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EDITORIAL 
 
The purpose of the article by Greta Paa-

Kerner is to firstly highlight the radical changes 
that have come into practice in the discipline of 
marketing since the introduction of digital tech-
nologies. Secondly, given these changes, it re-
flects on whether a “one-size-fits-all” approach 
is appropriate for multi-national companies op-
erating in different regions of Europe.  The fi-
nal section of this article then takes these con-
cepts a step further and applies theory to prac-
tice by examining the marketing practices of 
HP’s European printer division.  This case 
study approach is designed to analyse theory 
against reality when digital marketing tactics 
are actually implemented.  

The analysis in the body of the article indi-
cates that, in fact, a one-size-fits-all approach 
to digital marketing is not effective across Eu-
rope as there are varying cultural impediments 
to this idea.  There are both digital infrastruc-
ture issues across Eastern and Western Europe 
as well as cultural adoption variances.  

Yet, theory may be different than practice 
as described in the HP case study.  Looking in 
greater detail at the marketing tactics of the 
printer division of HP Inc. across Europe, mi-
cro-environmental factors such as internal cor-
porate politics, conflicting stakeholder priori-
ties, corporate strategy, the structure of the 
marketing department, and the allocation of 
marketing budget also affect the manner in 
which the organisation wins, serves, and retains 
customers.  

The implications for overlaying marketing 
theory on reality is that a neat text-book answer 
to digital marketing tactics may be irrelevant in 
the internal war of corporate politics, budget 
ownership, and stakeholder priorities.  Micro-
environmental factors may outweigh macro 
PESTEL forces.   

It’s a great leap to make using only one case 
study, and therefore, further investigation is 
needed.  This article would now benefit from a 
deeper dive into the digital marketing tactics of 
other multinational corporations across Eu-
rope.  Analysis could also be further segmented 
by size of company and industry.  

However, although one case study is a 
small sample, it highlights the importance of 
micro-environmental influences when devel-
oping and executing marketing tactics across a 
region.  

The purpose of the article by Bradshaw and 
Malaffo is to analyse and compare how social 
media is used in the social housing sector today 
in Italy, Spain, and the UK.  A series of surveys 
were carried out via phone, email, and online 
with social housing associations of different 
sizes and reach.  One of the main drivers was 
to determine whether there were differences 
between social housing associations in north-
ern and southern Europe and the extent to 
which these differences might affect their indi-
vidual communication strategies.  One recur-
ring theme found throughout the social housing 
associations interviewed in all three countries 
was that tenants were invariably quick to voice 
their opinions publicly.  In fact, Facebook, in 
particular, was frequently used as a way of ex-
pressing dissatisfaction with services rendered 
and consequently each association’s image be-
came more vulnerable as it openly moved into 
the public domain.   

There was little evidence of housing asso-
ciations having a decided or organised strategy 
for dealing with tenants’ complaintsOnline 
Reputation Managementalthough one or two 
housing associations have taken the initiative to 
publish guidelines on their social media to dis-
courage users from abusing a public 
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space.  Most housing associations, however, 
understand the benefits of giving their users 
their own space where they can report events 
and make their feelings known.  With the in-
creased use of social media, housing associa-
tions see this as an opportunity to contain ten-
ants’ comments and be seen helping them solve 
their problems.  The more advanced housing 
associations have started using their social me-
dia tools to actively promote themselves, their 
events, and those of their partners.  However, 
older generations of tenants need more con-
vincing, but housing associations are fully 
aware that “going digital” will take time and 
have no intention of phasing out the traditional 
call centre yet. 

This paper has certain limitations as only a 
handful of housing associations fully partici-
pated in the survey.  Further research would al-
low more detailed data to come to light, espe-
cially concerning housing associations’ plans 
for designing and implementing an Online 
Reputation Management strategy.  The sce-
nario would then be more complete and allow 
for more detailed analysis.  

The overall objective of the paper by Vic 
Davis is to examine the ways in which the con-
sumer and its relationship with media and ad-
vertising have evolved and to compare and con-
trast this with the way in which the advertising 
industry measures media.  It seeks to place this 
within the wider context of changes in PESTEL 
elements over the period from the end of WWII 
and the emergence and development of the con-
sumer society, ending with examining these is-
sues in the context of a world made more com-
plex by the existence of both old mass media 
and highly individualised digital technologies.  

The work draws on a wide range of sources 
covering economic and technological develop-
ment, and on theoretical work on communica-
tion theory and social change.  It notes how the 
emergence of the post WWII consumer society 
in Western countries in the 1950s and 1960s 
and advertising’s role in this, primarily via the 

medium of television, resulted in the develop-
ment of ideas on the power and effect of adver-
tising as a business tool, being based upon the-
ories of communication and the media, that 
were firmly based in the power of media to 
elicit change in people’s behaviour, as wit-
nessed in propaganda theory.  It notes how 
these ideas were then built into industry media 
research surveys, which were, and still are, 
used to plan media campaigns, used as infor-
mation by which media space and airtime is 
traded between agencies and media owners, 
and which are then used to evaluate advertising 
effectiveness.  This duality of purpose was uti-
lised by the industry to support the contribution 
of advertising to developing brands in the 
1950s and 1960s, to the point of which adver-
tising was seen to be axiomatic in branding 
building.  

This idea was directly challenged when the 
world economy slowed in the early 1970s, with 
clear evidence from research carried out by re-
searchers at the JWT agency, which concluded 
that rather than media controlling people, the 
nature of the relationship between media and 
people was much more complex.  Inherent in 
the JWT work was that as media and the con-
sumer evolved, the nature of this relationship 
also developed, and that this could and would 
influence how media could be used as a vehicle 
for commercial messages.  However, no at-
tempt was made to alter the model of commu-
nication built into industry media surveys, ef-
fectively locking them into a view of the con-
sumer which is now out of date. 
  Using a variety of sources, the paper notes 
how over the latter part of the 20th and into the 
21st century, the consumer moved from being 
part of a mass or a group to being much more 
individualistic and with a developing aware-
ness of and exposure to a growing number of 
types of media content.  However, this shift has 
not been mirrored in how media is measured 
either as a method of communication, nor in 
terms of more accurately defining advertising’s 
financial contribution to marketing.  Yet, the 
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arrival of personalised media content on first 
person singular technological platforms, like 
iPhones, has focused attention on these issues 
even more.  

The work concludes that, although the idea 
of the relationship between the consumer and 
media is vital, it must also take in account the 
nature of society and culture in which the con-
sumer lives.  Thus, the often implicit belief, de-
rived in part from clinging to the old idea of the 
omnipotent power of a medium, has been im-
plicitly morphed into today’s digital reality, 
and this is no longer the case.  The paper con-
cludes by looking at the latest developments in 

digital technology and stating that the work re-
vealed in the JWT research is still relevant and 
that we must understand the constantly evolv-
ing relationship between the consumer and me-
dia if we are to be successful in using media for 
marketing and brand building. 
 

Erdener Kaynak 
Editor-in-Chief 
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GUEST EDITORIAL 
 
In this edition of the Journal of Euromarket-

ing, a group of academics were invited to submit 
articles around the theme of digital marketing us-
age throughout Europe. It was a wide brief and 
responses came from Poland, Italy and the United 
Kingdom. It is a special edition that is dedicated 
to digital marketing, which is an important topic 
because of the disruptive nature of today’s digital 
technologies and due to the rapid pace of change 
that is felt not only in Europe, but worldwide.  
Technology and innovation have touched all as-
pects of business and we are operating in a rap-
idly changing and complex world; a VUCA envi-
ronment. The term VUCA, which stands for “vol-
atility, uncertainty, complexity and ambiguity”, 
originated in the US Army War College in the 
late 1990s, but spread to the business world as 
there are striking similarities in terms of rapid 
change and uncertainty. The digital age has 
helped accelerate the evolution of business and 
has helped disrupt basic commercial principles 
we took for granted, like the idea that the world’s 
largest taxi service (Über) should own taxis and 
the world’s largest accommodation provider (Air 
BnB) should own real estate.  

Marketing is not immune to disruption in to-
day’s VUCA world. The way we serve, promote 
and communicate with both prospects and cus-
tomers has radically changed over the past few 
years. More importantly, it will continue to 
evolve and the pace of change will continue to 
accelerate. Hence, the VUCA paradigm exists in 
marketing too. How do marketers remain agile in 
a world of uncertainty and ambiguity? What 
types of digital marketing strategies are necessary 
for an organisation to stay relevant in this time of 
rapid change? Although this topic is broad, some 
central themes have emerged in this edition of the 
Journal of Euromarketing. 

Most notably, the question of a “one-size fits 
all” digital marketing strategy surfaced through-
out many of the articles. In the social housing ar-
ticle, the authors compared and contrasted the so-
cial housing authorities’ use of social media as a 

communication tool across several European 
countries. They chose to analyse whether there 
was a “north/south” divide between social hous-
ing associations across Europe and the extent to 
which these differences might affect their indi-
vidual communication strategies with tenants.  
Ultimately there was little evidence of standard 
practice across housing associations for dealing 
with tenants' complaints, although one or two 
housing associations have taken the initiative to 
publish guidelines on their social media usage to 
discourage users from abusing a public space. 
Most housing associations, however, understood 
the benefits of giving tenants their own digital 
platform where they can report events and make 
their feelings known. With the increased use of 
social media, housing associations see this as an 
opportunity to contain tenants' comments and be 
seen helping them solve their problems. The 
more advanced housing associations have started 
using their social media tools to actively promote 
themselves, their events and those of their part-
ners. However, it isn’t a one-size, fits all common 
practice. 

The theme of “one-size fits all” also emerged 
in both the “Where are the Social Media Eu-
rocorns? Are US Centric social media platforms 
delivering for marketers within Europe?” and 
“Pan-European Digital Marketing Tactics: A One 
Size, Fits All Approach?” articles. In the case of 
the social media Eurocorn article, the author John 
Hathaway asks a very good question, “Where are 
the social media Eurocorns?” If the term “Uni-
corn” applies to tech start-ups that have reached 
over $1 billion in market value, a “Eurocorn” is a 
European tech start-up that has reached this mile-
stone. The paper examines cultural differences as 
defined by Trompenaars and social media pene-
tration rate data within Europe in order to assess 
if these national cultural factors have an impact 
upon social media adoption. Correlation analysis 
indicates moderate to strong relationships be-
tween adoption rates and cultural factors such as 
individualism and collectivism. 
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So, in essence, there is arguably room in the 
tech market for more European social media 
companies because Europe is multifaceted and a 
one-size, fits all approach to social media is less 
effective. However, as Mr Hathaway points out, 
although Europe is a complex market, the major 
US “Unicorns” still dominate the region. The im-
plications for practitioners both within Europe 
and the United States are that social media target-
ing needs to be country specific in orientation and 
delivery.  Trust and openness are important to the 
European user and whilst a large global player of-
fers volume they may not offer the quality of user 
expected. European social media players are 
finding niches in which to survive and thrive 
without the pressure to achieve Unicorn status.   

As for the digital marketing tactics article, the 
author Greta Paa-Kerner explores whether a one-
size fits all approach is the best method for a mul-
tinational company to plan and execute its digital 
marketing tactics across Europe. The author anal-
yses the digital customer journey and reflects on 
whether a “one-size fits all” approach is appro-
priate for multi-national companies operating in 
different regions of Europe.  
The author argues that theory looks different than 
reality. Yes, Europe is a patchwork of different 
cultures and this very fact should mean that digi-
tal strategies and tactics should be customised for 
the various markets. However, the reality can be 
quite different. Macro forces are not the only fac-
tors at play, but micro forces within an organisa-
tion like departmental structure, budget owner-
ship and leadership can have a profound effect on 
regional digital marketing tactics.  

The final section of this article then takes 
these concepts a step further and applies theory to 
practice by examining the marketing practices of 
HP’s European printer division. This case study 
approach is designed to analyse theory against re-
ality when digital marketing tactics are actually 
implemented. The implications for overlaying 
marketing theory on reality is that a neat text-
book answer to digital marketing tactics may be 
irrelevant in the internal war of corporate politics, 
budget ownership and stakeholder priorities. 

The theme of comparing and contrasting dig-
ital marketing tactics across cultures does not fea-

ture in the last two articles. The mobile phone us-
age article explores the shopping habits of mobile 
users living in Poland and investigates what fac-
tors influence shopping habits on a mobile de-
vice. Rather than comparing across geographies, 
the article compares the functionality that a mo-
bile device delivers against perceived risk and ex-
plores the influencers to mobile shopping habits.  
The authors Grzegorz Karasiewicz, Jacek Kułak, 
Jan Nowak and Mariusz Trojanowski conclude 
their paper by delivering concrete advice to mar-
keting practitioners based on their study. They 
determine that practitioners need to develop trust 
toward the brand and products by reducing per-
ceived risk and uncertainty for the consumer. 
Other actions recommended in the article are as-
suring buyers that security is the top priority for 
the company, while delivering best-in-class cus-
tomer service. Additionally, companies should 
develop clear, functional and professionally 
looking websites, easy and safe mobile payments 
and ensure policies are in place to handle poten-
tial hacker attacks. Actions pertaining to the 
product itself can also reduce uncertainty. While 
this study analysed only a portion of the entire 
Polish mobile shopper population, the implica-
tions are applicable to a wider online shopping 
audience.  

Finally, the last article compares the relation-
ship between media agencies and clients over 
time. The author Vic Davies explores the evolu-
tion of the consumer and its relationship with ad-
vertising from the post-war era through the 1950s 
and 1960s. This era solidified the power and ef-
fect of advertising as a business tool, being based 
upon theories of communication and the media, 
that were firmly based in the power of media to 
elicit change in people’s behaviour, as witnessed 
in propaganda theory. This idea was then chal-
lenged when the world economy slowed in the 
early 1970s, and research concluded that rather 
than media controlling people, the nature of the 
relationship between media and people was much 
more complex. 

Using a variety of sources, the paper notes 
how over the latter part of the 20th and in to the 
21st century, the consumer moved from being 
part of a mass or a group to being much more in-
dividualistic and with a developing awareness of 
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and exposure to a growing number of media con-
tent. However, this shift has not been mirrored in 
how media is measured either as a method of 
communication, nor in terms of more accurately 
defining advertising’s financial contribution to 
marketing.  

This mismatch is further exaggerated today 
as digital marketing allows brands and media 
agencies to have a more individualised and rele-
vant relationship with consumers. The author ar-
gues that although communication and advertis-
ing technologies have advanced, the way to 
measure the value of marketing communications 
by agencies hasn’t.  

All five articles approach the topic of digital 
marketing differently. Although their approaches 

are diverse, one topic remains a constant; the rise 
of the digital age has radically disrupted the ways 
in which agencies, governments and companies 
win, serve and retain their customers. These arti-
cles highlight that the evolution of digital market-
ing is messy and there is no clear roadmap. How-
ever, there certainly is opportunity.  
 
 
 

Greta Paa-Kerner 
Guest Editor 
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Pan-European Digital Marketing Tactics:  
A One-Size-Fits-All Approach?  

 
 

Greta Paa-Kerner  
 
 

ABSTRACT. Marketing has undergone a radical shift over the last few years as the effects of 
digital technologies have reached all aspects of winning, serving, and retaining customers.  
There are several macro-environmental forces that influence the new customer journey, and 
these dynamics vary across Europe depending on region and country.  Some forces include 
Internet infrastructure, digital adoption rates, cultural attitudes, market size, and search engine 
dominance.  With such a gamut of potential idiosyncrasies, it may be challenging for brands 
to apply a one-size-fits-all approach to marketing, especially in a region as culturally diverse 
as Europe.  Yet, theory may be different than practice as described in the HP case study.  

 
KEYWORDS. Pull marketing, digital marketing, Internet, customer journey, European marketing, HP, 
user-generated content 

 

INTRODUCTION 

 With the advent of digital technology, mar-
keting has undergone a disruptive change un-
like anything the industry has seen in previous 
decades.  According to a recent blog by market 
research firm Forrester, “Investment in paid 
search, display advertising, social media adver-
tising, online video advertising, and email mar-
keting will pace to 46% of all advertising in 
five years” (VanBoskirk, 2017).  This seismic 
shift has caused companies to radically rethink 
how they win, serve, and retain customers.  Is a 

one-size-fits-all approach towards digital mar-
keting effective across Europe or have brands 
had to adopt a different tactical strategy for dif-
ferent markets?  
 Before diving into the details, it’s important to 
step back and look at the changing marketing 
landscape. 
 

THE ERA OF PULL MARKETING 
 
 Digital technology has enabled consumers 
to play a greater role in what they read, watch 
and spend time doing online. The term “pull 
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marketing” is common vernacular and effec-
tive brands understand the value of making 
useful content available to their target market 
in a non-aggressive, non-push manner.  In a 
2017 benchmark report by the Content Market-
ing Institute, 86% of business-to-consumer 
marketers surveyed use content marketing as a 
digital marketing tactic (Pulizzi & Handley, 
2016). The Internet has ushered in the age of 
the consumer, power to the people.  It is popu-
lism in the form of bits and bytes. 

The rise of consumer power is evidenced by 
the increasing importance of user-generated 
content.  Star ratings, consumer reviews, online 
user forums, and upstart bloggers all shape the 
way today’s consumers evaluate products and 
services online much more than the traditional 
push approach that was led by a brand’s one-
way marketing efforts.  Online user-generated 
content redraws marketing boundaries, shifting 
the power into the hands of the consumer.  

Yet, while the distance between brand and 
consumer may be thousands of kilometres, this 
gap is inconsequential in the digital domain be-
cause consumers can interact with others who 
already have a history with the product or ser-
vice.  Hence, consumers are making more in-
formed decisions than ever before, as their abil-
ity to compare, review, and educate themselves 
about a product or service is higher than pre-
Internet days when consumers were exposed to 
centralised push marketing messages from 
companies, or solely relied on a helpful sales 
assistant to explain the features and benefits.  
The Internet has fostered a channel for online 
word-of-mouth and, due to the nature of the 
medium, this advice comes from unknown, 
faceless users.  Surprisingly, 71% of consumers 
are likely to purchase a product based on social 
media referrals (Masroor, 2015). 

Online interaction between a brand and a 
prospect is vital in order for the consumer to 
make an informed and trusted decision.  This 
depends on what other users have said about 
their experiences, and how they rate the prod-
uct or service.  It is vital that the organisation 

take responsibility to curate this user-to-user 
interchange if they are going to be perceived as 
trustworthy.  This means including a prominent 
star-rating system next to the products, as well 
as soliciting and providing consumer feedback 
in an easily accessible and logical location on 
their website.  It is no surprise that search en-
gines value live user-generated feedback on 
websites by rewarding them with higher search 
engine rankings.  Effective use of user-gener-
ated content means favourable Search Engine 
Optimisation (SEO).  According to a blog pub-
lished by OnCrawl.com, “This form of 
crowdsourcing can bring extra value and au-
thenticity on your website, please your commu-
nity and your SEO” (Labrador, 2015). 

Brands can encourage more user-generated 
content by developing user-generated forums 
and galleries, and even integrating user content 
with the online shopping experience.  Pan-Eu-
ropean beauty products retailer Sephora has 
capitalised on the trend of selfies and beauty 
bloggers by hosting a Sephora beauty board 
where consumers can upload images of them-
selves wearing Sephora make-up.  However, 
Sephora doesn’t offer this service consistently 
across Europe.  For example, this capability ex-
ists on the Spanish website, but not on the Swe-
dish one (See appendix A). 

The U.S. online clothing brand Modcloth al-
lows loyal customers to upload images of 
themselves wearing Modcloth branded outfits 
in a user-generated style gallery, making the 
looks shoppable with either the actual items in 
the photo or similar products (“Style Gallery | 
ModCloth's Fashion Community,” 2017).  
These brands are not only signalling to pro-
spective buyers that they are safe and well 
loved, but also that they foster advocacy and 
loyalty within their existing customer base.  

