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ABSTRACT
The assessment of antecedents of customer satisfaction has become very important for the
success of online retailing services. This paper reports the results of a study that investigated the
antecedent role of customers’ perceptions vis-a-vis satisfaction with online retailing services.
While the study model conceptualizes customers’ perceptions as a composite variable made
up of three dimensions (perceived attributes, perceived risk and perceived value) prescribed
by four established information systems (IS) and consumer behaviour frameworks, namely the
Technology Acceptance Model (TAM), Perceived Risk Theory (PRT), Theory of Consumption
Values (TCV) and Expectations-Artifact Model of Satisfaction (EAMS), it does not specify
how the different perceptual factors influence online satisfaction; instead it aggregates all three
dimensions into a higher-order construct called “customers’ perceptions” and tries to understand
the nature of relationship between the composite independent variable and the dependent variable.
It employed a descriptive, correlational survey design whereby the response data collected from
240 registered users of 6 online retailers was analyzed using both descriptive as well as inferential
statistics. The linear regression analyses indicate that the model provides a statistically significant
explanation of the variation in consumers’ online retailing satisfaction. The study also found
empirical support for customers’ perceptions as an antecedent of satisfaction with online retailing
services.
JEL classification: M00, M31
Keywords: online retailing, customer satisfaction, perceptions, e-commerce, online consumer
behaviour
1. INTRODUCTION
The commercial use of the internet has grown tremendously over the last two decades,
characterized by a proliferation of various online-based electronic commerce (e-commerce)
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services. One of these services is online retailing (internet retailing, electronic retailing, or
e-tailing), the direct sale from business to consumer (B-2-C) through electronic storefronts,
typically designed around an electronic catalogue and shopping cart model (Stair & Rynolds,
2010). Due to its huge popularity, online retailing has had a significant impact on several market
segments such as travel, consumer electronics, hobby goods, and media goods across the globe
(Weltevrenden & Boschma, 2008). Consequently, online retailing has developed to become
an established marketing channel in its own right within the consumer marketplace (Doherty
& Ellis-Chadwick, 2010).
In the context of online shopping, the website of an online retailer is the main contact point
by which the online retailer and consumers interface in the online shopping process (Ahn,
Ryu & Han, 2004). Therefore, the quality of service rendered during the course of the whole
online shopping transaction has significant influence on customer satisfaction (Ho & Wu, 1999).
While a high level of customer satisfaction does not necessarily guarantee customer loyalty,
dissatisfaction will cause customers to take their business elsewhere. In other words, customers
who are dissatisfied with the level of service they have received will be less likely to return in the
future, or if they do return, they will most likely do so with less frequency than they did in the
past. Conversely, customers who are extremely satisfied with their service experience with a given
firm will most likely continue to return to that firm at the same frequency or even more frequently
(Davis & Heineke, 1998). As a result, electronic satisfaction (e-satisfaction) has become vital
for online retailers to attract and retain online shoppers in this virtual environment (Ting, Ariff,
Zakuan, Sulaiman & Saman, 2016).
With the ever increasing popularity of electronic commerce, the evaluation of antecedents
and of customer satisfaction has become very important for the online shopping store vendors
as well as for researchers (Ho & Wu, 1999). This is driven by the fact that customer satisfaction
has become a hoped-for business outcome, and therefore focusing discussion on its antecedents
is a necessary means to effect the desired outcome (Day & Crask, 2000). However, a review of
past research literature suggests that there are various antecedent factors of customer satisfaction,
since the researchers chose the variables and factors that best suit each circumstance in their
perception (Jiradilok, Malisuwan, Madan, and Sivaraks, 2014). In the online context, a number
of studies have shown that satisfaction is mainly affected by customers’ perceptions of their user
experiences with information technology (IT) (Bhattacherjee, 2001a; 2001b). Therefore, in this
study, satisfaction is conceptualized as an outcome of customers’ perceived performance of the
e-retailing service.
2. LITERATURE REVIEW
The literature review is drawn from past online consumer behaviour and information systems
(IS) studies regarding two main variables: the independent variable – customer perceptions and
the dependent variable – satisfaction. These variables are discussed in the following sections. The
research hypothesis was developed based on theory from the combined literature.
2.1 Customer Satisfaction
Customer satisfaction is often defined as the customers’ post-purchase comparison between
pre-purchase expectation and performance received (Oliver, 1980; Zeithaml et al., 1993).
Customer satisfaction is when products and services meet the expectation of the consumers
(Kotler, Cunningham & Turner, 2001). Like traditional business, online firms also need to satisfy
their customers. Normally, most satisfied customers intend to re-purchase the products if the
product performance meets their expectation. Moreover, from a marketing perspective, satisfaction
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ensures that customers develop positive emotions towards brands, while dissatisfaction translates
into negative brand emotions (Pizam et al., 2016).
How one conceptualizes customer satisfaction also affects the modelling and measurement
of the construct and its antecedents. Johnson et al. (1995) describe two basic conceptualizations
of satisfaction, namely: transaction-specific and cumulative. Transaction-specific satisfaction is
a customer’s transient evaluation of a particular product or service experience (Cronin & Taylor,
1992; Parasuraman et al., 1988). The cumulative model conceptualizes satisfaction as a cumulative
construct that describes the total consumption experience with a product or service to date (Johnson
and Fornell, 1991; Meeks, 1984; Van Raaij, 1981). Although transaction-specific satisfaction may
provide insights into particular product or service encounters, cumulative satisfaction is arguably
a better predictor of future behaviour (customer retention) and firm performance (profitability).
The approach employed in this study is both aggregate and cumulative, in line with Johnson,
Nader & Fornell (1996). Accordingly, this study defined satisfaction as the customer’s overall
positive evaluation of the online retailing service following initial usage or based on all prior
interactions/encounters and shopping experiences.
As demonstrated in past literature, customer satisfaction has been considered one of the most
important concepts (McQuitty et al., 2000), and one of the main goals in marketing (Erevelles
& Leavitt, 1992). Owing to the growing importance of online commerce, a number of studies
have focused on online satisfaction (Nusair & Kandampully, 2008) because it helps to build
customer trust (Flavian et al., 2006), enhances favourable word-of-mouth (Bhattacherjee, 2001),
leads to repeat purchases (Kim, 2005), predicts purchase behaviour (McQuitty et al., 2000),
projects the internet retailer’s endurance and success (Evanschitzky et al., 2004) and is critical
for retaining current users (Bhattacherjee, 2001a; 2001b). It is therefore imperative to be able to
understand and measure satisfaction in the context of e-commerce.
According to Davis & Heineke (1998), defining customer satisfaction in service operations
has been approached in two general ways: (1) satisfaction as a function of disconfirmation; and
(2) satisfaction as a function of perception. Owing to its complexity the disconfirmation model
has been criticized by some researchers (Teas, 1994; Goode & Moutinho, 1995) who prefer
another approach. Consequently, the alternative approach that appears to be gaining acceptance
is that satisfaction depends primarily on the customer’s perception of service performance rather
than on the disconfirmation between perception and expectation (Cronin & Taylor, 1994; Teas,
1993). This approach is in line with extant research evidence which demonstrates that overall
customer satisfaction in a service encounter is influenced by customers’ perception (Brocato et
al., 2012; Anderson et al., 2008; Sreejesh et al., 2017).
If customer satisfaction is viewed as an outcome, then focusing discussion on its antecedents
is necessary to effect the desired outcome (Day & Crask, 2000). This study will use this approach,
whereby customers’ perceptions are conceptualized as having an antecedent effect on satisfaction
with online retailing services.
2.2. Customers’ Perceptions
Perceptions are essentially mental maps made by people to give them a meaningful picture of
the world on which they can base their decisions (Berelson & Steiner, 1964). Perception occurs
when stimuli are registered by one of the five human senses: vision, hearing, taste, smell and
touch (Hoyer & MacInni, 2008) via a process of sensing, selecting, and interpreting stimuli in the
external, physical world into the internal, mental world (Wilkie, 1994). This perceptual process
leads to a response which is either overt (actions) or covert (motivations, attitudes, and feelings)
or both.
From a consumer behaviour perspective, perceptions are an attempt by a consumer to obtain
and process information about a market situation with a purpose to make himself aware of the
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market and market offerings (Sahaf, 2008). Consumers establish and continuously update their
perceptions about the alternative products/services that they are considering and based on those
perceptions, they determine their attitudes towards the products (preferences). According to
Schiffman & Kanuk (2010), perception has strategy implications for marketers because consumers
make decisions based on what they perceive rather than on the basis of objective reality. As
a result, marketers have realized that understanding the perceptual process of consumers helps
them to design better ways to help customers perceive their products and services favourably,
especially since products and services that are perceived distinctly and favourably have a much
better chance of being purchased than products or services with unclear or unfavourable images
Consequently, both marketing and information systems (IS) researchers have over the years
sought to establish how perceptions of an IT innovation influence satisfaction (Lin & Sun, 2009).
It is therefore important that an online business understands the perceptions of the customer, as
this can help the businesses to get a higher chance of satisfaction of their customers and at the
same time attract and maintain their loyal customers (Yee & Yazdanifard, 2014). Consequently,
for this study, the customers’ perceptions construct serves as the independent variable. It is
composed of three constructs (perceived attributes, perceived risk and perceived value) identified
in extant service management, consumer behaviour and technology adoption literature as playing
an antecedent role via-a-vis satisfaction with online retailing services. However, in this study, the
three dimensions are aggregated to form a composite higher-level construct known as “customers’
perceptions” in order to investigate the relationship between the composite independent variable
and the dependent variable. These variables are discussed in the following sections.
2.2.1. Perceived Attributes
Perceived attributes (PA) refer to the perception towards the primary characteristics of
innovations by actual adopters and potential adopters. The behaviour of individuals is predicated
by how they perceive these primary attributes. Because individuals might perceive primary
characteristics in different ways, their eventual behaviours might differ (Moore & Benbasat,
1991). PAs have been found to influence consumer usage patterns vis-à-vis information and
communications technology (ICT), whereby users would perceive the attributes of these
innovations favourably, while non-users and rejecters perceive them unfavourably enough not
to use them (Rugimbana & Iversen, 1994). In this study, PA is an aggregate variable of three
dimensions (perceived usefulness, perceived compatibility and perceived ease of use) drawn
from the work of Davis’ TAM (1989), Rogers’ IDT (1995; 2003), and Moore and Benbasat’s PCI
model (1991).
2.2.2. Perceived Risk
Perceived risk (PR) is a subjective concept that relates to the uncertainty and consequences
associated with a consumer’s action. A perception of risk with regard to purchasing or using
a product or service dissuades a consumer from taking further action in that regard (Sharma,
Durand & Gur-Arie, 1981; Bhatnagar, Misra & Rao, 2000). Due to the personal nature of such
assessments, it cannot be objectively determined. PR can vary across individuals, situations and
types of products and services (Day & Crask, 2000). In the online retailing context, the intangible
nature of online transactions poses a risk for consumers, impeding further use of online purchasing
services (Bhatnagar et al., 2000; Hansen, 2007). Previous research on its antecedent role also
suggests that PR negatively impacts internet shopping (Liebermann & Stashevsky, 2002). By and
large, perceived risk is conceptualized as a multi-dimensional construct in several information
systems studies (Cox & Rich, 1964; Jacoby & Kaplan, 1972; Bettman, 1973; Bhatnagar et al.,
2000, Forsythe & Shi, 2003; Zhang, Tan, Xu & Tan, 2012). This study adapted the perceived
risk indicators from a review of relevant literature. These are i) financial risk (Jacoby & Kaplan,
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1972; Bettman, 1973, Bhatnagar et al., 2000; Forsythe & Shi, 2003), ii) performance risk (Jacoby
& Kaplan, 1972; Bettman, 1973; Forsythe & Shi, 2003) and iii) personal/privacy risks drawn
from work by Jarvenpaa & Todd, 1997; Tan, 1999; Forsythe et al., 2006.
2.2.3. Perceived Value
Perceived value (PV) is a broad and abstract concept that refers to the benefits ascribed to the
purchase/use of a product or service. As Monroe (1990) notes, value is “the trade-off between
the quality or benefits [consumers] perceive in a product relative to the sacrifice they perceive
by paying the price”. Customer value is usually operationalized as a trade-off between quality
(benefit) and cost (price) (Bolton & Drew, 1991). Consumers sometimes attribute value to an
item because its consumption or usage serves as a means to an end (Day & Crask, 2000), or
“value-in-use” (Woodruff & Gardial, 1996). In knowing how to manipulate perceived value,
the marketing manager in turn has knowledge essential to satisfying customers (Day & Crask,
2000). The perceived value construct is multi-dimensional in nature (Sheth, Newman & Gross,
1991; Sánchez-Fernández & Iniesta-Bonillo, 2007). In this study, it has four dimensions drawn
from relevant literature, namely i) monetary value, ii) convenience value, iii) social value
and iv) emotional value. Online customer value can be different from its offline counterpart.
In online retailing settings, not only the product itself, but also the web store and the internet
channel contribute value to customers (Yunjie & Shun, 2004). Previous research established that
perceived customer value is a significant determinant of online transaction behaviour (Chew,
Shingi & Ahmad, 2006).
3. THEORETICAL REVIEW
This study is underpinned by four theories commonly used in services marketing and consumer
technology adoption research. These are (i) Technology Acceptance Model, (ii) Perceived Risk
Theory (iii) Theory of Consumption Values and (iv) Expectations-Artifact Model of Satisfaction.
4.1. The Technology Acceptance Model
The Technology Acceptance Model (TAM) of Davis (1989) and Davis, Bagozzi and Warshaw
(1989) is one of the most widely used models of information systems (IS) for explaining or
predicting the motivational factors in user acceptance of technology. The TAM states that users’
positive perception of usefulness as well as perceived ease of use toward any technology will
lead to a positive attitude toward using that particular technology, which in turn leads to the
actual system use. In this study, the perceived usefulness (PU) and perceived ease of use (PEOU)
indicators are drawn from the TAM. In spite of its efficacy, several researchers have sought to
extend the TAM by adding different constructs. For instance, a study by Lin and Sun (2009) that
investigated the link between TAM factors and e-satisfaction in the online shopping context found
a positive and significant relationship between TAM factors and e-satisfaction. Alternatively,
other studies have used the TAM in combination with other frameworks/models in various
contexts to test its ability to predict different outcomes. For example, a study by Cho (upcoming)
which focuses on consumer satisfaction in online shopping attempts to combine the expectations
disconfirmation theory (EDT) with the TAM. Similarly, rather than predicting the acceptance and
use of IS, this study investigated how TAM factors amalgamated with other consumer behaviour
frameworks might contribute to online satisfaction.
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4.2. The Perceived Risk Theory
The Perceived Risk Theory was first introduced by Bauer (1960) in studying consumer
behaviour. According to this theory, consumers perceive risk because they face uncertainty and
potentially undesirable consequences as a result of purchase or usage of products/services. This
means that the more risk consumers perceive, the less likely they will purchase/use a product or
service (Bhatnagar, Misra & Rao, 2000). The perceived risk construct in this study is derived
from the perceived risk theory and adapted to the online retailing context. The core constructs
of the theory have been decomposed by researchers into several perceived risk dimensions. For
instance, Cunningham (1967) conceptualized six dimensions of perceived risk: performance,
financial, opportunity/time, safety, social, and psychological risk, while Bhatnagar et al. (2000)
argued that two types of risk exist when buying over the internet: product risk and financial risk.
These risks are thought to be present in every choice situation but in varying degrees, depending
upon the particular nature of the decision (Taylor, 1974). Moreover, different individuals have
different levels of risk tolerance or aversion (Bhatnagar et al., 2000). Findings from a study by
Forsythe and Shi (2003) which examined the relationship between types of risk perceived by
internet shoppers and their online patronage behaviours suggested that perceived risk is a useful
context to explain barriers to online shopping.
4.3. Theory of Consumption Values
The theory of consumption values (TCV) is a consumer behaviour theory that was developed
by Sheth, Newman and Gross (1991a; 1991b). Over the years, TCV has evolved into a popular
marketing theory and has been widely applied in various contexts, including IS. The theory focuses
on explaining why consumers choose to use or not to use a specific product or service, arguing that
consumer decisions are made based on perceived value. The TCV has five core constructs which
are conceptualized as five different types of values (Functional value, Social value, Epistemic
value, and Emotional value, and Conditional value) that underlie consumer choice behaviour. In
this study, the perceived value construct is drawn from the TCV by Sheth et al. (1991a; 1991b) and
adapted to the online retailing context. Kalafatis, Ledden and Mathioudakis (n.d.) postulate that
all or any of the consumption values can influence a decision and can contribute additively and
incrementally to choice; consumers weight the values differently in specific buying situations, and
are usually willing to trade-off one value in order to obtain more of another. TCV’s strong point
is its analytical strength, which helps practitioners to understand consumer decision making. This
enables them to develop practical strategies that address real market conditions (Gimpel, 2011).
4.4. The Expectations-Artifact Model of Satisfaction
The Expectations-Artifact Model of Satisfaction (EAMS) is a relatively new alternative
framework that was first proposed by Johnson, Der and Fornell (1996) as a response to the
shortcomings of extant satisfaction models such as the Disconfirmation Model by Oliver (1980)
as well as the performance model. It posits that the primary determinant of customer satisfaction
should be perceived performance. According to the model, expectations should have no positive
or negative effect on satisfaction because they serve as neither an anchor, as in the performance
model, nor a standard of comparison, as in the disconfirmation model, for evaluating satisfaction.
At the same time, perceived performance should co-vary with customers’ stated expectations.
Performance gives rise to the expectations that customers report. Accordingly, the model posits
a direct positive effect of perceived performance on satisfaction and a positive relationship
between performance and expectations, without linking expectations directly to satisfaction, to
capture these predictions (Johnson et al., 1996).
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5. CONCEPTUAL FRAMEWORK
The conceptual framework for this study is made up of various service marketing, consumer
decision-making and IS constructs; it is based on the premise that customers’ perceptions have
a direct effect on satisfaction with online retailing services. This study attempts to develop
a comprehensive model linking the factors drawn from the TAM model, the PRT, and the TCV to
customers’ satisfaction with online retailing services, which is drawn from the EAMS. However,
the study does not specify how the different perceptual factors influence online satisfaction;
instead it aggregates all factors into a composite variable – “customers’ perceptions” – and
posits the nature of relationships between the independent variables and the dependent variable.
The conceptual framework, a graphical representation of how these theoretical constructs are
interconnected, is depicted in Figure 1.
Figure 1
Conceptual Model
INDEPENDENT VARIABLE

CUSTOMER PERCEPTIONS

Perceived Attributes
– Usefulness
– Compatibility
– Ease of Use

Perceived Risk
– Financial risk
– Performance risk
– Personal (Privacy) risk

DEPENDENT VARIABLE

H1

SATISFACTION WITH
ONLINE RETAILING
SERVICES
– Level of Satisfaction

Perceived Value
– Monetary value
– Convenience value
– Social value
– Emotional value

Source: Researcher, 2017.

