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ABSTRACT

The changes streaming from the customers rapidly changed attention, new ways and techniques
and platforms are coming to the scene of advertisement and marketing, corporation’s and small
companies are pouring big amounts of their advertising or marketing budgets on social media
platforms also, instead of only spending it on television and radio, Facebook and Instagram
take a huge share of the amounts of budgets spent on online and social media advertisements,
companies are currently are researching the reasons and factors that are controlling or affecting
customers attention and customer engagement regarding sales and advertisement. This research
will provide recommendations and prohibitions for companies and sellers who operate online
or primarily on Instagram.
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1. INTRODUCTION

The main aim of this study is to investigate online consumer motivation and brand engagement
on social media in Instagram, what could be the factors that can motivate consumers to make
the buying action in companies operating on social media (Instagram) and how do consumers
engage with companies on social media pages and accounts in Instagram.

This research will help many companies to modify and update the marketing strategies that
they use on Instagram and, in general, on social media, how to use and shape the correct
strategies and the correct content, discuss Factors that can make consumers engage with
companies on social media (Instagram).

Industry experts and researchers in the academic world have investigated the answer to how
best to engage customers. Social media has facilitated a number of business prospects and also
provided companies with platforms through which they can involve their shareholders
(Vaynerchuk, Crushing it, 2018). An important concern to customer engagement is how it is
conceptualized and what reasons enable and support customer interaction on social media.
We are in today's industry intriguing inflection point where internet and consumer Behavior is
at complete and total scale and which means that we are going into a new time of opportunity,
the white space that technology keeps creating and always will is a matter that businesses and
people struggle with because the reality is that a lot of people preview things based on what
already has happened rather than being able to understand what's going to happen, which is
ironic because what's about to happen now has happened in history many times overo and over,
it's just that you have to understand the pattern recognition and deploy it against the current
state (VVaynerchuk, Crushing it, 2018).

For me, if you understand that jargon, it will be easier to cope with the current trends in social
media marketing or marketing in general.One of the things that I will be talking about in this
research and | believe that what interests everybody is the attention of the person that you were
trying to reach.

If we went to the early nineties when email newsletters were starting and Google AdWords
launched some, people were interested and actually worked on it ,and some people missed the
chance of investing or advertising with it, so, for example Amazon was the biggest Google
Advertiser ,and for that, they have used wisely their advertising Budget on the internet and on
Google ,and we can see now where are they at, on the other hand, we can see businesses that
haven't used this opportunity wisely and underestimated the internet and social media and
Google advertisement and spend a huge part of their advertisements budgets on radio television
or a mix marketing techniques that are arguably could have been a waste of their money at that
time and definitely a waste on these times (vaynerchuk, 2011). This research will be helpful
for both B2B and B2C businesses because | believe that social media marketing and social
media apps and programs can reach all intentions that we want or ask for through these
platforms.

So when we talk about new techniques in new forms of online advertising | believe that it is a
subject of supply and demand, for example, like when Google AdWords started in the 2000s
the price per click was very underprice but when high demand and a lot of business has reached
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attention to it and actually figured it out, currently the price The Click on Google AdWords got
a lot higher since it started and it actually makes sense for that to happen, so this will be good
for early adopters ,for example, to adopt and work on new techniques in advertising,
Technically a person better be going all-in ,and we'll be using underpriced advertisement at the
beginning of it , and that will make their businesses go extremely big (Vaynerchuk, Crushing
it, 2018).

| believe that the Great misunderstanding of today's market and Landscape is that the
Breakthrough is the ability to produce creative at a scale that is contextual to the decision maker
that's you are trying to reach, the number one shortcoming of the consumer product Marketers
and the b2b marketers is there is not enough volume of different creative that is contextual to
who you are seeking to reach.

When we look into our phone's home screen, we find that's most of our apps are utility apps or
entertainment apps on the other hand 95% of the content that we see online is mostly a sales
pitch which tells us why this could go the wrong way so if we understand the utility or
entertainment aspect we could understand as businesses that we have to make what we give to
customers online as content should be either entertainment or utility for it to be consumed by
customers.