In summary, a brand can improve likeability 
and trust with its audience by curating opportu-
nities for user-generated content.  Is this a “one-
size-fits-all” approach if the brand offers these 
occasions consistently across a region like Eu-
rope?  As highlighted, beauty retailer Sephora 
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doesn’t do this.  Perhaps a pan-European uni-
form approach would only seem effective if the 
online consumer populations across a region 
are also similar.  Are the online cultures across 
Europe similar enough for a cookie cutter digi-
tal marketing approach?  An investigation into 
macro-environmental factors like Internet in-
frastructure and digital usage across the region 
should shed light on this question.  

 
MACRO-ENVIRONMENTAL FACTORS: 
DIGITAL MARKETING DEPENDS ON A 

THRESHOLD LEVEL OF TRUST IN 
THE ONLINE ECOSYSTEM WITHIN A 

COUNTRY  
 

Trust in Each Other 
As just discussed, online users generally 

trust the opinions and tastes of others even if 
they do not have any prior relationship with 
that individual.  Peer opinion really matters.  
Therefore, a consumer’s online experience is 
largely based on trust, since there is often no 
face or personal relationship associated with a 
transaction.  With the advent of Amazon in 
1994, consumers learned to trust a faceless or-
ganisation with their credit card details and 
purchase products online.  Now Amazon boasts 
six localised websites across Europe (Ger-
many, the United Kingdom, France, Italy, 
Spain, and the Netherlands). 

Advance forward by only one year and eBay 
taught consumers to trust not only the organi-
sation, but also other online consumers through 
their peer-to-peer auction site.  Our relationship 
with fellow online peers evolved once again in 
1999 with the advent of the peer music-sharing 
site Napster.  Yes, it was originally illegal, but 
users didn’t feel like they were interacting with 
criminals, but rather with peers.  Napster ulti-
mately morphed into something legal, just less 
popular, but its importance is that it paved the 
way for Apple iTunes Music Store, in 2003 
(Cipolla, 2004).  Today, all forms of peer-to-
peer online interactions are common practice.  
Just to name a few, Zopa, with 60,000 active 

individual investors and 277,000 borrowers, fa-
cilitates peer-to-peer lending (About Zopa, 
2017).  Meanwhile, Kickstarter enables seed 
funding for inspiring ideas and services, and it 
boasts that over 10 million people around the 
globe have funded Kickstarter projects (About 
— Kickstarter, 2017). 

This trust in other online peers will not 
abate, in fact, with the advent of new technolo-
gies like block chain; it will probably continue 
to grow.  Block chain, which was originally de-
veloped as a mechanism for preventing fraud 
for the digital currency Bitcoin, is described as 
“a decentralized system for exchange of value 
with no single issuing authority, which can also 
function as an anonymous, open, and perma-
nent record of all transactions” (Robey, 2017).  
It’s a way of structuring data across everyone’s 
machine rather than relying on one central cu-
rator.  Block chain consists of a series of time-
stamped sequential records or “blocks” that are 
public across an open network.  Every peer sees 
all the information within the chain of blocks 
and so an open public record should, in theory, 
make it less vulnerable to cyber attacks or ne-
farious tinkering.  The decentralised block 
chain technology holds the promise of more 
open-source electronic contracting and finan-
cial services as it eliminates the need for a cen-
tral clearing authority (Robey, 2017).  At pre-
sent, the technology is still too new to draw any 
meaningful conclusions about its adoption rate 
across Europe and the level of trust associated 
with it.  However, according to a report pub-
lished by Accenture, nine out of ten US, Cana-
dian, and European banks are looking into this 
technology (World Market Intelligence News, 
2016). 
 Leaving block chain aside, do most con-
sumers across Europe generally trust their 
online compatriots?  Other than Great Britain, 
Europe’s direct peer-to-peer lending market is 
roughly 15% behind the U.S. and 100% behind 
China.  This leaves room for growth, as only 
1% of the addressable market for peer funding 
is being utilised on the continent (Green, 2015).  
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So, as it stands today, there is a lower level of 
trust, or at least a lower level of embracing 
peer-to-peer technologies that require a certain 
level of trust within Europe.  So, if peer-to-peer 
online technologies are any indicator, Europe 
will possibly lag behind the U.S. and, within 
Europe, Western Europe may lead Eastern Eu-
rope in its adoption. 
 On the other hand, when it comes to online 
retailing, Europe makes up 19 of the top 50 e-
retailers on the Deloitte’s Global Power of Re-
tailing 2017 report.  And of those 19, none were 
from Eastern Europe.  In fact, Otto, the Ger-
man-based retailer, was the only European 
company in the top 10 (See appendix B).  Not 
surprisingly, U.S. companies comprise 26 of 
the 50 on this e-retailing leader board (Deloitte, 
2017).  One conclusion to draw from this rank-
ing is that yes, Western Europeans have 
adopted online retailing, but not at the same 
level as their American counterparts.  Eastern 
Europeans lag behind both groups.  This may 
be due to a host of reasons well beyond online 
trust.  For example, this may be a symptom of 
the confidence levels in physical product deliv-
ery, or it may be due to engrained shopping 
habits within each culture. 
 
Trust in the Digital Infrastructure within the 
Country 
 Trust amongst fellow online users is only 
one side of the equation; a country must also 
trust its digital infrastructure.  Internet connec-
tivity provides the infrastructure for digital 
marketing; it is a structural foundation from 
which this rapidly growing marketing medium 
continues to morph and grow.  High function-
ing Internet connectivity means better Internet 
speeds.  In turn, better Internet speeds lead to 
an improved online user experience, which, in 
turn, should fuel digital marketing. 

However, infrastructure still varies across 
Europe.  According to Euromonitor (2017), the 
European Commissions Digital Agenda aims 
to create a digital common market by improv-

ing current infrastructure, increasing digital lit-
eracy, and providing high-speed Internet con-
nections to all households throughout the com-
mon market.  At present, Western Europe is a 
leader in broadband connectivity due to its ad-
vanced fixed broadband connections across the 
region (Euromonitor, 2017) (See appendix C). 
 Within Western Europe, Denmark is the re-
gion’s digital leader and is 5th globally on the 
Digital Connectivity Index (See appendix D).  
As reported by Euromonitor (2017), this coun-
try leads in both fixed and wireless connectiv-
ity and operators continue to invest in next-
generation broadband.  It’s no surprise, there-
fore, that Denmark ranks the highest on the 
Digital Connectivity Index for Western Eu-
rope. 

On the other end of spectrum, Greece lags 
behind due to its continuing economic crisis.  
As stated in a recent Euromonitor (2017) re-
port, Greece ranks last on the 2016 Digital Con-
nectivity Index for Western Europe.  

Switzerland, Austria, and Germany are the 
western European countries showing the most 
growth as governments in these three countries 
have implemented broadband investment plans 
to help drive both wireless and fixed Internet 
connectivity forward (Euromonitor, 2017). 

The variation in digital connectivity from 
Denmark to Greece demonstrates that the re-
gion’s digital leaders still have work to do in 
order to create the digital common market.  
However, the European Union is working hard 
to develop just this very thing.  In June 2017, 
Internet providers within Europe now operate 
under the Open Internet rules, which effec-
tively end roaming charges and give equal 
treatment to all Internet traffic within the com-
mon market (Krause, 2015).  The demise of 
these extra fees should help improve Internet 
usage while traveling among the common mar-
ket.  This, in turn, should have a positive 
knock-on effect for European digital marketers.  

Western Europe’s digital infrastructure 
faces further headwinds such as an aging pop-
ulation, online privacy concerns, and a shortage 
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of technical skills (Euromonitor, 2017).  An ag-
ing population means slower digital adoption 
largely with the older population, and this can 
result in a digital divide based on age.  Online 
privacy is also an issue for many Western Eu-
ropeans.  These privacy issues range from scep-
ticism about who is collecting, using, and shar-
ing consumer data to fears of cyber attacks.  
These privacy issues leave many users reluc-
tant to fully embrace the online realm.  And 
even if more users were to embrace it, there is 
still the lack of technical skills in order to fully 
exploit the Internet’s capabilities.  

However, Western Europe remains a domi-
nant player in the digital world.  According to 
Euromonitor, transformative technologies such 
as the Internet of Things (IoT), Digital Com-
merce, and Virtual and Augmented Reality 
may hold the key to sustaining its digital lead-
ership (Euromonitor, 2017). 

On the other side of the region, Eastern Eu-
rope has been improving its digital infrastruc-
ture rapidly.  As quoted by the innovation foun-
dation Nesta, “Former Soviet states have leap-
frogged their Western European counterparts 
in providing ultrafast fibre Internet and world 
class digital infrastructure” (“Eastern Europe’s 
Internet,” 2016).  Unlike their Western Euro-
pean counterparts that were saddled with a leg-
acy telephone network that mainly consists of 
copper cable, Eastern Europe started from 
scratch and installed an ultra-fast fibre net-
work.  When analysing digital infrastructure, 
Nesta (2016) looked at four factors: 1) wide-
spread availability of fibre internet; 2) broad-
band download/upload speeds; 3) mobile inter-
net speed; and 4) cost of monthly broadband 
subscriptions.  Using these criteria, seven Cen-
tral and Eastern European cities make up the 
list of top ten on the European Digital City In-
dex (EDCI, 2017). 

Yet interestingly, while much of Eastern Eu-
rope has built a fast Internet network, the digi-
tal adoption in the East generally lags behind 
the West.  According to Euromonitor (2016), 
the total number of Internet users in Western 

Europe was 378,619, 800 in 2016 while the fig-
ure was 209,214,400 in Eastern Europe during 
that same period.  By 2020, these figures are 
projected to increase to 419,663,500 in West-
ern Europe, which is roughly a 2.2% year-on-
year growth and 239,924,600 in Eastern Eu-
rope, which is a growth of approximately 3%.  
What does this mean in terms of percentage of 
the population who use the Internet?  As re-
ported by Euromonitor (2016), nearly 83% of 
the Western European population will be using 
the Internet, and about 74% of the population 
in Eastern Europe will be using the Internet 
(See appendix D).  

It appears that while Eastern Europe enjoys 
an ultra-fast digital connection, a lower portion 
of the population actually uses it.  For market-
ers this means that digital marketing will reach 
a lower percentage of the general population in 
the East.  Is this limited reach significant 
enough to merit less resources in digital mar-
keting for Eastern European countries?  The an-
swer to this may not depend solely on macro-
environmental factors, but rather the pull from 
micro-environmental factors like the structure 
of the marketing department and the culture 
within an organisation may also play a role.  A 
closer investigation into these issues within HP 
Inc.’s Printing and Imaging division is included 
in the second half of this article.  

 
Search Engine Marketing  

But first, back to the macro-environmental 
factors.  The approach to digital marketing that 
an organisation may take also depends on the 
country’s affinity to various search engines.  
This is because search engine marketing is a 
major component of digital marketing.  While 
Google dominates the global market with 
nearly an 80% global market share, its domi-
nance isn’t consistent throughout Europe 
(Search Engine Market Share, 2017).  Yes, 
Google is strong in some European countries, 
like the Netherlands (94% market share), 
France (92% market share), Germany (94% 
market share), Poland (97% market share), and 
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the United Kingdom (90% market share), but 
there are some outliers (Page, 2017). 
 In Russia, the search engine Yandex out-
ranks Google with a 58% market share (Page, 
2017).  Its popularity is due to more than the 
fact that it is a non-English website, but that its 
queries are built on the cultural subtleties in 
language, such as inflection.  This means the 
search engine understands the intent of the 
searcher better than Google within this market 
(van den Beld, 2010). 
 In the Czech Republic, the favourite search 
engine is Seznam.  Originally founded as a web 
portal, it has become a popular search engine 
(van den Beld, 2010).  Perhaps Seznam is so 
popular because it is more than a search engine; 
there is a far broader ecosystem at play.  In ad-
dition to providing email, the portal provides 
valuable links to games, weather, news, and 
maps.  According to DOZ Marketing, this 
search engine was able to wrestle market share 
from Google for three reasons: the first mover 
advantage, their focus on serving a local audi-
ence, and their continuous innovation (Kissane, 
2015). 
 Yet although Google dominates in most 
European countries, especially in Western Eu-
rope, it faces headwinds.  Over the past few 
years, it has been under increasing scrutiny by 
EU regulators that believe it favours its own 
search engine properties over competing ones.  
The European Commission (EC) has brought 
three antitrust cases against this search behe-
moth within the last few years.  According to 
Forbes, “Unlike U.S. antitrust agencies that 
need to win their cases in court, the EC can pro-
hibit the abuse of a dominant position without 
obtaining a court order” (Hubbard, 2017).  That 
means the EC can produce a verdict without 
going through the courts.  

Search engine marketing is more compli-
cated than just antitrust laws.  Kristján Már 
Hauksson, from Nordic eMarketing stated the 
following at the annual Search Engine Strate-
gies (SES) conference in San Francisco in 

2012: “Google owns nearly all the search mar-
ket share across Western Europe, which simpli-
fies search marketing platform issues.  How-
ever, helping Google bot understand just which 
market you are after is more complex, espe-
cially when languages cross borders, as do Ger-
man and French” (Már Hauksson, 2012).  In 
another conference later that year, the Daily 
Web Conference in Bratislava, Slovakia, Már 
Hauksson (2012) further detailed search engine 
marketing idiosyncrasies across Europe.  He 
advised marketers not to forget about slang and 
not to forget about local words even if there is 
a common English word too.  He also encour-
aged them to set up AdWords in separate cam-
paigns for each country.  He offered detailed 
online consumer characteristics of specific 
Western European markets, like the fact that 
60% of French online shoppers use price com-
parison sites, while, on the other hand, German 
online users prefer to focus on product quality 
rather than low prices (Már Hauksson, 2012).  
Therefore, a one-size-fits-all approach to 
search engine marketing will miss out on the 
subtle idiosyncrasies throughout Europe.  Dif-
ferences in both formal and informal language 
usage underpins this need for a specialised 
country-by-country approach to key word bid-
ding.  

 
THE ONLINE CUSTOMER JOURNEY  

 
 Like any great marketing plan, digital tac-
tics still rely on a good digital strategy, and that 
digital strategy begins with identifying the 
brand’s touch points along the online customer 
journey.  This should be a universal truth re-
gardless of country or region.  Many marketing 
pundits use different words to describe the four 
stages in the online customer journey, but all 
variations involve the following steps in this 
universal truth: 

 Discovery 
 Interaction 
 Conversion 
 Engagement 
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Discovery 
At this stage, the online consumer may or 

may not be aware of the brand.  This user is 
searching online for information, a product, or 
a service, and successful connected brands are 
able to cast their marketing activities wide 
enough to show up on the radar of their target 
audience.  At the discovery stage, a brand may 
rely heavily on search engine marketing to help 
them appear above the fold on the first page of 
the search engine results page either organi-
cally or through key word bidding.  Social Me-
dia may also play a key role in connecting the 
online consumer to the brand.  Related to social 
media, influencer marketing is also a common 
tactic in the discovery stage because a brand is 
able to ride the coattails of a popular person 
within the same target audience.  The online 
followers of this influencer are potential cus-
tomers for the brands he or she endorses.  So-
cial media and influencers tend to be local, and 
cultural norms play a significant role in the ef-
ficacy of this marketing technique.  Conse-
quently, what’s valued in Ukraine may be quite 
different than what is liked and shared in Por-
tugal, and these variations make a standardised 
digital marketing approach less effective.  

Display advertising is another key tactic at 
the discovery stage.  Whether it is advertising 
on websites or through social media, an appeal-
ing ad may be just the right hook for the con-
sumer to click on.  

Lastly, an often used, but not readily under-
stood digital marketing tactic is affiliate mar-
keting.  Affiliate marketers are an incremental 
source of traffic for brands, and they are paid a 
percentage of the sale they help close.  

The above digital marketing tactics help in-
troduce a product, service, or piece of infor-
mation to an online user.  A brand’s ability to 
successfully utilise this set of tools depends on 
their targeting techniques, their messaging, and 
their budget.  If an organisation gets this bal-
ance right, the brand has the opportunity to be 
successful in whichever country they are oper-
ating.  However, the targeting techniques and 

messaging need to connect with the appropriate 
audience, and with a one-size-fits-all approach 
across Europe, the possibility of making that 
special connection is at risk due to the idiosyn-
crasies within each country’s culture and lan-
guage.  
 
Interaction 
 One can think of this stage in the online 
customer journey as the “dating” stage in any 
relationship.  The organisation and the online 
consumer have found each other, but the con-
sumer is still just a prospect.  A sceptical pro-
spect needs courting, and it is the responsibility 
of brands to build that likeability and trust.  
How?  Well, it most likely depends on the dig-
ital strategy of the organisation.  What is the 
goal of this online interaction?  Is it to entertain, 
to educate, or to convince the prospect of some-
thing?  The brand must deliver useful and cul-
turally sensitive content to that online user to 
fulfil that strategic need.  This is called content 
marketing, and it has become one of the most 
important functions within the digital market-
ing team.  A survey conducted by the Content 
Marketing Institute found that 80% of business 
decision makers prefer to get company infor-
mation in a series of articles versus an adver-
tisement (Shapiro, 2015).  This underscores the 
value of curating good content for online users 
to read, like, comment on, and share.  

Content ranges across the gamut from light 
entertainment, like cartoons, quizzes, and 
games to more serious materials designed to in-
form and convince, like blogs, webinars, or 
white papers (See appendix F).  Of course, this 
content can’t just be a cut and paste translation 
from the home market, but rather the content 
marketer must ensure more accurate transla-
tions that are sensitive to the cultural and ver-
nacular idiosyncrasies indigenous to a region.  
According to Katherine Allen, business devel-
opment director for Information Today Ltd. in 
Oxford, UK, “There are 23 working languages 
in the European Union, and you also have some 
countries with multiple languages within them, 
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such as Switzerland and Belgium.  It gets really 
complicated, and you have to determine if your 
content is going to stick to English or target an-
other language” (Martin, 2016).  She also 
points out that the content that someone in Ber-
lin or Paris may want can be very different than 
the content desired by someone in Southern It-
aly or Greece (2016). 

If the content made available online by the 
organisation matches the strategic needs and 
cultural fit of the prospect at this stage of the 
online customer journey, a deeper relationship 
can develop between the brand and the prospect 
regardless of country or region.  The online 
user has “pulled” the marketing content rather 
than the brand “pushing” it at them, and this 
change in dynamics places the power in the 
hands of the consumer as previously discussed.  

Yet as highlighted at the beginning of this 
article, customers tend to have more trust in or-
ganisations when it actually isn’t the brand 
pushing the positive message, but rather when 
it comes from another online user.  Fostering 
the development and communication of user-
generated content about the brand is an im-
portant part of this interaction stage.  