6. METHODOLOGY
6.1. Research Design
This research adopted a cross-sectional, descriptive, correlational study design that sought
to establish the antecedent role of customers’ perceptions with regard to satisfaction with online
retailing services in Kenya. Descriptive, correlational studies seek to investigate the studied
phenomena but are not able to control or manipulate variables, and thus require the researcher to
collect data and determine relationships without inferring causality (Swanson & Holton, 2005).
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6.2. Empirical Model
The antecedent role of customers’ perceptions in satisfaction was ascertained using a linear
regression equation in line with Spencer et al. (2005). Since the customers’ perception variable
was computed as a continuous composite/aggregate value made up of three constructs (perceived
attributes, perceived risk and perceived value), the study equation was in the form of a simple
linear regression, a data analysis technique for identifying underlying correlations among data in
research (Nimon, 2010). The simple linear regression (equation 1) is illustrated below:
Y = β0 + β1 P1 + ε1

(1)

Where:
Y = Customer Satisfaction (Dependent variable)
β0 = Constant
β1 = Linear regression coefficient
P1 = Customers’ Perceptions (Composite Value)
ε1 = Error Term
6.3. Sampling and Data Collection
6.3.1. Sampling
The study respondents were 18,147 registered users drawn from six online retailing firms.
A sample of 391 respondents was selected using multi-stage sampling methods including
purposive, stratified and simple random sampling. Purposive sampling was employed to select
the 6 online retailing firms that were accessible to the researcher. Thereafter, stratified random
sampling, a probability sampling technique, was used to select the sample from the 18,147
respondents who were registered users of the online retailing services. Stratified random sampling
was employed because the sampling frame was not homogeneous since the sample contained
sub-groups, thereby necessitating a fair representation of these sub-groups in the sample size
(Ahuja, 2005). This technique ensures that observations from all relevant strata are included in the
sample (Lemm, 2010). Stratified sampling also guarantees that every possible sample matches the
population distribution on strata-defining characteristics (Mallet, 2006).
To this end, proportional stratification technique was initially employed to arrange the study
elements according to the respective strata. In proportional stratified sampling, the population
is divided into groups or strata. Samples are then selected (e.g., using simple random sampling)
by strata, in proportion to strata sizes (Mallet, 2006). The six online retailing firms in Nairobi,
Kenya formed the six strata from which the respondents were drawn. Subsequently, a sample
was randomly drawn from each strata and categories using random sampling method. In simple
random sampling, every possible combination of population elements is equally likely to be
selected (Mallet, 2006), thereby eliminating possible bias. For this study, a computerized random
number generator was used to select the respondents out of the whole population. This was aimed
at eliminating bias in the sample selection.
6.3.2. Questionnaire Construction
Primary data was collected using a 54-item questionnaire composed of three different sections
(A, B & C) based on different scales of measurement. Section A consisted of 3 questions on
demographic factors, i.e. age, education level and income level; Section B had 46 close-ended
Likert scale type questions with seven-point rating scale ranging from 1 = “strongly disagree”
to 7 = “strongly agree”; Section C consisted of 5 close-ended questions with 5-point rating scale
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with various ordered responses (“strong yes” – “strong no”; “extremely well” – “extremely
poorly”; “very dissatisfied” – “very satisfied”). The measures were adopted from previous studies
(Swan et al., 1981; Oliver & Westbrook, 1982; Oliver & Bearden, 1983; Thompson et al., 1991;
Compeau & Higgins 1995b; Compeau et al. 1999, Sweeney & Soutar, 2001; Venkatesh et al.,
2003; Hernández et al., 2011) and reworded to suit the context of the current study. Each scale
item was modelled as a reflective indicator of its hypothesized latent construct. A sample of the
final questionnaire is shown in Appendix 1.
Table 1
Operationalization and Measurement of Study Variables
Variable

Indicator

Usefulness

Perceived
Attributes

Financial risk

Performance
risk

Personal risk

Operationalization

Measure

Question No.

The degree to
which consumers
believe that usingan
e-commerce service
will enhance their
activities.

4 items;
7 point Likert scale.
(Davis, 1989;
Davis et al., 1989)

B1-B4

The degree to which
using an e-commerce
service is perceived
as being consistent
with the values,
needs, and habits of
potential user.

4 items;
7 point Likert scale
(Moore & Benbasat,
1991)

B5-B8

Independent
Variable (IV)

The degree to which
an e-commerce
system is perceived
as relatively easy to
understand and use.

6 items;
7 point Likert scale
(Davis, 1989;
Davis et al., 1989;
Forsythe et al., 2006)

B9-B14

Independent
Variable (IV)

The degree of
anxiety regarding the
perceived financial
loss as a result of
e-commerce usage.

3 items;
7 point Likert scale
(Zhang et al., 2012;
Forsythe et al., 2006)

B15-B17

Independent
Variable (IV)

The level of
uncertainty regarding
the perceived
performance of an
e-commerce system.

5 items;
7 point Likert scale
(Forsythe et al., 2006)

B18-B22

Independent
Variable (IV)

The level
of anxiety regarding
the perceived
compromise/
insecurity of personal
information
as a result of
e-commerce usage.

3 items;
7 point Likert scale
(Forsythe et al.,
2006; Tan, 1999)

B23-B25

Independent
Variable (IV)

Independent
Compatibility
Variable (IV)

Ease-of-Use

Perceived
Risk

Nature
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Indicator

Monetary
value

Convenience
value

Perceived
Value

Social value

Emotional
value

Customer
Satisfaction

Demographic
Factors

Nature

Operationalization

Measure

Question No.

The financial
utility derived from
e-commerce usage

4 items;
7 point Likert scale
(Sweeney & Soutar,
2001)

Independent
Variable (IV)

The time, place
and execution utility
derived from usage
of the e-commerce
system

5 items;
7 point Likert scale;
(Chang et al., 2012;
Mosavi & Ghaedi, 2012)

Independent
Variable (IV)

The perceived
favourability/
approval derived
from one’s social
milieu regarding
e-commerce usage

5 items;
7 point Likert scale
(Tan, 1999;
Sweeney & Soutar, 2001)

The utility derived
from the feelings
or affective states
that an e-commerce
service generates

7 items;
7 point Likert scale
(Thompson et al., 1991;
Compeau & Higgins,
1995b; Compeau et al.,
1999; Sweeney & Soutar,
2001)

B40-B46

4 item, 5 point
Categorical scale
(Westbrook, 1980;
Oliver & Bearden, 1983;
Oliver & Westbrook,
1982; Swan et al., 1981)
Ordinal

C1-C5

Independent
Variable (IV)

Independent
Variable (IV)

Level of
Satisfaction

Dependent
Variable
(MV)

Age

Moderating
Variable
(MV)

Income

Moderating
Variable
(MV)

Education

Moderating
Variable
(MV)

The level
of satisfaction
with the e-commerce
system

B26-B29

B30-B34

B35-B39

Age group

1 item; Ordinal
(Venkatesh et al., 2003)

A1.

Level of Income

1 item; Ordinal
(Hernández, 2011)

A2.

1 item; Ordinal
Level of Education

A3.

Source: Researcher (2017).

6.3.3. Data Collection
Primary data collection was carried out via an e-mail questionnaire that was administered to
the 391 respondents. In order to increase the survey response rate (RR), the e-mail questionnaires
were followed up with a self-administered questionnaire that was delivered to non-respondents
using the drop-and-pick method as recommended in previous studies (Rojas-Méndez & Davies,
n.d., Ibeh et al., 2004), whereby respondents are contacted in person and asked to fill in
a questionnaire at their most convenient time. Secondary data was collected from a variety of
industry sources including newsletters, directories and trade publications as well as from industry
magazines.

© Faculty of Management University of Warsaw. All rights reserved.

DOI: 10.7172/2449-6634.jmcbem.2018.1.1

Journal of Marketing and Consumer Behaviour in Emerging Markets 1(7)2018

14

Peter Misiani Mwencha, Stephen Makau Muathe

(4–27)

6.4. Validity and Reliability of Instrument
6.4.1. Validity
Validity was assessed using two methods: criterion-related and content validity. Criterionrelated validity was demonstrated through the questionnaire items which were derived from
measures validated in prior research (Nunnally & Bernstein, 1994; Cooper & Schindler, 2008) and
standardized and adapted to the context of this study. Content validity was achieved using a panel
of five experts in the field who were asked to give their views and suggestions on how to improve
the questionnaire (Nunnally & Bernstein, 1994; Cooper & Schindler, 2008). The five experts
evaluated the questionnaire and found that the questions were relevant to the study variables.
6.4.2. Reliability
Cronbach’s Alpha coefficient (α) was used to assess reliability of the measures. As a rule of
thumb, reliability of 0.7 and above is recommended to denote the research instrument as reliable
(Roberts, Priest & Traynor, 2006). Using this cut-off value, all but one of the measures exhibited
internal consistency by having Cronbach’s Alpha values greater than 0.7 with the exception of
social value (α = 0.538). However, Cronbach’s Alpha for social value does meet the guidelines
suggested by Hair, Anderson, Tatham and Black (2006), who recommended reliability level of
0.5 and above. Following the guideline developed Gliem & Gliem (2003), low Cronbach’s Alpha
for social value could be an indicator of a poor scale (but still not unacceptable). This is not
surprising since Cronbach’s Alpha values are quite sensitive to the number of items in the scale.
With short scales (e.g., scales with less than ten items) it is common to find quite low Cronbach
values (e.g., .5).
Table 2
Reliability of instruments
Factor

Perceived Attributes (PA)

Perceived Risk (PR)

Perceived Value (PV)

Customer Satisfaction

Measure

Number of Items

Reliability (α)

Usefulness

4 items (B1–B4)

0.954

Compatibility

4 items (B5–B8)

0.954

Ease-of-Use

4 items (B9–B14)

0.950

Financial Risk

3 items (B15–B17)

0.801

Performance Risk

5 items (B18–B22)

0.702

Personal Risk

3 items (B23–B25)

0.885

Monetary Value

4 items (B26–B29)

0.839

Convenience Value

5 items (B30–B34)

0.954

Social Value

5 items (B35–B39)

0.538

Emotional Value

7 items (B40–B46)

0.975

Level of Satisfaction

5 items (C1–C5)

0.941

Source of data: Survey (2017).

6.5. Data Analysis
Data was analyzed using both descriptive as well as inferential statistics. Descriptive statistics
provide a summary of the characteristics of response data (Wilson, 2006). The descriptive statistics
that were used in this study include frequency distribution (in terms of counts and percentages) as
well as measures of central tendencies (mean) and dispersion (standard deviation). On the other
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hand, inferential statistics was performed using binary linear regression. This is a type of analysis
that examines the relationship between two variables drawn from the same sample population
(Zickmund & Babbin, 2007). Statistical Package for Social Sciences (SPSS) software version 19
was used to conduct the data analysis. Data was presented in the form of tables and narratives.
7. RESULTS AND DISCUSSIONS
The summary of the results is presented in two main sections: (1) descriptive statistics and (2)
inferential statistics.
7.1. Descriptive Statistics
7.1.1. Response Rates
From three hundred and ninety-one (391) respondents who are registered as users of
6 online retailing services in Nairobi County, Kenya, two hundred and forty-two (240) were
able to participate in the study by completing and returning the questionnaire on time. This was
equivalent to a 61.38% response rate and is depicted in Table 3. According to Rubin and Babbie
(2011), a 50% response rate is considered adequate for reporting and analysis. This means that the
response data was more than adequate for analysis.
7.1.2. Demographic Characteristics
This section shows the summarized responses regarding the demographic characteristics of
the sample based on Section A of the questionnaire (Table 3) as well as the descriptive statistics
for the composite indexes based on section B of the questionnaire (Table 4).
Table 3
Demographic characteristics of the sample (n = 240)
Variable

Category

Frequency

Percentage

Age

18–23 Years
24–29 Years
30–35 Years
36–41 Years
42–47 Years
48 years and above
Total

30
105
77
24
4
0
240

12.5
43.8
32.1
10.0
1.7
0
100.0

Level of Education

High School Cert.
Diploma
Bachelor’s Degree
Master’s Degree
Doctorate
Professional
Other
Total

1
37
139
51
8
3
1
240

0.4
15.4
57.9
21.3
3.3
1.3
0.4
100

Monthly Income

Less than KSh24,999
KSh25,000 – 49,999
KSh50,000 – 74,999
KSh75,000 – 99,999
KSh100,000 – 124,999
KSh125,000 & above
Total

31
45
54
43
32
35
240

12.9
18.8
22.5
17.9
13.3
14.6
100.0

Source: Survey data (2017).
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In terms of the age of the response group (n = 240), the majority of respondents (43.8%)
were between 24–29 years while the minority (1.7%) were between 42–47 years of age. None
of respondents were older than 48 years of age. When it comes to education, the majority of the
respondents (57.9%) have a Bachelor’s degree, followed by 51 (21.3%) who have a Master’s
degree and 37 (15.4%) who have a diploma. Only 1 (0.4%) had a high school certificate,
while 3 (1.3%) had a professional qualification. With regard to the monthly income of the
respondents, the majority (22.5%) earned between KSh 50,000–74,999, whereas the minority
(12.9%) had a monthly income of less than KSh 24,999 per month. Taken as a whole, the
demographic information showed that the respondents are predominantly young, relatively well
educated and with relatively high levels of income. These findings concur with past studies
regarding e-shoppers which established that online shoppers are generally younger, with a high
level of income and a university education (Li, Kuo & Russell, 1999; Vrechopoulos, Siomkos
& Doukidis, 2001; Dholakia & Uusitalo, 2002).
In Table 4, the descriptive statistics for the ordinal data was presented as means and standard
deviations.
Table 4
Descriptive statistics results for study constructs
Variable
Perceived Attributes

Perceived Risk

Perceived Value

Customer Perceptions

Satisfaction

Measure
Mean
Std. Deviation
Mean
Std. Deviation
Mean
Std. Deviation

Statistic
4.3899
1.54140
4.1256
1.27855
4.2589
1.16118

Mean

4.2585

Std. Deviation

.62906

Mean

3.1650

Std. Deviation

1.0866

N = 240
Source: Survey data (2017).

The results indicate that perceived attribute had the highest mean score (4.389), closely
followed by perceived value (4.258) and perceived risk (4.125). This high value concurs with
several studies that have empirically established that the perceived attributes is a key element in
usage behaviour as regards online services (Parthasarathy & Bhattacherjee, 1998; Bhattacherjee,
2001b). The mean score of the customers’ perception variable was also reasonably high (4.26),
while the value of customer satisfaction was moderate (3.165). This moderate value could imply
that users are not very pleased about their online shopping experience. This is a cause for concern
since customers’ overall satisfaction is an indication of how well customers like their experience
with using the website, and it is probably the best indication of their willingness to return to the
site again if they are to make another purchase in the category (Jiang & Rosenbloom, 2005). With
regard to the standard deviation, the value was 1.087.
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7.2. Inferential Statistics
Further to the descriptive statistics, the researcher conducted a simple linear regression
analysis so as to (i) examine whether the model provides a statistically significant explanation of
the variation in the online retailing consumers’ satisfaction, and more importantly to (ii) determine
the empirical support for customers’ perceptions as an antecedent of satisfaction with online
retailing services. This section presents the findings and interpretation of the linear regression
analysis.
4.2.1. Normality Tests
Before performing inferential statistics on the data, a diagnostic test was carried out to
ascertain the normality of the customers’ perceptions distribution. Normality was tested in
order to determine whether parametric tests could be performed on the data as it is an important
assumption of many statistical procedures such as t-tests, linear regression analysis, discriminant
analysis and ANOVA (Razali & Wa, 2011). This study used the formal normality test, specifically
the 1-sample Kolmogorov-Smirnov (KS) test, to test for evidence of the normality of the customer
perceptions distribution, in line with Razali and Wa (2011). The outcome of the test is shown in
Table 5. According to the KS test, if the significance value is less than 0.05, there is a significant
difference between the population and sample, implying that the data is not normally distributed.
Table 5
Results of Kolmogorov-Smirnov normality test
Predictor Variable

Significance Value

Perceived Attributes

.000

Perceived Risk

.000

Perceived Value

.000

Customer Perceptions

.200

Source: Survey data (2017).

The study results show that while the KS test values for the three predictors were 0.000,
the overall KS test p-value (.200) for the composite customer perceptions distribution was
greater than the significance level (p = 0.05), thus implying that the customer perception variable
data is normally distributed. This means that the customer perception distribution satisfies the
assumptions of normality.
7.2.2. Goodness of Fit
Table 6 shows the output measures regarding the “goodness of fit”, i.e. how well the model
fits the data. The table presents the coefficient of determination (R-Square) which is used to test
the goodness-of-fit of the model which reveals what percentage of variability in the dependent
variable is accounted for by all of the independent variables.
Table 6
Model summary
Model

R

R-Square

Adjusted R-Square

Std. Error of the Estimate

1

0.728

0.531

0.529

0.74603

a. Predictors: (Constant), Customer Perceptions
Source: Research data (2017).
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If the R-Square value is 1, then there is a perfect fit, whereas R-Square value 0 indicates
that there is no relationship between the IV & DV. According to Table 4, the adjusted R-Square
value = 0.531. This therefore means that there is a moderate relationship since the customers’
perceptions variable accounts for 53.1% of the variation in the satisfaction variable, implying
that other factors affecting satisfaction that were not studied in this research add up to 46.9.1%.
The adjusted R2 is important as it helps to discourage overfitting of the model (Doane & Seward,
2011).
7.2.3. ANOVA Results
Table 7 reveals the SPSS output for the analysis of variance (ANOVA). The ANOVA table
tells us whether or not the model can predict Y using X. It contains the output for determining the
statistical significance of the model.
Table 7
ANOVA
Model
1

Sum of Squares

df

Regression

149.726

1

Residual

132.460

238

Total

282.186

239

F

Sig.

269.024

0.000

a. Predictors: Customer Perceptions
b. Dependent Variable: Satisfaction
Source: Research Data (2017).

