guarantee new customers.
Poorly designed sites, or those which provide wrong or inadequate information can actually
harm a company’s potential for offline business. This “customer turn-off” effect is amplified in
the millennial generation (or even those born in the early 90’s) where they will not have any
memory of life without the internet. [26]

2.8 Analysis

From the completed questionnaires we received, most of our respondents were in the
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18-27 age group. They were passionate about using the internet, citing daily usage of between
2-3 hours. Common uses given were to find desired information, as well as shopping for
various products and services. Users also reported using the internet for personal and
professional communications through a variety of means: social media, email, live video chat,
offline/online short messages. Moreover, they don't necessarily consider the internet a direct
channel of communication with companies, but when they have a need for a product or service
they will search for information about companies providing a product or service of their choice
online. Therefore, companies should have well designed and informative websites that can be
easy to navigate and follow, avoiding too overly complex and unnecessary details in order to
better serve existing and potentially new customers.

2.9 Respondents’ Analysis

In Section V (Framework Concepts) we identified “attraction” as the most important of the
five principles so we tried to garner more information about this factor that govern opinions
about this communication channel.

The convenience attribute received the highest number of votes (41). This is somewhat
understandable as many respondents also commented that their use of the internet was for
convenience of research.

The “convenience” factor ranked highest in our study, and also turned out to be highly
time-sensitive. A user’s willingness to invest time to research, or send and receive information
must be rewarded promptly with correct and concise data. In certain cases, depending on the
type of information needed, customers may need additional time online when compared with
something that could be accomplished by a phone call to the customer service/information desk
of a company. Distributed information online can be easily missed or ignored by either end of
the information chain.

The “interest” attribute scored second highest. This shows us that if the interest generated
is high enough, it can be a valuable communication channel for distributing information.

The ““acceptability” attribute ranked third. Thus if a potential customer is willing to accept
a particular tool or venue as a means of receiving communication it significantly boosts the
chance of successful conversion.

Fourth was the “informative” attribute, which seems to act more as a reward for the prior
points of convenience and pursued effort to obtain information. Information draws us back to
the means of search and we must consider the potency of Google's search engine as a means of
SEM.
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In summary, the internet is an important communication channel primarily defined by the
following attributes (in rank order): convenience, time-effectiveness, interest, informativeness,
and acceptability.

Regrettably, as we noted earlier this neat situation is muddied by the massive amount of
information and complexity that often overwhelms users. It is this aspect that adds considerable
amounts of time as a burden to the user’s part. Here our findings tie in with the findings of
combining the above factors. The average user:

® Does not like to pay fees for on-line information.

® Will not stay long enough in the sites to be able to capture all information.

® Depends heavily on search engines.

® Trusts the search engines online but never questions how and why the search results

are made.

® Surfs the web as a way of entertainment, ex: bidding products, window-shopping

online.

Also we must remember that the customer may have been further desensitized to product
messages by Spam or other obtrusive marketing/advertising techniques. Together these create a
pandemonium and cacophony of information. This has the net result of producing changes in
online behavior; making users less reliable, more complex and highly demanding. Commonly
users are aware of many brands but little loyalty for any specific one.

2.10 Method

Using a deductive approach we developed our own framework-mix and designed our
questionnaire with a combination of both quantitative and qualitative questions. To test the
framework we undertook non-probability sampling, reduced the qualitative data and ran an
ANOVA test. Feng Chia University was the main source of our data.

A total of 60 people answered our questionnaire, most of whom were mostly college
students. Our questionnaire was divided into three parts, asking the participants about online
behavior, online communication tools, and finally their feedback.

3. Results and Discussions

3.1 ANOVA Results

As seen in Table II, the p-value is < 0.05, indicating the results of this study are
statistically significant. Furthermore, the F-value for the attributes of convenience, informative,
and time-consuming are 22.64, 60.41, and 41.45 respectively, all being greater than 1.

-
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Consequently, all three properties exhibit a significant effect in attracting customers across all
five online communication tools that we are investigating.
Table I ANOVA results for the attributes of convenience, informativeness, and
time-consumption

Test Convenience Informativeness Time-consumption
p-value 0.0001 0.0001 0.0001
f-value 22.64 60.41 41.45

3.2 Results Analysis

Currently, companies use online promotions as a preferred way to convey information to
customers, establish marginal propensity to consume, and encourage customers to examine
their communication message more closely. Things that increase the efficiency of this method
are creating website interaction events and customer comments/feedback. A typical example is
the introduction of company presences on social networks, where attitudes and buying
behaviors can be observed more clearly. Online promotion is most effective when companies
are able to initiate the buying trend and generate attraction, if not online promotion will be
easily rejected.