With different apps and so different social media platforms for companies, they need to
understand their target audience location, and with time, their target audience's attention May
shift from one platform to another and this is why the marketing department should pay close
attention to all the small changes that happens.

2. LITERATURE REVIEW

The theoretical framework familiarizes the reader with the idea of digital and social media
marketing, carefully studying their features and advantages as the ever growing marketing
channels of today. Consumer behavior correlates closely to the thesis topic as the behavior and
motivation of Instagram users concerning adverts on the application are at the very core of the
research subject of the thesis.

Issues with online advertisement targeting, as aforementioned, widely added to the formulation
of the research problem, and thus its principles are presented in the chapter as well. Consumer
motivation is an inner element that encourages customers to distinguish and purchase goods
and services to satisfy unconscious and conscious needs and wants (Martin, 2011). The
satisfaction of these requirements and needs has the ability to inspire the consumers to perform
a purchase one more time or to discover various goods and services to meet those needs in an
improved way.

2.1 Hierarchy of Needs

Consumer motivation is connected to the "hierarchy of needs" that Maslow created. (Maslow,
1943) As indicated by this rule, motivational operators hold several degrees of value.
Physiological needs are usually the popular ones, comes after that necessary survival needs
which they are food, shelter, and safety. More important levels of needs involve human needs
(love and relationships), Appreciation-needs (status and recognition), and there is the self-
fulfillment in the hierarchy. As per Maslow, an individual must meet lower-level needs before
being roused to meet more elevated level needs.
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2.1.1 Motivational Levels

It depends on how serious the transaction is to a person; the motivational levels that he would
have probably would differ from high levels to low levels (Malisetty, 2012). Factors that may
influence involve knowledge of the product, factors of the status, and the expense and value in
general. When the rewards of fulfillment are low, similar to buying from the supermarket, the
levels of motivation at that time would also be low, and the decision-making behavior would
be low as well. On the other hand, with an important and sensitive manner like purchasing a
home or a piece of valuable jewelry, the urge of reaching the "best" outcome is important.

2.1.2 Motivational Behavior

The observable perspective regarding customer motivation affects a buyer's activities prior to
buying and utilizing products or services. An individual may do a great deal of examining
options, measuring, and inspecting before taking a decision (Kotler, Principles of Marketing ,
2011). They may choose to purchase something depending on the products and services that
nearly match and fulfill motivational demands and requirements. Advertisers throughout the
years intended obtaining the greatest influence and consequential sale via connecting their
goods and services to reliably defined customer wants also through knowing whatever drives
consumers to make a purchase.

2.1.3 Motivational Influences

Motivational degrees are very different from one person to another and they can be effected
through various exterior factors. These factors consolidate the social benefit of settling on the
right choices, opinions regarding brand names, and the association of the values of brands and
individuals (Bown-Wilson, Definition of Consumer Motivation, 2019). In the event that others
would share their opinions in decision making, their influence impacts the conduct of the
primary purchaser.

2.1.4 Accessing Motivation

Businesses and advertisers use various apparatuses to help them comprehend customer
motivation comparable to their products and ventures. This may help them decide their
business sectors as indicated by different purchaser motivations. (Bown-Wilson, Definition of
Consumer Motivation, 2019). Marketers apply pre-purchase and post-purchase online\postal
surveys, one to one interviews, focus groups to improve the perception of customers'
motivational operators.
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2.2 Phycology behind Consumer Behaviour

Around 20 years ago, researchers (Hargreaves, D. J., McKendrick, J, 1999) did a study at a
wine shop. They wanted to discover if the store’s background music could affect the choice of
customers when buying. On the days where they played German music, German wine was
selected over the French wine 3 to 1, and on the days that they played French background
music, the French wine was selected over the German wine 3 to 1.

French accordion German Bierkeller
music music
Bottles of
French wine ??.E \ 213% )
sold 17} (eie)
Bottles of
German wine {;D__, {?—23%,,
sold o) ""’

Figure 1 : wine store background music study.