The statistical significance of the model was assessed using the following hypotheses:
H0: β1 = 0; i.e. Variation in Y is not explained by variation in X
H1: β1 ≠ 0; i.e. Variation in Y is explained by variation in X
According to the H0, if a coefficient (βi) = 0, then the distribution of the response variable (Y)
does not directly depend on the input variable Xi, which can therefore be “dropped” from the
model. Therefore, H0 – the null hypothesis – implies that the model has no predictive value and
H1 – the alternate hypothesis – implies that the model has predictive value. Since the significance
value (0.000) is less than 0.05, the null hypothesis that the model is not useful was rejected,
implying that the model is statistically significant and is therefore useful in predicting the
relationship between customers’ perceptions and satisfaction with online retailing services.
7.2.4. Test of Hypothesis
After establishing that the model is useful, the researcher tested the relative significance of
the independent variable in predicting the dependent variable. Table 8 shows the linear regression
coefficients with the output data.
Table 8
Coefficient table
Variable
Constant
Customer Perceptions

β

Std. Error

t = β/S.E

P-Value

–2.193

.330

–6.642

.000

1.258

.077

16.402

.000

a. Dependent Variable: Satisfaction
Source: Survey data (2017).
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The hypothesis that was tested regarded the relationship between customers’ perceptions and
customer satisfaction with online retailing services.
H0: There’s no relationship between customers’ perceptions and customer satisfaction with
online retailing services.
As the study results in Table 8 show, the null hypothesis which proposes that customers’
perceptions have no statistically significant effect on satisfaction with online retailing services
was rejected since β = 1.258 and p-value = 0.000. Consequently, the null hypothesis was rejected
since β ≠ 0 and p-value ˂ a, meaning that customer perceptions have a statistically significant
effect on customer satisfaction with online retailing services. This outcome lends support to the
findings of Bolton and Drew (1994), who empirically established that customer perceptions have
a significant positive relationship with customer satisfaction in the service context. This is in line
with Sing (1991), who argued that customer satisfaction can be understood as a collection of
multiple satisfactions with various objects that constitute the service system.
8. FINAL CONSIDERATIONS
8.1. Conclusions
The most important conclusion that can be drawn from the findings of this study is that
customers’ perceptions have an antecedent role with regard to satisfaction. In other words, the
study concludes that customers’ perceptions are associated with satisfaction with online retailing
services.
8.2. Implications of the Study
The empirical findings of this study have implications for scholars, practitioners as well as
policy makers.
82.1. Theoretical Implications of the Study
This study makes an important theoretical contribution to the study of online consumer
behaviour by proposing and outlining perceptual antecedents of electronic consumer satisfaction.
Moreover, by empirically testing the association between the two widely-used IS and consumer
behaviour constructs, the study demonstrates that the proposed study model can be used to
explain a significant amount of variance in customer satisfaction with e-retailing. The research
also shows that customers’ satisfaction with e-retailers depends on their perceptions vis-à-vis
the website, confirming that online consumer behaviour is subject to individual perceptions. It
therefore provides future scholars with a useful framework of how to incorporate both IS and
consumer behaviour theories and constructs in their research projects.
8.2.2. Practical Implications of the Study
With the rapid growth of online retailing, customer satisfaction has become a major concern for
online retailing managers and practitioners since customers are less likely to search for alternative
purchase options when the current website offers satisfaction. The study therefore recommends
that online retailing decision makers should put more effort in enhancing the quality of their
services as a way of ensuring their customers are satisfied with their services. It is therefore
imperative that online retailing firms have a good understanding of their target customers, since
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this will not only help in enhancing the desired levels of customer satisfaction, but will also help
to increase customer loyalty towards their services in the long term.
8.2.3. Policy Implications of the Study
Due to its ever increasing popularity, online retailing has had a significant impact on several
sectors including entertainment, consumer electronics, food and media goods, posing substantial
challenges to consumers, industry players and regulators alike in the process. There is therefore
a need for a regulatory framework that keeps online users safe while protecting the interest of all
stakeholders, including the government. If need be, a quasi-independent multi-sectorial entity
could be tasked with overseeing such a programme as is the case in other countries.
8.3. Suggestions for Further Study
Since the model conceptualizes customers’ perceptions as a composite variable made up of
perceived attributes, perceived risk and perceived value, it does not specify how the different
perceptual factors influence online customer satisfaction; instead, it aggregates all factors into
one construct called “customers’ perceptions”. Therefore, as a way of advancing and deepening
our understanding of this link, future studies should consider investigating the specific nature of
the relationships between perceived attributes, perceived risk and perceived value and electronic
satisfaction. In addition, future studies might need to investigate other e-commerce sub-sectors/
context such as online travel reservation, e-entertainment as well as online education/e-learning
amongst others for purposes of generalizing the research model.
The current research is one of few studies in the online retailing context that have attempted
to examine the relationship between what customers perceive and online satisfaction. However,
in spite of the fact that this current empirical study confirms that customer’ perceptions are an
important factor behind users’ satisfaction in the online retailing context, it would be interesting to
carry out qualitative, in-depth studies whereby online users detail their experience when shopping
online. Such studies would give managers and practitioners deeper insight into what works and
what does not insofar as online customer satisfaction is concerned, which will in turn contribute
to reducing consumers’ reluctance to purchase online.
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APPENDIX
APPENDIX 1: QUESTIONNAIRE INSTRUMENT
SECTION A. CUSTOMER DEMOGRAPHIC FACTORS
First things first: Tell us a bit about yourself. Please respond to each item by choosing the
response that best describes you.
1.

2.

3.

Age:
 18 – 23
 36 – 41

 24 – 29
 42 – 47

 30 – 35
 48 years & above

Highest Level of Education:
 High School Certificate
 Masters Degree
 Other

 Diploma
 Doctorate

 Bachelor’s Degree
 Professional

Monthly income (gross):
 Below KSh 24,999
 KSh 50,000-74,999
 Ksh 100,000-KSh 124,999

 KSh 25,000-49,999
 KSh 75,000-99,999
 Ksh 125,000 & above

SECTION B. CUSTOMER PERCEPTION MEASURES
Please indicate the extent to which you disagree or agree with each of the following
statements by marking with a cross (X) in the appropriate block provided. Please use the
following seven-point rating scale ranging from 1 = “strongly disagree” to 7 = “strongly
agree”.
CUSTOMER PERCEPTIONS
Variable Label

Value Label
1

2

3

4

5

6

7

Perceived Attributes
1.

The system enables me to accomplish what I want more quickly

2.

The system makes me more effective

3.

The system makes it easier to do what I want

4.

I find the system useful

5.

The e-commerce service fits my image well.

6.

Using the system is compatible with all aspects of my lifestyle.

7.

I think that using the system fits well with the way I like to do things.

8.

Using the system fits into my lifestyle.

9.

I find the system to be clear and understandable.

10.

It’s easy to get the system to do what I want it to do

11.

It’s easy to find what is being sought

12.

The system has no hassles
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CUSTOMER PERCEPTIONS
Variable Label
13.

Learning to operate the system is easy for me.

14.

Overall, I believe that the system is easy to use.

Value Label
1

2

3

4

5

6

7

Perceived Risk
15.

This service costs more than conventional methods

16.

I might be overcharged for using this service

17.

I might not receive the product/service that I paid for

18.

Inability to touch and feel the item worries me

19.

One can’t examine the actual product

20.

It’s not easy to get what I want

21.

Information takes too long to come up/load

22.

The e-commerce service failed to perform to my satisfaction

23.

My credit card number may not be secure

24.

My personal information may be sold to advertisers

25.

My personal information may not be securely kept
Perceived Value

26.

This e-commerce service is reasonably priced.

27.

This e-commerce service is competitively priced

28.

This e-commerce service offers value-for-money

29.

Using this e-commerce service is economical

30.

I can use this e-commerce service anytime

31.

I can use this e-commerce service anyplace

32.

This e-commerce service is convenient for me to use

33.

I feel that the e-commerce service is convenient for me

34.

I value the convenience of using this e-commerce service

35.

This service would help me feel acceptable by others

36.

This service would improve the way I am perceived

37.

Using this service would make a good impression on others

38.

My friends and relatives think more highly of me for using this
service.

39.

This service would give its user social approval

40.

I enjoy using the system.

41.

Some aspects of the system make me want to use it

42.

I feel relaxed about using the system

43.

Using the system makes me feel good

44.

Using the system gives me pleasure

45.

Using the system is fun

46.

It’s exciting to use the e-commerce service
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SECTION C. CUSTOMER SATISFACTION MEASURES
Please indicate the extent to which you are satisfied with the e-commerce system by marking
with a cross (X) on one of the five blocks provided below the position which most closely reflects
your satisfaction with the service.
1.

2.

3.

4.

5.

How satisfied were you with the online retailing service initially?
 Very Dissatisfied
 Slightly Dissatisfied
 Somewhat Satisfied
 Very Satisfied

 Neither

To what extent does this online retailer meet your needs?
 Extremely well
 Pleased
 Mixed
 Extremely poorly

 Satisfied

My experience with this online retailer was very satisfactory
 Strong Yes
 Yes
 No
 Strong No

 Neutral

Overall, I am _ with the service?
 Delighted
 Mixed

 Satisfied

 Pleased
 Mostly Dissatisfied

If I could do it all over again, I would still use this service?
 Strong Yes
 Yes
 No
 Strong No

 Neutral

Thank you very much for your time.
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ABSTRACT
In this article we test the relationship between indicators of acculturation (language, media, selfidentification, religion, food and clothing) and nostalgia. It checks empirically, on a sample of
201, the existence of a significant effect between our independent variables and our dependent
variable. The results of analysis of variance, One-Way Anova, reveal that the home language, the
food of home country, the media, self-identification with the origin country and the religion of the
origin country have a significant impact on nostalgia. This article contributes to new theoretical
elements in the field of nostalgia and culture as a complement of several previous studies. The
managerial contributions of this study focus on positioning of nostalgic brands and developing
marketing strategies for this kind of products.
JEL classification: M30, M31
Keywords: nostalgic brands, positioning, acculturation.
1. INTRODUCTION
Today, the concept of nostalgia has become a topic of growing importance and interest to many
researchers in marketing. Indeed, nowadays, many practitioners emphasize the usefulness and
importance of nostalgia in segmentation and other marketing strategies. Therefore, many research
works today attempt to measure the phenomenon of nostalgia. The best-known research on the
topic includes Holbrook’s nostalgia index (Holbrook, 1990), which is considered a benchmark
in the field, and Batcho’s inventory (Batcho, 1995). These two essential tools are Anglo-Saxon
scales that measure the nostalgic mood. The first study was carried out by Holbrook and Schindler
(1989) on the relationship between nostalgia and musical preferences. Next, Holak and Havlena
(1992) investigated the nostalgic emotional experience, then Baker and Kennedy (1994) conducted
a study on the intensity of nostalgia vis-a-vis advertisement, and finally Sedikides, Wildschut,
1
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Arndt and Routledge (2008) made an attempt to define nostalgia and to find its relationship with
the past, present and future. On the other hand, it is worth recalling that most of this research was
conducted at Southampton University (Great Britain), where a whole research program is devoted
to nostalgia. Every year, an appreciable number of new articles are published in this area. Nostalgia
is also a fairly popular area of research in France. Indeed, Aurélie Kessous and Elyette Roux are
considered pioneers in the field of nostalgia in France. They have conducted numerous studies,
especially on brands perceived as nostalgic (Kessous & Roux, 2010). Other researchers were
interested in authenticity (Derbaix & Derbaix, 2010), nostalgia in marketing (Robert-Demontrond
& Divard, 1997) and nostalgia in consumer behavior (Hallegate & Marticotte, 2017). Moreover,
while seeking to measure nostalgia, other practitioners, such as Kessous and Roux (2010) or
Alexandra Vignolles (2009), have succeeded in developing and proposing a scale to measure the
propensity to be nostalgic. However, few studies have focused on the cultural aspect of nostalgia.
The most important one is that conducted by a group of researchers from 18 different countries,
spread over five continents (Australia, Cameroon, Chile, China, Ethiopia, Germany, Greece,
India, Ireland, Israel, Japan, the Netherlands, Poland, Romania, Turkey, Uganda, the United
Kingdom, and the United States). The purpose of this international study was to find out whether
people from different cultures conceive nostalgia in the same way. In the end, the researchers
involved in the investigation found that nostalgia is a pancultural emotion, it is present in all
cultures; nostalgia may be expressed similarly or differently, depending on the culture (Hepper
et al., 2014). Researchers Havlena and Holak (2015) focused on nostalgia in Japan; they showed
that, for Japanese people, nature is a trigger for nostalgia. The purpose of the present article is
to provide new avenues for research on the cultural aspect of nostalgia. It is for this reason that
the present study focuses on nostalgia from a different cultural point of view using indicators of
acculturation (language, food, clothing, media, self-identification and religion) and testing them
on the nostalgia. The present study is interesting because it provides new directions for future
research in the field of nostalgia. Studying nostalgia for the expatriate segment is currently a topic
of great significance. It is possible to investigate the probable link between preferences for certain
things belonging to the country of origin and others related to the host country.
This study is organized as follows. The presentation of the literature review is given first, and
then the methodology of work is described. Next the results obtained are presented and discussed,
and finally a conclusion is given.
2. LITERATURE REVIEW
2.1. Concepts of Nostalgia
Nostalgia comes from the Greek words nostos (back home or home) and algos (pain). The
concept of nostalgia is old as it goes back to Johannes Hofer (1934), who described it as a disease
or pathology which may be attributed to homesickness (Bolzinger, 1989). Afterwards, definitions
of nostalgia quickly evolved. Indeed, according to Holbrook (1991), nostalgia is commonly
defined as a preference, a favorable link, a positive attitude, a favorable affect towards objects,
people, places or things which were shared by many individuals (popular, in fashion, or widely
available) when they were younger (adolescence, childhood or even before birth). It is also
considered a double-sided emotion (Bellelli, 1991). For example, the emotion of memory is
a situation where the individual relives his memories through his thoughts; it is also the emotion
of desire and absence where the individual is aware that certain events and emotions of the past
cannot be reached (or relived) again. According to Baker and Kennedy (1994), different levels of
nostalgia exist. Some of these are:
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– Real nostalgia, which is marked by a direct experience lived by an individual, like a song or
an object of the time of high school.
– Simulated nostalgia, which is a kind of nostalgia where the individual has no direct experience
with it as a retro object of a time that he did not experience.
– Collective nostalgia, which is a nostalgia that is proper to a culture or a generation, like
a sport, a flag, etc.
On the other hand, nostalgia can be real, simulated or collective; it is triggered by different
stimuli, such as music (Holbrook, 1993) or smells (Hirsch, 1992), that may be sensorial and/
or intangible; they can also be tangible, just like the visual representations of timeless icons
(Havlena & Holak, 1996), food products (Baker et al., 2005), and old brands (Kessous & Roux,
2010). The stimulus of the iconic brands of our childhood is the most widespread because today
many products of our childhood can be found on the market. Currently, marketers attach great
importance to nostalgic emotions and feelings in their marketing activities (Divard & RobertDemontrond, 1997). Nostalgia can be useful in brand or product strategies; it can also be part
of the positioning of the marketing mix (brand name, packaging, communication, etc.). It can
also be present in a brand’s advertising communications plans and may be included in various
elements such as music, slogans, jingles, or images. Nostalgia is also used to relive or reintroduce
older products in the market, which means that it can be used for tactical or strategic purposes
according to the needs of marketing managers (Divard & Demontrond, 1997).
2.2. Concepts of Acculturation
In general, acculturation refers to “the changes in attitudes, values or behaviors that members
of a cultural group manifest when they are inspired by the standards or another culture, of another
group” (Jolibert & Benabdallah, 2009). Other authors define this concept as “the general process
of intercultural contacts and their results” (Berry et al., 2006). It is obvious that the greater
the contact, the better the acculturation (O’Quinn, Lee, &Faber, 1986). Thus, acculturation can
be seen as a process of adaptation to a different environment, or to a different country. A great
deal of research has focused on acculturation and consumption. Some researchers concentrated
on decision-making (Dato-on, 2000), and others on the perception of advertising and product
attributes (Khairullah &Khairullah, 1999) or on price negotiation (Nyer & Gopinath, 2001).
This study focuses on nostalgic behaviors. Previous studies have indicated that people who are
less adapted to their host culture and very attached to their home culture are often nostalgic
(Stamboli, 2011), because nostalgia is a way for people to show their attachment to their country
of origin (Jolibert & Benabdallah, 2011). Therefore, it would be interesting for marketers to offer
products and services that can help maintain the connection with the country of origin. They can
also identify the favorite media of expatriates; they may use beliefs (religion and halal products)
and cultural heritage such as music, exploit values or emotional attachment of the individual
to his country of origin (Jolibert & Benabdallah, 2013). In order to measure acculturation, it is
important to consider the home culture and host culture of the individual. For this, researchers
have developed several indicators (Jolibert & Benabdallah, 2009), some of which are:
– The preference for the native language compared to the language of the host country:
Researchers try to find out which language the expatriates speak every day, at work or with
friends and family. Acculturated people tend to use the host language a lot more.
– Food: This is an indicator of acculturation. Indeed, individuals who prefer dishes from their
home countries are not very acculturated.
– The media: Marketers who know the favorite media of an expatriate can adapt the appropriate
communication and choose the type of strategy to use to target their customers.
– The choice of attributes of a product: Some examples are music, cars, movies, etc.
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– Self-identification: This should result in the adoption of certain ethnic customs. Acculturated
people identify more with their host country.
Acculturation, which is an important phenomenon in consumer behavior, has become an
essential segmentation criterion in marketing strategies for many products and services.
2.3. Purpose of the Study
Today, people adopt different modes of consumption due to changes in tastes and to
geographical displacements (Sayre, 1994). But nostalgia is also one of the causes of these
many changes in consumption patterns. This hypothesis is to be proven later. In fact, moving
from one country to another induces a change in certain preferences. Therefore it would be
interesting to understand this change through nostalgia, especially now that the percentage of
the immigrant population is continually increasing in the world. The purpose of this research is
to study the relationship between indicators of acculturation and nostalgia in order to highlight
some characteristics of the marketing concept which, to our knowledge, have never been studied
before. Thus, it would be interesting to separate the acculturation indicators of the host country
from those of the country of origin and then to test them on nostalgia (Appendix A).
3. METHODOLOGY OF THE STUDY
3.1. Measurement of Variables
– Acculturation: it was decided to use the Jolibert and Benabdallah (2009) scale, which has
been tested on Algerian immigrants in France. This scale is interesting for our study because
it allows highlighting the cultural differences which can be grouped under different items,
namely language, media, self-identification, religion, clothing and food.
– Nostalgia: it was evaluated with the scale of Alexandra Vignolles (2009), who gathered many
definitions of nostalgia.
– Regret: which represents the negative side of nostalgia, as proposed by Perrusson (2003).
– Nostalgia as comfort: which, according to Sedikides et al. (2004), allows individuals to give
reassurance to themselves.
– A lack related to childhood: heroes and heroines, games and toys, shows, like the inventory
previously proposed by Batcho (1995).
– Products of the past: which make an individual feel nostalgic when he consumes a product
related to the past.
– Rituals and traditions: are important because they represent everything that brings us closer to
our family, our friends, our communities or our country (Havlena & Holak, 1996).
– Attachment to the past: nostalgia is the link that exists between the individual and the events
of his past, it helps to build one’s identity and an image of oneself.
3.2. Method of Data Collection
Sampling
The questionnaire used is composed of two parts. The first one is an assessment of acculturation
variables using a Likert scale of 5 points that ranges from “strongly disagree” to “strongly
agree”. The second part gives an evaluation of the variable nostalgia; this is done using another
Likert scale of 5 points that goes from “strongly disagree” to “strongly agree”.
The questionnaire was distributed to expatriates in France, in dedicated sites. A total number
of 102 questionnaires were analyzed. Our sample was composed mainly of men (63.7%), with
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young people between 20 and 29 years old (45.1%) and the rest between 30 and 39 years old
(27.5%). It is important to note that all individuals in the sample come from Maghreb countries,
namely Algeria (32.4%), Morocco (5.9%), also Cameroun and Canada (6.9%).
Table 1
Age
Age