 
Conversion 
 This stage in the digital customer journey is 
about a frictionless transaction. An organisa-
tion needs to close the deal, whether that’s a 
sale, a download, or any other form of transac-
tion, in the easiest and smoothest way possible 
for the consumer, lest the conversion fall apart. 
 This can be a vulnerable point in the online 
journey as so much can still go wrong; website 
loading times may be painfully slow, for in-
stance, and according to Kissmetrics, 40% of 
people will abandon a website that takes more 
than 3 seconds to load (Work, 2017).  There are 
other problems lurking.  For example, a con-
sumer might not find what he or she is looking 
for, or the online user may just chose to aban-
don the deal due to external factors such as high 
shipping charges, the ability to get it cheaper 
somewhere else, or being in pursuit of a 

voucher/coupon code that will save them 
money.  According to retargeting tech com-
pany SaleCycle, the following are the top rea-
sons for abandoning an online shopping cart: 

 Unexpected shipping costs – 28% 
 Had to create an account – 23% 
 Conducting research – 16%urity con-

cerns – 13% 
 Confusing check-out – 12% 
 Couldn’t find a coupon code – 8% 

(See appendix G) (Charlton, 2016) 
At this stage, over 70% of shopping carts 

may be abandoned, but some industries are 
even higher.  Travel websites, for example, av-
erage 80.4%, and financial services average 
79.3% (2016).  However, Europe enjoys the 
lowest shopping cart abandonment rates world-
wide at an average of 72.7% and the highest 
percentage of online shoppers as nearly 9 out 
of 10 Europeans are purchasing through the In-
ternet (Docherty, 2015). 
  Even when website abandonment occurs, 
savvy digital marketers still try to salvage the 
conversion through two retargeting techniques.  
One method is retargeting display advertising, 
which is in an effort to entice the customer back 
to the website to complete the transaction.  It 
normally includes a targeted campaign on a 
search engine, website page, or social media 
that includes information or images about the 
product or service the online user abandoned.  
For some it may seem spooky abandoning a 
website’s shopping cart on their laptop only to 
find the items appear in an ad on their Twitter 
feed on their mobile phone.  Another method is 
email retargeting, which is only a possibility if 
the brand was able to procure the user’s email 
address in the course of their online interaction.  
 The EU guards consumer online data pre-
ciously and retargeting has been under the reg-
ulatory spotlight over the last few years.  This 
data protection negatively impacts a brand’s 
ability to retarget online consumers because ef-
fective retargeting relies on good online data 
about target audiences, which needs to be 
bought, sold, stitched, and synthesized across 
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platforms, websites, and social media sites.  
The EC is considering new legislation to ensure 
greater privacy online.  According to a recent 
EC press release, “The measures . . . aim to up-
date current rules, extending their scope to all 
electronic communication providers.  They 
also aim to create new possibilities to process 
communication data and reinforce trust and se-
curity in the Digital Single Marketa key ob-
jective of the Digital Single Market strategy” 
(European Commission, 2017). 
 Although Europe is taking a one-size-fits-
all approach to online data protection through 
proposed EC legislation, different European 
countries have differing attitudes towards their 
online privacy.  As highlighted in an AdWeek 
article, “Germany and Eastern and Central Eu-
rope tend to guard privacy more closely after 
dealing with decades of government abuses in 
the 20th century.  By contrast, places like Hol-
land or Spain have fewer of these concerns” 
(Sloane, 2015). 
 
Engage 
 The online customer journey does not end 
at the point of conversion; a brand wants to in-
crease customer lifetime value with its most 
promising converts.  An organisation not only 
wants to extract more value out of the relation-
ship, but it also wants to foster advocacy with 
the most loyal users which, in turn, should help 
attract more online customers.  It is the respon-
sibility of the brand to nurture this post-conver-
sion relationship by giving the consumer a plat-
form for their advocacy.  It’s once again about 
giving the customer a voice.  How? It can come 
in various forms, and the most imminent 
method after the online conversion (whether 
it’s a sale, a download, or any other interaction) 
is a feedback for or post-purchase survey.  By 
asking their opinion, the organisation is rein-
forcing a bidirectional relationship, which can 
result in building trust as well as closing the gap 
between consumer and brand.  
 Another tactic for keeping the romance 
alive is further email marketing.  Now that a 

connection has been established, a brand can 
further communicate with the consumer in an 
effort to cross sell, upsell, and remain relevant 
to the life of the online user.  Once doomed as 
an out-dated digital marketing tactic, email 
marketing remains relevant in both business-
to-business and business-to-consumer relation-
ships.  A survey conducted by eConsultancy 
and Adestra in 2016 found that 73% of re-
spondents believe that email marketing pro-
vides their organisation with a positive return-
on-investment (Gorman, 2016). 
 The EU’s new privacy law, General Data 
Protection Regulation (GDPR), which will go 
into force in May 2018, aims to knit together 
Europe’s patchwork of privacy rules, and this 
regulation will have an impact on email mar-
keting within the region.  Collecting addresses 
and sending emails will have to comply with 
the new GDPR regulations whether the origi-
nator resides in the EU or not.  In effect, the 
new regulation means stricter controls on how 
marketers seek, collect, and record consent.  In 
addition, the online consumer must have full 
disclosure about who is collecting this consent 
and what they plan on doing with it (Specht, 
2016). 
 Lastly, loyalty programmes play a vital role 
in fostering advocacy with online consumers.  
By making a customer feel special through ex-
clusive promotions and discounts, the brand is 
deepening their relationship with that cus-
tomer.  It also serves as a gentle reminder that 
they are only a click away.  UK Internet-based 
fashion retailer ASOS do a great job of foster-
ing loyalty through their ASOS A-lister pro-
gramme reward scheme.  By shopping online, 
“A-listers” can earn points that can be re-
deemed for rewards.  By climbing through the 
reward levels, the consumer unlocks further re-
wards (ASOS A-LIST | Loyalty programme | 
Earn while you shop, 2017).  This programme 
is only available in the UK, although the brand 
trades in other European countries as well as in 
the U.S. and Australia.  Perhaps this is due to 
the complexity of trying to run a rewards 
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scheme across multiple platforms, languages, 
products, and currencies.  
 
IN THEORY AND IN PRACTICE: HP’S 
DIGITAL MARKETING TACTICS IN 

EUROPE- A CASE STUDY 
 

In summary, this article has compared and 
contrasted the Internet infrastructure and usage 
throughout Europe.  It has highlighted the var-
ious digital marketing tactics used at each stage 
of the online customer experience and, when 
possible, discussed the relevance of the tactic 
within the region.  Yet these concepts remain 
generalisations about macro-environmental 
factors.  A closer investigation into an individ-
ual company will show how one organisation 
has chosen to tackle digital marketing in the 
European market.  It will also highlight micro-
environmental factors that shape a company’s 
marketing decisions.  

The company investigated is headquartered 
thousands of miles away from Europe in the 
U.S., which adds a further dynamic to their dig-
ital marketing efforts.  The company under the 
spotlight is the imaging, printing, and compu-
ting behemoth HP Inc.  Founded in 1939 in Sil-
icon Valley, California, there is a natural grav-
itation pull to the U.S. for the various divisions 
of this company.  Yet, how strong is that pull 
when it comes to marketing?  While not repre-
sentative of all multi-national organisations, 
nor even all tech-based companies, a closer in-
vestigation is nonetheless interesting.  

Roughly 35% of HP’s net revenue came 
from Europe, the Middle East, and Africa 
(EMEA) in the first quarter of FY17.  Not sur-
prisingly, the largest percentage (45%) came 
from the Americas (HP Inc., 2017).  This 
means that EMEA is the second most valuable 
market for this business, and they have taken 
an approach of centralising portions of their 
digital marketing functions where there are 
economies of scale and localising tactics that 
are best served in the indigenous market.  An 

interview with Luis Casado, HP’s Print Mar-
keting Manager for EMEA, found an interest-
ing balance between localisation and adapta-
tion, which doesn’t necessarily follow the con-
ventions described in the previous macro-envi-
ronmental analysis (Casado, 2017). 

 
HP’s Website: Adaptation  
 The pull towards Silicon Valley is strong 
when it comes to the HP website as the website 
is largely managed and translated at a central 
level.  This ensures that the messaging and 
branding across borders is consistent and uni-
formly updated.  However, this tactic runs the 
risk of missing the mark when it comes to local 
slang and cultural idiosyncrasies.  Search en-
gine results are designed to produce the best 
match for the term search, and search engines 
like Google prioritise a good user experience in 
their search algorithms.   
 Another risk is that blindly translated pages 
may not be efficiently search engine optimised 
(SEO) and may miss opportunities in search 
engine marketing.  Search engines like Google 
crawl source code and determine whether the 
website is a good fit for the search term that has 
been typed by the user.  The better that the 
source code fits, the higher the result will ap-
pear on the search engine results page.  It ap-
pears that HP has opted to use a subfolder URL 
rather than a subdomain.  This means the vari-
ous European versions of HP’s website appear 
as www.hp.com/pl or www.hp.com/de rather 
than www.pl.hp.com or www.de.hp.com.  This 
is good for SEO as long as it is consistent 
across the region, which, in HP’s case, it ap-
pears to be.  

Looking in greater detail within the HTML 
source code of HP’s European websites, it 
looks like they have been consistent at translat-
ing the keywords into the correct country lan-
guage.  This too helps with SEO.  Examples are 
shown below: 
 Other tricks can boost SEO in a website’s 
source code.  For example, a product brand 
name and serial number (or product number) 
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should always be included in photo “image alt 
tags.”  This is especially true for ecommerce 
websites, like HP.  This “image alt tag” de-
scribes what the images are to robotic search 
engines.  As HP is translating its website cen-
trally, it may improve SEO by not only having 

image descriptors in the image alt tags, but hav-
ing them translated into the local language too 
as SEO is about giving the consumer the best 
user experience possible.  As exemplified be-
low on HP’s Desktop PCs page on their Ger-
man website, HP has not included descriptions 
of the images in the source code: 

 
 
 In summary, other than missing image de-
scriptors in source code, HP has taken neces-
sary steps to ensure that their sites are  search 
engine optimised for European countries.  It is 
unclear whether they have accounted for search 
term subtleties that are inevitable across Eu-
rope.  This digital marketing function is run 
centrally and a “one-size-fits-all approach” has 
been adopted and seems to work, probably be-
cause of the confidence of the translations by 
their central team. 
  
HP’s Display advertising: Centralisation 
 HP has chosen to manage its display adver-
tising across Europe centrally, as a large por-
tion of it is done programmatically and they be-
lieve there are economies of scale with this ap-
proach (Casado, 2017).  In fact, HP’s global 
marketing unit contains a global media and 
data-sciences team that is the nerve centre for 

all digital advertising, particularly program-
matic buying.  Within this team, John Marshall, 
HP's Manager/Media and Advertising Tech-
nology, oversees the management of HP’s pro-
grammatic advertising and media-measure-
ment capabilities worldwide.  In effect, Mar-
shall and his team pull the levers within Europe 
for HP’s programmatic display advertising 
(Precourt, 2017). 

As advertising tends to be a large portion of 
a digital marketing department’s budget, man-
aging it centrally may make sense, as there may 
be a buying power advantage.  However, the 
very design of programmatic advertising is that 
it is auction-based, and therefore, there are true 
market conditions that maximise value, which 
doesn’t necessarily favour bulk buyers.  Ac-
cording to a blog by the marketing research ex-
perts Gartner, “Buying volume seems to offer 
no direct leverage when impressions are bid on 
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one-at-a-time.”  However, the blog further ex-
plains, “Advantage comes not just from data, 
but also from technology that enables one to 
capture and analyze large volumes of trading 
information in near real-time.  Such techniques 
may not necessarily lower prices, but they will 
result in better value” (Frank, 2013).  So this 
may mean that HP’s bulk online regional ad-
vertising buys through programmatic technol-
ogy may not necessarily lead to cheaper prices, 
but rather better value for money spent. 

 
HP’s Marketing Promotions: A Mixed Ap-
proach 
 Some promotional activities and related 
digital marketing tactics make sense to run cen-
trally, adapting from the same central theme, 
while others make sense to localise.  When 
does it make sense to run a promotion cen-
trally?  Sometimes the answer to that question 
may come from internal corporate politics.  It 
may depend on where the idea originated, who 
holds the budget, or it may be contingent on 
how the promotion supports a larger corporate 
strategy.  In the case of HP, the “Instant Ink” 
promotion fits into a wider corporate strategy 
of reducing the transactional friction of buying 
ink (Casado, 2017).  As previously discussed, 
it is the responsibility of the brand to make the 
“conversion” stage of the digital customer jour-
ney as smooth as possible.  Instant Ink fulfils 
this need by automatically sending ink by post 
to the consumer when the printer has indicated 
that the ink supply is low through a smart con-
nection much akin to the Internet of Things.  
The HP consumer has signed up for one of the 
three monthly payment plans depending on 
their ink usage (HP Instant Ink - Ink Subscrip-
tion Service, 2017).  This promotion runs in 
most Western European countries, but is not 
run in Central or Eastern Europe (See appendix 
H).  Perhaps this is run centrally as it is more 
complex than an advertising campaign.  There 
are many move moving parts to it, like warran-
ties and product distribution, as well as market-
ing collateral.  However, why isn’t it launched 

in Eastern Europe?  Is it due to the size of the 
printer market?  Or, perhaps, due to cultural 
reasons?  Or, maybe it has nothing to do with 
the product or the Internet, but with a lack of 
trust in the delivery of the ink through a courier 
or post?  These questions raise a fundamental 
issue about promotional campaigns: Often-
times promotions are complex and involve 
more than just advertising, and any of those 
complicated moving parts can prove to be too 
challenging in some markets, and, therefore, a 
one-size-fits-all approach may not be the best 
answer.  
 On the other hand, promotions can be local, 
as is the case with HP’s “Sprocket in My 
Pocket” promotion.  The Sprocket is a small 
portable printer used to print photos via Blue-
tooth from a smartphone or a tablet (Printer, 
2017).  A large promotion ran in Barcelona, 
Spain, in conjunction with the Global World 
Congress conference in February, 2017.  Dur-
ing the event, the small printers were projected 
on 57 airport terminal screens, the control 
tower was skinned with advertising, and 24 
wrapped buses circulated the city (HP’s 
Sprocket, 2017) (See appendix I).  Although 
this wasn’t a digital marketing campaign, it 
highlights an HP campaign that centred on one 
very local market.  Yet, did the company centre 
on this market because it is the best target au-
dience for the product, or did the fact that Bar-
celona is home to one of HP’s largest market-
ing offices in Europe influence this marketing 
tactic?  
 

CONCLUSION 
 

As the HP case study shows, sometimes the 
decision to execute digital marketing tactics 
centrally or locally depends on factors beyond 
market size, cultural attitudes towards the In-
ternet, digital infrastructure, governmental in-
fluences, and a regional economy.  In fact, the 
customer may not be at the centre of the mar-
keting function’s strategic decision-making 
process as today’s marketing methodology 
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now assumes.  It may sound better in theory 
than in practice.  

This means that the aforementioned reasons, 
like trust in the Internet and digital adoption 
rates, are largely macro-environmental forces, 
but there are always two sides to a coin; the mi-
cro-environmental factors also play a decisive 
role.  For example, HP’s internal politics, con-
flicting stakeholder priorities, the very struc-
ture of the marketing function, as well as the 
allocation of marketing budget may play signif-
icant roles in determining whether digital mar-
keting tactics are deployed centrally as a “one-
size-fits-all” approach across Europe, or 
whether the individual cultural anomalies pre-
vail and the local customer voice is enshrined 
in country-specific marketing tactics.  There is 
an inherent tension between adaptation and lo-
calisation.  This tension will continue as 65% 
of HP’s marketing budget is now spent on dig-
ital marketing, and the company has recently 
consolidated its digital marketing efforts glob-
ally with Omnicom’s PHD agency.  According 
to an HP spokeswoman, the company is “con-
tinuing its marketing reinvention by consoli-
dating its media and search spend with Omni-
com's PHD” (Stein, 2017). 

There may also be a belief that some cam-
paigns should be run as a “one-size-fits-all” as 
there are certain economies of scale in doing so.  
Again, according to HP’s Print Marketing 
Manager for EMEA, Luis Casado (2017), “Ma-
jor campaigns are managed centrally for effi-
ciency and consistency reasons.”  These 
claims, followed by a centralised marketing 
structure, may overshadow macro-environ-
mental factors that may have pointed to a more 
dispersed, localised approach to regional mar-
keting.  Although it is only one example, the 
HP illustration may, in effect, show that some-
times internal organisational factors may over-
ride more noble macro-environmental factors 
when executing digital marketing tactics re-
gionally.  
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APPENDIX A 

 
Sephora’s Beauty Board: Beauty retailer Sephora is not consistent across European countries 
with their offering of the Beauty Board functionality.  
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APPENDIX B 
Top 50 E-Retailers, FY 2015 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Deloitte’s Global Power of Retailer 2017 Report, Deloitte Touche Tohmatsu Ltd. 
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APPENDIX C 
 

Figure 1. Internet & Fixed Broadband Penetration by Region 2016 & 2020 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source:Eromonitor(2017). “Digital Landscape: Western Europe’s Digital Agenda Incentivises New-Age Technologies.”  Availa-
ble at: http://www.portal.euromonitor.com/portal/analysis/tab (Accessed: 5 May 2017). 

 
 

APPENDIX D 
2016 Digital Connectivity Index 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
Source: Euromonitor (2017).  “Digital Landscape: Western Europe’s Digital Agenda Incentivises New-Age Technol-
ogies.”  Available at: http://www.portal.euromonitor.com/portal/analysis/tab (Accessed: 5 May 2017). 



24 JOURNAL OF EUROMARKETING

APPENDIX E 

Internet Users – Western & Eastern Europe 

Source: Euromonitor (2017).  “Digital Landscape: Western Europe’s Digital Agenda Incentivises New-Age Technol-
ogies.”  Available at: http://www.portal.euromonitor.com/portal/analysis/tab (Accessed: 5 May 2017). 
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APPENDIX F 

Figure 2. The Gamut of Content Marketing 

Source: Digital Marketing lecture slides, Greta Paa-Kerner, Principal Lecturer, Bucks New University, Academic year 
2016/2017 

APPENDIX G 

Figure 3. Online Shopping Cart Abandonment Statistics 

https://blog.salecycle.com/stats/7-fascinating-stats-ecommerce-cart-abandonment/ 
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APPENDIX H 
HP Instant Ink Promotions 

APPENDIX I 
“Sprocket in my Pocket” Campaign – Barcelona, 2017 
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A Pilot Study on How Social Media Is Used in Social Housing 
in Italy, Spain, and the UK 

Julie D. Bradshaw 
Elena Malaffo  

ABSTRACT. Information, knowledge and opinions spread non-stop, 24/7, over the Internet. 
And in times of crisis, Online Reputation Management (ORM) has become decisive in deter-
mining the success and effectiveness of both internal and external corporate communication. 
Scholars’ attention has recently been drawn to the potential of applying ORM to the public 
sector, which is currently striving to adopt new communication tools and patterns. A highly 
complex and sensitive connection yet to be established, however, is the one between citizens 
and public bodies in the field of social housing. This article presents the initial findings of a 
small pilot study which attempts to explore how social networks are used and managed by 
social housing associations in Italy, Spain and the UK, and whether a north-south European 
digital divide exists in this specific area. More research is needed to have an overall perspective 
on this subject.   

KEYWORDS. Internet, social networks, online reputation, stakeholders, social housing 

INTRODUCTION 

 Much of what we know about our society 
and the world (beyond our own knowledge and 
experience) comes from the mass media (Luh-
mann, 2000), which inevitably shapes the con-
struction of social reality (Wolf, 1992). In other 
words, the media contributes to establishing 
what social reality is to a society (Gamson et 
al., 1992).   