3. RESEARCH METHODOLOGY AND HYPOTHESIS

3.1 Hypothesis creation

With regards to the conceptual framework, the following hypothesis is examined :
Hypothesis 1

H1: There is a positive relationship between Instagram marketing and consumer motivation.
Independent variable : Instagram marketing

Dependent variable : consumer motivation

1st research question: Is there is a positive relationship between Instagram marketing and
consumer motivation ?

Hypothesis 2

H2: There is a positive relationship between Instagram marketing and brand engagement.
Independent variable : Instagram marketing

Dependent variable : Brand engagement

2nd research question: Is there is a positive relationship between Instagram marketing and
brand engagement ?
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3.2 Research method

This research attempts to explore, explain, and provide more information about consumer
motivation and brand engagement on Instagram. Therefore the design of the research is
descriptive.

A correlation design will be implemented to calculate the relationship intensity between
variables.

To answer the research questions, the researcher will perform an E-questionnaire as a form of
a survey, and the results will be studied using quantitative research methods since the data is
quantifiable, For a total of 251 responses, the five-point Likert scale was used in the distribution
of the score of the answers, which is divided from the highest (Strongly Agree) was given the
number 1, to the lowest (Strongly Disagree) was given the number 5, the distribution is:
1=Strongly Agree, 2=Agree, 3=Neutral, 4=Disagree, 5=Strongly Disagree.

3.3 Sampling Methodology
3.3.1 Sampling method

The sample of the study in this study consists of the population of Istanbul, with age groups
ranging from 18 — 38 years, which are the most common age groups that used social media.
The reason behind this sample selection is that youngsters are fully aware of the impact of
social media because it became an integral part of their daily lives, this makes it easier for the
researcher to gather data more effectively and accurately to analyze the effect of social media
marketing on customer satisfaction.

The primary source for collecting the desired data, is the E questionnaire was used as the main
data collection tool that would be the baseline data for the researcher other then the literature
review.

3.3.2 Sampling size

Because it is not possible to take all the residents of the city Istanbul into consideration, decided
to adopt a non-probabilistic sampling method, it is a sampling in a convenience method to
collect data from target audiences from different regions of Istanbul. The purpose behind data
collection through a convenience method is that it makes it easier for the researcher to collect
data appropriately from the intended respondents.

The questionnaire was distributed to the largest number that the researcher could reach, through
the use of the convenience sample technique with confidence level 90% for the total population
of the target sample, which exceeds 15 million, we can accept 5% with a margin of error and
total response rate 70%, The recommended sample size will be 228 response.
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4. Reliability statistics

Stability test means the degree of consistency between the measure of the thing to be measured.
The Cronbach alpha test is used to verify the stability of the measuring instrument by
calculating consistency in the internal consistency of the Variables of the questionnaire.
Cronbach's alpha (o)) should be equal or greater than 0.7 in order to prove that the analyzed
survey is sufficiently constant for further evaluation.

Cronbach’s Alpha
Table 1: Reliability Test H1.

Variable Cronbach's Alpha N of Items
Instagram Marketing 797 6
Consumer

. .72 1
Motivation 8 3
Brand Engagement 752 8

The above table shows that the values of the Cronbach alpha for all the study variables are
greater than (0.7), which is the minimum acceptable. The total value of Cronbach alpha for the
questionnaire is (0.785).

5. RESEARCH FINDINGS

5.1 Demographic Findings

The demographic characteristics of the study sample consisted of several basic variables, the
aim of which is to collect general information about the respondents (gender, age, marital
status, and education level), which are not assumed with the variables.
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Gender

Valid Cumulative
Frequency Percent Percent Percent
Valid Male 76 30.3 30.3 30.3
Female 175 69.7 69.7 100.0
Total 251 100.0 100.0
Age
Valid Cumulative
Frequency Percent Percent Percent
Valid 18-23 37 14.7 14.7 14.7
23-28 140 55.8 55.8 70.5
28-33 48 19.1 19.1 89.6
33-38 26 10.4 10.4 100.0
Total 251 100.0 100.0
Marital status
Valid Cumulative
Frequency Percent Percent Percent
Valid Singel 179 71.3 71.3 71.3
Married 69 27.5 27.5 98.8
Divorced 3 1.2 1.2 100.0
Total 251 100.0 100.0
Education
Valid Cumulative
Frequency Percent Percent Percent
Valid High school 49 19.5 19.5 19.5
diploma
Bachelor’s degree 161 64.1 64.1 83.7
Master’s degree 40 15.9 15.9 99.6
Other 1 A4 A4 100.0
Total 251 100.0 100.0