20–29

30–39

40–49

50–59

60–69

70–79

total

Effective numbers

46

28

16

9

2

1

102

45.1%

27.5%

15.7%

8.8%

2%

1%

100%

Percentages
Table 2
Gender
Gender
Effective numbers
Percentages

Men

Women

Total

65

37

102

63.7%

36.3%

100%

Table 3
Native country
Home country
Afghanistan
Algeria
Brazil
Bulgaria
Cameroon
Caribbean
China
Congo
North Korea
Egypt
Spain
Canada
Ghana
Guadeloupe
Iran
Italy
Lebanon
Mali
Morocco
Pakistan
Peru
Portugal
Romania
Russia
Tunisia
USA
Vietnam
Zambia
Zimbabwe
Total

Effective numbers
1
33
1
3
7
1
1
1
1
1
3
7
1
1
1
2
4
2
6
2
1
3
5
1
5
1
1
3
3
102
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Percentages
1%
32.4%
1%
2.9%
6.9%
1%
1%
1%
1%
1%
2.9%
6.9%
1%
1%
1%
2%
3.9%
2%
5.9%
2%
1%
2.9%
4.9%
1%
4.9%
1%
1%
3%
3%
100%
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4. RESULTS
4.1. Descriptive Statistics
In this part, we describe our research sample in terms of descriptive statistics for which we
used the SPSS package.
Figure 1
Home language/ the language of the host country
home language

the language of the host country

5.88%
5.88%
17.65%

16.67%
36.27%

13.73%

28.43%

25.49%

26.47%

23.53%

not agree at all
disagree
neither agree, nor disagree
agree
totally agree

Figure 1 shows that most of our respondents practice the language of their country of origin
with their family or friends. But we also see that the language of the host country is also used but
in a more moderate way than the language of origin.
Figure 2
The food of home country/ the host country’s food
the host country’s food

1.96%

the food of home country

7.84%
13.73%

12.75%
16.67%
32.35%

17.65%
24.51%
44.12%

28.43%
not agree at all
disagree
neither agree, nor disagree
agree
totally agree

In Figure 2, the diagrams show that respondents are more attracted to the food of their origin
than the food of the host country.
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Figure 3
Media
media

11.76%

8.82%

not agree at all
disagree
neither agree, nor disagree
agree
totally agree

19.61%
28.43%

31.37%

We observed in Figure 3 that expatriates use the media to learn about their culture and country
of origin.
Figure 4
The clothing of the country of origin/ the clothing oh the host country
the clothing of the country of origin

the clothing of the host country
6.86%

18.63%
30.39%

26.47%

17.65%

16.67%
25.49%

23.53%

17.65%
16.67%
not agree at all
disagree
neither agree, nor disagree
agree
totally agree

Unlike the other variables, we see in Figure 4 that respondents follow rather the fashion of the
host country than that of their country of origin.
Figure 5
Self-identification to the origin country/ Self-identification to the host country
self-identification to the host country

4.90%
4.9
0%

self-identification to the origin country

10.78%
11.76%

14.71%

41.18%
61.76%
13.73%

22.55%

not agree at all
disagree
neither agree, nor disagree
agree
totally agree

13.73%

In Figure 5, we notice that the expatriate respondents identify strongly with their country of
origin and practically not with the host country.
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Figure 6
The religion of the origin country/ the religion of the host country
the religion of the origin country

the religion of the host country

8.82%
5.88%

16.67%
24.51%

11.76%
16.67%

54.90%
18.63%

25.49%
16.67%
not agree at all
disagree
neither agree, nor disagree
agree
totally agree

The diagrams in Figure 6 show that respondents celebrate the traditional festivals of their
country but also those of the host country.
Figure 7
Nostalgia

8.82%

1.96%

nostalgia

13.73%

36.27%
39.22%

not agree at all
disagree
neither agree, nor disagree
agree
totally agree

In Figure 7, most of our expatriate respondents feel nostalgia.
4.2 Analysis of Variance: One-Way ANOVA
The analysis of variance is used to check if indicators of acculturation have an effect on
nostalgia. The summary of results is given in Appendix B. These results indicate that: the home
language, the food of the home country, the media, self-identification with the origin country,
and the religion of the origin country have a significant effect on nostalgia, and that the language
of the host country, the food of the host country, self-identification with the host country, the
clothing of the host country and the religion of the host country do not have an effect on nostalgia.
One-way Anova is done in two steps:
1) Levene homogeneity test: the Levene test must be > 0.05; if this is the case, the homogeneity
assumption is accepted. Therefore, we can analyze the results of the ANOVA.
2) In the analysis of variance we have two hypotheses:
H0: There is no significant difference between averages.
H1: There is a significant difference between the average results of nostalgia and the different
groups created on the basis of the answer to questions about the inducers of acculturation.
P must be as small as possible, the significance level is always set at p <0.05.
If P is significant, the null hypothesis is rejected.
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Table 4
Home language / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

1.951

8

93

.061

The Levene test is significant (0.061> 0.05) and the hypothesis of homogeneity of the samples
is accepted. We can analyze the results of the ANOVA.
Anova
Nostalgia
Sum of squares

df

Mean squares

F

Sig

2.784

.008

Between groups

15.277

8

1.910

Within groups

63.804

93

.686

Total

79.081

101

Here the averages are very different (F = 2.78, p = 0.008<0.05). The null hypothesis is rejected,
there is a significant difference between the average results of nostalgia and the different groups
created on the basis of the answer to the question on the state of the language of origin. Therefore,
individuals who speak and practice their native language have a higher average level of nostalgia
than those who practice the host language.
Table 5
The language of the host country / nostalgia
Test of homogeneity of variances
Levene statistics

.837

df1

df2

Sig

8

93

.572

The Levene test is significant (0.572> 0.05) and the sample homogeneity assumption is
accepted. We can analyze the results of the ANOVA.
Anova
Nostalgia
Sum of squares

df

Mean squares

F

Sig

.565

.804

Between groups

3.662

8

.458

Within groups

75.419

93

.811

Total

79.081

101

The averages are (F = 0.56, p = 0.804>0.05). The null hypothesis is accepted, there is no
significant difference between means.
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Table 6
The food of home country / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

1.797

8

93

.087

The Levene test is significant (0.087>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of the ANOVA.
ANOVA
Nostalgia
Sum of squares

df

Mean squares

F

Sig

Between groups

14.111

8

1.764

2.525

.016

Within groups

64.970

93

.699

Total

79.081

101

The averages are (F = 2.52, p = 0.016<0.05). The null hypothesis is rejected, there is
a significant difference between the average results of nostalgia and the different groups created on
the basis of the answer to the question on the food of the country of origin. Therefore, individuals
who consume food from their home country have a higher average level of nostalgia than those
who consume food from their host country.
Table 7
The host country’s food
Test of homogeneity of variances
Nostalgia
Levene statistics

fd1

df2

Sig

1.651

8

93

.121

The Levene test is significant (0.121>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA
ANOVA
Nostalgia
Sum of squares
Between groups

df

Mean squares

F

Sig

1.078

.385

6.712

8

.839

Within groups

72.369

93

.778

Total

79.081

101

The averages are (F = 1.07, p = 0.385>0.05). The null hypothesis is accepted, there is no
significant difference between means.
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Table 8
Media / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

.667

12

89

.779

The Levene test is significant (0.779>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA
ANOVA
Nostalgia
Sum of squares

df

Mean squares

F

Sig

Between groups

18.247

12

1.521

2.225

.017

Within groups

60.834

89

.684

Total

79.081

101

The averages are (F = 2.22, p = 0.017<0.05). The null hypothesis is rejected, there is
a significant difference between the average results of nostalgia and the different groups created
on the basis of the answer to the question on the use of the media concerning their country of
origin. Therefore, individuals who use the media to learn about their country of origin have
a higher average level of nostalgia than those who do not use them.
Table 9
The clothing of the country of origin / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

3.688

4

97

.008

The Levene test is significant (0.008<0.05) and the hypothesis of homogeneity of the samples
is rejected. We cannot analyze the results of the ANOVA.
Table 10
The clothing of the host country / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

.848

8

93

.563

The Levene test is significant (0.563>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA
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ANOVA
Nostalgia
Sum of squares
Between groups

df

Mean squares

F

Sig

1.084

.381

6.747

8

.843

Within groups

72.334

93

.778

Total

79.081

101

The averages are (F = 1.08, p = 0.381>0.05). The null hypothesis is accepted, there is no
significant difference between means.
Table 11
Self-identification with the origin country / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

.465

4

97

.761

The Levene test is significant (0.761>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA
ANOVA
Nostalgia
Sum of squares

df

Mean squares

F

Sig

9.387

.000

Between groups

22.069

4

5.517

Within groups

57.013

97

.588

Total

79.081

101

The averages are (F = 9.38, p = 0.000<0.05). The null hypothesis is rejected; there is
a significant difference between the average results of nostalgia and the different groups created
on the basis of the answer to the question on identification at country of origin. Therefore,
individuals who identify with their country of origin have a statistically higher average level of
nostalgia than those who identify with their host country.
Table 12
Self-identification to the host country / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

2.351

4

97

.059

The Levene test is significant (0.059>0.05) and the homogeneity assumption of the samples is
accepted. We can analyze the results of ANOVA
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ANOVA
Nostalgia
Sum of squares
Between groups

df

Mean squares

F

Sig

1.441

.226

4.437

4

1.109

Within groups

74.644

97

.770

Total

79.081

101

The averages are (F = 1.44, p = 0.226>0.05). The null hypothesis is accepted, there is no
significant difference between means.
Table 13
The religion of the origin country / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

1.982

4

97

.103

The Levene test is significant (0.103>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA.
ANOVA
Nostalgia
Sum of squares

df

Mean squares

F

Sig

6.029

.000

Between groups

15.747

4

3.937

Within groups

63.335

97

.653

Total

79.081

101

The averages are (F = 6.02, p = 0.000<0.05). The null hypothesis is rejected; there is
a significant difference between the average results of nostalgia and the different groups created
on the basis of the answer to the question on the religion of the country of origin. Therefore,
individuals who practice the religion of their country of origin have a higher average level of
nostalgia than those who practice the religion of their host country.
Table 14
The religion of the host country / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics

df1

df2

Sig

2.327

4

97

.062

The Levene test is significant (0.06>0.05) and the sample homogeneity assumption is accepted.
We can analyze the results of ANOVA.
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ANOVA
Nostalgia
Sum of squares
Between groups

df

Mean squares

F

Sig

.400

.808

1.284

4

.321

Within groups

77.797

97

.802

Total

79.081

101

The averages are (F = 0.40, p = 0.808>0.05). The null hypothesis is accepted, there is no
significant difference between means.
5. DISCUSSION AND MANAGERIAL IMPLICATIONS
Acculturation is defined as the change in attitudes, values or behaviors that members of
a cultural group manifest in order to be inspired by the standards of another culture (Jolibert
& Benabdallah, 2009). This concept has already been studied in the field of nostalgia. In
a previous study, it was found that consumers who are least adapted to their host culture often
express nostalgic feelings, particularly towards their culture of origin. This usually results in the
consumption of products from their home country. Therefore, managers need to consider nostalgia
in their marketing strategies by making interesting offers that help maintain and strengthen the
connection with the culture of origin (Benabdallah & Jolibert, 2013).
In our study, we investigate whether the variables of acculturation put in place by Jolibert
and Benabdallah (2009) and classified according to six criteria namely language, media, selfidentification, religion; clothing and food have an impact on nostalgia.
After conducting the analysis of a one-way Anova, we reached the following conclusions:
Language:
Language is one of the indicators of culture and several studies before have proved that it is
related significantly to nostalgia (Rousseau, 1999). This study indeed proves that the language
of the country of origin has a significant effect on nostalgia. This is reflected in the fact that our
respondents who practice the language of their home country are more often more nostalgic than
those who practice only the language of the host country (the language of the host country has no
impact on nostalgia).
We have proved that language is the link that unites an expatriate with his past, with his
traditions, his memories, even with the bitter side of nostalgia as the regret, but it also triggers
feelings of comfort.
Therefore, we suggest that managers use this option in their advertising. We can play with
several elements such as music, slogans, and jingles or on the image. Some brands have already
used it before on advertising posters, using a short slogan but with several languages. The goal is
to create a link between the brand and the consumer by triggering a nostalgic impulse.
Food:
According to Baker et al. (2005), food and nostalgia are related through culinary recipes. As
a matter of fact:
• Culinary recipes play a symbolic role in rituals; they represent the link with time and events.
• Culinary recipes strengthen family ties.
• Culinary recipes help to construct self-identity; they are linked to memorable events of
childhood. Thus, it can be concluded that food and nostalgia are closely linked.
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This study shows us that the food of the home country has a significant effect on nostalgia.
Therefore, we suggest that brands use nostalgia in a more sensory way by communicating
about a nostalgic food product in a different way based on other elements such as its authenticity
or origin. The goal is to create physical but especially emotional proximity between the consumer
and the food, like the brand “Bonne maman”, which uses the option of childhood and products
that used to be consumed. Others have decided to focus on the cultural origin of the food product
as the “world products” rays found in supermarkets.
We also found non-significance between the host country’s food and nostalgia. This proves
that some expatriates are probably experiencing some lack of their original food.
Media:
The media are one of the strongest links between an expatriate and his origins. Indeed, they
have a significant impact on nostalgia. In short, all indicators of acculturation. In addition, brands
often use the media to promote their products. We suggest that they go through specific media
that target a specific audience, like for example “Beur FM”, which is a radio which targets mainly
the Maghreb. The goal is to trigger a nostalgic feeling through specific media but broadcast in the
host country.
Clothing:
Fashion is a more complicated concept in the field of nostalgia. Even if the Levene test was
inconclusive and we were not able to perform the analysis of variance. The answers from our
samples show that it is rare to see expatriates dress traditionally in everyday life. Expatriates
mainly follow the fashion of the host country, even if the latter does not make them nostalgic (as
evidenced by our results).
Therefore, it is interesting for brands to play the nostalgia card subtly, combining modernity
and ethnicity. We can call this standardized adaptation to unconsciously trigger the nostalgic
emotion among expatriates in search of connection with their childhood, their traditions and their
past.
Self-identification:
According to the results, expatriates who identify with their country of origin feel more
nostalgia (P significant). What makes these individuals interesting nostalgic consumers? Indeed,
they will seek their identity from their cultural community, because this community will favor
social connections primarily (Wildschut et al., 2010). Then we suggest using nostalgia in the
virtual sphere by creating discussions on nostalgic brands to attract these cultural communities
and promote interaction between them.
The results also show non-significance between self-identification with the host country and
nostalgia. This proves once again that nostalgic expatriates are those who identify least with their
host country and more with their roots.
Religion:
The use of the term religion in the study refers to the celebration of holidays and culture in
general. The results show us that the religion of the country of origin has an impact on nostalgia.
Therefore, we suggest that managers use nostalgic brands that can trigger cultural connections.
They can also use iconic and reassuring brands for the expat (Holak, 2014), or brands in connection
with celebrations, parties, or with the history of the country of origin; it is important to create
an affective and sentimental relationship with the brand. We can also suggest launching retro
products with strong cultural roots (Kessous, 2015). Therefore, the brand will establish with the
expatriate consumer a relationship of trust, which will promote his loyalty. And even if expatriates
are more in touch with the religion of the host country, this one has no connection with nostalgia.
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Nostalgia is an interesting marketing tool. It gives an authentic and quality image of the brand
(Sierra & McQuitty, 2007). It also provides a sense of credibility (Merchant, LaTour, Ford, &
LaTour, 2013; Zeitlin & Westwood, 1986). Nostalgic cultural brands are a way for the expatriate
consumer to relive some important events from his past. They can be happy or sad; it is up to the
brand to make sure to alleviate the sad feelings.
In the end, our results suggest that the culture of origin strongly influences the nostalgic
feeling. Culture is the link with childhood, the past and traditions.
6. CONCLUSION – LIMITS AND IMPLICATIONS FOR FUTURE RESEARCH
First, this research contributes to answering the problem: Does acculturation of expatriates
have an impact on nostalgia?
But it also contributes on different levels:
Theoretically: This study confirms and enriches the theories that have been developed on
nostalgia and culture, in particular that of Kessous (2015) and his theory on the impact of culture
on the attitude of consumers towards nostalgic brands. Therefore, our research follows the current
and valid theories of nostalgia.
Methodologically: Culture is often observed and measured qualitatively. But in our study, it
is approached differently. Indeed, we used the quantitative method. This contributed to enriching
the methodology on the cultural aspect.
On the managerial level, we talked about several managerial contributions in our “discussion”
part. In summary, nostalgia is a powerful sales tool. It touches the sentimental and emotional side
of the consumer, and today emotional marketing is an undeniable asset for marketing.
This study has presented interesting results, but it has many limitations. First, our sample is
made up of more men than women and the majority are of North African origin. Therefore, we
could not do some analysis. Future research can carry out the same study but comparing men
and women or cultures between people, because each culture has its traditions and its ideals. The
results may be interesting in this respect. Then, collecting questionnaires from expatriates was
difficult. In some places expatriates are inaccessible because of the legal laws which stipulate that
surveys should not refer to ethnic origin.
In this study, we represented culture through the concept of acculturation, but culture is vast
and has many facets. Future research can explore other theories like Hofstede’s dimensions.
Finally, we used the scales of Jolibert and Benabdallah (2009) for acculturation and the scale
of Alexandra Vignolles (2009) for nostalgia. These scales have been validated by the authors, but
other scales could yield other results. It is therefore interesting for future research to create a new
scale for culture and nostalgia, more current and more precise.
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APPENDIX A
Indicators of acculturation / nostalgia
Indicators of origin country/ nostalgia
R1 : home language / nostalgia
R2 : the food of home country / nostalgia
R3 : the media of the country of origin/ nostalgia
R4 : the clothing of the country of origin / nostalgia
R5 : self-identification with the origin country/
nostalgia
R6 : the religion of the origin country/ nostalgia
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Indicators of host country/ nostalgia
R7 : the language of the host country/ nostalgia
R8 : the host country’s food / nostalgia
R9 : the clothing of the host country / nostalgia
R10 : self-identification with the host country /
nostalgia
R11 : the religion of the host country / nostalgia
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APPENDIX B
Independent variable