The Internet operates 24 hours a day, 7 days 
a week, 365 days a year and communication, 
knowledge and opinions spread non-stop over 
the network. Actually, human life has changed 

over the last few decades, entering the funda-
mental new dimension of being immersed in 
data (Manovich, 2002). The new platforms of 
social participation have given users effective 
and modern tools where they can share opin-
ions, find information and communicate with 
others. The large volume, variety and continu-
ous flow of data allows search engines to track 
and find information about people, companies, 
brands, products and services in order to in-
clude them in their databases. All this infor-
mation, whether sent or received, refers to large 
groups of people, trends, lifestyles and con-
sumer habits that, ultimately, can be calculated 
and even predicted.  
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Having and controlling information about a 
person, company or brand is part of the so-
called Online Reputation Management (ORM). 
It consists of monitoring media, detecting rele-
vant contents, analysing what people say about 
an entity and, if necessary, interacting with cus-
tomers (Amigó et al., 2010). It is the reflection 
of the prestige of an entity, which can be cre-
ated, distorted or preserved by both internal and 
external agents: The entity itself and other sub-
jects sharing information and opinions via 
blogs, social networks and product comparison 
sites. The process of developing knowledge 
and communication on the web is strongly in-
fluenced by the level of collaboration, partici-
pation and interaction among people, which is 
principally obtained through their interpersonal 
communication (Wenger et al., 2002 in Ra-
guseo E., Mosconi P., Ferro E., 2011). Opin-
ions are a very powerful weapon of promotion 
when they are positive, but negative comments 
in online media can seriously affect an organi-
sation’s reputation.  

As we know, as public organisations strive 
to provide services to their communities they 
are vulnerable and sensitive to criticism. The 
media is a fundamental channel in today’s en-
vironment for tracking and analysing people’s 
perceptions of public bodies and observing 
how those organisations communicate with 
their users. This delicate task aims to define 
whether a public body’s communication actu-
ally corresponds to the image it wants to project 
of itself and its role in society (García Pabón, 
2016), in order to implement specific strategies 
to defend and enhance this image.  

The concept of corporate reputation has re-
ceived a lot of attention and has been analysed 
from different perspectives. It is how an organ-
isation is perceived compared to its competitors 
(Fombrun & Van Riel, 1997) or an overall eval-
uation by users or consumers (Gotsi & Wilson, 
2001). Unfortunately, the study of these con-
cepts has mostly been dedicated to private en-
terprises, and public sector organisations often 

measure intangible variables using tools de-
signed for the private sector. It is necessary to 
extract and translate them into the field of pub-
lic organisations, which have a very different 
raison d'être (Luoma-aho, 2007). Yet, this is 
only the first step of a longer journey to estab-
lishing more effective communication tech-
niques in order to implement ORM in the pub-
lic sector and decrease the risk of negative 
word-of-mouth.  

While private enterprises use social media to 
promote their products or services and improve 
their customer experience, public services 
should also have a presence on social media to 
provide authentic information, promote ser-
vices, improve efficiency and solicit feedback. 
The public sector can create added value with-
out any specific capital investment, more so 
than the private sector. The public sector has 
multiple and often non-monetary objectives 
compared to the quantifiable objectives, which 
predominate in companies due to the need to 
increase their market value and profits. Public 
bodies have intangible objectives and provide 
intangible services. Private enterprises use tan-
gible resources (such as raw materials, machin-
ery, or capital), while the public sector is fun-
damentally based on intangibles, human re-
sources and knowledge (Bossi, Fuerte, Serrano, 
2005). The public sector is more subjected to 
transparency and accountability than the pri-
vate sector (Canel, 2014). 

Attributing value to public sector organisa-
tions leads to the idea of generating trust among 
citizens and the opportunity to involve them in 
participated evaluation practices (co-design, 
co-production and co-evaluation). The conse-
quent relationships need to be monitored and 
evaluated - identifying weaknesses and 
strengths - but they can also be managed and 
improved. Benefits coming from a good repu-
tation are fundamental for the survival of pub-
lic sector organisations, which are increasingly 
interested in fostering their reputational capital 
among stakeholders and enhancing their legiti-
macy. Stakeholders not only know about the 
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existence of a public entity, but they also have 
direct experience with it and are expected to 
give an assessment of its efficiency. Maintain-
ing dialogue then is crucial, as stakeholders 
have direct access to information and are em-
powered to act through various real-time media 
(Luoma-aho, 2007).  

However, a good reputation is not easy to 
achieve, it demands constant maintenance 
through good practices, which can also be 
problematic due to frequent cuts in public in-
vestment. External criticism often reveals the 
general perception of public organisations as 
being too big, wasteful, slow, unreliable, not 
sufficiently transparent, and inefficient (du 
Gay, 2000; Wæraas & Byrkjeflot, 2012). Since 
the public sector is often organised according 
to bureaucratic principles, the bureaucratic or-
ganisation model is criticised for the suppos-
edly weaker efficiency of the public sector vis-
à-vis market activities (Goodsell, 2004; Styre, 
2007).  Consequently, a neutral level of reputa-
tion (somewhere between a bad reputation and 
a superior one) is probably ideal for public sec-
tor organisations, as it requires some, non-in-
tensive, maintenance (Luoma-Aho, 2007).  

This article will present the initial findings 
of a small pilot study conducted through semi-
structured interviews and a web survey on rep-
utation monitoring and management of a par-
ticular type of local public body: the social 
housing association. The general objective of 
the study is to analyse the use of reputation 
management strategies, as well as online com-
munication and interaction, in this specific and 
sensitive area of welfare around Europe. Actu-
ally, social housing services that embrace so-
cial media have the opportunity to create mean-
ingful relationships with residents, increasing 
engagement, such as training and digital inclu-
sion projects. However, it is important to con-
sider the limitations of reputation management 
in this context and the varied digital communi-
cation solutions that countries adopt in their ef-
fort to improve relationships between users/cit-
izens and public sector organisations.  

In order to have a closer understanding of 
opportunities and limitations, several social 
housing associations were contacted, located in 
medium-sized cities in three European coun-
tries; Italy, Spain and the UK , as well as with 
some regional and national councils for social 
housing, with the aim of collecting data about 
how they interact with citizens and the commu-
nication channels they prefer. This study is de-
signed around the following questions: is 
online reputation management implemented by 
social housing associations as part of the public 
sector? How do social housing providers man-
age to maintain a positive dialogue with citi-
zens through social media? Are there any major 
regional differences in the use of social net-
works (due to a possible north-south Europe 
digital divide)?   

Some interesting data, gathered for each of 
the three countries involved, will now be pre-
sented. They concern the state of national so-
cial housing policies, the use of social networks 
and online reputation management strategies 
both in the private and public sector, and a se-
lection of emblematic cases.   

 
ITALY THE STATE OF SOCIAL 

HOUSING 
 
Housing cooperatives in Italy have a long 

history of helping families buy their own home 
at prices which are between 10-30% lower than 
market prices. However, this sector was badly 
hit hard by the 2008 crisis and even now evic-
tions and repossessions are a growing problem 
despite banks and credit agencies being reluc-
tant to act. There is also a chronic shortage of 
available accommodation with around 650,000 
families on waiting lists and a further estimated 
2.5m low-income households are considered in 
need of housing. Only around 6,000 new dwell-
ings are built a year and many buildings are old 
and need repair. Italy is also one of the EU 
countries with the highest percentage of young 
people still living at home - almost 66% of 18-
34 year olds. There are, however, significant 
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regional and local differences that should be 
taken into account when analysing this data. 
The problem is more acute in large cities and 
surrounding areas, where about 35% of Italians 
live. After the crisis, housing associations fo-
cused their efforts on helping households that 
were unable to pay their mortgage or those with 
rent arrears. Special solidarity funds were set 
up as well as a guaranteed fund for first-time 
buyers with particular focus on young couples. 
A new Housing Plan came into force in May 
2014, with a budget of 1 billion 740 million Eu-
ros, including support for social housing. Oc-
cupants could also have the right to buy after 
seven years tenancy (A Housing Europe Re-
view, 2015). 

 
SOCIAL NETWORKS AND ORM 

 
The National Institute for Statistics (Istat) is 

the main supplier of official statistical infor-
mation in Italy and in 2016 it reported that 
71.3% of SMEs interviewed have a website or 
Internet pages. Nearly 40% of SMEs use social 
media, but only three out of ten have a link on 
their website to their social media presence. 
They use social media to create and share con-
tent with clients, suppliers, and partners and for 
internal use. Some of the more popular ones are 
Facebook, LinkedIn, Xing and MySpace, 
which are used for exchanging opinions and in-
formation. In addition, YouTube, Picassa, 
SlideShare and Flickr are used for sharing mul-
timedia content like videos, slides and images. 
There is, however, a notable difference be-
tween how SMEs and larger companies use IT. 
For example, 61% of larger companies use so-
cial media (37.7% of SMEs) (Istat, 2016).  

Analysing an earlier Istat report, Efferre 
Communications, Calabria, commented that 
most Italians showed they do not see social me-
dia as a communications or sales channel. In 
fact, companies with over 250 employees do 
not believe in a social media presence and only 
half of these companies use one or more social 
media platforms. Out of these, only a quarter of 

them use these tools to listen to their clients. 
Italian companies, it continued, still have to 
reach the point where they appreciate that their 
social media presence will allow them to un-
derstand their customers and users better, 
which in turn leads to the company being able 
to provide them with more useful information 
and consequently have a competitive ad-
vantage over their competitors (Istat, 2014).    

Optimized Group, Milan reports that people 
are very quick to talk about online reputation, 
but frequently cannot even distinguish between 
the company’s own content (web site, blogs, 
social media) and that produced by users (re-
views, forum and blog comments, interaction 
on company social media pages) (Optmized 
Group, 2017).  

 
SOCIAL HOUSING SERVICES AND 

THE USE OF SOCIAL MEDIA: SOME 
EXAMPLES 

 
ATC (Agenzia Territoriale per la Casa del 

Piemonte Centrale), Turin 
ATC is a social housing association that 

manages and maintains around 30,000 units for 
residents of Turin, north-west Italy.  It has had 
a presence on social media since 2012 and it 
now has around 950 followers on Facebook, 
458 on Twitter and 190 followers on LinkedIn. 
45% of followers access the internet on their 
mobile phones or other devices as they fre-
quently don’t possess a computer. ATC Com-
munications Manager C. Q. says, “Initially, the 
Board was very worried about having an online 
presence as many of our buildings are in need 
of repair and our users are invariably quick to 
complain.” (C. Quaglia, personal communica-
tion, 19 April 2017).   

However, the facts spoke for themselves and 
with 25–30 million people active every month 
on Facebook in Italy, ATC decided to join the 
crowd. Most of its followers are tenants inter-
ested in news concerning maintenance, com-
munity events, funding initiatives and dead-
lines, but ATC also posts information on how 
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tenants can get involved in new social housing 
projects or where to receive free medical advice 
and where there are Italian language lessons 
(many tenants are foreign). Tenants use Face-
book as a more immediate way of asking for 
information as they find the traditional call cen-
tre impersonal and they are not convinced they 
get the help they need by phone. Many tenants 
feel more relaxed posting on Facebook as there 
is less pressure on them to write in good, gram-
matically correct Italian. They also feel it 
would take them too long to compose an email 
and the formality intimidates them. There is a 
dedicated phone number available for making 
an appointment with a housing officer, but 
again tenants prefer the immediacy of Face-
book, even though they know it isn’t always the 
correct procedure. They appear to use it as a 
starting point (C. Quaglia, personal communi-
cation, 2017).   

Facebook rates ATC’s page as “Typically 
replying within minutes”. Obviously this is dif-
ficult to achieve and maintain, but ATC firmly 
believes in the importance of good communi-
cation and establishing a trusting relationship 
with its users. The rule of thumb is answer 
every single comment and avoid erasing any - 
no matter how irrelevant or repetitive they are. 
The association is proud of the fact it has only 
erased one comment since 2012 and this was 
because of its offensive nature to both ATC and 
its users. The problem with erasing a comment 
is that the user will invariably be irritated and 
possibly start up a damaging conversation else-
where which is difficult to monitor, let alone 
control.  

ATC Communications Manager C. Q, said, 
“We are very quick to answer messages and 
comments, but unfortunately we don’t have a 
very good ranking on Facebook as our tenants 
frequently rate us for things that are beyond our 
control. They criticise us about their neigh-
bours littering the gardens or parking their cars 
and bikes so they block the road. This obvi-
ously lowers our ranking”. However, this is 
also a good opportunity to engage with users as 

the communications department endeavours to 
put the enquirer in touch with the relevant ATC 
office as soon as possible.  

ATC posts around three to four pieces of 
content a week, but Likealyzer (www.likea-
lyzer.com, 20 March 2017) predictably recom-
mends it posts once a day in order to activate 
new fans and, it points out, that with nearly 
1,000 followers ATC should be able to gener-
ate more reaction from them. In fact, the cur-
rent engagement rate is 3.4% against a recom-
mended 7%.  The most popular post over the 
last month was a video about co-housing that 
generated 11 likes, 2 comments and 8 shares. 
Likealyzer reports that ATC should post more 
in the early morning instead of lunch time and 
evening in order to engage more followers. It 
also recommends asking more questions of its 
users than it is currently doing as well as liking 
other pages to initiate dialogue and ultimately 
engagement and trust. ATC emphasises that 
although it is important to have new followers, 
its primary goal is to listen and respond to its 
tenants (C. Quaglia, personal communication, 
2017). 

ATC’s tenants mostly belong to a vulnerable 
category made up of people who are poorly ed-
ucated, unemployed or not in regular work and 
are frequently foreigners with language and 
cultural difficulties. So, in order to communi-
cate with them, the association created a 
YouTube channel where it posts a series of 
video tutorials, which are useful for explaining 
a new concept or procedure, for example a new 
heating system. The channel also has videos on 
tenants’ personal stories and TV news items 
covering subjects of interest to tenants. These 
TV programmes frequently give tenants the op-
portunity to phone into the programme with a 
question, so a housing expert can then give the 
caller professional advice.   

 
L’arca (Agenzia Regionales Per La Casa E 
L’abitare) Puglia Centrale 

ARCA manages and maintains around 
24,000 dwellings in the region of Bari, south 
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east Italy.  It launched its presence on Facebook 
in 2014 as part of a greater effort to communi-
cate more easily with its users. This effort also 
included an online magazine, web tool up-
grades and new logo. The Facebook page 
serves to promote ARCA’s events and projects, 
so it posts its own videos as part of its overall 
communication campaigns and links which 
tenants will find helpful.  It now has 1,186 
likes, is rated 3.6 stars and Facebook rates the 
ARCA page as “Very responsive to messages”.  
ARCA generally posts less than once a week, 
which are normally updates on services as well 
as curated content from local publications. 
Likealyzer reports that ARCA’s engagement 
rate is very low - around .84% (against the rec-
ommended 7%) and suggested ARCA post 
once a day to reach more followers and in-
crease its visibility (www.likealyzer.com, 20 
March 2017). Its timing is also rated as “out” 
according to Likealyzer as posts should be in 
the morning when more users are online in-
stead of evening. This would suggest ARCA 
does little or no analytics or does not give im-
portance to timing. It also doesn’t use hashtags. 
Fan Page Karma reports “Arca Puglia Centrale 
posts too seldom to identify a preferred day.” 
(www.fanpagekarma.com, 20 March 2017). 

Like other social housing associations seen 
during this investigation, ARCA also receives 
negative comments on its Facebook page, 
which it endeavours to answer by inviting the 
complainant to send their details to the Face-
book page manager in a private message. This 
is frequently met with other comments and dis-
paraging remarks and in fact ARCA has several 
unanswered posts on its page.  

Lawyer and Contract Law Professor at the 
University of Basilicata, E. B. explained that 
nowadays social media in both the private and 
public sector is widely used because it repre-
sents an incredible opportunity for both the or-
ganisation and its users. However, incorrect use 
can damage an organisation’s image and so 
now increasing numbers of government bodies 

and private companies issue and publish a So-
cial Media Policy (SMP) that is designed to 
help an organisation reduce the risk of negative 
comments when it is present on social networks 
(Belisario, 2017).  

The Tuscan Council of Sesto Fiorentino’s 
Social Media Policy reports that all users have 
the right to express their opinions and the 
Council does not censor content, but posts that 
violate its policy will be removed. This could 
be comments that discriminate or offend other 
users, organisations or even the social media 
manager. It stipulates very clearly that, “in-
sults, vulgarity and threats and principles of 
freedom and equality will not be tolerated.” 
(Comune di Sesto Fiorentino, 2016). 

 
SPAIN THE STATE OF SOCIAL 

HOUSING 
 
Since 2007, construction in Spain has al-

most stopped completely and new buyers ac-
cessing the market have slowed down due to 
many economic factors, like high unemploy-
ment rates, the tightening of mortgage condi-
tions and the difficulty in selling one's own 
property.  At the same time, demand for rental 
housing has increased, especially from groups 
of the population who cannot afford high rents. 
This situation is still aggravated by the mar-
ginal volume of public rental housing. There 
are many kinds of protected housing in Spain, 
from the late VPOs to the last VPP (officially 
protected housing), VLT (private promoted 
housing with officially fixed price), VIS (social 
insertion housing).  

The Vivienda de Proteccion Oficial (VPO) 
is characterised by a peculiarity compared to 
social housing models in most EU countries, in 
that it is housing provided almost entirely for 
owner-occupation. Only a small proportion of 
this housing, currently on the increase, is of-
fered for rent.  

The property is built by a commercial devel-
oper receiving a state subsidy (government 
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subsidies mean that VPO should be signifi-
cantly cheaper than free-market housing), but 
buyers have to accept restrictions on use and a 
minimum period of ownership (normally at 
least 10 years). In the boom years VPO was 
half the price of free-market housing. In 2007 
the latter cost 2,086 €/m2, whilst social housing 
cost 1,071 €/m2, a difference of 1,014 €/m2. By 
the end of 2013, the difference between the two 
had shrunk to just 364 €/m2, as the price of 
free-market housing collapsed by 50pc, whilst 
social housing prices remained unchanged 
(Stuklin, 2014). 

Since July 2012 there has been no new so-
cial housing construction due to lack of public 
funding and difficulties in accessing financing 
from banks and credit institutions.  

The State Housing Plan 2013-2016 was im-
plemented to change course and supported the 
creation of public social rental housing, the re-
habilitation, regeneration and renovation of 
buildings, as well as subsidies to low-income 
tenants. Since banks still hold a large number 
of empty/unsold flats, some local authorities 
have started drawing up agreements to use part 
of this stock as social rental housing, but this 
measure is not yet widespread (A Housing Eu-
rope Review, 2015). 

 
SOCIAL NETWORKS AND ORM 

 
Spain is the fifth country in the world in per-

centage for using social networks and in fact 
social media is a regular daily activity for many 
people (Páginas Amarillas, Estudio Census 
2016). In Spain the most popular social net-
work is Facebook, although the local platform 
Tuenti has the highest number of users. Twitter 
is also widely used. Video content sharing rep-
resents 87% of the total Internet use and, nota-
bly, there are 8 million registered users of 
YouTube (Páginas Amarillas, Estudio Census 
2016).  

Organisational use of social media is cur-
rently being led by large global companies and 
some local firms with investment in digital 

marketing increasing year-on-year. Neverthe-
less, most Spanish companies and institutions 
do not manage their online reputation and only 
look for professional help, when they already 
have problems with their image. As stated by 
Eloi Font, online defamation lawyer in Barce-
lona, “[...] most clients come to us only after 
having suffered an online attack or calumny 
and want to rebuild their public image” (ABC 
Tecnología, 2013).  

According to the latest census study 
(Páginas Amarillas, Estudio Census, 2016), the 
digitalisation of SMEs and public services con-
tinues to increase. More than half of Spanish 
companies already have a profile on social net-
works (six out of ten businesses have invested 
in digital media), with a 14% increase in 2016. 
The study also highlights that only 7% of them 
have hired a community manager to monitor 
and adjust their online profiles.  

A community manager’s job is not only to 
update the company’s social profiles, but also 
find the most appropriate formulas to generate 
viral content and know in advance which con-
tent is the most appropriate for each kind of 
public and for each social network. For the last 
few years, Facebook has been the favourite so-
cial network for companies in Spain, in fact 
83% of them update their profile on a constant 
basis (IESE Business School – Universidad de 
Navarra, 2014).  