6. Hypothesis Testing

This test is done to measure the relationship between the independent and dependent variables,
the result ranges between two ranges either 0 to +1 or 0 to -1, the result should be in the positive
range to say that the variable is positively correlated with a strong relationship and vice versa.
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The table below shows the correlation test between the variables, independent and dependent.
Table 5. 1: Correlation 1

Social Media Customer
Marketing “SMM” Satisfaction “CS”
Pearson Correlation 1 -.142"
IM Sig. (2-tailed) .024
N 251 251
Pearson Correlation -.142" 1
CM Sig. (2-tailed) 024
N 251 251

The data have been collected by the researcher through 251 respondents of the survey, which
were processed in SPSS for analysis. From the matrix above in table 4.4, the researcher found
that sig < 0.05 means that there is a linear relationship between the independent and dependent
variables, and that relationship is a weak negative relationship between Instagram marketing
and consmer motivation, with Pearson's correlation of -0.142 indicates that the linear
relationship is A weak downhill (negative) linear relationship.

Table 6. 1 : Hypothesis 1.

H  Hypothesis Result
There is a positive relationship between Instagram marketing and Denied
consumer motivation.

Table 5. 2: Correlation 2
Social Media Customer
Marketing “SMM” Satisfaction “CS”
Pearson Correlation 1 156"
IM Sig. (2-tailed) .013
N 251 250
Pearson Correlation 156" 1
BE Sig. (2-tailed) 013
N 250 250

The data have been collected by the researcher through 251 respondents of the survey, which
were processed in SPSS for analysis. From the matrix above in table 4.4, the researcher found
that sig < 0.05 means that there is a linear relationship between the independent and dependent
variables, which means that there is a positive relationship between Instagram marketing and
consumer motivation in tourism sector, with Pearson's correlation of 0.156 indicates that the
linear relationship is A weak uphill (positive) linear relationship.
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Table 6. 2 : Hypothesis 2.

H2  Hypothesis Result
There is a positive relationship between Instagram marketing and
Brand Engagment.

Accepted

7. CONCLUSION, LIMITATION, AND RECOMMENDATIONS

For the conclusion of this research paper online consumer motivation and brand engagement
on Instagram, we had two thesis questions,

The first question is Instagram marketing affects positively on consumer motivation, the second
question is Instagram marketing affects positively on consumers engagements with brands,
both of the subjects consumer motivation and brand engagement where discussed in both parts
of This research in the theoretical part also in the Practical part.

We asked 251 respondents who are living in Istanbul \ Turkey a set of questions through E
questionnaire that will help us get an idea of what motivates consumers and what makes them
engage with brands on social media. Some of our questions were very appealing and gave us
very helpful information and we will discuss it in the coming part and other questions we're
not that helpful due to the fact that people do not all the time disclose truthful information about
them, another limitation would be the need of a greater sample in size to distribute the E
question to them.

a large percentage of the responses that we collected indicates that there is a big concern on
privacy, so we would give a recommendation on this subject which is when making a sale
online take into consideration not to ask from consumers to disclose a too many personal
information, another important information is for Brands and companies who Market their
products and sell online or on Instagram, is to make their brand official looking with tags and
logos that will give the appeal of an official company behind the operation and they are actually
who they say they are.

We also observed from the responses that 70% of them chose a supplier that was recommended
by a source that they trusted we can make a recommendation for businesses depending on this
information that whenever they make a sale they should ask the satisfied customers for referrals
(potential interested consumers).

Two factors were found to be motivators for consumers to make a purchase online or using
Instagram which they are customer service and Logistics (shipping time) if those two factors
were maintained and updated to the best quality that they can be at, new potential customers
may be easier to acquire.