Home language

Dependent
variable
Nostalgia

Levene Test
Sig

Anova
Sig

Comments

0.061>0.05

0.008<
0,05

– Levene test is significant
– P of Anova is significant
– Home language ↗ → nostalgia ↗
– Levene test is significant
– P of Anova in not significant
– there is no significant difference between
means

The language
of the host country

Nostalgia

0.572>0.05

0.804>
0.05

The food
of home country

Nostalgia

0.087>0.05

0.016
<0.05

– Levene test is significant
– P of Anova is significant
– the food of home country ↗ →nostalgia ↗
– Levene test is significant
– P of Anova in not significant
– there is no significant difference between
means
– Levene test is significant
– P of Anova is significant
– The media ↗ → nostalgia ↗

The host country’s
food

Nostalgia

0.121>0.05

0.385>
0.05

The media
of the country
of origin

Nostalgia

0.779>0.05

0.017
<0.05

The clothing
of the country
of origin

Nostalgia

0.008<0.05

– Levene test is not significant
– We cannot analyze the results
of the Anova

0.563>0.05

0.381>
0.05

– Levene test is significant
– P of Anova in not significant
– The clothing of the host country
has no impact on nostalgia
– there is no significant difference between
means

0.761>0.05

0.000
<0.05

– Levene test is significant
– P of Anova is significant
– Self-identification with the origin
country ↗ → nostalgia ↗

0.059>0.05

0.226>
0.05

– Levene test is significant
– P of Anova in not significant
– there is no significant difference between
means

0.103>0.05

0.000
<0.05

– Levene test is significant
– P of Anova is significant
– The religion of the origin
country ↗ → nostalgia ↗

0.06> 0.05

0.808>
0.05

– Levene test is significant
– P of Anova in not significant
– there is no significant difference between
means

The clothing
of the host country

Self-identification
with the origin
country

Self-identification
with the host country

The religion
of the origin country

The religion
of the host country

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia
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ABSTRACT
The purpose of this research is to examine the impact of social media usage on employee and
organization performance. The research was done on one multinational IT Company. Social
media usage was measured using knowledge sharing, decision making and communication.
Organizational performance was measured using employee and organization performance.
Questionnaires were developed and the items were measured using a Likert scale ranging from 1
to 5. This research takes on an explanatory approach and the sample consisting of 206 employees
working in call center departments was recruited. The data was analyzed using SPSS 21 and AMOS
22 software. The results showed that only decision making has a positive and significant impact
on employee high performance and organizational performance. We found no significant impact
of the other two dimensions of social media usage (knowledge sharing and communication) on
employee high performance and organizational performance. Therefore, this study suggests that
top management in MNC companies as well as employees should consider social media usage
for effective decision making to increase employee performance and organizational performance.
This research contributes to existing studies on this topic, and future research could put emphasis
on extending this research to another country or industry.
JEL classification: M31, M37, M39
Keywords: knowledge sharing, communication, decision making, employee high performance,
organization performance.
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1. INTRODUCTION
The era of social media started in 1997 on its first popular site called SixDegree.com allowing
users to create personal profiles and a friends list online (Boyd & Ellison, 2007) followed by
blogging platforms like Blogger and LiveJournal in 1999 and the rest such as Wikipedia in 2001,
Myspace in 2003, etc. As the acceptance of these technologies widely grew, social media has
moved quickly from the tech-savvy domain to the mainstream (Shirky, 2008) penetrating into
organizations at a rapid pace. A survey done by McKinsey reported that 65% of organizations use
social media based technologies to motivate and enhance performance (Bughin & Chui, 2010).
However, in the past, few studies combining employee high performance and organizational
performance simultaneously were carried out on the topic of social media usage in the context of
Malaysia and other parts of the world. For instance, some studies examine the influence of social
media on employee work performance in China (Cao et al., 2016), knowledge sharing through
social media to enhance job performance in Korea (Kwahk & Park, 2016), the link between
social media and work, leadership, and work-life conflict among professionals (Jiang, Luo, &
Kulemenka, 2017), the relationship between social media usage and employee performance
(Shami, Nichols, & Chen, 2014) in the United States, and a similar study was carried out to
examine the impact of social media usage on employee performance in Europe (Ouirdi et al.,
2014). The number of studies carried out to examine such impact in Malaysia is considered as zero
or very few. One of the recent studies on social media and its influence on employees was carried
out in the oil and gas industry by Omar, Dahalan and Yusoff (2016) while another study focuses
on examining the influence of social media usage on organizational performance (Parveen, Jaafar,
& Ainin, 2015). This leaves a certain gap, namely none of the studies focus on examining the
impact of social media usage on employee and organizational performance. Similarly, despite the
growth in the interest in social media in Malaysia, the potential value that social media gives to
an organization and high rates of individual usage, studies conducted to determine social media
usage and its impact within an organization are limited (Wamba & Carter, 2013). Most of the
studies carried out on social media in general focus on understanding the individual level of usage
(Lundblad, 2003; Häggman, 2009). Furthermore, studies carried out in Malaysia to determine
the factors affecting social media usage such as knowledge sharing, communication, decision
making that enables high performance at the employee and organizational levels are considered
very limited.
Therefore, the problem statement is ‘what is the impact of social media usage on employee
and organizational performance?’ To attain the aim of the study, the following objectives were
formulated:
– To examine the impact of knowledge sharing on employee high performance
– To examine the impact of communication on employee high performance
– To examine the impact of decision making on employee high performance
– To examine the impact of knowledge sharing on organization performance
– To examine the impact of communication on organization performance
– To examine the impact of decision making on organization performance
This paper is organized as follows: the introduction is the first area covered as discussed above,
followed by a literature review, which mainly focuses on reviewing past research, followed by the
research design and methodology, followed by findings and analysis and finally the conclusion
and recommendations for future research directions.
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2. LITERATURE REVIEW
Review of Key Concepts
Social media usage
In general, the use of social media and the interest in it in the workplace have grown in the
last few years (Lovejoy & Saxton, 2012). The very first use of the term ‘social media’ is believed
to have occurred in 1997, when Ted Leonsis, AOL executive, stated that organizations should
provide consumers with “social media, places where they can be entertained, communicate
and participate in a social environment” (Bercovici, 2010). However, according to Kaplan and
Haenlein (2010), the era of social media started probably in the early 1990s, when the founders of
‘Open Diary’, Bruce and Susan Abelson, created an online social site which invited diary writers
into one community.
Kaplan and Haenlein (2010) defined social media as a group of Internet-based applications that
build on the technological and ideological foundations, which allows the creation and exchange
of User-Generated Content (UGC). Similarly, Steenkamp and Hyde-Clarke (2014) defined social
media as a platform which enables users of the media to exchange and share information. Also,
Ouirdi et al. (2014) defined social media as a web-based and mobile platforms that allow users to
share and add geographical information to user-generated content.
Employee high performance
To enable employee high performance or a high performance employee, it was argued that
an organization must engage in practices for managing employee relationships to increase
competencies, motivations, commitments, communication, involvement and flexibility
(Sofijanova & Zabijakin-Chatleska, 2013). It was also argued that employee high performance
is achieved through basic elements such as (1) increasing employees’ knowledge, skills and
abilities, (2) employee empowerment and participation in decision making and problem solving
and (3) motivating employees through incentives to make an additional discretionary work effort
(Huselid, 1995; Mac Duffie, 1995).
Employee performance is related to the activities that are expected of a worker and how
well the worker executes those activities (BusinessDictionary, 2017). Shaw (2017) stated the
characteristics of high performance employees as those focused on quality as a priority in their
work, concentrated on improving their skills and taking the lead when it comes to making
decisions. Burks (2017) also quoted that high performers find ways to improve their performance
including finding resources that they need to excel.
Organization performance
An organization is defined as a social unit comprising a group of people that is managed
or structured to pursue collective goals (BusinessDictionary, 2017). In turn, performance is an
exchange of non-financial and financial indicators which gives information on the achievement of
the objectives and results (Lebas & Euske, 2006). Organization performance is the outputs from
the invested inputs (goals or objectives) (Lebas & Euske, 2006)
Knowledge sharing
Alvin (1990) stated that the essence of power in the current information age is knowledge.
Ryu, Ho and Han (2003) defined knowledge sharing as an act of diffusing acquired knowledge
of a member to another member in an organization. Omar et al. (2016) define knowledge sharing
as communicating the knowledge within a group of people whether in a formal place like the
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workplace or an informal place like among friends. On the flip side of the coin, Kwahk et al.
(2016) state that knowledge sharing requires active interaction between more than one individual
who has the necessary knowledge and does not depend on a single person’s efforts.
Communication
Communication originated from the Latin word ‘communicare’ meaning “to make common”
or “to share” (Weekley, 1967). Further to this, DeVito (1986) added that communication is an
act or process of transmitting a message from a sender to a receiver via a channel with noise
interference. Merriam Webster (2017) defines communication as an act of transmitting a verbal or
written message. Team FME (2013) in their article defined communication as a two-way process
which involves several interactions towards achieving mutual understanding. Bel, Smirnov and
Wait (2017) state that communication is an important precursor which provides information on
what to be done for a prospective change within an organization.
Decision making
Harris (2012) defines decision making as the study to identify and choose substitutes based
on preferences and values of the decision maker. He also added that it is a process of adequately
minimizing uncertainty and doubt about substitutes to give way to a reasonable choice to be made
among them. CIMA (2007) described decision making as the steps through which alternatives are
chosen and managed to achieve an organization’s objectives. Chand (2016) states that a decision
is a choice made by a person to conclude about a situation, while decision making is the selection
of choices which involves a choice making activity that determines the person’s action or inaction.
According to Talley (2011), decision making includes a variety of processes that are medium
steps between actions and thought which ideas are expressed.
Theoretical Framework
Figure 1
Theoretical framework for the study
Knowledge Sharing
(Tajudeen, Jaafar,
& Ainin, 2017)
Employee High Performance
(Ouirdi, Ouirdi, Segers,
& Henderickx, 2014)

Communication
(Cao, Guo, Vogel,
& Zhang, 2016)
Organizational Performance
(Gaál, Szabó,
Obermayer-Kovács,
& Csepregi, 2015)
Decision Making
(Jiang, Luo,
& Kulemeka, 2016)
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Knowledge Sharing Through Social Media Usages
Social media usage is becoming more important as these tools are being used for knowledge
sharing, communication and decision making in organizations. According to Yesil and Dereli
(2013), knowledge has become an important resource and a significant driver of organizational
performance. By sharing knowledge, an employee in an organization can learn from other
employees’ experiences which in return contribute to the organization and employee job
performance (Kang, Kim, & Chang, 2008). It can also positively encourage positive team
performance (Srivasta, Bartol, & Locke, 2006) and strengthens collaboration and coordination
between employees of an organization (Mathieu et al., 2000), which results in high job
performance. Park and Im (2001) found that knowledge sharing does improve employees’ job
performance within the government sector. Sigalaa and Chalkiti (2015) explored the relation
between employee creativity and social media use. They found that the use of social media for
disseminating and externalizing information discussed with other peers within various social
media platforms encourages employees to generate and share new knowledge. As a result, it can
further expand employees’ cognitive abilities through innovation and give them the opportunity
to generate and create new ideas/knowledge (Sigalaa & Chalkiti, 2015).
H1: Knowledge sharing through social media usage affects employee high performance and
organizational performance
Communication Through Social Media Usage
Social media has extended itself to the communication world which gives organizations the
opportunity to share information and interact frequently with their customers (Papasolomou
& Melanthiou, 2012). It has also enabled a dynamic and interactive process to occur in daily
communication both internally and externally between employees and the organization (Langer,
2014). Leornardi et al. (2013) argued that using social media allows employees to broadcast
or communicate messages to everyone within the organization and to view the connections,
text and messages posted or edited by any individual in the organization at any point of time.
Also, they argued that social media platforms are digital, unlike traditional physical offices such
as conference rooms, and members in the organization can communicate and participate from
anywhere at any time (Leornardi et al., 2013). A recent study by Babiker (2017) found that the
speed of communication via social media made the flow of information and correspondence
faster.
H2: Communication through social media usage affects employee high performance and
organizational performance
Decision Making Through Social Media Usage
Effective decision making depends on an individual’s ability to draw from and gain access
to reliable sources, which requires evaluation skills (Burclaff and Johnson, 2016). Burclaff and
Johnson (2016) stated that connecting across networks with the use of social media gives the
ability to make meaningful decisions on whether to acquire existing knowledge either internal
or external or acquire new information. Similarly, Culnan, McHugh and Zubillaga (2010) argued
that various platforms of social media give the opportunity for the organization to make a good
decision on which platform to adopt and how it should be used. According to Baker et al. (2011),
using social media gives leaders an opportunity to contact their subordinates fast. Papageorgiou
(2015) found that employees will demonstrate high commitment to their organizations when they
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are given the opportunity to interact with other employees via internal social media platforms.
This encourages employees to participate in the decision making process whereby they can voice
out their concerns and issues (Papageorgiou, 2015).
H3: Decision making through social media usage affects employee high performance and
organizational performance
3. RESEARCH DESIGNS AND METHODS
Subject and Procedure Details
The target population of this research is employees from one multinational company in
Malaysia. There were almost 2006 employees working in the organization at the time of data
collection.
Convenience sampling, which is a non-probability sampling method, was selected for this
research as it is easy in terms of sample collection and financially cheaper as well as less time
is taken to get the data; furthermore, it is a widely use technique in most research (Neuman,
2002). Within the study, 230 survey questionnaires were distributed to all the employees in the
call center department. Out of 230 surveys, only 225 surveys were received back and incomplete
questionnaires were eliminated. A final sample of 206 survey questionnaires that had no missing
information was utilized for data analysis. This means that only 91% of the collected survey
forms were usable.
Table 1 shows that 53.4% of respondents are male and the rest, that is 46.6%, are female.
59.2% of respondents were within the 26–35 age group and the fewest (11.2%) were within the
age group of 36–50. 78.6% of respondents earned a salary ranging from US$ 500 to 1000. 68.4%
of respondents were university graduates, followed by college graduates (29.1%) and the fewest
had completed secondary level education, accounting for 2.4% of all respondents.
Table 1
Demographic analysis
Frequency

Percentage
(%)

Valid Percentage
(%)

Cumulative
Percentage (%)

96

46.6

46.6

46.6

Male

110

53.4

53.4

100

Total

206

100

100

18–25

61

29.6

29.6

29.6

26–35

122

59.2

59.2

88.8

36–50

23

11.2

11.2

100

Total

206

100

100

5

2.4

2.4

31.6

60

29.1

29.1

29.1

University

141

68.4

68.4

100

Total

206

100

100

Female
Gender

Age

Secondary
Education
Level

College
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Research Instrument
The researchers developed a set of questionnaires from the theoretical framework studied for
this research. It was firstly tested and then utilized as primary data.
The researchers constructed the questionnaire using a Likert scale ranging from 1 to 5, where 1
is strongly disagree and 5 indicates strongly agree for each statement (Likert, 1932). A total of
29 items or statements were developed and included in the scale construction. The research
instrument, namely the questionnaire, consists of five groups of variables. Table 2 below shows
the detailed construction of the questionnaire used. A sample of 50 respondents was recruited
to participate in pilot testing, which was used to test the reliability and validity of the construct.
As shown in Table 2 below, Cronbach’s Alpha reliability test proved high reliability of all the
variables as regards internal consistency since the values are above 0.8 and can be used in this
research (George & Mallery, 2003)
Table 2
Scale construction
Variables

Knowledge Sharing

Communication

Decision Making

Q

Factors

KS1

Tacit and explicit
knowledge

KS2

Collaboration

KS3

Share and exchange
knowledge

KS4

Motivation

KS5

Innovatively create ideas
and knowledge

C1

Internal and external
communication

C2

Frequency and amount
of interaction

C3

Speed of communication

C4

Broadcast or
communicate messages

C5

Easy use of social media
tool to communicate

DM1

Evaluate alternatives

DM2

Create decision
conversations leading
to diverse opinions

DM3

Make meaningful and
good decisions

DM4

Make fast decisions
in timely manner

DM5

Feel encouraged to take
part in making decision
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Pilot Testing
(Cronbach’s Alpha
Reliability Test)

0.863

0.924

0.926

Source
Hsu et al. (2007);
Davenport and Prusak
(1998); Kwahk
and Park (2016);
Jiang, Luo and Kulemeka
(2017); Dhanaraj et al.,
(2014)

Papasolomou and
Melanthiou (2012); Langer
(2014); Farrell, Kellogg
and Thomas (2008);
Divya and Regi (2014);
Leornardi, et al. (2013);
Batikas and Van Bavel
(2013); Babiker (2017)

Burclaff and Johnson
(2016); Majchrzak et al.
(2013); Sanders (2007);
Leornardi (2014); Nkwe
and Cohen (2017);
Papageorgiou (2015);
Trimi and Galanxhi (2014)
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Variables