3.2.1 Email-Marketing

At the time internet adoption was getting wide spread adoption, email marketing was the
only way for companies to transmit information to their customers. Email marketing was the
frontrunner of today's online communication. Therefore, customers still feel somewhat
comfortable getting information from companies and consider this information reliable and
informative. This is true only for emails where the customer is subscribed and where they have
accessed the company online more than once. Today we not only have subscribed email, but
also unsolicited and spam mail which makes customers feel uncomfortable; because it comes
from unreliable sources and in very large quantities. As a generalization this detracts from the
potency of all email marketing.

3.2.2 Viral Marketing

The majority of our participants commended viral marketing as a method of
communication. It was branded “interesting” and “entertaining” though “unreliable” and
“insufficient” in terms of information. Viral marketing had interesting and concise messages
and if it was successful it was able to influence attraction. But the primary weakness of viral




104 1B =1+ BE—ONE=8

marketing is the potential for wasted resources if it is overlooked; it also often contains a risk of

controversy if the campaign is considered “edgy”.

3.2.3 Interactive Advertising

Our study showed Interactive Advertising is the least influential communication tool. It is
associated with: “lack of information”, “less inconvenience”, and “time consuming”. Specific
comments from our survey read:

“Stop putting ads at the beginning of a video and put them at the end. This way, | have a
choice to fast-forward to view the commercial or not view it at all.”

“I’m not interested in ads.”

3.2.4 Search Engines

The Search Engine of choice also has a strong influence on our participants. As we have
observed in our study and discussed in this paper, internet users trust the information they
receive when using a search engine, they also state that it saves time. Search Engine Marketing
is thus an ideal means by which to hijack attention.

3.2.5 Online Promotion

Online Promotion is one of the most prevalent methods for communicating product and
service information by companies because it gives users a feeling of convenience and
reliability. Online Promotion is seen as an indirect approach and more as a social interaction
through network effects to attract current and potential new customers.

3.3 Discussion

With email’s adoption as a formal means of correspondence, it is coming to be trusted by
recipients; however the timing of that approach is almost impossible to get right, unlike a
Search Engine where users self-select the data. The few times email marketing is likely to
succeed is when users that are really interested in a certain product or service happen to receive
a message about a particular product/service, combined with a promotion or discount, for
example Black Friday deals where people may be waiting for an opportunity to purchase at a
discounted rate. The probability for timing and required service/product to coincide with an
email message is relatively low, except for notable holidays and seasonal/cyclical purchases.

With Viral Marketing our participants found that the two characteristics “convenience” and
“interest” were the most significant. Demographic factors such as gender and age seem to be
less significant in viral marketing.
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3.4 Further Studies

In our research, two particular attributes, convenience and time-factor are repeatedly
shown to be valuable in making a company’s marketing message heard. A notable limitation in
our study was the population size and demographic. Most respondents were age 20-27, with a
small number age 28-60. Although people in the 20-27 group were very active and generally
knowledgeable regarding the internet, we cannot dismiss the other age groups and their
impact/opinion on online marketing communication tools. It is still a well-established fact that
purchasing power increases as one gets older and in order to tap into this market further study
would be advisable. This study would also help us to understand how age may influence the
online consumer buying behaviors.

In this final section we would like to issue a small word of warning to marketers. Certain
combination of commercials and information from companies in the form of pop-up
windows/boxes, and text ads are easily rejected by customers. Not only are they rejected but
can cause harm to a company’s image if repeatedly received in an unwanted way. Interactive
Advertising is also considered annoying and distracting by respondents.

Despite internet prevalence in many aspects of modern daily life, many customers still do
not see the internet as a direct communication channel to companies. They often use the
internet as a place for hobbies or personal needs and rarely communicate with companies unless
it is part of a work related activity. This indicates that this aspect of internet use as a means of
advertising will develop further with time.

As marketing on the internet is fast entering a realm of its own, it appears that customers
are becoming more passive in their approach, waiting to receive information before acting.
Businesses and companies are aware of this and are becoming more and more aggressive in
finding avenues of approach to ensure customer involvement. What marketers must be aware of
is the fact that as this approach becomes the new normal and businesses accordingly ratchet up
their campaign, they simultaneously risk desensitizing customers to online communications.

4. Conclusions

From our study we observe that the internet is a potent communication channel for
companies, however, customers do not always favor it in similar ways. Thus, combinations of
the various modes of internet use should be wisely exploited by companies. With the correct
mix of online marketing communication tools, the internet offers tremendous potential for
attracting customers. In our research the most favored online marketing communication tools
were Search Engine Marketing, Online Promotion, and Viral Marketing; in which there ane
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certain similarities. The core similarity being that they optimize the “convenience” and
“time-factor”. They do this by different means, but the net result is that people preferred
information that had first been sifted and vetted by a third party, and they feel it is more
convenient, safer and trustworthy, or at the very least tallies with their requirement for internet
use as “hobby” or “entertainment” time. To optimally attract customers businesses should not
focus first on their framework, but on tools that will provide the impression of “convenience”

and “time-saving” attributes.