More than 60% of the responses that we gathered from consumers said that they follow their
favorite brands on Instagram to gain sales or special offers that the majority of customers would
not find, we can benefit from such an answer by making a recommendation to companies who
are performing online or on Instagram to disclose all the discounts, sale Seasons or any special
offers that they may have on their Instagram account, and of course we recommend all
businesses to have presence on Instagram due to the results that were received saying that's
more than 60% of the responses they think about the brand more when they see them or follow
them on Instagram.
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the researcher had two hypothesis, Instagram marketing has a positive effect on consumer
motivation and this hypothesis was denied due to the fact that the statistical analysis did not
show a positive correlation and this could be due to the fact that the sample that we took needed
to be larger and we only took samples that could speak English if more research and work were
done on this hypothesis in the future we might have more information about it.

Instagram marketing has a positive effect on brand engagement and consumers engaging on
Instagram this hypothesis on the other hand was accepted because we found a positive
correlation between the two variables Instagram marketing and brand engagement.

More work and research can be done in the future regarding consumer motivation online are
an Instagram and consumers engaging with brands on social media platforms or specially on

Instagram if more work was done on these subjects we can benefit by getting exact tactics and
sales pitch that will address all the concerns that potential new customers may have and solve
them from the beginning.

References

Wu, W.-Y., & Chang, M.-L. (2007). The role of risk attitude in online shopping: Experience,
customer satisfaction, and repurchase intention. Social Behavior and Personality An
International Journal, 453-468.

Ajzen, 1. (1995). The theory of planned behavior. Organizational behavior and human decision
processes. Journal of Planned behavior, 179-211.

Akram, M. S. (2018). Drivers and Barriers to Online Shopping in a Newly Digitalized Society.
TEM journal.

Akram, U., & Hui, P. (2017). How website quality affects online impulse buying: Moderating
effects of sales promotion and credit card use. Asia Pacific Journal of Marketing and
Logistics .

Allanwood, G., & Beare, P. (2015). Basics Interactive Design: User Experience Design:
Creating designs users really love.

Alpert, S. R., J. Karat, C.-M. Karat, C. Brodie et al. (2013). User Attitudes Regarding a User-
Adaptive eCommerce Web Site . User Modeling and User-Adapted Interaction , 373-
396.

An, M. (2016). Why People Block Ads (And What It Means for Marketers and Advertisers).
Retrieved from blog.hubspot.com: https://blog.hubspot.com/news-trends/why-people-
block-ads-and-what-it-means-for-marketers-and-advertisers#LINK9

Appel , G., & T. Stephen, A. (2020). The future of social media in marketing. Journal of the
Academy of Marketing Science.

Ashley , C., & Tuten, T. (2013). Creative Strategies in Social Media:An Exploratory Study of
Branded Social Content and Consumer.

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 11



BAKER, D. (2013). Trends, Discovery, and People in the Digital Age. Wendy Evans David
Baker.

Benjami, J. (2015). Market Research Fail: How New Coke Became the Worst Flub of All Time.
business2community CONSUMER MARKETING.

Bhatia, K. (2014). Neuromarketing: Towards a better understanding of consumer behavior.
researchgate.

birkner, c. (2014). The Art of the Celebrity Endorsement. Social Media Magazine, 14-15.
Birkner, C. (2014). The Art of the Celebrity Endorsement.

Bolt, N. (2011, 11 27). Why Instagram Is So Popular: Quality, Audience, & Constraints.
Retrieved from techcrunch: www.techcrunch.com

Bown-Wilson, D. (2019). Definition of Consumer Motivation. market reaserch .

Bown-Wilson, D. (2019, 2 26). Definition of Consumer Motivation. Retrieved from market
research: https://bizfluent.com/about-6572429-definition-consumer-motivation.html

Carolyn Sherif, M. S. (1980). Social judgment theory. Retrieved from psychology.wikia.org:
https://psychology.wikia.org/wiki/Social_judgment_theory

Chaffey, Ellis-Chadwick. (2019). Digital Marketing.
Chaffey, D. (2012). Content is King.

Chakraborty, R., Lee, J., Bagchi-Sen, S., Upadhyaya, S., & Rao, H. R. (2016). Online shopping
intention in the context of data breach in online retail stores: An examination of older
and younger adults. Decision Support Systemsa, 47-56.