Employee
High Performance

Organization
Performance

Q

Factors

EHP1

Perform better than
acceptable level

EHP2

Reliability of job
performance

EHP3

Ability to perform job
duties

EHP4

Increased quality of work

EHP5

Put extra effort to
complete tasks on time

OP1

Improve client service

OP2

Introduce new social
media tool

OP3

Seek new ways
to do things

OP4

Interact with employees
and clients

OP5

Encourage use of social
media

Pilot Testing
(Cronbach’s Alpha
Reliability Test)

Source
Williams and Anderson
(1991); Kwahk and Park
(2016); Ali-Hassan, Nevo
and Wade (2015); Kuvaas
(2006); Cao et al. (2016)

0.959

Wu (2016); Tajudeen,
Jaafar and Ainin (2017);
Parveen et al. (2016)

0.950

4. RESULTS AND ANALYSIS
This part of the paper will discuss the validity, reliability of the research instrument and
findings through appropriate data analysis methods. The validity test of the item construction is
done through a confirmatory factor analysis. The reliability test is conducted using Cronbach’s
alpha via SPSS. The path analysis is conducted using Structural Equation Modeling (SEM).
Confirmatory Factor Analysis (CFA)
Figure 2
Measurement model (CFA)
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According to Holmes-Smith (2006) and Hair et al. (2010), the model fitness indices indicate
the level of acceptance for the confirmatory factor analysis. The analysis for most items must
be within the construct and loading factors must have a score above 0.5 to show good reliability
of the model (Holmes-Smith, 2001). Thus, in Figure 2, the estimates of above 0.6 for all the
variables show that the overall model is valid for further analysis. According to Hair et al. (2010),
the Comparative Fit Index (CFI) should exceed 0.90 to achieve a good model fit and in this
research the CFI value is 0.967, which is considered as good fit. To indicate the statistics fitness,
the normed chi-square ratio should be below 3.0 according to Kline (2011) and in this research,
it is 1.54. The Root Mean Square Error (RMSEA) value is 0.048 and is below the recommended
max value level of 0.08 indicating a good fit (Hooper et al., 2008).
Overall, the RMSEA value of 0.048 and CFI value of 0.967 show that the model is accepted
as a good fit (Themessl-Huber, 2014). To ensure the model fitness, the convergent validity is
established to measure social media usage, which measures employee high performance (EHP)
and organization performance (OP).
According to Hair et al. (2010), the rule of thumb for factor loadings must be 0.5 and above
while the best is 0.7 and above.
Table 3
Divergent validity measurement
Knowledge
Sharing
KS1

.790

KS2

.824

KS3

.783

KS4

.737

KS5

.815

Communication

C1

.798

C2

.873

C3

.696

C4

.820

C5

.784

Decision Making

DM1

.800

DM2

.860

DM3

.844

DM4

.851

DM5

.850

Employee High
Performance

EHP1

.845

EHP2

.874

EHP3

.871

EHP4

.889

EHP5

.898

Organization
Performance

OP1

.833

OP2

.869

OP3

.896

OP4

.857

OP5

.881

Reliability

0.892

0.892
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As in the table above (Table 3), all the factor loadings (independent and dependent variables)
are above 0.5, which confirms the model fitness as good fit, and the reliability of the constructs is
above 0.60 for KS, C, DM, EHP and OP. As for the reliability, the acceptable value of Cronbach’s
alpha is a minimum value of 0.7 (Nunnally & Bernstein, 1994), which indicates that the variables
in this study are highly reliable in internal consistency as they are above 0.8 and are best suited
for further analysis.
Discriminant validity determines the measure of how much factors are different and the
level of how much they are swerved. In theory, the constructs must not correlate with each
other. According to Hair et al. (2010), the correlation values must not exceed 0.85. Likewise,
discriminant validity indicates the squared correlations whereby all the values are lesser than 1
indicating that the construct validity is acceptable (Hair et al., 2010). Discriminant validity cannot
be established when the factor analysis is miscalculated or misunderstood (Bajpai & Bajpai,
2014). Therefore, in the table below (Table 4), the data in this research satisfies discriminant
validity and the factors indicate a good correlation as the values are below 0.85.
Table 4
Discriminant validity measurement
Knowledge Sharing

Communication

Decision Making

Employee High
Performance

Organization
Performance

1

.749

.811

.541

.602

C

.561

1

.840

.651

.638

DM

.657

.705

1

.711

.679

EHP

.292

.423

.505

1

.678

OP

.362

.407

.461

.459

1

KS

Significant Level at p = 0.001. Values above the diagonals are correlations among constructs.
Diagonal elements are construct variance and values below the diagonal are squared correlations

Structural Equation Model
Figure 3
Path analysis of SEM
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The measurement model of confirmatory factor analysis plays an important role to confirm
the structural model analysis. In the structural model, the chi-square value is 430.209 while the
DF value is 266. The normed chi-square value is 1.617, below the recommended threshold value
of 3.0, revealing a good fit model (Hair et al., 2010). The RMSEA value of 0.051 is at the required
threshold of less than 0.08. CFI is 0.962, above the rule of thumb of 0.90 (Hair et al., 2010; Kline,
2011). Hence, the structural model is considered as an acceptable model.
Table 5
Comparison of measurement and structural model
Chi-Square

DF

Rule of Thumb

Normed
Chi-Square

CFI

RMSEA

P-value

<3

>0.900

<0.08

>0.05

Measurement Model
(MM) CFA

408.043

265

1.540

0.967

0.048

0.0001

Structural Model (SM)

430.209

266

1.617

0.962

0.051

0.0001

According to Hair et al. (2010), there is an alternative way to confirm the model validity by
observing the entire structural model loadings and measurement model loadings. The parameter
estimates must show a similar likeness in both models (Hair et al., 2010). In Table 5 above, there
are almost close readings indicating only a slight difference in both models, p-value is 0.000 for
both, RMSEA is 0.048 (MM); 0.051 (SM), CFI is 0.967 (MM); 0.962 (SM), normed chi-square is
1.540 (MM); 1.617 (SM), DF is 265 (MM); 266 (SM) and chi-square is 408.043 (MM); 430.209
(SM). Therefore, the SEM confirms the validity of the model as the loadings on both CFA and
SEM are similar and there is no significant variation (Hair et al., 2010).
Table 6
Comparison of factor loadings
Construct

Measurement Model

Structural Model

KS1

Knowledge Sharing

.790

.790

KS2

Knowledge Sharing

.824

.824

KS3

Knowledge Sharing

.783

.783

KS4

Knowledge Sharing

.737

.737

KS5

Knowledge Sharing

.815

.815

C1

Communication

.798

.798

C2

Communication

.873

.873

C3

Communication

.696

.696

C4

Communication

.820

.820

C5

Communication

.784

.784

DM1

Decision Making

.800

.800

DM2

Decision Making

.860

.860

DM3

Decision Making

.844

.844

DM4

Decision Making

.851

.851

DM5

Decision Making

.850

.850

EHP1

Employee High Performance

.845

.845
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Construct

Measurement Model

Structural Model

EHP2

Employee High Performance

.874

.874

EHP3

Employee High Performance

.871

.871

EHP4

Employee High Performance

.889

.889

EHP5

Employee High Performance

.898

.898

OP1

Organization Performance

.833

.833

OP2

Organization Performance

.869

.869

OP3

Organization Performance

.896

.896

OP4

Organization Performance

.857

.857

OP5

Organization Performance

.881

.881

The above Table 6 shows the factor loadings of the structural model and measurement model
as all values are above 0.50 and resemblance of 100% is achieved between the two models. This
indicates that the model is valid and a good fit model.
Hypothesis Testing
The table below (Table 7) presents the results of hypothesis testing of Estimate, S.E. (Standard
Errors), C.R (Critical Rations) and the p-value. P-value indicates the significance level of each
hypothesis (Hair et al., 2010).
Table 7
Hypotheses
Hypothesis

Estimate

S.E.

C.R.

P

Accepted
or Rejected

H1

Employee High
Performance

¬

Knowledge
Sharing

-.178

.115

-1.548

.122

Rejected

H2

Employee High
Performance

¬

Communication

.227

.136

1.662

.097

Rejected

H3

Employee High
Performance

¬

Decision Making

.689

.148

4.639

.0001 Accepted

H4

Organization
Performance

¬

Knowledge
Sharing

.043

.119

.367

.714

Rejected

H5

Organization
Performance

¬

Communication

.215

.143

1.504

.133

Rejected

H6

Organization
Performance

¬

Decision Making

.515

.151

3.406

.0001 Accepted

Knowledge Sharing is the only variable that has an insignificant negative impact on employee
high performance. It is also the only variable that has a positive and significant impact on Employee
High Performance and Organization Performance. All the other variables (Knowledge Sharing
and Communication) identified in the conceptual framework are found to be insignificant due to
the significance value that exceeds the threshold of 0.05 meaning that the assumed Hypotheses 1,
2, 4 and 5 are rejected. This is in accordance with the rule of thumb that the p-value should be
0.05 and below; thus, each time when the value is more than 0.05, the hypothesis is rejected (Hair
et al., 2010).
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The 1st hypothesis of this research is that there is a positive and significant impact of
knowledge sharing on employee high performance based on the research done by Sigalaa and
Chalkiti (2015) in Greece, Huang, Singh and Ghose (2015) on Fortune 1000 companies in the
USA, Europe, Asia and North America as well as Mohamed et al. (2017) in Malaysia, finding
that innovative learning and creating new ideas/knowledge, sharing tacit and explicit knowledge,
motivating and collaborating are important factors in knowledge sharing through the use of social
media and have a positive impact on employee performance. However, the result of this study
conflicts with the hypothesis set by this study as it is rejected with the standardized estimate of
-0.178 and the p-value of 0.122. The findings show that knowledge sharing has an insignificant
negative impact on employee high performance, which contradicts the past research (Sigalaa
& Chalkiti, 2015; Huang, Singh, & Ghose, 2015; Mohamed et al., 2017). This research is done
on call center agents in an IT based multinational in Malaysia, where the nature of work by the
agents is more oriented towards attending calls and it takes time and effort for them to engage in
knowledge sharing activities with other peers. However, the statistical analysis of this study finds
no significant impact of knowledge sharing on employee performance.
The 2nd hypothesis of this research is that there is a positive and significant impact of
communication on employee high performance, which is in accordance with past research done by
Divya and Regi (2014) in India, Babiker (2017) in UAE, Kaur (2015) in Lynas and Mohamed et
al. (2017) in Malaysia. It was found that social media assist internal and external communication
by broadcasting messages and increasing the speed of communication causing a positive impact
on employee performance. However, our result is inconsistent with the above mentioned studies.
We found a positive but not significant impact of communication elements of social media on
employee performance.
The 3rd hypothesis of this research is that there is a positive and significant impact of decision
making on employee high performance. The results of this research supported the hypothesis
with the standardized estimate of 0.689 and p-value of less than 0.05 indicating a highly
significant positive impact on employee high performance. These results support the studies
done by Papageorgiou (2015), Nkwe and Cohen (2017), Burclaff and Johnson (2016), who found
that the usage of social media across networks enables employees to make meaningful and fast
decisions and evaluate alternatives. These elements are visible through the usage of social media
tools whereby the call center agents can use various social media tools available in the IT based
multinational in Malaysia to make fast decisions and evaluate available alternatives. Among
peers, they can create decision conversations and diverse opinions enable them to perform better
than the acceptable level (Omar, Dahalan, & Yusof, 2016).
The 4th hypothesis of this research is that there is a positive and significant impact of knowledge
sharing on organizational performance. According to the research done by Hung et al. (2011)
on 10 organizations in Taiwan, organizational culture motivates employees to share knowledge,
indirectly increasing organizational performance. Park and Im (2001) as well as Kang, Kim, and
Chang (2008) found that organizational performance increases when employees are encouraged to
share knowledge and collaborate to develop new ideas, solve problems and implement processes
toward success of the organization. However, our finding conflicts with the stated hypothesis as it
is rejected with the standardized estimate of 0.043 and the p-value of 0.714. The findings show that
knowledge sharing has an insignificant positive impact on organization performance. This could
be because the management team within the IT based multinational’s call center department does
not encourage the employees or the management itself to undertake knowledge sharing activities
or takes less initiative in this respect. Successful organizations frequently engage in knowledge
sharing activities via their technologies, services and products (Gaál et al., 2008; Gottschalk, 2006).
The 5th hypothesis of this research is that there is a positive and significant impact of
communication on organization performance in parallel with the studies done by Papasolomou
and Melanthiou (2012) finding that the usage of social media gave organizations the opportunity
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to share information and interact frequently with their customers thus increasing organization
performance, while McQuail (2013) found that those organizations which use multiple social media
to communicate with their customers have higher propensity to attract more customers and can
improve organizational performance. However, the results of this research found that communication
has an insignificant positive impact on organization performance with a standardized estimate
of 0.215 and the p-value of 0.133. Although the standard estimate of 0.215 indicates a positive
impact, it is not considered as an important factor in contributing to organization performance. This
could be because communication via social media has been a norm in almost all organizations as
organizations are now moving from traditional offices such as conference rooms and their members
can communicate and participate from anywhere at any time (Leornardi et al., 2013). Hence, it
does not give any special advantage for an organization to perform better than others; neither is it
an important factor that contributes to the success of the organization.
The 6th hypothesis of this research is that there is a positive and significant impact of decision
making on organization performance. The results of this research supported the hypothesis with
the standardized estimate of 0.515 and the p-value of less than 0.05 indicating a significant
positive impact on organization performance. This further supports past research results such as
Culnan, McHugh and Zubillaga (2010), who noted that in the various platforms of social media, it
gives the opportunity for the organizations in the USA to make a good decision on which platform
to adopt and how it should be used. Besides, Baker et al. (2011) found that using social media
gives leaders an opportunity to contact their subordinates fast. If there is an issue that requires
quick attention, managers can contact their employees through social media tools and acquire the
information they need to make a fast decision. Employees can also make a fast decision using
social media, which in turn increases their productivity. This indirectly improves organization
performance as issues can be solved within a short frame of time (Baker et al., 2011). Further, the
IT based multinational in Malaysia encourages its employees to take part in making decisions via
its social media tools as well as suggest solutions and voice out their concerns through a social
media platform (Nkwe & Cohen, 2017).
Table 8
Hypothesis acceptance or rejection
Hypothesis

Research Result

Past Research Result

Source

Accepted
or Rejected

Knowledge Sharing
> Employee High
Performance

Insignificant
negative impact

same result >
opposite result>

Gaal et al. (2015)
Kwahk and Park (2015)

Rejected

Communication
> Employee High
Performance

Insignificant
positive impact

same result >
opposite result>

Leornardi et al. (2013)
El Ouirdi et al. (2016)

Rejected

Decision Making
> Employee High
Performance

Significant
Positive Impact

same result >
opposite result>

Papageorgiou (2015)
Stollak et al. (2014)

Accepted

Knowledge Sharing >
Organization Performance

Insignificant
positive impact

same result >
opposite result>

Kromhout (2011)
Razmerita, Kirchner and
Nielsen (2016)

Rejected

Communication >
Organization Performance

Insignificant
positive impact

same result >
opposite result>

Juang et al. (2015)
Kwakh and Park (2016)

Rejected

Decision Making >
Organization Performance

Significant
Positive Impact

same result >
opposite result>

Nkwe and Cohen (2017)
Culnan, McHugh and
Zubillaga (2010)