References

1. D. L. Hoffman, T. P. Novak, M. Peralta (1999, May). The Information Society Journal.
[Online]. 15(2), pp. 129-139 Available: http://www.tandfonline.com/doi/abs/10.1080/019
722499128583

2. Mukherjee, P. Nath, (2003) A model of trust in online relationship banking. International
Journal of Bank Marketing. [Online]. 21 (1), pp. 5-15A. Available: http://www.emeral-
dinsight.com/doi/full/10.1108/02652320310457767

3. R. A. Peterson, S. Balasubramanian, B. J. Bronnenberg, (1997, Fall.). Exploring the
implications of the Internet for consumer marketing. Journal of the Academy of Marketing
science. [Online] 25(4) pp. 329-346 Available: http://link.springer.com/article/10.1177/
0092070397254005#page-1

4. P. Wallace (2004). The Internet in the Workplace, How New Technology Is Transforming
Work. November 2014 ISBN: 9781107460119

5. R. E. Anderson (1996, Jan.). Personal selling and sales management in the new
millennium. Journal of Personal Selling & Sales Management. [Online] 16(4) pp. 17-32.
Available:
http://www.tandfonline.com/doi/abs/10.1080/08853134.1996.10754071#.VTYFRyGqgqgko

6. D. Jerman, B. Zavrsnik (2012, Sept.). The model of marketing communications
effectiveness: empirical evidence from Slovenian business-to-business practice. Journal of
business economics and management. [Online] 13(4) pp. 705-723. Available:
http://www.tandfonline.com/doi/abs/10.3846/16111699.2011.620163#.VTYGMSGqqgko

7. M. Sakkthivel (2009, Aug.). Impact of demographics on online buying behaviour towards
different products. International Journal of Electronic Finance. [Online] 3(3) pp. 284-296.
Available: http://inderscience.metapress.com/content/123156705g244v62/

8. J. Strauss, R. Frost, “The Internet for Distribution”, in Internet Marketing, 6™ Ed. Upper
Saddle River: Pearson, 2012, ch. 11, pp. 274-278



http://www.tandfonline.com/doi/abs/10.1080/019
http://www.emeral-/
http://link.springer.com/article/10.1177/

Empirical Measurement of Marketing Mixes and the Effectiveness of Interest Generation
Tools: Shwn-Meei Lee, Minh Nguyen, Daniel L. Clinciu 107

9. M. Wynn, P. Jones (2006, Jan.). Delivering business benefits through knowledge transfer
partnerships. International Journal of Entrepreneurship and Small Business. [Online] 3(3)
pp. 310-320. Available: http://inderscience.metapress.com/content/341p0fdjm2rjfjny/

10. W.K. Chong, M. Shafaghi, C. Woollaston, V. Lui (2010, May.). B2B e-marketplace: an
e-marketing framework for B2B commerce. Marketing Intelligence & Planning. [Online]
28(3) pp. 310-329. Available: http://www.researchgate.net/publication/242336140
B2B_e-marketplace_an_e-marketing_framework_for_B2B_commerce

11. N. S. Sahni (2015). Effect of temporal spacing between advertising exposures: Evidence
from online field experiments. Quantitative Marketing and Economics. [Online] 13(3), pp.
203-247. Available: http://link.springer.com/article/10.1007/s11129-015-9159-9

12. Y. Liu, S. Balachander. (2014). How long has it been since the last deal? Consumer
promotion timing expectations and promotional response. Quantitative Marketing and
Economics. [Online] 12(1), pp. 85-126. Awvailable: http:/link.springer.com/article/
10.1007/s11129-013-9141-3

13. S. Wallace, A. Reid, D. Clinciu, J. S. Kang (2013). Culture and the importance of usability
attributes. Information Technology & People. [Online] 26(1), pp. 77-93. Available:
http://www.emeraldinsight.com/doi/abs/10.1108/09593841311307150

14. Sherman, (2007, Feb.). The State of Search Engine Marketing 2006. [Online] Available:
http://searchengineland.com/the-state-of-search-engine-marketing-2006-10474

15. J. Grappone, G. Couzin. (2008). Search Engine Optimization (SEO): An Hour a Day. (2nd
Edition) ISBN: 978-0-470-90259-2

16. R. V. Kozinets (1999). E-tribalized marketing?: The strategic implications of virtual
communities of consumption. Journal. European Management Journal. [Online] 17(3) pp.
252-264. Available:
http://econpapers.repec.org/article/eeeeurman/v_3al7_3ay 3al999 3ai_3a3 3ap_3a252-2
64.htm