Chang, C. (2011). The effect of the number of product subcategories on perceived variety and
shopping experience in an online store. . Journal of Interactive Marketing, 159-168.

Choi, J., Ok, C., & Lee, A. (2013). The Effects of Consumers' Perceived Risk and Benefit on
Attitude and Behavioral Intention: A Study of Street Food. Journal of Travel & Tourism
Marketing, 222-237.

Cialadini, R. (2012). Six Degrees of Social Influence: Science, Application, and the Psychology
of Robret Cialadini.

Clemes, M. D., Gan, C., & Zhang, J. . (2014). An empirical analysis of online shopping
adoption in Beijing, China. Journal of Retailing and Consumer Services,, 364-375.

Consulting, G. (2009)., “Customer engagement: what’s your engagement ratio?”,. Retrieved

from www.gallup.com:
www.gallup.com/consulting/File/121901/Customer_Engagement_Overview_Brochur
e.

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 12



Cooper, G. (2015). How to Advertise on Instagram. Retrieved from socialvantage:
https://www.socialvantage.com/advertising-on-instagram-guide/

Costill. (2013). Interview With Allen Gannett Of Trackmaven Who Just Released The Biggest.
Search Engine Journal.

Crook, J. (2013). Instagram Introduces Instagram Direct. Extra crunch.

DAM, R. F. (2020). The MAYA Principle: Design for the Future, but Balance it with Your
Users’ Present. INTERACTION DESIGN FOUNDATION .

Dellarocas, C. N. (2003). The Digitization of Word-of-Mouth: Promise and Challenges of
Online Feedback Mechanisms. SSRN Electronic Journal.

Delo, C. (2013). Instagram Is Now Publishing a New Ad Almost Every Day GE, Lexus,Levi's
and Ben & Jerry's Are the Latest Advertisers. Advertising Age Journal.

Diamond, S. (2013). The Visual Marketing Revolution: 26 Rules to Help Social Media
Marketers. Que, 2013.

Doorn, J. v. (2010). Customer Engagement Behavior: Theoretical Foundations and Research
Directions. Research Article, 254-260.

Dunne, A., & Raby, F. (2013). Speculative everything: design, fiction, and social dreaming.
MIT press.

EATON, K. (2012). How One Second Could Cost Amazon $1.6 Billion In Sales. Fast
company.

Elliott, A. (2014). Introduction to Contemporary Social Theory.

Elwalda, A., L{, K., & Ali, M. (2016). erceived derived attributes of online customer reviews.
Computers in Human Behavior, 306-3109.

eMarketer. (2013). eMarketer. Retrieved from /www.emarketer.com:
https://www.emarketer.com/

Emrich, O., Paul, M., & Rudolph, T. (2015). ] Emrich, O., Paul, M., & Rudolph, T. (2015).
Shopping benefits of multichannel assortment integration and the moderating role of
retailer type. Journal of Retailing, 326 - 342.

Esteves, R.-B. (2016). Competitive Targeted Advertising with Price Discrimination. Institute
for Operations Research and the Management Sciences (INFORMS).

Evans, D. (2010). Social Media Marketing: The Next Generation of Business Engagement.

facebook. (2016). How to target Facebook Ads 2016. Retrieved from facebook:
https://www.facebook.com/business/ads/ad-targeting

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 13



Farahi, M. (2018, 9 25). Digital Marketing Strategy. Retrieved from linkedin:
https://www.linkedin.com/pulse/digital-marketing-strategy-mohammad-farahi/

Farook, F. S. (2016). Influence of Social Media Marketing on Customer Engagement. Journal
of Business and Management Invention, 116-122.

Fattal, A. (2012). Introduction: Social Buzz, Political Boom? Ethnographic Engagements with
Digital Militancy. The George Washington University Institute for Ethnographic
Research.

Germonprez, M. D. (2007). A Theory of Tailorable Technology Design,. Journal of the AIS,
351 - 367.

Gourville, J. T. (2005). The Curse of Innovation: A Theory of Why Innovative New Products
Fail in the Marketplace. Harvard Business School.

Guardian, T. (2014). Why Google has 200m reasons to put engineers over designers. The
Guardian .