It should be remembered that transparency 
and disclosure are expected from a company or 
organisation when using social media in Spain. 
Although there is no formal legislation pertain-
ing to digital content and social media, policies 
and ethical guidelines have been developed and 
reasonably embedded. They focus on issues re-
garding disclosure and transparency, as well as 
the language and communication style, and this 
is particularly important as social media en-
gagement becomes increasingly integrated into 
organisations’ communication strategies.  
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SOCIAL HOUSING SERVICES AND 
THE USE OF SOCIAL MEDIA: SOME 

EXAMPLES 
 
Serveis de l’Habitatge de l’Ajuntament of 

Barcelona 
Serveis de l’Habitatge de l’Ajuntament de 

Barcelona is a social housing association that 
has promoted and managed Barcelona public 
housing units since 1927. It works in a variety 
of areas, such as: promoting new protected and 
affordable housing; bringing empty flats into 
the rented housing stock; promoting new forms 
of housing access and management; attending 
to, accompanying and finding financial solu-
tions for people unable to meet the payments 
for their homes and providing mediation and 
information. There are 10 public offices for so-
cial housing services and some offices dedi-
cated to tenants. Educational seminars and con-
ferences are regularly organised on their prem-
ises. A dedicated housing portal (http://habi-
tatge.barcelona/ca) provides all the infor-
mation, services and materials relating to hous-
ing in Barcelona (in Catalan, Castilian and 
English). This page offers data, documents and 
audiovisual material from the various confer-
ences, talks and congresses on housing that 
have been organised by the Barcelona City 
Council.  

As for communication media, J. P. I E., Di-
rector of Communications of Habitatge, said 
that Barcelona City Council has centralised and 
decentralised social networks and they took the 
decision not to have any specific one for this 
sector. Housing issues, therefore, are handled 
together with other issues and information of 
interest for citizens. They currently refer to the 
social networking power of the city: mainly Fa-
cebook, Twitter, Instagram, YouTube. The Fa-
cebook page has about 213,000 users, while the 
Twitter page has 35,061 tweets and 135,584 
followers. Facebook continues to be the most 
popular social media platform in Spain: in 2016 
Facebook was used by 91% of social media us-
ers aged 16 to 65 (IAB Spain 2017). 

The city council communication department 
usually generates its own content, uses its own 
visual resources or refers to resources from 
other municipal media’s networks. The city has 
its own graphic style of reference, so all visual 
content, such as photographs and other graphic 
resources (computer graphics, maps, etc.) have 
a unified style. They also share interesting con-
tent by third parties although in smaller num-
bers. Content is generated every day, 24 hours 
a day, by a specialised team whose members 
work in shifts and manage the issues from each 
area (urban planning, housing, sports, culture, 
etc). One piece of very successful and shared 
content was a video that promoted the ex-
change of rental apartments in Barcelona, a 
programme where they acquire private apart-
ments to allocate at affordable rent (below mar-
ket price).   

They always answer comments, whether 
positive or negative, although they never re-
spond to insults or aggressive posts. There is no 
detailed data to quantify the interactions (in J. 
P. I E.’s words, “In fact, commitment to public 
services implies engagement with qualitative 
and not quantitative content."), local social net-
works are very active and generate a lot of en-
gagement. They are a valuable means for citi-
zens to address the council and get answers, in-
formation or contact the administration.  

Although the city council recommends pub-
lic enquiries on a regular basis, no surveys are 
made on the specific sector of social housing 
services, as “the subject would offend certain 
sensibilities.” (J.P.I.E, personal communica-
tion, April 2017).  

 
Emvisesa of Sevilla 

Emvisesa (Empresa Municipal de Vivienda, 
Suelo y Equipamiento de Sevilla S.A.) is a mu-
nicipal enterprise founded in 1987 by the Se-
villa City Council to provide services related to 
public housing, giving continuity to the earlier 
services by the Municipal Board of Housing of 
Seville created in 1918. Taking into account 
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that the 2011 Census of Population and Hous-
ing published by INE  states that the average 
number of inhabitants per dwelling is 2.58 peo-
ple, Emvisesa has facilitated the access to long-
term social housing for a population of 56,474 
inhabitants. Emvisesa has a dedicated office 
called OMDV (http://www.emvisesa.org/ 
tag/omdv/), which deals with citizens’ enquir-
ies about housing services.  

They have several networks, a Facebook 
page (related to the university residence they 
manage) and a YouTube channel. R. J. B., from 
the IT Department, provided some information 
about their main web site (emvisesa.org, in 
Castilian) which has recorded a total of 
380,000 visits since 31st May 2016, with 2,541 
registered users, who receive the latest news by 
email (Emvisesa IT Department, 2017). The 
news section is mainly made up of information 
on subsidised housing with a large number of 
photographs and links, and is up-dated once or 
twice a week. They have their own graphic 
style for images and banners (100% their own 
images). The most popular content is related to 
grants and access to social assistance for hous-
ing, especially rentals. 

Emvisesa has both online and offline public 
mailboxes and a team of specialists answers all 
citizens’ requests - whether they are positive 
and negative. Citizens cannot make public 
comments online, but can highlight the content 
they find particularly interesting or useful (like) 
or send a private message to the administrators. 
As for surveys or public enquiries R. J. B.  
stated that “[…] it is not usual to carry out sur-
veys on our website” (R. J. B., personal com-
munication, April 2017).  

 
UK THE STATE OF SOCIAL HOUSING 

 
UK social housing is overwhelmingly main-

tained and managed by housing associations on 
behalf of local councils. Some of these associ-
ations also build homes and although this has 
increased over the last few years, there is still a 
chronic shortage. In fact, around 29,500 new 

social homes are built a year and an estimated 
1.3m households are on local authorities’ wait-
ing lists. Capital investment in housing was cut 
by 63% in the 2010 Government Spending Re-
view, which had a drastic effect on housing as-
sociations’ ability to respond to housing de-
mand and shortages. Housing associations in 
the UK are represented by an industry body, 
which has the mission to keep their country’s 
interests (England, Scotland, Wales or North-
ern Ireland) central to housing policy develop-
ment. In 2014, the European Commission rec-
ommended the UK should make housing sector 
regulations more transparent, respond to prop-
erty price increases in prosperous areas, partic-
ularly London, reduce risks of mortgage-re-
lated debt and continue its efforts to increase 
housing supplies (A Housing Europe Review, 
2015). 

 
SOCIAL NETWORKS AND ORM 

 
The Office for National Statistics’ Internet 

Access - Households and Individuals statistical 
bulletin reports that 82% of adults in Great 
Britain used the internet practically every day 
in 2016 with 70% of them accessing it over 
their phone. Social media is increasingly popu-
lar with 63% of the population under 64 years 
of age using it and, of those aged 65+, 23% use 
social networks. Businesses are also increas-
ingly aware how social networks like Face-
book, Twitter and LinkedIn can help them 
communicate and engage with their customers 
and users (The Office for National Statistics, 
2016).  

However the size of these businesses or or-
ganisations influences the amount they invest 
in social media. In fact, the larger the business, 
the greater the chances of them embracing so-
cial media and capitalising on the vast quanti-
ties of data it generates in order to better under-
stand their users and make reliable forecasts. In 
2015, 56% of businesses with 10 - 49 employ-
ees used social media, whereas the percentage 
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increased to 88% of businesses with over 1,000 
employees using social media (Statista, 2016). 

Companies are aware that their online repu-
tation is an important asset and one that needs 
protecting. In fact, online reputation manage-
ment consultancy, Igniyte commissioned the 
survey ‘The Reputation Report’ which looked 
at how much emphasis businesses in the UK 
place on their online reputation.  It reports an 
overwhelming 88% of respondents believe that 
having a positive web presence is important to 
the people who use their services and compa-
nies should take steps to influence and control 
what is said about them online. This helps en-
sure a business or organisation’s values are ac-
curately reflected and avoids unwanted infor-
mation appearing in search engines. 20% of 
companies surveyed are unhappy with how 
they appear in Google search results.  The most 
damaging content was posted by competitors 
(43%) and ex-employees (42%). Businesses in 
the East Midlands were most dissatisfied and 
businesses in the South West were the most sat-
isfied (Igniyte, 14 December 2014). 

 
SOCIAL HOUSING SERVICES AND 

THE USE OF SOCIAL MEDIA: SOME 
EXAMPLES 

 
South Essex Homes (SHE)  

SEH is an Arm’s Length Management Or-
ganisation that manages and maintains 6,500 
properties in the Southend-on-sea, Essex area. 
It has had a presence on Facebook since spring 
2011 and currently has two part time staff man-
aging its social media. SEH also has 60 follow-
ers on Linkedin and 48 employees connected to 
its Linkedin page (www.linkedin.com). Its Fa-
cebook page ranking is 1.6 and is said to “typi-
cally reply within a day”. Marketing and com-
munications coordinator L. H. said, “We have 
never shied away from social media. It’s just 
another form of communication and we’re pas-
sionate about it, even though we understand so-
cial housing is not a particularly riveting sub-
ject matter”. (L.H., personal communication, 

2017). The main reason SEH uses Facebook is 
to reach tenants and give them news and up-
dates, as an alternative method to using letters. 
It is also an opportunity for tenants to air com-
plaints and consequently for SEH to engage 
with them and try to solve their problems. Us-
ers are mainly tenants and include vulnerable 
and sheltered scheme residents. Ms H. said, 
“We try to get them to use Facebook for the 
right reasons and not expect us to give them an 
answer at midnight. We have had some nega-
tive comments in the past, but generally speak-
ing not many. Tenants do however comment 
about, for example, broken boilers or lack of 
hot water”. (L.H., personal communication, 
2017). SEH endeavours to intervene in a timely 
fashion and always get the background to a 
problem. If necessary the tenant will be invited 
to correspond privately in order to keep his/her 
identity and problem out of the public domain. 
The Facebook page has just 380 likes, which 
SEH would like to increase, although there is 
no schedule for posting. The most popular post 
recently was on Valentine’s Day with the slo-
gan “SEH loves managing and maintaining 
6,000 homes” (https://www.facebook.com 
/SouthEssexHomes/) and received 3 likes and 
9 comments. One of the overall most successful 
posts was a job vacancy at SEH that reached 
470 people. 

These numbers, however, are not neces-
sarily a true reflection of how many people use 
the page and of course as the posts are organic 
many users don’t see the news if they don’t reg-
ularly interact with the page. SEH uses Face-
book Insights to measure the performance of its 
posts and although it tries to post every day, it 
actually posts less than twice a week. Posts in-
clude partner and community events, social is-
sues as well as changes to services and times. 
A recent post was informing tenants about 
rogue traders who “cold call” on houses and 
SEH wanted tenants to understand the risks 
they run if they use these services. This post has 
not yet received any reaction from users. 
(https://www.facebook.com/SouthEssex 
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Homes/) SEH tends to post more in the summer 
when schools are closed and there are more so-
cial events. Content is posted in the mornings 
although Likealyzer (http://likealyzer.com/fa-
cebook/southessexhomes) recommends SEH 
posts between 3pm and 6pm to engage more 
users. It also suggests posting every day to 
achieve the ideal engagement rate of 7% as 
SEH’s rate currently stands at 4.47%.  

One way it could increase engagement 
would be to ask its users more questions. The 
advantage of this is that it gives its Facebook 
fans the opportunity to voice their opinions on 
a subject and therefore engage with the page, 
consequently increasing SEH’s visibility. It 
also gives the page manager the opportunity to 
understand the user better in order to gauge 
user content and interests, as well as being fun-
damental for communication and marketing 
purposes.  

 
AFFINITY SUTTON, BROMLEY, KENT 

 
Affinity Sutton is a large, national housing 

association based in Bromley, Kent that man-
ages and maintains 58,000 properties in over 
120 local authorities. Its Facebook page has 
3,859 likes and “typically replies within a few 
hours”. (https://www.facebook.com/affinitysu 
ttonpage/) Pinned to the top of the page are the 
Community Guidelines that outline the page’s 
purpose of giving tenants the opportunity to 
provide feedback and suggestions and receive 
news and up-dates.  It explains that the guide-
lines are designed to keep tenants safe and en-
courages respectful behaviour, pointing out 
that posts will be taken down if unacceptable 
behaviour persists, even leading to tenants be-
ing blocked from the pages to ensure the safety 
and wellbeing of their online community. In 
fact, Affinity Sutton also emphasises that “Re-
peated duplicate postings (spam) by the same 
user will be removed. Any posts that promote 
yourself, an event, or business will also be re-
moved” (https://www.facebook.com/affin-
itysuttonpage/). It asks tenants to “keep posts 

relevant to our services and any criticisms re-
main constructive and on a subject that we can 
act on or respond to”, asking users to phone 
customer services to register a complaint and 
talk to the right member of staff (Community 
Guidelines, Affinity Sutton, 2017). 

IT director K. C. said, “Affinity Sutton uses 
social media extensively to engage with our 
customer base, tracking comments to see if 
they can develop into service requests or ad-
dress negative commentary” (http://www.cio. 
co.uk /cio100/2016/kevin-corbett/).  

Likealyzer reports, the association posts 
twice a week, but its engagement level at .81% 
is low compared to the ideal 7% and with 3,834 
likes it should be able to activate more reaction 
and boost engagement. It posts between 3pm 
and 6pm, which is the best time to post as most 
of its users are active. Thursday seems to be a 
good day for followers to react to a post and as 
Affinity Sutton is also a fan of organisations 
that their tenants may find interesting, it is in-
creasing opportunities for engagement 
(http://likealyzer.com/facebook/affinitysutton-
page). 

Affinity Sutton posts are frequently accom-
panied by an image, a link or email address and 
promote partner events, local meetings, work 
experience, up-dates on technical issues or ad-
vice on saving energy, etc. They also carry per-
sonal stories and examples about members of 
their community. When they receive a negative 
comment, they encourage the poster to write a 
personal message to the Facebook page team so 
as to keep the conversation as private as possi-
ble.   

Most residents access Affinity online ser-
vices, but they still show a preference for the 
phone if they need to make a complaint (80%) 
which could be because digital communication 
lacks the personal touch. However, this is part 
of the Customer Strategy to provide services 
that are 'Digital by Choice' rather than 'Digital 
by Default' (Affinity Sutton, 2015). 
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THE HALTON HOUSING TRUST, 
RUNCORN 

 
The Halton Housing Trust manages and 

maintains 6,400 social homes in Cheshire and 
CEO, N. A. said that social media “removes all 
the bureaucracy” around organisations and 
adds a “human face” but the housing sector is 
reluctant to embrace it. Social media is a tool 
that the housing sector should use to influence 
and gain access to people, start conversations 
and debates. The Halton Housing Trust has 
1,424 followers on Linkedin and 2,500 likes on 
Facebook where it posts every day. In fact, 
CEO Mr A. conducts regular live Facebook 
chats in order to engage with tenants. The asso-
ciation’s belief that social media is fundamen-
tal to communicating with users is also seen in 
posts that give practical advice on, for example, 
using Facebook remotely, eating healthily, sav-
ing money as well as information on partner 
and community events. It engages in user-gen-
erated content where tenants upload photos of 
something they are proud of including their 
gardens or pets. Mr A. continued, “We don’t 
have a social media policy. We just advise col-
leagues that if they have to stop to question if 
something is appropriate, it probably isn’t. 
There are some risks, but if you don’t engage 
with social media, how do you know what peo-
ple are saying about you? These conversations 
take place every day, whether or not you are 
part of them.” (HR Magazine, 2017). Since the 
Halton Housing Trust has had a Facebook pres-
ence, it has seen a huge increase of people en-
gaging with it and showing a clear preference 
for Facebook over Twitter. Some tenants go 
further though in order to influence housing 
policy and decisions because social media 
gives them this opportunity. In the past, when 
they were dissatisfied with a service or regula-
tion they probably wrote an angry letter to the 
local paper, council or housing association, but 
now with the rise of social media, that may 
have changed as it gives them another outlet.  
One tenant took to social media after she “got 

nowhere” with a traditional complaints route 
and it was important for her that all communi-
cation with her landlord was viewed publicly 
(The Guardian, 2016). 

 
CONCLUSION 

 
Over the last few years, there has been a 

considerable shift towards online digital en-
gagement, but social housing organisations are 
still well behind businesses in their social and 
digital practices. Unfamiliarity with moderat-
ing and managing an online community means 
that residents are seldom engaged with their 
housing providers (at least a third of social 
housing organisations do not have tenant com-
ments enabled on Facebook). The study’s ini-
tial results will be summarised below showing 
the similarities and differences across coun-
tries. 

Many housing associations have created a 
Facebook or Twitter page as an important 
online space where they can engage residents, 
but a significant amount of communication is 
still done through their websites, (e.g. ATC To-
rino, Emvisesa Sevilla, South Essex Homes, 
Affinity Sutton), or local council (e.g. Serveis 
de l’Habitatge de Barcelona) or county (e.g. 
Junta de Castilla y León, Gobierno Vasco).  

The news section is relevant and includes 
up-to-date information about subsidised hous-
ing with a large number of photographs and 
links. Associations tend to post once or twice a 
week on average about maintenance, commu-
nity and partnership events, funding initiatives 
and deadlines. Videos and YouTube channels 
seem to be a very effective way of giving infor-
mation and training and are frequently shared 
among users.  

The rule of thumb is to answer every single 
comment and avoid erasing any, except the ag-
gressive ones, but often tenants comment about 
things that are not directly related to social 
housing services (e.g. litter, parking). The com-
munications department however often en-
deavours to put the enquirer in touch with the 
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relevant office as soon as possible. In some 
cases, citizens cannot make public comments, 
but they can highlight the pieces of content they 
prefer or send private messages to the page ad-
ministrator, leaving their problems out the pub-
lic domain. 

A telephone number is always provided so 
tenants can make an appointment with an of-
ficer or make complaints. They are also encour-
aged to email the customer service at a dedi-
cated email address, although the scenario var-
ies by country, region and city for surveys and 
public enquiries. 

In this short pilot study, it was found that so-
cial media in the social housing sector is still in 
the early stages although there are many on-go-
ing "experiments".  

 
This could be due to several factors: 
• the sector 
• the target audience  
• high level of protection from outside at-

tacks 
These features make engagement with citi-

zens particularly delicate to handle and cause a 
tendency to keep a low profile rather than "risk-
ing" visibility, which is too complicated to 
manage. Except for a few rare cases, the theory 
for which the public sector seeks to maintain a 
neutral reputation is now confirmed. Neverthe-
less, some differences were noted between the 
countries analysed, which confirm the data col-
lected in the European Union's 3 March 2017 
Press Release on the digitisation of its countries 
(European Commission, 2017). 

In the UK, attempts were made to improve 
the relationship with citizens who are in need 
of support not just with housing services, but 
also financial services specifically designed for 
their circumstances and needs. This is possible 
through partnership programmes with credit 
agencies who provide clear information, in an 
effort to make communication and relation-
ships more personalised. Such a tendency is fa-
voured by the British tradition of creating local 
communities and a more digitalised audience.  

In Spain, the situation varies greatly at re-
gional level. In general, however, a tendency 
was noticed towards digitalisation of services 
and immediate communication with users. In 
Italy, communication is still very institutional-
ised, information is often made in a capillary 
but complicated manner. Italian users are usu-
ally less digitally savvy than other Europeans, 
and this prevents their procedures from ex-
panding online.  

Social networks such as Facebook, Twitter, 
Instagram and others, are certainly very popu-
lar with residents as they are more immediate 
than the phone (which frequently involves long 
waiting times or being left on hold). These net-
works are more spontaneous and usable via a 
smartphone - it is important to note that not all 
users have personal computers at home.  