Accepted
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5. CONCLUSION AND RECOMMENDATIONS
The main objective of this research was to examine the impact of social medial usage
on employee high performance and organization performance. From the empirical research,
three major determinants that have an impact on employee high performance and organization
performance were identified: knowledge sharing, communication and decision making. Two
research objectives related to decision making were the spotlight in this research as it resulted
with a positive influence on both dependent variables. The findings reflect decision making as an
important factor that contributes to employee high performance and organization performance.
Overall, management in organizations who aims to increase employee and organization
performance should consider using social media for decision making.
Recommendations
Further to the conclusions above, recommendations to raise the bar of social media usage and
perceived effectiveness in employee and organization performance are as below.
Firstly, as social media continues to expand due to the rapid change of technology and many
organization are jumping on its bandwagon, it is expected that the influence of social media
on organizations and their employees will direct firms towards embracing social media due to
increased importance of its use. Hence, firms that use social media due to its influence within the
industry must also be aware of its technical applications to reap its benefits by achieving better
employee and organizational performance.
Secondly, the results obtained from this research will give a broader understanding to
employees in general and the management of MNCs in Malaysia of the impact of social media
usage on employee and organization performance. With the growing social media trend and
challenging business environment, organizations and employees must be able to keep up with the
trend and utilize social media in their daily work to avoid being left behind and submerged in the
competitive environment. Therefore, using social media is a key contributor for employees and
organizations to attaining the peak of their performance for competitive advantage.
Lastly, the findings of this study are highly recommended to HR departments, managers
and those in top management in MNCs to engage in developing social media practices for high
performance. This will enable employees to engage in and focus on decision making to enable
organizations and their employees to achieve better performance.
Future Research Directions
This research dealt with the impact of social media usage on employee high performance and
organization performance, specifically focusing on an IT based multinational in Malaysia. The
following suggestions can be made for future research.
Firstly, sample respondents of this research were recruited from among call center agents
in an IT based multinational in Malaysia. As the nature of their work differs from that of other
employees in the IT based multinational in Malaysia, the results do not fully represent that IT based
multinational in Malaysia, hence future research can focus on employees from various department
as well as from other countries, for example Asian or Western countries like India or the USA.
Secondly, research can also be done on other industries than MNCs to evaluate how effectively
the usage of social media influences employee and organization performance in other industries.
Thirdly, the sample size should increase to get more accurate data according to Comrey and
Andrew (1992), 1000 respondents and above are accepted as an excellent and perfect sample size.
Fourthly, future studies could test other dimensions of social media which are more prevalent
among users.
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Lastly, future research should consider adapting a longitudinal design approach to observe the
changes in the impact of social media usage on employee and organization performance over time
using the organizational and employee performance measures used in this study.
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ABSTRACT
Mobile commerce (m-commerce) is a fact. Nowadays, numerous transactions take place via
mobile devices. At the same time, m-commerce is considered as one of the fastest growing
subgroups of e-commerce. Characteristically, it is estimated that about 45% of mobile users have
made at least one purchase via a wireless hand-held device. Therefore, it plays and will continue
to play a vital role in the global economy. The aim of this research paper is to investigate the
perceptions of mobile commerce users focusing on Bulgarian University students. Specifically,
it intends to reveal the perceived advantages and disadvantages of m-commerce, the factors that
motivate students to make online transactions via a hand-held device, as well as the issues that
hinder them from doing so more often. The paper is expected to provide tangible results to both
academia and the industry about a developing economy.
JEL classification: M15, M390
Keywords: mobile commerce, m-commerce intention, mobile shopping adoption.
1. INTRODUCTION
The technological advancement during the last decades has definitely left its impact on
humanity and our way of living. Various aspects of our daily life have dramatically changed due
to the technology and innovations (Patil, 2017). Because of these technological advancements and
Information Technology (IT) infrastructure, even more people use more and more IT solutions.
As a consequence, companies are increasingly reaching out to customers through newer channels
such as electronic commerce (e-commerce) and more recently mobile commerce (m-commerce)
(Khare & Sadachar, 2014; Liang & Wei, 2004; Maity & Dass, 2014). Mobile commerce is related
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to activities connected to buying or generally making transactions via mobile devices, including
using mobile applications and adapted websites to shop mainly via a smartphone, tablet, netbook
or notebook (Ciprian & Vlad, 2016; Hillman & Neustaedter, 2017).
Since the smartphone invasion into our lives, people have been inseparable from these
technologies (Narang & Arora, 2016). People carry them and use the wireless network connection
for mobile banking, browsing information, mobile advertising, entertainment, trading, social
networking, and of course shopping (Gao et al., 2014; Hsi-Peng & Su, 2009; San-Martín et
al., 2016). Mobile phones are even assumed to be inseparable from the purchasing process,
with 9 out of 10 consumers looking for a product or service on a mobile device and 45% of them
shopping with their wireless hand-held devices (IAB, 2014). That is the reason why many retail
companies with different product categories have changed their strategies and provided mobileoptimized sites or developed applications which are comfortable and user-friendly (Ratcliff,
2015). Moreover, they are capable of personalizing the provided services and the search of
each customer, getting every level of detail of his/ her interest, with the aim to lure him/her into
a purchase (Georgiadis & Stergiopoulou, 2008).
The advantages of m-commerce have recently led to a trend which shows that m-commerce
is starting to outgrow e-commerce. One of the main reasons for this recent change has been the
growing popularity of smartphone usage (Chang et al., 2014) resulting from the inexpensiveness
of mobile smartphones, better mobile broadband connectivity and the opportunity for people
to access goods and services at any time from any place (OECD, 2013). Thus, it is expected
that m-commerce will soon become the mainstream and by 2020 it will be 45% of the whole
e-commerce in the USA (Meola, 2016). However, there are many factors that slow the development
of m-commerce and detain its full success. Among them are the small screen size, the slow speed
of mobile connection (Meola, 2016), and also trust and security issues of the users (Eastin et al.,
2016). Other factors that could negatively affect the m-commerce adoption are social factors or
demographic characteristics, such as age, income and level of education (Saritas et al., 2016).
Obviously, the development of m-commerce is somewhat different in every country (Zhang
et al., 2012) as these factors exert dissimilar influence around the globe. According to Yadav et al.
(2016), in order to boost m-commerce, it is substantial to have a greater understanding of the
factors that prevent mobile phone users from pursuing the various m-commerce activities.
Regarding Bulgaria, statistics have mentioned that the smartphone usage in the country went
up from 33% to 48%, while the computer usage increased by only 1% (from 69% to 70%) in
the 2014–2016 period (Statista, 2016). The mobile connectivity is getting better and faster with
three main telecommunication enterprises, Telekom Austria’s M-Tel, Telenor’s local unit, and
the incumbent Vivacom, providing competitive services (Lancaster, 2016). Furthermore, the
proportion of formal university graduates using mobile devices to access the internet on the move
has increased from 41% in 2013 to 71% in 2016 (a 30% increase in about 3 years) (Eurostat,
2016). Individuals in Bulgaria are starting to adopt mobile shopping practices and buy more
goods and services via their mobile devices as a preferred method, even if it is at a slower pace
compared to the rest of the European countries (Tairov, 2014). This could be because commercial
banks in Bulgaria operate in an environment that is full of challenges stemming from changes in
regulations and accounting rules which interfere with mobile payments and thus the m-commerce
development (Grigorova, 2015). Nevertheless, m-commerce transactions in Eastern European
countries, including Bulgaria, increased considerably by 68.7% in 2015 compared to the previous
year (Ecommerce News Europe, 2016). On the contrary, up to the end of 2016, 89% of online
shoppers in Bulgaria shopped online via a desktop computer; only 5% and 3% of them bought via
a smartphone or a tablet respectively. Based on the aforementioned fact as well as a review of the
literature on mobile shopping behavior, a significant gap has been identified as no empirical study
has been undertaken to analyze the current situation and future intentions as regards m-shopping
in Bulgaria. Clearly, this new phenomenon is worth closer examination and research for academic
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and public purposes. Therefore, the aim of this research paper is to reveal m-commerce adopters’
perceptions in the country and provide vital information to the academic community and the IT
industry focused on university students.
2. LITERATURE REVIEW
The differentiation of m-commerce from other channels of trade is a debatable topic (Jimenez
et al., 2016). According to numerous past studies, m-commerce is often perceived as an extension
of e-commerce with the difference that transactions are made through a hand-held device and via
a wireless connection (Chong, 2013). Others believe that m-commerce is not only an extension
of e-commerce but rather it is a new innovative business channel which has overcome the
barriers of location and time and has extremely changed the way in which people interact with
the surrounding environment (Faqih & Jaradat, 2015). Furthermore, Zhang et al. (2012) argue
that m-commerce has the advantages of “instantaneity, ubiquity, localization, personalization and
identification” (p. 1902) and is a market with great potential. In fact, the number of mobile phone
subscribers is overtaking the number of internet users in some countries and at the beginning of
2014, the number of global users of mobile phones has outgrown the number of global desktop
computer users (Chaffey, 2017). Moreover, m-commerce applications are generating significant
profits (Bhatty, 2015).
Since mobile commerce has been increasing at a fast pace for the last few years, it is highly
important to examine specific factors, such as technological and consumer characteristics which
can predict and affect directly and indirectly the adoption of this new way of retail. By a further
analysis of these characteristics, it would be much easier to understand the differences in the
consumer adoption of mobile shopping (Yang, 2012). The success of mobile shopping depends
on consumers’ willingness to adopt the new technology and change their previous shopping habits
(Shang & Wu, 2017). That is why it is highly important to find out how consumers’ attitudes and
beliefs affect their use of m-commerce services and identify the factors that influence the adoption
of mobile shopping (Lu & Su, 2009).
Factors Considered Important for the M-Commerce Adoption
Previous research connected to m-commerce users and adoption has been based on numerous
theories such as the Technology Acceptance Model (TAM) and the Diffusion of Innovation (DOI)
model (Chong, 2013). Furthermore, the Theory of Planned Behavior (TPB), which extends the
Theory of Reasoned Action (TRA), also played its part in many studies on m-commerce (Zhang
et al., 2012). All of them have a great value in the understanding of m-commerce adoption but
they also have their limitations. Zhang et al. (2012) state that TAM concentrates on internal
perceptions, TPB implies external influences and the Innovation Diffusion Theory (IDT) focuses
on innovation characteristics.
Most of the adopters, whether they are early adopters or find the benefits of mobile commerce
at a later point, seek to find a positive outcome and the usefulness of buying via a hand-held
device. This factor is called performance expectancy by Venkatesh et al. (2003). It generalizes
the factors perceived usefulness, extrinsic motivation, job-fit, relative advantage, and outcome
expectations (p. 447). Furthermore, when consumers are confident that mobile shopping is useful,
they are positive about the mobile shopping adoption (Zarmpou et al., 2010).
In the UTAUT (Unified Theory of Acceptance and Use of Technology) theory, the variables
such as perceived ease of use, complexity and ease of use are also summarized under one factor
– effort expectancy (Venkatesh et al., 2003). In a study, Yang (2012) stated that the perception of
ease of use is extremely close in meaning to perceived usefulness and should not be considered
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separately. Other research argues for the opposite and states that the perceived ease of use is
defined as the degree to which an individual believes that the use of technology would be free of
effort or would require a less effort (Davis, 1989). A more recent study by Agrebia and Jallaisb
(2015) reveals that the ease of use was found insignificant for both previous purchasers and
non-purchasers when making the decision to adopt m-commerce. This might be explained by the
fact that many people are accustomed to using smartphones for e-mails, online search, etc., and
are experienced enough. Even though Agrebia and Jallaisb (2015) found that perceived ease of
use is insignificant for the adoption of m-commerce, their study was not conducted in the context
of Bulgaria, where the conditions are different.
In a study, Yang (2012) points out that a very important factor for the adoption of m-commerce
is the perceived behavioral control. It refers to the belief that an individual is capable of performing
something which is in mind and is connected to previous experience and perceptions (San-Martín
et al., 2016). This belief is very important when adopting a new technological trend as it includes
the knowledge and technological infrastructure to make mobile shopping transactions (mobile
internet connection, speed, data service availability and data processing capability). The perceived
behavioral control can be connected to the ease of access. Lu and Su (2009) see the ease of access
as a significant factor that has an influence on the adoption of m-commerce. It refers to the degree
to which a customer believes that accessing the internet via a mobile phone will be free of effort.
Users often gather information from and imitate actions of people who are in their surroundings
and who are significant to them (San-Martín et al., 2016). When a user is a part of a particular social
group, he/she is inevitably affected by others’ opinions and experiences and usually, the individual
intends to comply with the social influences (Venkatesh et al., 2003). That is why the subjective
norm has a direct and positive effect on the intention to do mobile shopping (Yang, 2012).
Furthermore, when it comes to decision making and adoption of any kind of new technology, the
attitude toward the technology has an important role. The attitude is explained as the consumers’
positive or negative feeling about executing a particular action (Yang, 2012). When it comes to
purchasing items via a smartphone or a tablet, perceived enjoyment really reflects the attitude of
mobile shopping users. It is referred to as the belief that the use of technology is pleasure and fun
(Agrebia & Jallaisb, 2015). As a result, Yang (2012) states that the perceived enjoyment is related
to the attitude toward doing mobile shopping in a positive way and the attitude will have a direct
and positive effect on the users’ intentions to adopt mobile shopping practices. In addition, another
factor affecting the attitude of consumers when making a purchase decision online is anxiety. It
refers to negative emotions in the cognitive process and has a significantly negative influence on
information systems adoption (Lu & Su, 2009). A factor that also has an effect on the emotional
and cognitive process of mobile purchase is satisfaction. According to Dužević et al. (2016),
five variables are important for the satisfaction of m-commerce users – convenience, reliability,
price, visibility, and functionality. Most often, satisfaction has an influence after the first use of
mobile commerce channels and can be a positive factor for future purchases (Agrebia & Jallaisb,
2015). Another factor with significance in the studies on the m-commerce adoption is the level of
experience of use, also called familiarity (Zarmpou et al., 2010). It has a tremendous impact on
the adoption of mobile shopping practices and is explained as the consumer experience in using
a new technology for a specific continued period (Yang, 2012).
However, Min et al. (2008) believe that trust is one of the most important factors in the
studies on both e-commerce and marketing and earning users’ trust is critical for the success
of m-commerce. Trust is definitely a factor that should not be ignored when talking about the
m-commerce adoption (Zhang et al., 2012). According to a study by Nassuora (2013), perceived
trust and perceived privacy have a positive impact on the decision to buy via a hand-held device
and if there is trust in the channels of purchase and the technology, then transactions will be
more likely to take place. Other important factors that encourage users to adopt m-commerce are
content quality, system quality, support and personalization factors (Dužević et al., 2016).

© Faculty of Management University of Warsaw. All rights reserved.

DOI: 10.7172/2449-6634.jmcbem.2018.1.4

Journal of Marketing and Consumer Behaviour in Emerging Markets 1(7)2018

70

Nora Milanova, Vaggelis Saprikis

(66–83)

As every user has his/her own characteristics and differences in the perception of technology,
the process of adoption of mobile shopping practices might really differ. Yang (2012) believes
that demographic differences are not that significant when trying to understand the behavioral
intention to purchase a product or service. On the other hand, other research has proven that
the demographic profiles of consumers are important predictors of the m-commerce adoption.
The most significant demographic factor is age followed by education. Both of them have been
proved to have an influence on the mobile shopping adoption. Younger and higher educated
consumers have a positive attitude to mobile shopping, while gender was found to be of nonsignificant relevance for the adoption of m-commerce (Chong, 2013). Later, a study by Faqih
and Jaradat (2015) finds gender as a non-significant factor in the adoption of m-commerce. They
proved that both genders are equally comfortable about using the features of mobile devices and
m-commerce. However, Chen et al. (2015) state that gender differences influence the attitude
toward online shopping; men and women have different perceptions of risk. The study by Faqih
and Jaradat (2015) contributes to the literature so far as it explains that there is a great difference
in the adoption of m-commerce when it comes to cultural values and traditions. Even though
it was proven that the better educated a person is, the more likely he/she is to use the internet
(Rhee and Kim, 2004), not enough research has been done on the connection between education
and technology adoption. A special survey which was conducted in 2013 by the Pew Research
Center proved that the biggest group of tablet owners is the group of graduating people or those
who have already obtained a higher education level degree (Zickuhr, 2013). The Pew Research
Center has proven the same for smartphone ownership where the biggest group using and owning
a smartphone is also higher educated people (Anderson, 2015). Chong (2013) also states that
educational level is positively related to the usage of m-commerce. Thus, it is highly important
to fill this gap in the academic research on the topic and investigate Bulgarian higher education
students and their response to m-commerce.
An interesting thing to follow up when it comes to the adoption of mobile commerce processes
is to see what happens when users are already using mobile devices for online purchases.
According to Wang et al. (2015), when customers adopt m-commerce, their order size and order
rate increase. Also, as customers continue to find value in mobile shopping and increase their
mobile shopping occurrences, their spending and likelihood of making a purchase again will
increase. As for the products or services they purchase, Wang et al. (2015) state that customers
usually purchase products that they have bought previously or products from brands that they are
highly loyal to.
Based on the aforementioned literature review, the demographics and the activity features of
mobile adopters among Bulgarian university students are to be examined. Specifically, possible
connections and differences between these characteristics and advantages/disadvantages,
perceived benefits and attitudes toward m-commerce will be investigated. Therefore, the research
questions in the paper are as follows:
1. What are the demographic characteristics of m-commerce adopters?
2. Are there any relationships between age and the period of m-commerce use, monthly
m-amounts spent and the number of annual m-transactions?
3. What are the preferred products and services for m-shopping among Bulgarian university
students?
4. Are there any differences in perceived advantages and disadvantages of m-commerce among
Bulgarian university students based on their demographics and mobile activity?
5. What are the perceived benefits of m-commerce among Bulgarian university students?
6. Are there any connections between perceived benefits and the number of m-transactions
among Bulgarian university students?
7. Are there any differences in m-commerce attitudes among Bulgarian university students based
on their demographics?
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3. RESEARCH METHOD
The research is primarily descriptive in nature, as apart from descriptive statistics, only simple
statistics, namely chi-square and t-tests, were used in order to statistically examine m-commerce
adopters’ perceptions. Data was collected by means of an electronic questionnaire administered
from 10.07.2017 to 13.08.2017. The sample consists of Bulgarian higher education students with
different specializations and spheres of expertise for the purposes of comprehensiveness. The
respondents are also diverse in terms of gender and age. Even though the sample is not a good
representative group of the whole Bulgarian population, the students have the highest technology
adoption rate (Hitt & Frei, 2002), thus, the responses were expected to be more numerous and
more valuable. Furthermore, the selection of student respondents for primary research has been
successfully used in many studies (e.g., Saprikis, 2013; Shead et al., 2012).
The study used a single random sample and the first part of the questionnaire aimed to identify
the frequency of use of m-commerce, the number of transactions made, the main products
and services purchased and the amounts of money spent with a smartphone/tablet. Six of the
questions were designed to help identify the advantages and disadvantages that respondents see in
m-commerce. The variables used were Time, Cost, Access, Level of Complexity, Communication
and Social Contact. A question was developed to analyze the intentions to buy via a mobile phone
in the future. The research questions were mainly connected to the respondents’ perceptions of
different factors that determine m-commerce. These questions were presented with the 5-point
Likert scale. Table 1 summarizes the “perceptions” questionnaire items and the scientific sources
that they are based on. All research items were adopted from the sources mentioned in Table 1.
Table 1
Scale items of the “perceptions” questions
Variable

Scale item statements

Source

I feel using m-services in monetary transaction is safe.
Trust

I feel my personal data are in confidence while using m-service.

Zarmpou et al.,
2012

I feel the terms of use are strictly followed while using m-services.
Attitude

Subjective norm

Shopping by mobile phone is a good idea.

Yang, 2010

I am positive about mobile shopping.
I would shop by phone because of the proportion of my friends who
do mobile shopping.
People who are important to me think that I should use mobile
shopping.

Yang, 2012

It is useful as it provides information based on location.
I can use it anywhere.
Perceived benefits
of mobile
commerce

I can use it anytime.
Lee & Lee, 2007

It is convenient.
It is enjoyable.
It provides me with a rapid response.
It is useful as it provides information based on location.