Ha, A. (2015). An Experiment: Instagram Marketing Techniques and Their Effectiveness. The
Faculty of the Communication Studies Department,California Polytechnic State
University.

Hargreaves, D. J., McKendrick, J. (1999). The influence of in-store music on wine selections.
Journal of Applied Psychology.

Harridge-March, S. (2006). Can the building of trust overcome consumer perceived risk
online? Marketing Intelligence & Planning, 746-761.

harrison, O. (1997). Open space Technology: A users guide. san francisco: barbara and alban.

Hassan, A. M., Kunz, M. B., Pearson, A. W., & Mohamed, F. A. . (2006). Conceptualization
and measurement of perceived risk in online shopping. Marketing Management
Journal, 16, 138-147.

Henning-Thurau, T. (2004). Motive des Lesens von Kundenartikulationen im Internet:
Theoretische und empirische Analyse. Konsumentenverhalten im Internet.

Ho, S. Y. and K. Y. Tam . (2009). An Empirical Examination of the Effect of Web
Personalization at Different Stages of Decision Making. nternational Journal of
Human-Computer Interaction, pp. 95 - 112.

Instagram. (2015). FAQ. Instragram.

Instagram. (2020). Stories. Retrieved from help.instagram.com:
https://help.instagram.com/1660923094227526

instagram FAQ. (2020). Retrieved from instagram:
https://help.instagram.com/285881641526716

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 14



Irene, P. (2016). User experiences and efficiency of Instagram Advertising. thesis.

Jackson, D. (2018). Instagram vs Facebook: which is best for your brand’s strategy? Sport
social.

jason miles. (2013). Instagram Power: Build Your Brand and Reach More Customers.
McGraw-Hill, New York.

Jiang, L., Yang, Z., & Jun, M. (2013). Measuring consumer perceptions of online shopping
convenience. Journal of Service Management,, 24 - 27.

Judy Strauss, Raymond Frost. (2014). E-Marketing ,Seventh edition.

Jurgensen, A. L. (2019). Social media usage in Finland - Statistics & Facts. Social Media &
User-Generated Content.

KENTON, W. (2018). Social Media Marketing (SMM) Defined. Investopedia.

Keyhole. (2020). How to Get More Instagram Followers: 30 Proven Strategies. Instagram
Marketing.

Kohlmeyer, H. (2017). CUSTOMER ENGAGEMENT WITH A BRAND IN THE CONTEXT OF
SOCIAL MEDIA . CBU International Conference Proceedings ER .

Kotler, P. (2011). Principles of Marketing .

Laila Bunpis, Mahmod Sabri Haron. (2014). The Influence of Content Marketing on Customer
Brand Engagement towards Online herbal cosmetic Store in Thailand. Thailand.

Leslie K. JohnTami Kim ,Kate Barasz. (2018). Ads That Don’t Overstep. Retrieved from
harvard business review: https://hbr.org/2018/01/ads-that-dont-overstep

Lindstrom, M. (2011). You Love Your iPhone. Literally. the new york times.

Loewy, R. (1950). THE MAYA STATE AND CONSUMER ACCEPTANCE. SAE Technical
Papers, 5.

Looijenga, D. (2019). Who Is the Target Audience of Your Content? Foleon.
Malisetty, V. S. (2012). TEXT ON RETAIL MANAGEMENT.
Marshall, C. (2014). 57% Of Online Consumers Have Confidence In Product Videos [Report].

Martin, N. (2011). Unconscious Mental Processes in Consumer Choice: Toward a New Model
of Consumer Behavior. Journal of Brand Management.

Maslow, A. (1943). A Theory of Human Motivation.

McClure, S. M. (2009). Neural correlates of behavioral preference for culturally familiar
drinks. Neuron.

Mckinsey. (2009). How companies are benefiting from Web 2.0.

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 15



Megan Burns, Brian Haven. (2008). How engaged are your customers. Forrester Consulting,
Adobe.

Michael, K. A. (2010). Users of the world, unite! The challenges and opportunities of Social
Media. Business Horizons.

Ncube, M. (2015). 8 ADVANTAGES OF ONLINE DISPLAY ADVERTISING. Mike Ncube
journal.