Therefore it looks probable that social net-
works are changing - more or less slowly ac-
cording to national situations - into the new 
front-desk of social housing associations 
thanks to the immediacy of communication and 
public evidence of tenants' requests. They are 
basically the quickest way to get in touch with 
the services, either to request information or 
submit complaints or reports.  

The reaction of associations is varied, but in 
most cases the tendency is to direct users to the 
required service through private messages, 
email or dedicated phone lines. It appears to be 
a strategy to contain the problem of negative 
reputation, that is, a passive tactic (maintaining 
a low profile).  

The best policy to run a successful Facebook 
or Twitter campaign in the social housing sec-
tor should include actions related to the target 
audience (residents): post regularly on relevant 
issues, be consistent, react to both positive and 
negative feedback and set goals for visitor 
numbers (active tactic). One way could be to 
ask users more questions and initiate dialogue. 
The advantage of this is that it gives fans the 
opportunity to voice their opinions on a given 
subject and therefore engage with the page and 
increase its visibility. It also gives the page 
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manager the opportunity to understand the user 
better which is useful for communication and 
marketing purposes.  

This study has produced interesting results, 
but considering its reduced range of investiga-
tion, further research is needed to have an over-
all perspective of this subject.   
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APPENDIX A 

 
Screenshots from Affinity Sutton’s Facebook page publicising their partnership with the House 

Exchange programme (9 May, 2017)

  
Following the fire at the London tower block and in recognition of their tenants’ concerns  

(14 June 2017) 
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The Evolving Relationship between the Consumer, Advertising, 
Culture, and Media Consumption 

 
 

Vic Davies  
 
 
ABSTRACT. This paper examines the evolving nature of the consumer in the 2nd part of the 20th 
century and early 21st century, with particular reference to the way in which this impacts the con-
sumers use and attitude toward marketing and marketing communication.  Using the work of Gor-
don and Valentine (2000), Goodyear (1999), and Liess (2005), it notes the way in which the rela-
tionship between the consumer and marketing has continued to evolve and evaluates whether mod-
els and theories employed by the Advertising Industry, particularly in relation to the measurement 
of media audiences, has kept pace with the changes in this relationship.  It concludes by examining 
the implications of the growth of personalised digital content consumption on this relationship and 
what it may mean for both agencies and clients. 
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BACKGROUND  

According to Nick Law, Global Chief Exec-
utive of the R/GA Agency, who delivered at a 
talk at the 2017 Cannes Lions Festival of Crea-
tivity, 

 
There is a romance in Madison Avenue 
around the Industry that prevents it from 
stepping forward. This idea that we figured it 
all out in the creative revolution in the early 
60s and that we are going on hammering that 
square peg into a round hole is absurd.    

 

The implication here is that the Industry’s lin-
gering allegiance to ideas formed in the 20th 
century may well be inhibiting it from coming 
to grips with the challenges of 21st century.  
Law was specifically referring to creativity, but 
how true is this statement when we look at the 
models and theories of the relationship that ex-
ists between the consumer and advertising and 
how we evaluate and measure that?  

Law’s reference to the 1960s implies that 
somehow advertising is caught in some cultural 
time warp, which in itself implies that to secure 
a dominant role as a marketing communication 
tool, that traditional advertising has to be rele-
vant to the past, because it wishes to create a 
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legacy that links a brand to its values across 
time, but also be part of the here and now.  It 
must be connected to the zeitgeist and yet be 
capable of time travel.  In that sense, advertis-
ing is more than a business tool, and has to be 
linked to aspects of culture that its intended au-
dience recognises and to which it relates.  In the 
introduction to the book Social Communication 
in Advertising (2005, 3rd edition), the authors 
Leiss, Kline, Jhally, and Botterill state, “Adver-
tising is not just a business expenditure under-
taken in the hope of moving some merchandise 
off store shelves, but is rather an integral part 
of modern culture.” 

These two quotes reveal a fundamental 
question at heart of much of the current discus-
sion within the Advertising Industry, concern-
ing its future.  Law’s remarks imply an industry 
that feels challenged by the present and fearful 
of a future in which it may no longer hold the 
position it has held since the middle of the 20th 
century, and which can only be regained by re-
turning to what it sees as a golden age.  In doing 
this, it ignores an inherent conclusion from 
Leiss et al. (2005) that something that is an in-
tegral part of a modern culture must adapt and 
change if it is to maintain its relevance within 
society.  This is particularly true when culture 
undergoes periods of rapid and disruptive 
change, as we are currently experiencing across 
all parts of the PESTEL model, with impact of 
digital technology at the heart of many of these 
changes.  

A considerable part of the discussion about 
the “golden age” centres on creativity (York, 
2008).  However, this centres on the output of 
the industry in terms of the actual ads them-
selves.  What this paper seeks to explore are 
studies that examine the ongoing relationship 
between the consumer, culture, society and ad-
vertising, and to relate this to the 21st century 
world of individualised digital technology.  It 
will do this by examining the historic context 
of ideas and models that underpinned advertis-
ing’s view of the consumer, and how these have 
influenced issues of defining and measuring the 

consumer.  It will then look at the implications 
of these in terms of their relevance to the digi-
talised landscape of the 21st century.  

 
THE GOLDEN AGE 

 
Marc Levinson states in his book, An Ex-

traordinary Time (2016), that different Euro-
pean states had different names for the post 
WWII boom.  The British preferred “The 
Golden Age”; the Germans, 
“Eirtschaftswunder”; the Italians, “il mira-
colo.”  In the period between 1950 and 1973, 
the European Economy grew at an annual rate 
of 4.6 % per year (Crafts & Toniolo, 1996).  
This boom was not merely economic, initially 
propelled from 1947 to 1952 by funds from 
United States’ Marshall Plan to resuscitate Eu-
ropean and UK economies.  The US Govern-
ment largesse was interlinked with other direct 
elements of the ubiquitous PESTEL elements, 
particularly the desire by the U.S. to contain 
and confront the monolith of Soviet geograph-
ical physical imperialism by building a world 
imbued with United States’ own values and 
ethos.  The aim was creating a “Gemeinschaft” 
society, based upon community and society, a 
legacy of the U.S.’s predominately White An-
glo-Saxon Protestant (WASP) culture.  The di-
rect influence of economic aid and political 
support would be joined by the indirect influ-
ences derived from this U.S. model of society, 
and which emanated from a northwestern Eu-
ropean Protestant heritage and work ethic, but 
which was defined by the dominance of U.S. 
cultural values carried across the world in U.S. 
film, print, and popular music, and later televi-
sion.  

This desire for dominance via soft cultural 
attributes was underpinned by the prevailing 
beliefs, models, and theories then prevalent in 
relation to how media was thought to act on a 
population.  These ideas had emerged as domi-
nant theories on how communication worked 
particularly during and immediately after 
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WWII, under the generalised heading of prop-
aganda theory (DeFleur & Ball-Rokeach, 
1989).  In wartime, the manifestation of propa-
ganda in official communication had been 
more latent, but in peacetime, it was believed 
that this had to be done in a more diffuse way, 
a point that had already been made by Harold 
Lasswell in his 1927 work Propaganda in 
Technique in the World War.  According to 
Lasswell (1927), “In the Great Society it is no 
longer possible to fuse the waywardness of in-
dividuals in the furnace of war dance . . . A new 
flame must burn out the canker of dissent and 
temper bellicose enthusiasm. The name of the 
new hammer and anvil of social solidarity is 
propaganda.” 

 
THE LINEAR MODEL AND ITS 

IMPLICATIONS 
 

This would eventually lead to the develop-
ment of the idea of the so called “magic bullet” 
or “hypodermic needle” model (DeFleur & 
Ball-Rokeach, 1989) that saw media as an om-
nipotent power, capable of exerting great influ-
ence on mass populations, particularly when 
the prevailing psychological view was to see 
populations as malleable and naïve.  The per-
ception of media as therefore being the domi-
nant force in communicating to populations 
was developed into a simplified model of com-
munication by Warren Weaver’s adaption of 
Claude Shannon’s 1948 model of communica-
tion (Rogers, 1986).  Weaver’s modification of 
Shannon’s model (Rogers, 1986) held within it 
the implication that by placing a message into 
a medium that would then allow exposure of 
the message to a key group, it would result in 
that message being absorbed and acted upon.  
Although work carried by Katz and Lazerfield 
(1955) and others would show that the act of 
communication was much more complex than 
this, the mixture of beliefs in the power of the 
propaganda model and Weaver’s model would 
be taken up by others, including the advertising 
industry, when it began to devise means by 

which it could demonstrate the power of media, 
by developing the first industry media research 
surveys.  

In the UK, the post WWII economic boom 
saw the arrival of a commercial television 
channel in the shape of ITV challenging other 
media, notably print, to gain a share of clients’ 
marketing funds.  To provide a means by which 
agencies and advertisers could measure audi-
ences for different types of media, the industry 
collectively set up media research surveys 
known as joint industry research surveys, or 
“The JICs” (Corlett, 1989).  With an adherence 
to the then dominant theories of the inherent 
power of media, these measured potential ex-
posure as a proxy for measurement of actual 
exposure, which in turn would then be taken as 
an approximation of a measurement of commu-
nication.  Thus, in the UK, television viewing 
was defined as being in the room with the set 
on and tuned to a particular channel.  This ap-
proximation of potential viewing was possibly 
quite close to actual viewing when it was first 
devised in the mid-1950s, when owning a tele-
vision set was new  and the watching of content 
was novel, a point illustrated by Moran in his 
book Armchair Nation (2013). 

Likewise, the UK’s measurement of reader-
ship as having “read or looked at” an average 
issue of a given title, was also closer to the truth 
in the mid-1950s, simply because news and 
magazines had only seen newsprint rationing 
stopped in 1951, allowing publishers to print 
unspecified copies in issue sizes not restricted 
by newsprint rationing, thus supplying a desire 
by the public to consume media and its content. 

The problem with both of these definitions 
was that they reflected a moment in time in 
terms of the dominant views on communication 
theory and of an economy that was rapidly 
changing in terms of consumer goods availabil-
ity.  As we will see, all these elements would 
change, but the means of measuring media con-
sumption, and therefore media’s role in the 
communication process, did not.  The reason 
for this was simply because the measurement 
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by potential exposure began to perform two 
roles.  Firstly, computerised analysis of combi-
nations of media, via either numbers of TV 
spots or titles used, formed the basis of calcu-
lation of how many consumers a particular 
combination of spots or titles would cover or 
“reach” for a particular campaign.  Agencies 
would present a media plan and claim that it 
would “reach x% of a given group of consum-
ers, with that group having on average of x op-
portunities to see an advertisement.”  Few, if 
any, clients would question exactly what the 
definition of “coverage” really meant.  Conse-
quently, coverage and frequency estimations 
based upon a linear model implicitly meant that 
simply placing an ad in front of a consumer 
would generate viewing, and then purchasing 
of that product by the consumer.  This seemed 
to be borne out as consumers spent their rising 
incomes, often extended by newly available 
easier credit, on new consumer goods.  There-
fore, advertising appeared to work, encapsu-
lated in the AIDA marketing model (Brierley, 
2002).  The immediate post WWII boom, 
which saw continuous growth and consumer 
consumption, meant that the cause and effect of 
advertising was under much less scrutiny than 
it was later to be. 
  However, the real problem was not this ap-
proximation of effect, for after all, these defini-
tions were close to reality as consumers readily 
sought to participate in the newly developing 
consumer society.  The real problem lay in the 
way these approximations of media effect were 
then built into the process by which media was 
bought and sold.  Coverage data, expressed as 
thousands, were then divided by the cost of 
space or airtime and became a means to estab-
lish the relative monetary value of a given title 
or TV spot.  The “cost per thousand” value that 
any media could potentially deliver became the 
currency by which the industry bought and sold 
space and airtime.  So the larger any media 
could deliver at the opportunity level, the more 
it could secure in revenue.  And higher revenue 
could be earned through negotiation with the 

media owner by lowering the cost per thousand 
as it was an opaque market.  The new industry 
surveys thereby became the golden standard by 
which media was traded as a currency as well 
as a surrogate means of defining communica-
tion.  So, by combining the two, one could de-
fine media value as communication “value,” 
even though the measurement definitions 
meant that it was not in fact a measure of com-
munication at all.  The fatal flaw with this ar-
rangement was that this equilibrium could exist 
as long as the world remained exactly the same.  
But if it changed, either in whole or in part, then 
this would mean that the currency was no 
longer valid with a subsequent challenge to the 
revenue base of media owners and to the work-
ing practices of the industry.  Given that the 
definitions were also to be later found in sys-
tems measuring campaign effectiveness via 
such things as tracking studies and, more re-
cently, in econometric analysis, then any 
change would impact the validity of the claims 
of the entire industry about how advertising 
“worked.”  The world did not stay the same, 
and just as issues arising from the wider 
PESTEL elements created a world that saw the 
rise of the advertising industry as part of the 
post WWII boom, then those same tectonic 
plates would also create the conditions that 
would alter the industry. 

 The major cataclysmic event to impact the 
advertising industry was the massive increase 
in oil prices caused by the Yom Kippur War in 
the Middle East in 1974.  For a UK economy 
already suffering from rising inflation and the 
results of large-scale industrial unrest, the re-
sults were a sharp decline in consumer spend-
ing, and a decline in the value of the pound, 
causing many clients to suffer the double 
whammy of declining sales and rising costs.  In 
fact even when the European economy did pick 
up, it did so at 2% per year, less than half the 
rate of the so-called Golden Age (Crafts & To-
niolo, 1996).  The same clients that had bought 
into the power of advertising as manifestation 
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of the AIDA model, and the industry media sur-
veys, now asked, “Why is our advertising not 
working as well, and how can I make my mar-
keting expenditure work harder?” 

The industry, in truth, had begun to ask the 
same questions after the mild economic de-
clines in the late 1960s, particularly in relation 
to the perceived changes in the consumer, by 
way of the emergence of the teenage market the 
1950s, and in terms of the growing desire by 
women to be seen as entities in their own right, 
rather as merely roles such as “housewives” or 
“mothers.”  The JWT and BMP agencies’ de-
velopment of the role of account planner as a 
way of better understanding these trends would 
gather momentum as the industry entered the 
1970s and would spread throughout the indus-
try after the economic slowdown of early 
1970s.  This would be paralleled by two other 
developments, both centred on finding out 
more about how advertising “worked.”  This 
was the growth in the use of tracking and meas-
urement systems, with Millward Brown 
launching its first tracking study in 1973.   

In parallel to these developments was the 
most fundamental change in the industry as a 
generation of young media directors in old-
style, full-service agencies left their secure jobs 
to set up their own companies who would sup-
ply standalone media planning and buying ser-
vices, at competitive fees to a growing number 
of clients.  These ambitious upstarts were be-
ginning to realise the growing importance of 
accurate planning and accountable media buy-
ing.  Known as “the media independents,” this 
group would be the forefathers of today’s giant 
media agencies.  Ironically, the rise in the im-
portance of media and how the consumer was 
now interacting with it was first discovered at 
agency JWT, by the work of researchers such 
as Doug Richardson, Judy Lannon, and Tom 
Corlett, who formed part of Stephen King’s 
first group of account planners (Griffiths & 
Follows, 2016).  The work of this group and 
others began to show that the consumer was no 
longer the naive sponge of Weaver’s linear 

model.  This was explored by Richardson, Lan-
non, and Corlett in a paper delivered at an Ad-
map conference entitled “The Use of Media” 
(April 1971) and followed up in a Thomson 
Gold Medal winning paper later that year.  It 
was ground breaking research on the con-
sumer’s use and attitudes to media.  In this re-
search, Richardson set out how media, as meas-
ured by the Joint Industry Committees (JICs), 
were merely seen as vehicles to convey mes-
sages, whereas the JWT research indicated that 
media also operated in terms of its relative 
communications capacity and in terms of being 
an intrinsic part of what is communicated 
(Thomson, 1971).  Corlett summed up the con-
clusions of this research by stating, “It is not 
what media does to people, but what people do 
with media that is important” (Corlett, 1971). 

The question raised here is what this means 
in terms of conceptuality of messaging and 
what (if anything) media adds to the communi-
cation that it carries, to the point of whether this 
implies that the media vehicle acts a neutral 
purveyor of a message, or whether the message 
becomes imbedded within the media content, 
and therefore is connected with how the con-
sumer interacts with that medium.  What we 
can see here is a connection with the Osgood 
and Schramm model of communication 
(McQuail & Windahl, 1981) that carries with a 
feedback loop.  

This was prescient on two levels.  Firstly, 
the immediate and direct level is the inference 
in relation to the model of communication that 
had been built into industry media research.  
Corlett’s work, in fact, endorsed the work by 
Paul Lazerfield and others in the 1940s, which 
showed that communication was far more com-
plex than the simple propaganda linear models 
and ideas of Lasswell and Weaver, and as such, 
it intimated that the model of communication 
based upon potential exposure was overly sim-
plistic, and that using it as basis for evaluating 
media communication value, as against a com-
modity cost, was on shaky ground.  
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Secondly, the implicit findings of the JWT 
teams’ work showed the evolving nature of 
consumers themselves and that their relation-
ship with media might not be static and one-
way, but that it had certainly changed through 
shifts in the society and culture of the 1960s.  
However, the problem was that by the mid -
1970s, the advertising industry was managing 
mechanisms for evaluating its output via the 
work of account planners related to media 
terms based upon the opportunity model that 
were tethered to a particular time and particular 
view of the consumer and of how advertising 
acted on that consumer.  The emergence of an 
account planning function implicitly admits 
that this one-way model was no longer valid, 
but the industry remained locked into aspects 
of the older linear model.  Law’s question may 
be out by a decade, but the inference may be 
right.  The question is what if the consumer is 
no longer living the 1970s?  Is there evidence 
that the idea of the evolving nature of the con-
sumer discovered in the late 1960s and ob-
served again in the 1970s was fact?  And how 
has the consumer evolved since then? 

 
THE EVOLVING CONSUMER 

 
For this we have to turn to the work of late 

Virginia Valentine and Wendy Gordon and 
their paper the 21st Century Consumer, pub-
lished in 2000, which won the gold award at the 
2000 Market Research Society conference.  
Their work investigates the evolving nature of 
the consumer and the consumer’s relationship 
with marketing and communications.  The au-
thors set out to investigate what we mean by the 
word “consumer” and came to the conclusion 
that this word is often misused or applied in a 
generalised sense, often failing to take into ac-
count the prevailing and changing cultural, so-
cial, political, and economic issues that impact 
an individual’s life.  The authors devised the 
following six models of thinking about the con-
sumer: 

 The marginalised consumer 

 The statistical consumer  

 The secretive consumer 

 The sophisticated consumer 

 The satellite consumer 

 The multi-headed consumer 

The paper relates these different types of 
consumer to historic time periods.  So, for ex-
ample, the “marginalised consumer” related to 
the era immediately after WWII, and the “sta-
tistical consumer” correlated to the period of 
the 1950s and the development of the consumer 
society that one finds reference to in Levin-
son’s “Golden Age.” 