The last part of the questionnaire gathers the demographic information needed for the study.
The questionnaire contained demographic measures for age, gender, educational level and
educational background. The fields of education were based on the research entitled “SCED
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Fields of Education and Training 2013 (ISCED-F 2013)” from UNESCO Institute for Statistics,
which categorizes them in ten main groups of education and training fields.
The whole sample consists of 400 responses. 390 students stated that they own an internetenabled hand-held device (smartphone, tablet) for accessing the internet. More than 1/4 of them,
who own a mobile device, stated that they do not take part in m-commerce, however, around
half of them intend to become part of mobile shopping in a near future. On the other hand, 287
(73.6%) students declared that they use their smartphones/tablets for online shopping and they
will be used in the research results (research sample).
4. RESULTS
This section presents the results regarding m-commerce adopters. It includes their demographic
characteristics and their m-commerce habits and preferred products and services. Furthermore,
their perceived advantages and disadvantages along with their perceived benefits and attitude
toward m-commerce are presented based on their demographics and m-commerce activity.
4.1. Demographic Characteristics of M-Commerce Adopters
Female adopters account for 65.85% of the total sample, whereas males were the rest, i.e.
34.15%. Specifically, the greatest part of the adopters was female postgraduate students (39.37%)
and the smallest part was male undergraduates (13.24%) (Table 2).
Table 2
Gender and education level
Undergraduate students

Gender

Postgraduate students

No

%

No

%

Male

38

13.24%

76

26.48%

Female

60

20.91%

113

39.37%

Overall, the age of the respondents ranged from 18 to 28 or more. The group with most
respondents is 25- to 27-year-olds (30.31%), followed by 23- to 24-year-olds (26.83%) (Figure 1).
Figure 1
Age of respondents
5,57%
12,89%

24,39%

28 or more
25–27 years old
23–24 years old

26,83%

21–22 years old
30,31%

18–20 years old

Most of the respondents of the survey were women, a bit above 65%. When it comes to age
compared to gender of the respondents, it became clear that a majority of females in the survey
are from 23 to 27 years old; similarly, most of males are aged from 25 to 27 years.
The education level of the respondents who have adopted m-commerce is mostly postgraduate.
The participants in the survey had various educational backgrounds and qualifications. 41.1%
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of the respondents study business, administration and law followed by Information and
Communication Technologies (ICTs) (11.5%) and engineering, manufacturing and construction
(9.8%) (Table 3).
Table 3
Educational background
Educational background

Gender

Total

Male

Female

13.6%

27.5%

41.1%

Other

4.2%

8.4%

12.5%

Information and communication technologies

6.3%

5.2%

11.5%

Engineering, manufacturing and construction

3.8%

5.9%

9.8%

Arts and humanities

2.4%

3.5%

5.9%

Social sciences, journalism and information

1.7%

3.8%

5.6%

Education

2.1%

2.4%

4.5%

Natural sciences, mathematics and statistics

2.8%

1%

3.8%

Health and welfare

2.1%

1.7%

3.8%

Services

0.3%

0.7%

1%

Agriculture, forestry, fisheries and veterinary

0.3%

0%

0.3%

Business, administration and law

114

173

287

39.7%

60.3%

100%

4.2. Age and M-Commerce Habits
The respondents of the survey have used m-commerce services for different periods of time.
Most of the students have used their hand-held devices to shop online for 1–2 years (37.6%) and
25.1% of the students have used them for 3–4 years. Furthermore, 5.9% of all men and 10.5% of
the women are new m-commerce adopters. However, no statistically significant dependency on
both variables – gender and the period of use – was found (p>0.05).
When it comes to money spent on m-commerce, most of the students spent €30-59 during the
last year. This is normal as many of the students do not have stable incomes and cannot afford
to spend much money online. After analyzing the variables: gender and money spent during the
last month, it becomes clear that 23% of all men and 30.3% of all women spent less than €30. In
contrast, the total percentage of people who spent more than €60 is exactly 15%. As the p value is
greater than 0.05 (p>0.05), it can be stated that there is no relationship between gender and money
spent during the last month, and the two variables are independent from one another (Table 4).
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Table 4
Habits and preferences
Adopters’ habits and preferences

Male

Female

Chi-square test

N

%

N

%

Less than a year

17

5.90%

30

10.50%

df = 3

1–2 years

41

14.30%

67

23.30%

p = 0.495

3–4 years

27

9.40%

45

15.70%

More than 4 years

29

10.10%

31

10.80%

Less than €30

66

23.00%

87

30.30%

df = 4

€30–€59

32

11.10%

59

20.60%

p = 0.749

€60–€99

8

2.80%

14

4.90%

€100–€150

4

1.40%

5

1.70%

Over €150

4

1.40%

8

2.80%

3

1.00%

9

3.10%

1–5

53

18.50%

61

21.30%

df = 5

6–10

27

9.40%

50

17.40%

p =0.275

11–25

16

5.60%

33

11.50%

26–50

7

2.40%

13

4.50%

Over 50

8

2.80%

7

2.40%

Period of use

Money spent last month

Number of m-transactions (past year)
None

Another interesting result is that students made from 1 to 5 transactions via a hand-held device
during the last year (18.5% of males and 21.3% of females). 26.8% of all students made between
6 and 10 transactions and only 5.2% of them made over 50 purchases. Only 12 of the mobile
commerce adopters did not buy anything with their hand-held device during the last 12 months.
Analogically, no relationship between gender and number of online transactions in the last year
was estimated. Furthermore, the same analyses were done between the level of education and the
variables: period of use, money spent in the last month and number of online transactions during
the last year, and no connection or dependencies were observed.
Unlike gender and level of education, age is connected to the total amount that is spent online
as with age people tend to get more income and become more experienced in mobile shopping.
This can be proven by the fact that mostly students above 25 years old tend to spend more than
€60 online a month. This close connection between age and money spent on mobile commerce is
directly proportional.
4.3. Preferred Products and Services for M-Shopping
This study confirms the findings from past research and concludes that respondents buy mostly
clothing, apparel and accessories with their mobile devices. Specifically, almost 30% of the
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respondents who buy clothes were male and above 70% were female mainly at the age of 23– 24.
Other categories of products and services chosen by the respondents as preferred for mobile
shopping are travel services, vouchers, online coupons and entertainment services (Table 5).
Table 5
Products and services purchased
Products and services purchased
Clothing, apparel and accessories

Percent
22%

Travel services

12.90%

Books, music, video

11.30%

Vouchers, online coupons

11.10%

Computer and consumer electronics

8.50%

Entertainment services

8.10%

Food and beverages

7%

Toys and hobby

6.30%

Health and personal care

5.40%

Auto and parts

3.90%

Furniture and home furnishing

2.40%

Insurance, financial services

1.10%

4.4. Perceived Advantages and Disadvantages of M-Commerce Across Demographic
Characteristics and Mobile Activity
With the help of the 5-point Likert scale and the independent sample T-test, the research
examined the perceptions of the students on six main variables which can determine some of the
advantages or disadvantages of m-commerce. By analyzing the mean and the standard deviation,
we can approximately estimate with 95% accuracy the answers chosen by the respondents
(Table 6).
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Table 6
Perceived advantages and disadvantages of m-commerce
Disadvantage/advantage

N

Mean

Male

114

4.24

0.97

0.09

Female

173

4.01

1.05

0.08

Male

114

3.86

0.84

0.08

Female

173

3.64

0.90

0.07

Male

114

4.25

0.79

0.07

Female

173

4.12

0.89

0.07

Male

114

3.97

0.81

0.08

Female

173

3.97

0.99

0.08

Ineffective communication
or effective communication

Male

114

4.01

0.86

0.08

Female

173

3.99

0.94

0.07

Lack of social contact
or intensive social contact

Male

114

3.19

1.14

0.11

Female

173

3.36

1.30

0.10

Time-consuming or time-efficient

Expensive or inexpensive

Slow access or immediate access

Complex or easy to use

Gender

Std. deviation Std. err. mean

t-test value
1.83

2.12

1.27

0.02

0.13

–1.11

A majority of the male and female students in the sample believes that m-commerce is
time-efficient. Overall, no dependency between gender and the perceptions of time was found.
Furthermore, as males, females also believe that access to m-commerce is immediate and there
is no statistically significant difference between the opinions about accessibility of m-commerce.
To continue, communication with sellers and businesses is important when shopping online, as
it leads to satisfaction and more future transactions. The analyses point out that male and female
students in Bulgaria are mostly fond of communication when being part of m-commerce and see
it as effective. On the contrary, it was proven that there is a statistically significant difference
between the perceptions of males and females when it comes to the cost of m-commerce.
Women perceive it as a more expensive service than men, thus, cost is seen as a disadvantage.
Another disadvantage according to the results can undisputedly be the lack of social contact in
m-commerce.
Furthermore, by applying Analyses of Variance (ANOVAs), we compared the aforementioned
advantages/disadvantages of m-commerce with the number of m-transactions. This analysis
intended to reveal if the level of m-transactions did impact on the perceived advantages/
disadvantages. The results showed that none of the aforementioned was statistically influenced by
the number of m-transactions.
ANOVAs were also conducted with the aim to compare the aforementioned advantages/
disadvantages of m-commerce with the period of m-commerce use and the money spent on
m-commerce during the last month. The results showed no statistically differences either.
4.5. Perceived Benefits of M-Commerce
Table 7 presents seven statements which aim to help evaluate the students’ opinion about the
real benefits from m-commerce. As all the mean scores for the questions are more than 3.9, the
respondents believe that the above variables are an incentive to use m-commerce. Indeed, the
stronger motivators for the students are the fact that they can use m-commerce anywhere they
are and at any time. They claim its convenience and the enjoyment. The highest score of the
standard deviation ~1.04 suggests that some of the respondents do not see that much benefit in the
information based on location, compared to the other benefits of m-commerce.
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A step that needs to be taken to guarantee the validity and accuracy of the interpretation of the
data is the implementation of the Cronbach’s alpha test. This test is usually used to measure the
internal consistency of a test or scale and is expressed as a number between 0 and 1 (Tavakol &
Dennick, 2011). After running the test for the seven questions above, the result of α=0.934 shows
highly consistent data (an acceptable range from 0.70 to 0.95).
Table 7
Perceived benefits of mobile commerce
Statements:

Mean

Std. deviation

I can use it anywhere.

4.2787

1.00645

I can use it anytime.

4.3240

0.95138

It is convenient.

4.1010

1.03449

It is enjoyable.

3.9721

0.93826

It provides me with a rapid response.

3.9129

0.95130

Information based on location.

3.8780

1.03561

It is beneficial.

3.9094

0.97458

4.6. Perceived Benefits and Number of M-Transactions
By applying ANOVAs, the perceived benefits were also examined in relation to the number
of m-transactions. The results (Table 8) revealed that with the exception of the use-anywhere
opportunity, all benefits are greatly influenced by the number of m-transactions. Therefore,
adopters who utilize m-commerce to a greater extent get much more advantages of mobile
technology.
Table 8
Perceived benefits of mobile commerce in relation to the number of m-transactions
Statements:

F value

Sig.

I can use it anywhere.

1.858

0.102

I can use it anytime.

4.147

0.001

It is convenient.

2.980

0.012

It is enjoyable.

4.741

0.0

It provides me with a rapid response.

2.493

0.031

Information based on location.

4.332

0.001

It is beneficial.

2.525

0.030

4.7. M-Commerce Attitudes of Undergraduate and Postgraduate University Students
Furthermore, it is important to understand the students’ attitudes toward m-commerce, as
positive attitudes can lead to the m-commerce adoption and negative attitude to the m-commerce
denial. This research concludes that both undergraduate and postgraduate students are positive
about m-commerce and it seems as a good idea to them (mean ~ 4.00) (Table 9).
The subjective norm can help understand if students are influenced by their surroundings in
the decision to be part of m-commerce. Both undergraduate and postgraduate students disagree
with the statement that they would shop with a smartphone because their friends do so. They also
state that no one in their surroundings is responsible for their decision to be part of m-commerce.
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Furthermore, no difference in the opinions of undergraduate and postgraduate students when it
comes to trust was found. They mostly hold from a neutral to negative position when it comes
to perceptions of confidentiality of personal data. When it comes to trust in the payments and
monetary transactions, undergraduates and postgraduates feel safe, even though there is a certain
hesitation. Meanwhile, undergraduates are more positive than postgraduates when it comes to
the perception that the terms of use are strictly followed while using m-services. Additionally, no
t-test revealed statistically differences between undergraduate and postgraduate students.
Table 9
Satisfaction with m-commerce and future intentions to use it – Education level
Variable

Education level

Mean

Deviation

Std error
mean

I am positive about mobile
shopping.

Undergraduate

4.000

0.786

0.079

Postgraduate

3.989

0.869

0.063

Shopping via a mobile
is a good idea.

Undergraduate

4.000

0.862

0.087

Postgraduate

4.000

0.899

0.065

I would shop with a smartphone
because my friends do so.

Undergraduate

2.939

1.156

0.117

Postgraduate

2.974

1.173

0.085

People who are important
to me think I should use mobile
shopping.

Undergraduate

2.949

1.205

0.122

Postgraduate

2.968

1.081

0.079

I feel my personal data are
in confidence while using
m-services.

Undergraduate

3.143

1.103

0.111

Postgraduate

3.185

1.098

0.080

I feel using m-services in
monetary transactions is safe.

Undergraduate

3.337

0.973

0.098

Postgraduate

3.238

1.082

0.079

I feel the terms of use are strictly
followed while using m-services.

Undergraduate

3.531

0.864

0.087

Postgraduate

3.365

1.015

0.074

Questions

Attitude

Subjective
norm

Trust

t-test value
0.10

0.0

–0.24

–0.14

–0.31

0.76

1.38

The research aimed to compare undergraduate and postgraduate students at the gender level
and their satisfaction with the m-commerce usage. Consequently, it was concluded that most of
the respondents are satisfied with m-commerce and the students are ready to switch from laptop,
desktop computer, etc., to smartphone usage. As satisfaction is at a high level and the students
have already started to shift their preferences to smartphones/tablets as a preferred technology
to use, it is no wonder that most respondents have the intentions to continue shopping via their
mobile phones and tablets (Figure 2).
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Figure 2
Intentions to use m-commerce in the future
1,39%
9,76%

Yes
Maybe
No
88,85%

4.8. M-Commerce Attitudes of Males and Females
Furthermore, we tested the m-commerce attitude questionnaire items again in order to reveal
possible differences between males and females (Table 10). With the exception of two out of
three trust questions, no statistical differences were revealed. However, males perceived that
money transactions in the m-commerce environment are more trustworthy compared to females.
The same results came up regarding the perceived terms of use followed in m-services. Based
on the aforementioned information, we allege that males in Bulgaria are much more receptive
to m-services as trust issues are of great concern and one of the most important factors of the
adoption and level of m-commerce use.
Table 10
Satisfaction with m-commerce and future intentions to use it – Gender
Variable

Mean

Deviation

Std error
mean

Male

4.05

0.80

0.075

Female

3.95

0.87

0.066

Shopping via a mobile is a good
idea.

Male

4.05

0.85

0.079

Female

3.95

0.91

0.069

I would shop with a smartphone
because my friends do so.

Male

2.94

1.24

0.117

Female

2.98

1.11

0.085

People who are important to me
think I should use mobile shopping.

Male

3.07

1.19

0.111

Female

2.89

1.08

0.082

I feel my personal data are in
confidence while using m-services.

Male

3.46

1.09

0.102

Female

3.14

1.10

0.083

I feel using m-services in monetary
transactions is safe.

Male

3.56

1.00

0.094

Female

3.33

1.06

0.080

I feel the terms of use are strictly
followed while using m-services.

Male

3.531

0.96

0.089

Female

3.365

0.97

0.073

Questions
I am positive about mobile shopping.

Attitude

Subjective
norm

Trust

Gender
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5. CONCLUSIONS
The research leads to the conclusion that Bulgarian students have adopted the use of
smartphones and tablets and use them for different purposes. It also becomes clear that most
of non-adopters of m-commerce have intentions to start using m-commerce in a near future.
Moreover, it was found that more people with higher education buy via hand-held devices as
shopping “anytime, anyplace” is really convenient for them. Another conclusion is that students
in Bulgaria are new adopters of m-commerce and most of them have used it for a year or two.
Last but not least, the more m-transactions students conduct, the more the perceived benefits of
the m-commerce technology.
Meanwhile, males and females, regardless of whether they are undergraduates or
postgraduates, spend similar amounts of money and make similar numbers of transactions. The
products and services which are mostly bought by students are clothing, apparel and accessories.
On the contrary, they do not have much trust in insurance and financial services yet.
The respondents state that m-commerce is time-efficient, easy to access and easy to use.
Another advantage for male students is the perceived low cost. However, the results show that
women find m-commerce more expensive than men. On the other hand, male students seem to
trust m-commerce transactions to a greater extent than female ones. Also, students are fond of
communication when being part of m-commerce. Hence, students believe that the process from
a purchase request to the final step is coordinated and communicated by the seller. A drawback
of m-commerce is the lack of social contact. If more businesses work on their platforms and
provide a channel of communication between their customers where they can share opinions, this
perception might change.
One of the strongest motivators for the students is the fact that they can use m-commerce
anywhere and anytime. They claim its convenience, enjoyment and benefits. An interesting
finding is that respondents do not see that much benefit from information based on location,
compared to the other benefits of m-commerce. Obviously, there is a gap in the market that
prevents students from seeing the convenience and profit from location-based information.
Being aware of the location of the user is a significant advantage for m-commerce over wired
e-commerce as it can help businesses better receive and send information relevant to a specific
location (Mahatanankoon et al., 2005); businesses need to make sure that they take advantage of it.
The attitude toward m-commerce has emerged as a strong predictor of its adoption. Also, the
research confirms that there is a significant correlation between trust and behavioral intentions of
the user and trust is a factor that can predict the m-commerce adoption. Both undergraduates and
postgraduates trust their monetary transactions to be safe, even though they are afraid about their
personal data. This survey has found that the subjective norm has no influence on the Bulgarian
students’ decision making and the process of m-commerce adoption. An explanation can be found
in the specific Bulgarian mentality and way of thinking as Bulgarians are a very proud nation
with specific understandings (Tzvetkova, 2015). This could be considered as a drawback for the
m-commerce adoption, as the subjective norm and positive comments from others might lead to/
foster the m-commerce adoption.
To summarize, undergraduate and postgraduate students are mostly satisfied with the
m-commerce transactions that they have previously made. The fact that satisfaction is at a high
level in the perception of Bulgarian students and the students’ readiness to switch from laptops
to hand-held devices can surely lead to better future adoption. Admittedly, this research can be of
great value to the business and academic world as it shows that Bulgarian students are ready to
switch from e-commerce to m-commerce. Inevitably, companies’ strategies need to be adapted to
the current situation on the market.
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Recommendations and Limitations
Many questions concerning m-commerce adopters in Bulgaria and higher education students in
particular were answered. However, a suggestion for further research could be to mix quantitative
and qualitative research and to include not only simple statistics like t-tests, chi-squares and
ANOVAs. Administering the same questionnaire in another country and making a cross-country
analysis is also a very good opportunity for comparisons. Also, future research should aim for no
restrictions on respondents to select a more diverse sample and draw more general conclusions.
Furthermore, other factors-predictors of m-commerce adoption such as anxiety about the
use of technology and perceived behavioral control can be included for a more complete and
consistent analysis. Another part which can be further investigated is a group of respondents who
are not m-commerce adopters. They can be also included in future studies. If the reasons for not
being part of m-commerce are evaluated, then the industry and the academia will have much to
elaborate on. Emphasizing specific cultural characteristics of Bulgarians for better reliability and
certainty can also lead to significant findings.
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