17. P. Y. WangAffiliated withUniversity of Pennsylvania Email author, E.T. Bradlow,
Affiliated withUniversity of Pennsylvania E. I. George (2014). Meta-analyses using
information reweighting: An application to online advertising. Quantitative Marketing and
Economics. [Online] 12(2). pp. 209-233. Available: http:/link.springer.com/
article/10.1007/s11129-014-9145-7

18. R. A. LewisAffiliated withGoogle, Inc., Email author, D. H. Reiley (2014). Online ads and
offline sales: measuring the effect of retail advertising via a controlled experiment on



http://www.researchgate.net/publication/242336140_
http://link.springer.com/journal/11129
http://link.springer.com/journal/11129/13/3/page/1
http://link.springer.com/journal/11129
http://link.springer.com/journal/11129
http://link.springer.com/journal/11129/13/3/page/1
http://link.springer.com/article/
http://www.emeraldinsight.com/author/Wallace%2C+Steve
http://www.emeraldinsight.com/author/Reid%2C+Adrian
http://www.emeraldinsight.com/author/Clinciu%2C+Daniel
http://www.emeraldinsight.com/author/Kang%2C+Jin-Su
http://link.springer.com/journal/11129/13/3/page/1
mailto:pengyuan@wharton.upenn.edu
http://link.springer.com/journal/11129
http://link.springer.com/journal/11129
http://link.springer.com/journal/11129/13/3/page/1
http://link.springer.com/
mailto:randall@econinformatics.com

108

BFER E=+NH# RE-ONFE=AH

19.

20.

21.

22.

23.

24.

25.

26.

Yahoo! Quantitative Marketing and Economics. [Online] 12(3). pp. 235-266. Available:
http://link.springer.com/article/10.1007/s11129-014-9146-6

P. Mustonen, 2009 Social Media — A New Way To Success? Turku School of Economics,
Series KR. [Online] 1(2009) Awvailable: https://www.doria.fi/xmlui/bitstream/handle/
10024/99388/KRel_2009_Mustonen.pdf?sequence=2

M. Nosrati, R. Karimi, M. Mohammadi, K. Malekian, 2013 Email Marketing as a Popular
Type of Small Business Advertisement: A Short Review. Australian Journal of Basic and
Applied Sciences Volume. [Online] 7(4) pp. 786-790 Awvailable: http://ajbasweb.com/
old/ajbas/2013/March/786-790.pdf

V. Bajpai, D. S. Pandey (2012, Jul.). Viral Marketing Through Social Networking Sites
with Special Reference of Facebook. International Journal of Marketing, Financial
Services & Management Research. [Online] 1(7) pp. 194-207 Available:
http://indianresearchjournals.com/pdf/IIMFSMR/2012/July/15.pdf

J. D. Leckenby, H. Li (2000, Oct.). Internet Advertising Formats and Effectiveness.
Journal of Interactive Advertising. [Online] 1(1) pp. 1 - 31. Available:
https://brosephstalin.files.wordpress.com/2010/06/ad_format_print.pdf

S. Li, J. Zheng Li, H. He, P. Ward, B. J. Davies (2011, Aug.). <i> WebDigital</i>: A
Web-based hybrid intelligent knowledge automation system for developing digital
marketing strategies. Expert Systems with Applications. [Online] 38(8) pp. 10606-10613.
Available: http://www.sciencedirect.com/science/article/pii/S0957417411003356#
Nicholas, | Rowlands, D. Clark, P. Williams (2011) Google Generation II: web behaviour
experiments with the BBC. Journal. Aslib Proceedings. [Online] 63(1) pp. 28-45.
Available: http://www.emeraldinsight.com/doi/full/10.1108/00012531111103768
Ranaweera, G. McDougall, H. Bansal (2008, May.). A model of online customer behavior
during the initial transaction: moderating effects of customer characteristics. Journal of
Travel Research. [Online] 5(1) pp. 51-74. Available: http://mtq.sagepub.com/
content/5/1/51.short

D.G. Wiedemann, T. Haunstetter, K. Pousttchi (2008) Analyzing the Basic Elements of
Mobile Viral Marketing-An Empirical Study. 7th International Conference on Mobile
Business. [Online] Pp.75-85. Available: http://ieeexplore.ieee.org/xpl/articleDetails.
jsp?reload=true&arnumber=4570166



http://link.springer.com/journal/11129
http://link.springer.com/journal/11129/13/3/page/1
https://www.doria.fi/xmlui/bitstream/handle/
http://ajbasweb.com/
http://mtq.sagepub.com/
http://ieeexplore.ieee.org/xpl/articleDetails