The authors make the point that whilst these 
different stages represent different time peri-
ods, they are based upon an assumption that the 
consumer and the brand are fixed points in a 
fixed space and time.  At each stage, there is an 
assumption that these classifications enable the 
consumer to be fixed in this time period and 
that by doing this, the marketer and agency can 
work out how to influence or, in Gordon and 
Valentine’s words, “control” the consumer.  
The definition of a consumer thus becomes 
one-dimensional and therefore much easier to 
target.  Although the authors do not explicitly 
state this, one can see how this issue of control 
carries with it the legacy of the AIDA model 
and of the still prevailing methods by which 
marketing and media activity are measured.  
Gordon and Valentine pose the question of 
whether this control and prediction model is 
appropriate for the 21st century and conclude 
that it is not.  They see the modern multi-
headed consumer as someone who is a “subject 
that continually constructs identities for itself 
by entering into the process of consumption.”  
This involves a “two discourse with the brand 
which is constantly changing.”  Here we are 
stepping away from the old style linear models.  
The authors intimate that this consumption re-
lates to brand consumption, but given what we 
have observed from the work of Corlett and 
Richardson, we could look at consumption as 
being not just that of the brand message, but 
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consumption of the medium that the message 
appears within.  Clearly we should be seeking 
evidence that might examine this, but what we 
must first do is to establish whether other 
sources corroborate Gordon and Valentine’s 
assumption about the 21st century consumer. 

In a paper presented at the 1999 ESOMAR 
Marketing Research Conference, Mary Good-
year examined the way in which marketing has 
evolved.  She too looked at this as a series of 
stages, which are: 

 Commodity Selling

 Marketing

 Classic Branding

 Customer Driven Branding

 Post Modern Marketing
Goodyear defines the post-modern market-

ing as one based upon postmodern thinking, de-
scribing the “culture of the late 20th century as 
having lost its strategic focus, and as result as 
having fragmented into numerous threads of 
beliefs, value systems and lifestyle.”  With a 
“lack of belief in the possibility of progress or 
even that life’s narrative has meaning or signif-
icance.”  This, in turn, has created a consumer 
who is cynical and increasingly individualistic. 
Postmodernism proposes the concept of the 
fragmented multifaceted personality.  Here one 
can see the link with Gordon and Valentine’s 
multi-headed consumer. We can also look at 
the work carried out by Leiss et al. of Social 
Communication in Advertising (2005), where 
they map the evolution of cultural frames for 
advertising (table 16.1).  Here the authors focus 
on the evolution of the consumer, of types of 
products, and of resultant advertising content, 
across five frameworks.  These do not entirely 
map to the work of Gordon and Valentine or 
Goodyear, but the common link is the way the 
consumer exists within a controlled and de-
fined orbit around central tenets of society and 
culture of a given time period.  That is until the 
last period of 1990-2000.  Here the framework 
is seen as “fluid and relentless activity.” One 
where the “directors” are not marketers or the 
brands, but the consumers themselves, who can 

use in the service of a virtual unlimited set of 
creations and recreations of value and shared 
meanings (Leiss et al., 2005, p. 91).  This cor-
responds to Gordon and Valentine’s multi-
headed and Goodyear’s postmodern consumer. 

  The aforementioned research asserts that 
communications between brands and the con-
sumer are two-way and multifaceted.  This is 
similar to Gordon and Valentine’s work where 
they see the multi-headed consumer as engag-
ing with brands in a series of what they describe 
as “moments of identity” that occur at certain 
points and then become submerged until an-
other moment arises.  Here there is also a clear 
connection with Goodyear’s multifaceted per-
sonality.  This is not completely new, in that as 
old-style social structures and norms have bro-
ken down and altered since WWII, old style 
definitions of people and roles within society 
have become altered and blurred.  Gordon and 
Valentine’s female statistical consumer would 
have been much easier to define as the domes-
ticated housewife of the 1950s Fast-Moving 
Consumer Goods (FMCG) ads, and easier to 
target via mass media or specialised 
women’s/housewife magazines.  However, as 
women moved out of the kitchen and began to 
establish their own identities across the various 
frameworks as we have referred to here, then 
established media followed.  But the key here 
was that the old media operated by communi-
cating to a defined group in a defined manner, 
done by exercising control over the content that 
the group could gain access to (e.g., in terms of 
types of magazines and the editorial content 
they carried).  However, now the multi-headed, 
multifaceted consumer operates at an individu-
alistic level, where different tenets of that indi-
viduality are forming and reforming in a vari-
ety of ways, within and across different cultural 
and social dimensions.  Old-style media could 
make connections with these groups, but the 
question arises as to whether it was doing this 
in depth and in a meaningful manner that would 
satisfy the individual and whether this commu-
nication could be measured.  
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The work by Gordon and Valentine (2000), 
Goodyear (1999), and Leiss et al. (2005) indi-
cates the shift away from mass marketing to 
targeting smaller segments of consumers, and 
this is also mirrored in the appearance of more 
specialised media, given birth by the first gen-
eration of emergence of digital technology be-
ing used in desktop publishing and satellite 
broadcasting to produce more niche media.  
However, the old-style media measurement 
systems’ dependency on only measuring poten-
tial audiences without reference to the commu-
nication power of a medium means that once 
audiences began to decline at the opportunity, 
this was seen as a decline in communication 
power.   

So the gradual fragmentation of media from 
the 1980s onwards caused by the very early dis-
ruptive power of digital technology in the form 
of more TV channels to watch, more individu-
alised music choice via special radio station or 
Walkman-like technology, the growth of more 
print media via desktop publishing, all began to 
erode existing media’s opportunity to “reach.”  
So taking the definition of viewing as being in 
the room, if we have six people in a room, but 
only three are actively watching the pro-
gramme, what happens if the three not watch-
ing exit the room and leave the three who are 
actively engaged in the programme?  Are these 
three more able to engage in its content?  Old-
style measurement systems indicate that I have 
lost half of my audience, yet I may well have 
improved by communication, but lack the data 
to prove it. 

  The disruptive nature of 21st century digital 
technology is often seen as killing off old leg-
acy media such as newspapers and magazines, 
by reducing copy sales and average issue read-
ership. But what if core regular readership is 
not diminishing at the same rate? Could we, can 
we, measure how the 21st century consumers 
engage with content and brands by just using 
old style research methods, a point made by 
both Gordon and Valentine and Goodyear, and 

by others (Heath International Journal of Ad-
vertising, 1999)?   Is the decline of old media 
the fault of digital technology, or the model of 
measuring old media’s audiences? 

 
DIGITAL MEDIA – THE LOGICAL 
TOOL FOR THE 21ST CENTURY 

CONSUMER 
 
Importantly, all three consumer research 

theories were written as the age of modernism 
morphed into a period where postmodernism 
became more mainstream.  Reading all three as 
we can from 2017, we might believe that the 
age of personalised media, in the shape of the 
smartphone and social media, was predestined, 
providing as it does a facility for this expres-
sion of multifaceted individualism in a post-
modern world.  This does not just apply to so-
cial media alone.  Print titles like The Times or 
Marie Claire now exist, both as print versions 
and across a variety of digital platforms, which 
can be read or looked on a variety of digital de-
vices, across different times in the day.  How 
would a brand use these titles, in some or all of 
their manifestations, to communicate with a 
35-year-old woman, whose moments of iden-
tity may shift in accordance with her multifac-
eted “self” of senior business executive, mother 
of two children, wife, or woman?  

The tendency by some agencies and some 
clients is to talk about digital disruption, but to 
see this in terms of a mere shifting of audiences 
away from old media to the new and, therefore, 
a desire to measure it in much the same way 
that old media was measured, i.e., via exposure.  
It ignores the fact that digital, via its diversity 
of freely available content on personalised de-
vices, has provided a facility for consumers in 
the 21st century to fully develop in a manner 
that represents a way of expressing their indi-
viduality that they can control, rather than be-
ing controlled by others.  

In his book Convergence Culture (2006), 
Henry Jenkins states, “Consumers are learning 
how to use these different media technologies 
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to bring the flow of media more fully under 
their control and to interact with other consum-
ers.  Convergence requires media companies to 
rethink old assumptions and what it means to 
consume media, assumptions that shape both 
programming and marketing decisions” (p. 18).  
Jenkins sets the differences between the old 
and new media landscape as this: 

 
Old Consumers – Passive, Predictable, 
Isolated, Silent, Invisible   
New Consumers – Active, Migratory, 
Less Loyal, Connected, Nosy, Public  

 
Jenkins notes the trend by some organisa-

tions to create what he calls “affective econom-
ics,” encouraging companies to transform 
brands into what an industry insider calls “love 
marks” and to blur the line between entertain-
ment content and brand messages.  “Watching 
the advert or consuming the product is no 
longer enough; the ideal company invites the 
audience inside the brand community” (2006, 
p. 20).  But, Jenkins warns, “If such affiliations 
encourage more active consumption, these 
same communities can become protectors of 
brand integrity and thus critics of the compa-
nies that seek to court their allegiance” (2006, 
p. 20).   

In both the definition of the consumer and in 
how attempts to get closer to them may fail, we 
can see echoes of the 21st century consumer 
described by Gordon and Valentine (2000), 
Goodyear (1999), and Leiss and his fellow au-
thors (2005), but a 21st century consumer is 
now “armed” with an ability to engage with a 
brand on their terms, not the brands.   

Failures to understand this can be seen in the 
rise of ad blocking (Adblock Report, 2017), in 
the mistrust of advertising (Credos Research, 
2012), and in the alienation from brands and es-
tablished authority (Trust in Brands Research, 
2017). 

 
 

20TH VERSUS 21ST CENTURY 
ORGANISATIONAL CULTURES AND 

STRUCTURES 
 
These developments in understanding the 

consumer pose not just a continuation of the 
problem first seen in the 1960s with the reali-
sation that the consumer was no longer passive. 

They make the point that now “the new busi-
ness culture is more dynamic, flexible less con-
trol and prediction, more tolerant of ambigu-
ity.”  Given the paper was written at the turn of 
the century, it may appear that it was ahead of 
its time, and that some of the tenets of the new 
business culture described by Gordon and Val-
entine (2000) relate much more to the mantra 
of “test and move on” now seen to be the watch 
word of organisations such as Google, Face-
book, and Amazon, than of the ad industry or 
its clients.  

However, in a recently published report, by 
the McKinsey Management Consultants 
(Brodherson et al., 2017), the organisation 
stated that its own research clearly showed that 
companies that adopted a holistic approach to 
creative across the entire organisation score 
higher in terms of organic growth, average total 
return to shareholders, and net enterprise value.  
The report also stated that: 

 
Companies at the top of the ACS rankings 
have a near-fanatical devotion to under-
standing their customers. This leads them to 
go way beyond standard research methods 
like surveys and focus groups. Instead, they 
rely on multiple sources—advanced analyt-
ics, ethnographic research, and behavioural 
analysis—to understand customers inti-
mately. 
This echoes the bricolage approach to re-

search and data collection set out in the Gordon 
and Valentine paper.  Many of the rest of the 
report’s findings mirror the much more adap-
tive and fast thinking organisations found in the 
Gordon and Valentine paper.   
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Table 1: Attitude and Behavioral Differences between This Century and The Next (Gordon and 

Valentine 21st Century Paper) 
 

Say goodbye 20th century Say hello 21st cen-
tury  

Say goodbye 20th century Say hello 21st cen-
tury  

Stable and predictable  Ever changing  
Large and extensive  Quick and responsive  
Command and control  Leadership and empowerment  
Rigid organisation  Flexible and virtual organisation  
Control by rules and hierarchy  Guided by vision and values  
Information fortress  Information sharing  
Rational, quantitative analysis  Imagination, creativity and intuition  
Need for certainty  Tolerance of ambiguity  
Reactive and risk averse  Proactive and entrepreneurial  
Process led endeavour  Solution seeking exploration  
Corporate independence  Interdependence and alliances  
Vertical integration  Virtual integration  
Internal organisational focus  Focus on the market  
Consensus  Constructive contention  
Competitive advantage  Collaborative advantage  
Competing for today's markets  Creating tomorrow's markets 

ONE SIZE MAY NOT FIT ALL 
CULTURE, DIGITAL AND THE 21ST  

CENTURY PESTEL LANDSCAPE 
 
However, it would be too sweeping to say 

that simply altering research techniques, com-
pany structures, or understanding the shift in 
the axis between brands and the consumer de-
livered by the consumer’s access to digital 
technology are the answers that can be univer-
sally applied to all cultures and countries, par-
ticularly as we observe the shifts occurring, 
with the emergence of China as an economic 
power, the potential decline of the U.S.’s cul-
tural power, and the realignment of Europe af-
ter Brexit.  

In a paper written in 2013 by Goodrich and 
Mooij, they examined the results of research 
based upon Hofstede’s (2010) cultural varia-
bles, which looked at differences at an interna-
tional and country-by-country level, on the role 
and use of social media.  This indicates that 
there are variations by country in terms of how 

digital technology is used by consumers and 
that this appears to be clearly linked to the un-
derlying culture traits within an individual 
country.  It is noticeable, for example, that 
where countries have a marked tendency to-
wards individualism within a society the use of 
social media is markedly different from those 
in more collectivist societies.  This in turn im-
plies that some of the issues raised in this paper 
need to be looked at in conjunction with 
knowledge of cultures within different coun-
tries. 

 
CONCLUSION 

 
 However, it has to be stated that this would 

strengthen the case for employing the bricolage 
research techniques recommended by Gordon 
and Valentine (2000).  More fundamentally, it 
indicates that the impact of digital technologies 
goes beyond just creating ongoing rivers of 
data whose use can somehow be deployed in a 
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manner to try to create a “magic bullet” solu-
tion.   Marketers and their agencies have to op-
erate in a much more complex and intercon-
nected world, where despite the appeal of in-
stantaneous data, it is human interaction with 
digital technology and how that interaction 
evolves that is the key.  Corlett’s (1971) man-
tra, “Not what media does to people, but what 
people do with media” is possibly even truer in 
the 21st century than it was in 20th.  The fact 
is, however, that the failure by the industry to 
move media measurement away from the 
model built on the perception of consumers that 
is half a century out of date will probably only 
exacerbate not just issues of measurement, but 
wider issues relating to the relationship be-
tween the consumer and marketing communi-
cations.  If voice recognition technology in ser-
vices like Amazon Echo emerges as a dominant 
consumer habit, this would combine the role of 
information provider with a path to purchase.  
Is this the magic bullet, or do we still need to 
understand what drives the message/consumer 
interface? 
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Where Are the Social Media Eurocorns?  Are US-Centric Social 
Media Platforms Delivering for Marketers Within Europe? 

 
 

John P. Hathaway  
 
 
ABSTRACT. This conceptual paper examines the failure of European social media actors to reach 
the size and scale of their American counterparts and identifies the problem for marketers as social 
media adoption rates throughout Europe vary.  How can marketers reach their target audience if 
adoption rates vary throughout Europe, and what is the cause?  This paper examines the funding 
of social media actors looking at the differences between the global brands and European cultural 
issues that have a bearing on social media adoption.  The results illustrate that funding and scale 
are not significant, but cultural issues based around trust, openness, and honesty of the platform 
are significant.  Further research is required to further test the issues outlined within this report, 
but for marketers, the use of local smaller social media players should not be excluded from their 
strategies. 
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INTRODUCTION  

       Has the dominance of American social me-
dia platforms skewed the evolution of Euro-
pean competition in favour of U.S. social me-
dia organisations?  The rise of Internet connec-
tivity across the globe has led companies and 
marketing agencies to embrace the rise of digi-
tal advertising with data from the UK Office of 
National Statistics, ONS, estimating the value 
of e-commerce in 2015 to be over £533bn, ex-
cluding micro enterprise data (ONS 2015).  
Alongside this, the rise of social media plat-
forms and mobile devices has significantly 

changed the market space, now with a focus on 
connecting with the consumer, with 56% of 
14,000 digital marketing and e-commerce pro-
fessionals across EMEA citing increases in 
their social media marketing budgets (Econsul-
tancy, 2017).  However, this connectivity does 
not come without its problems.  Despite the 
best intentions of marketers targeting the right 
customer or not, many consumers are opting 
for ad-blocking services to get away from both 
Internet and mobile advertisements (Econo-
mist, 2015).  In an attempt to make content and 
message more applicable to the targeted con-
sumer, personalisation has risen through the 



56 JOURNAL OF EUROMARKETING  

ranks of digital priorities for these actors in an 
attempt to connect with the consumer, and this 
trend is unlikely to change significantly in the 
near term (Econsultancy, 2017).  The present 
modus operandi applied, in an attempt to better 
comprehend consumers, is that firms have 
taken to investigating the consumers’ shopping 
and online habits to build consumer profiles.  
The limitations of consumer search history has 
given rise to social media enterprises to fill in 
the gaps in those profiles via access to a wider 
set of data provided knowingly and sometimes 
unwittingly to their social media account pro-
vider.  Yet while these profiles offer insight and 
potential targeting opportunities for marketers, 
the acceptance of a limited number of platforms 
of American origin poses the potential of 
adopting a one-size-fits-all approach to con-
sumers in the European markets.   

The rise of U.S.-centric social media plat-
forms has its advantages and disadvantages.  
Within the United States, a common language 
dominates the majority of the country, and a 
common and shared history allows the popula-
tion to coalesce.  With calls for greater research 
efforts to be directed towards comprehension 
of cross-cultural engagement and the usage of 
social media, marketers can only benefit from 
greater consumer awareness (Gong et al., 
2014).  The European market within the Euro-
pean Union has disparate cultural norms that, 
although separated by nothing more than a road 
in some instances, differ significantly (Czar-
necka & Keles, 2014).  Where developing or 
less sophisticated markets are accepting of 
global brands through GCCP (Global Con-
sumer Customer Positioning) appeals, they are 
viewed less favourably by more developed 
countries (Czarnecka & Keles, 2014).  This de-
marcation clearly indicates significant differ-
ences between producing and using a global 
strategy that will address the needs of both 
types of markets.  With greater exposure to 
brands of all types, there is inference that 
GCCP appeals become less visible to the so-
phisticated consumer due to desensitization to 

mass marketing activity. The issue arising from 
these findings suggests that different ap-
proaches to message design and delivery be-
come important for the marketer.    

Studies of national cultures have often pro-
duced limited insight and broad generalisations 
that fail to translate to the entire population and 
have been criticised by academics (Taylor, 
2010).  Marketers tailor their activities to the 
target market in order to both appeal to the tar-
get consumer and avoid cultural faux pas.  De-
spite a global convergence in areas of modality 
such as mobile phones, use of the internet, flat 
screen TV, and apparel, consumer cultural dif-
ferences remain within the substrata of nation-
alistic identity via relational orientations and 
modalities (Trompenaars, 1995).  Modalities, 
such as usage of social media, remains high in 
many European countries, but trust in firms 
such as Google and Facebook remains low in 
countries such as France and Germany (Von 
Abrams, 2016).  This poses a problem for both 
marketers and social media actors.  Marketers 
divide their decision making on social media 
content between content designs, how the mes-
sage should appear, and content dissemination, 
sending the message to the right consumer 
(Stephen et al., 2017).  

If the dominance of U.S.-centric social me-
dia platforms offer limited targeting at the right 
consumer and the message content looking to 
engage with the consumer within Europe does 
not address the diverse population, can Euro-
pean marketers continue to use them with con-
fidence?  Equally, if countries such as France 
and Germany, with 43% of the Euro area pop-
ulation (Economist, 2016), mistrust these 
firms, why have no European social media uni-
corns emerged to fill the gap, if indeed, a gap 
exists at all? 

This conceptual paper views the rise of U.S. 
social media actors and their usefulness to Eu-
ropean marketers as limited due to cultural ac-
ceptance and appeal and calls for more Euro-
pean-centric social media competitiveness.           
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  The paper examines cultural differences 
towards the adoption of social media within 
Europe in order to establish cultural factors that 
support or restrict the adoption of social media.  
A review of the growth of social media is pre-
sented via archival research to illustrate and un-
derstand the attributes of their competitiveness, 
focusing on their funding, acquisitions, and 
scale.  The paper concludes with both discus-
sion of conceptual contribution and directions 
for further research.  