O'Reilly, L. (2015). Ad blocking has grown 41% in the past year and it's costing publishers
tens of Dbillions of dollars. Retrieved from  businessinsider.com:
https://www.businessinsider.com/pagefair-and-adobe-2015-ad-blocking-report-2015-
8

Patterson, B. (2016). 9 gotta-know Instagram tips for newbies. Smart mobile tricks pc world.

Patterson, M. (2006). Mapping the re-engagement of CRM with relationship marketing.
European journal of Marketing.

Pavica, S. (2016). Motives for Instagram Use Questionnaire. PSycTESTS Dataset.

Piercy, N. F. (2013). The effects of customer satisfaction measurement: the internal market
versus the external market.

Plant, R., & Murrell, S. (2007). An Executive's Guide to Information Technology: Principles,
Business Models, and Terminology.

Rayport, J. F. ( (2005) ). Best Face Forward: Why Companies Must Improve Their Service
Interfaces with Customers. Boston, MA.

Rouibah, K., Lowry, P. B., & Hwang, Y. (2016). The effects of perceived enjoyment and
perceived risks on trust formation and intentions to use online payment systems: New
perspectives from an Arab country. Electronic Commerce Research and Applications,

33-43.

Schulzrinne, H. (2006). World-Wide Web: Whence, Whither, What Next? IEEE Network
Magazine. Retrieved from
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.57.4018&rep=repl&type=p
df

Smith, C. (2014). Here's Why Instagram's Demographics Are So Attractive To Brands.
Business insider.

Smith, C. (2014). Here's Why Instagram's Demographics Are So Attractive To Brands.
Business Insider.

Sornoso, E. (2014). Eric Sornoso - Search Engine Journal. Search Engine Journal.

Spiekermann, S. (2013). The importance of interface complexity and entropy for online
information sharing. behavior and information technology .

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 16



STELZNER, M. (2014). 2014 Social Media Marketing Industry Report. Retrieved from
socialmediaexaminer: https://www.socialmediaexaminer.com/social-media-
marketing-industry-report-2014/

Stratten, S. (2012). UnMarketing: Stop Marketing. Start Engaging.

Sutherland, M. (2008). Advertising and the Mind of the Consumer: What Works, What Doesn't,
and Why.

Tandon, N. (2018). Impact of Digital Market on Consumer Buying Behaviour.

Telegraph. (2015, 05 08). Most popular Instagram accounts - in pictures. Retrieved from
telegraph: https://www.telegraph.co.uk/technology/2015/12/14/the-ten-most-popular-
instagram-accounts-in-pictures/

temlett, K. (2016). 5 things parents should know about Instagram. Professionals Online Safety
Helpline Practitioner.

Vaynerchuk, G. (2009). Crush It!: Why NOW Is the Time to Cash In on Your Passion.
vaynerchuk, G. (2011). The Thank You Economy.

Vaynerchuk, G. (2018). Crushing it.

Vaynerchuk, G. (2018). Crushing It!

Vecchiato, G. (2011). On the Use of EEG or MEG Brain Imaging Tools in Neuromarketing
Research. Computational intelligence and neuroscience ER .

Venkatesh, V. (2001). Determinants of perceived ease of use: Integrating control, intrinsic
motivation, and emotion into the technology acceptance model. Information systems
research, 342-365.

webster, m. (2016). Retrieved from merriam webster: https://www.merriam-
webster.com/dictionary/viral

Webtrends. (2015). instagram followers . Webtrends analatics journal.

Whitfield, H. (2018). How Spotify Already Knows Your Next Favourite Song. Retrieved from
University of Melbourne:
https://blogs.unimelb.edu.au/sciencecommunication/2018/08/27/how-spotify-already-
knows-your-next-favourite-song/

Worchel, S. L. (1975). Effects of supply and demand on ratings of object value. Personality
and Social Psychology.

Zaltman, G. (2003). How Customers Think: Essential Insights into the Mind of the Market .

Zarrella, D. (2009). The Social Media Marketing Book.

© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 17



© Association of Academic Researchers and Faculties (AARF)
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 18