 
THEORETICAL BACKGROUND: 

GLOBAL CONSUMER CULTURE 
POSITIONING (GCCP) 

 
Increased globalization and the wide spread 

and availability of technology has greatly 
shrunk the world we live in today.  The ability 
to buy and sell on a global stage has never been 
easier thanks to the Internet and global conver-
gence in consumer goods.  This ability to reach 
consumers is viewed as a golden goose that has 
allowed marketers to peddle the wares of the 
organisation across the globe on an invisible 
magic carpet called the Internet, via social me-
dia platform providers such as Facebook, Twit-
ter, and Snapchat.  Yet despite the obvious op-
portunities to reach millions of consumers rel-
atively inexpensively and easily, the same old 
issues of connecting the right message to the 
right consumer via the right media remain 
(Risko & Wiwczaroski, 2014).  Despite grow-
ing convergence across brands throughout 
global markets, issues with understanding the 
global consumer are still common.  Cultural 
differences still exist whether we accept them 
or not, and the need for marketers to agree on a 
common framework has resulted in acceptance 
of the Global consumer culture positioning, or 
GCCP, framework (Alden et al., 1999).  Global 
consumer culture positioning (GCCP) is de-
fined as “a brand positioning strategy which as-
sociates the brand with a widely understood 

and recognised set of symbols and values be-
lieved to constitute global consumer culture” 
(Czarnecka & Keles, 2014, p. 60).   

Despite the increase in popularity of glob-
ally available products such as the Apple i-
Phone, Samsung Galaxy mobile phone, and au-
tomobiles such as BMW and Toyota, that trans-
cend many cultural barriers and offer a shared 
set of global consumption symbols or “semiot-
ics,” differences still permeate global consumer 
behaviour (Alden et al., 1999).  The shared set 
of global consumption symbols such as product 
categories, brands, and consumption habits are 
meaningful to the segment members, but what 
that meaning is can be highly individual (Alden 
et al., 1999; Terpestra & David, 1991).  Adver-
tising content acceptable in one or multiple 
contexts may still require further revisions or a 
new concept to appeal to the global consumer 
where overriding nationalistic cultural artifacts 
still permeate the individual’s cultural bounda-
ries.  While the concept of a “global consumer” 
appeals to many in the management and ac-
counting ranks of the digital advertising world 
as a way to increase reach and reap the econo-
mies of scale (Samiee et al. 2003), this view 
contradicts the research findings of  “personal-
ization.”  With marketers gaining greater ac-
cess to personal data about the individual con-
sumer, the ability to both target and personalize 
the marketing message to the individual is 
growing in popularity.  But whilst this “person-
alization” suggests a better offer to the individ-
ual consumer, the ability to provide that “per-
sonalization” requires greater investment in au-
tomation to capture the consumer’s need or in-
tent, analyse their requirement, design an ap-
propriate response, and present the offer back 
to the consumer via the correct media in order 
to reap the benefits.  Social media offers the 
capture and data required for “personalization,” 
but the rest is down to the marketer.  Therefore 
social media is only as good as the accuracy of 
the data it provides to its major revenue stream 
provider, the advertising buyer.            
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Social media penetration rates within the EU 
have been growing steadily, and predictions 
suggest that more than half the population of 
Western Europe will be active on social media 
by 2019 (Emarketer, 2016).  Table 1 illustrates 
the penetration rates of social media as a per-
centage of the population within Western Eu-
rope and the United Sates. 

 
Table 1. Percentage of the Population within 
Western Europe and the United Sates. 

 SM Pen. Rate %  
USA 66.0%  
Spain 44.4%  
France 45.0%  
Poland 39.0%  
Germany 46.2%  
UK 57.2%  
Holland 62.9%  
Italy 43.6%  
Western Europe  43.90%  

    Source: eMarketer.com (2016) 
 

Social media has become increasingly use-
ful for many firms with orders being placed via 
sites such as Facebook, a trend that is increas-
ing within the UK (Croft & Mansey, 2013).  
The UK Cards Association revealed that Brit-
ain is now the 3rd largest e-commerce market in 
the world and the largest in Europe, with inter-
net spending growing by £30bn since 2014, ex-
cluding international sales through online retail 
and music-streaming platforms (Jagger, 2017).  
However, whilst Britain leads the way in the 
use of e-commerce and social media, issues 
persist with consumer perceptions of brands 
and the type of promotion used in marketing 
communications.  A growing trend in younger 
consumers is to avoid brands through con-
scious advertising avoidance.  This negative 
feeling towards specific brands and their adver-
tising messages has been found to influence 
brand consumption to the point where the ad-
vertisement itself influenced the consumer to 
such a point that they stopped consuming the 
product, even though they liked the actual 
product itself (Knittel et al., 2016).  Consumer 

irritation from content and exposure as well as 
the media, online and offline, also plays a role 
in influencing the consumer’s brand avoidance 
activities (Thota et al., 2012).  However, these 
findings are not without their limitations as the 
study used a relatively small sample of partici-
pants from a number of European countries, 
namely, Germany, Finland, Slovakia, Bulgaria, 
Poland, and Estonia.  Whilst the views of the 
participants confirmed issues associated with 
brand avoidance, the study did not examine in-
tra-country differences between the partici-
pants.  But defining national cultural character-
istics is not easy, as not only are there differ-
ences in opinion as to what constituents to in-
clude in the construction of the definition, but 
also that the ability provide a single definition 
is unrealistic (Krober & Kluckholn, 1952; 
Craig & Douglas, 2006).  Leung et al. (2005) 
provide a broad and generally acceptable defi-
nition of culture, defining it “as a multi-layered 
construct existing at different levels, global, na-
tional, organizational and group cultures, 
which encompass the individual” (p. 357). 

This basic definition offers a baseline for 
general artifacts of culture without being too 
prescriptive, thus allowing culture to be de-
fined with greater freedom within nationalistic 
subgroups and brand users.  The issue for mar-
keters is that many of the elements used in the 
definition are becoming increasingly blurred as 
the global market converges and consumer 
needs become the same or very similar.  The 
role of economic mobility, especially within 
the European Union, has blurred many national 
cultural norms further as economic migration 
changes the social make-up of the populace.  
That said, it must be noted that researchers need 
to develop deeper comprehension of cultural 
differences if they are to be used effectively by 
managers (Craig & Douglas, 2006).  In an at-
tempt to resolve both the need for efficiency 
savings and a unified brand by presenting the 
marketing message under a unifying umbrella 
brand concept that allows these cultural differ-
ences to be acknowledged and catered to within 
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the local market suggests a best-of-both-worlds 
approach (Jing & Ran, 2012).  Where there is 
strong convergence in consumer cultural posi-
tioning such as in highly developed markets 
like Western Europe, standardization offers 
some of these required economies, but greater 
localization is identified in order to supplement 
the umbrella element to make the marketing 
message more personal to the local populace 
(Jing & Ran, 2012;  Nelson & Paek, 2007).  But 
again, whilst this does suggest a way forward 
to overcome these issues, they do not neces-
sarily address either the cost-benefit advantage 
of a unified campaign or the personalization re-
quirements as outlined (Czarnecka & Keles, 
2014; Batra et al., 2000).   

The suggestion that the global consumer can 
be captured in a one-size-fits-all approach as 
global consumers move away from national-
istic anchored cultural frames of reference and 
more towards an interconnected digital nomad 
creates a conundrum (Alden et al., 1999; Ar-
nold & Thompson, 2005).  Trompenaars’s 
model of 7 cultural differences within nations 
and relational orientations illustrates the range 
of common factors where cultural differences 
can be observed, e.g., factors such as Univer-
salism-Particularism, or the strength of orienta-
tion towards relationships and rules that guide 

the behaviours of the individual or national col-
lective.  Another factor that lends itself to this 
topic is Individualism-Collectivism, where the 
focus of relationships is either individually or 
collectively centred.  How emotional we are as 
a nation is measured through Affective-Neutral 
cultural measurement.  Countries with high af-
fectivity scores show their emotions more 
openly.  The topic of social media touches on 
all three of these areas, and the fourth factor, 
Specific-Diffuse cultural behaviour, lends it-
self to the topic of social media and interaction 
as it identifies how open we are as individuals 
towards others.   

Specific cultures segregate individual ele-
ments of their lives and keep relationships sep-
arate for each element, such as work and lei-
sure.  Diffuse cultures are more open and share 
different aspects of our lives with others.  Alt-
hough Trompenaars identified 7 factors within 
the framework, these four are relevant for inter-
personal and collective relationship factors 
found in social media.  The data is also quanti-
tative, which allows for scores to be analysed 
using correlation measurement, whereas the re-
maining 3 are more descriptive and qualitative 
and therefore harder to integrate into a correla-
tion analysis (Trompenaars, 1995, 2000).  Ta-
ble 2 shows the results of Trompenaars’s re-
search and social media penetration rates.   

 
Table 2: Social Media Penetration and Trompenerian Cultural Scores 

  Universalism vs.  Individualism vs.  Affective vs.  Specific vs. 
 SM Pen. Rate % Particularism  Collectivism Neutral Diffuse 

USA 66.0% 95 79 40 85 
Spain 44.4% 65 73 n/a n/a 
France 45.0% 68 48 34 81 
Poland 39.0% 74 59 n/a 71 
Germany 46.2% 91 60 75 75 
UK 57.2% 90 66 71 82 
Holland 62.9% 88 69 59 83 
Italy 43.6% n/a 52 29 75 
Western  
Europe  43.90%     

Source: eMarketer.com (2016) and Trompenaars (2000) 
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        Despite similarities between scores on 
some topics such as Universalism-Collectiv-
ism, where countries such as the U.S., Ger-
many, UK, and Holland are closely aligned, so-
cial media penetration rates in Germany remain 
in the lower category with Spain, France, Italy 
and Poland.  So whilst there are similarities 
across national cultures in some areas, the pic-
ture presented also identifies stark differences 
that remain unresolved, such as Affective-Neu-
tral behaviours.  Where multi-national corpora-
tions (MNCs) use standardization of creative 
strategies, it is often to be found in the “mes-
sage content,” which offers elements of the 
global umbrella philosophy, whereas the exe-
cution or the “delivery” is adapted to the local 
market conditions (Frazer, 1983; Mueller, 
1996).  Digital advertising would, it appears, 
need to be nationalistically culturally loose, re-
inforcing of global segment membership and 
also highly personalised (Okazaki & Taylor, 
2013).  The identification of cultural differ-
ences between different nationalistic cultures 
and the potential problems this presents to mar-
keters calls for further research to develop com-
prehension of these cultural differences be-
tween countries and the use of social media 
(Gong et al., 2014; Schultz & Peltier, 2013).  
The broad definition of culture as defined by 
Hofstede (2001) and the subsequent testing of 
the cultural characteristics between different 
social media users offer significant insight into 
how marketers need to adopt their message 
across cultural divides using social media 
(Gong et al., 2014).  But despite these findings, 
research into social media platform acceptance 
and suitability remains weak.            

However, alongside the likes of Facebook 
falling from grace with younger generations, 
research suggests that despite the plethora of 
data and information shared online, consumers, 
especially the younger generations, are choos-
ing to limit accurate information about them-
selves in the online world through “dirtying 
data” or “Vaguebooking” to muddy the waters 
of real data availability (Strong, 2015; Okazaki 

& Taylor, 2013).  Equally worrying is the fact 
that two platforms, Google and Facebook, are 
estimated to capture 70% of the UK online dis-
play advertising market by 2020 and already 
hold two thirds of the U.S. market (Frean, 
2016).  If the market for delivering the GCCP 
to the target audience via digital platforms is 
dominated by too few players, the opportunity 
to protect market shares and profits lends itself 
to an inefficient market scenario and the oppor-
tunity to abuse their market position.  Coupled 
with this issue are the roles of both consumer 
data and platform service honesty.  The accu-
racy of data therefore becomes an issue for the 
marketer.  If the platform provider cannot be 
confident in the data, the repercussions are sig-
nificant.  The issue for marketers is that if the 
delivery vehicle is wrong, or indeed providing 
incorrect targeting data due to cultural disso-
nance with the message provider, then the use-
fulness of the strategy is greatly diminished.   

     
U.S.-CENTRIC SOCIAL MEDIA 

PLATFORM STRATEGIES AND 
EVOLUTION 

 
The evolution of social media has been hetero-
geneous with many players entering the market 
space yet few finding their way to the top.  The 
market environment has been dominated by a 
few big players, notably Facebook, WhatsApp, 
Snapchat, and Twitter for several years now, 
although several would-be contenders have 
been acquired by others to kill of the competi-
tion, to add features their own in-house devel-
opers cannot replicate quickly enough, or 
simply to add user numbers to their existing 
market share.  Social media has evolved in step 
with the march of technology, and for the pur-
pose of this paper, social media is defined as 
the following: “An opt-in information sharing 
service provided via the internet and mobile de-
vices for individuals and groups” (Hathaway, 
2017). 

The definition provides scope for including 
variations of offer without placing restrictions 
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that may reduce the ability of the paper to in-
clude new and emerging variations.  Therefore, 
the scope of the review is concerned with only 
social media offerings from 1992 onwards, the 
birth of the Internet, and restricted to delivery 
via the Internet or via mobile phone.  The focus 
will attempt to concentrate on significant play-
ers within the market that have achieved scale, 
revenues and/or user numbers, and notoriety 
including longevity and/or unique positioning 
within the market space.  Some European so-
cial media actors are included to identify con-
tributors during the same time periods in order 
to provide contextualization only.  It is not in-
tended that this review will attempt to examine 
all social media platforms, as this would in it-
self be too large a task to include within these 
pages.      

Despite the growth in Internet users from 
1992 onwards, the ability to attract users in sig-
nificant numbers to a single social media plat-
form was not recognised until 1997 when six-
degrees.com was launched.  Despite providing 
what was to become the norm for future social 
media platforms, profiles, friend lists, and affil-
iations, six-degrees.com struggled to gain trac-
tion as infrastructure and networks were lim-
ited.  The number of users was in the millions, 
but this did not stop the eventual decline of the 
site in 2001 (CBS News, 2017).  In the UK, 
Friends Reunited gained widespread appeal af-
ter its launch in 1998 with user numbers reach-
ing 15m, attracting attention from ITV, a UK 
television company that acquired the firm in 
2005.  Difficulties in turning the site into a 
money-spinner persisted, and in 2009, ITV sold 
the firm (Glenn, 2012).  Launched in 2002, 
Friendster, a social media and gaming plat-
form, entered the market and proved popular 
across multiple genres.  Despite an offer from 
Google in 2003, the site eventually started to 
lose favour and was overshadowed by the then 
emerging behemoth, Facebook.  User numbers, 
one of the key metrics used to assess perfor-
mance, were on paper good, with strong fol-
lowing in parts of the globe such as South East 

Asia.  But numbers in America were falling 
rapidly as Facebook started to dominate the 
market.  The issue for Friendster was that 
whilst user numbers were rated in the tens of 
millions, the network strength of the connec-
tions was actually very weak.  Therefore, the 
actual number of “actively engaged” users was 
far smaller than had been reported (McMillan, 
2013).  “Paused” in 2015 for a redesign and 
break, the site remains closed two years later 
(Friendster, 2017).  Where Friendster struggled 
was in attracting and retaining a core of key us-
ers, or K-cores, that not only have a lot of 
friends but also “resilience and social influ-
ence” (Garcia et al., 2013).  

Other early successes were quickly followed 
when the introduction of broadband Internet 
connections replaced dial-up modems and the 
gradual elimination of buffering allowed plat-
forms such as MySpace to emerge in 2003, 
which quickly grew in popularity, and was ac-
quired in 2005 by News Corp for $580m (Hale, 
2015).  Yet despite these grandiose valuations, 
sites such as MySpace did not prosper as they 
had intended.  News Corp sold MySpace in 
2011 for $35m (Crunchbase, 2017a).   

In 2002, the professional social media plat-
form LinkedIn, a platform that provides pro-
files, career biographical data, and networking 
opportunities was launched.  Acquired by Mi-
crosoft in 2016 for $26bn, the firm must find 
ways to become profitable if it is to justify the 
50% premium paid by Microsoft to acquire it.  
Financial data from 2015 shows LinkedIn 
made a $166m loss on $2.9bn of sales, suggest-
ing multiple issues for the new owners to over-
come (Cohan, 2016).  But performances such 
as this are not uncommon.  The 2003 launch of 
social media platform Hi5.com attracted much 
attention and was acquired by Tagged in 2011 
before being acquired again by The Meet 
Group for $60m with presently +2.5m daily ac-
tive users.  However, these numbers again 
struggle in comparison to larger competitors, 
and they struggle to gain significance in the 



62 JOURNAL OF EUROMARKETING

global market (Constine, 2017; The Meet 
Group, 2017; Crunchbase, 2017b).   

XING, founded in 2003 and floated in 2006, 
has found popularity with 6.5m of its 13m users 
being accounted for within German speaking 
countries alone.  This social networking site for 
busy professionals is noticeable as one of the 
few European social media platforms that has 
managed to survive despite relatively low user 
numbers.  Listed on the Frankfurt stock ex-
change and with a market capitalization of 
Euro1.38bn and a stock price of Euro242.80, 
XING is one of the few that has shown a steady 
long-term trend in growth of share price (Ya-
hoo Finance, 2017).  2004 saw the launch of 
Facebook, which has come to dominate much 
of the social media landscape in recent years as 
it has acquired new features and services.  With 
1.97bn monthly active users on its books, Fa-
cebook represents a substantial tour de force in 
the market environment.  However, with only 
the UK appearing in the top 10 list of Facebook 
users in the European Union, so far, with 42m 
users, XING’s 12.7m active users starts to look 
a lot more attractive (Statista.com, 2017; 
XING, 2017).  With faster download speeds, 
video became more popular over the internet, 
and sites such as Flickr emerged to offer a 
video and picture sharing platform.  2005 saw 
the arrival of the German social media player 
Lokalisten, a German equivalent of Facebook 
and MySpace.  User numbers grew signifi-
cantly to around 43m in 2009, but by 2013 
these had dropped to around 2m (Ecommerce 
News, 2013).  In 2005, Bebo was launched with 
a focus on “blogging” or running commentary 
from users who wish to post content to the web. 

However, the launch of YouTube, a video 
sharing platform, marks a notable shift in con-
tent and execution focus.  The popularity of 
video sharing caught the attention of Google, 
who acquired the firm in 2006 (BBC news, 
2006).  Also entering the market space with a 
new social media concept in 2006 was Twitter. 
It captured user attention due to its brevity and 

simplicity, which appealed to many social me-
dia users who did not want to use what were, 
by now, clunky and old-fashioned platforms 
such as Facebook, Friends Reunited, and 
MySpace.  However, despite these apparent 
weaknesses, user numbers continued to grow 
especially for Facebook, which in 2009 
reached 400m users whilst its key competitor 
MySpace dropped to just 57m users (Glenn, 
2012).   

In 2006, Tuenti, a Spanish social media site 
similar to Facebook, was launched.  Initially 
targeted at Spanish users, by 2011 it had gained 
over 11m users compared to Facebook’s 15m 
Spanish users (Parkinson, 2011).  However, in 
2012 with user numbers static at around 10m, 
it looked for greater traction by refocusing its 
operation on mobile messaging and moving 
away from the full service Facebook model 
(Dans, 2016).  The emergence of WhatsApp in 
2009 added a new dimension to the market with 
its cross platform instant messaging service for 
mobile devices.  The popularity of this service 
attracted the attention of Facebook who ac-
quired the firm in 2014 (WhatsApp, 2017). 
This middle age of social media saw the shake 
out of the market as popularity of platforms 
confirmed their continued success or gradual 
decline.  By 2010, Facebook had grown to over 
550m users, Twitter was recording over 65m 
tweets per day, and 2bn YouTube videos were 
being watched every day (Glenn, 2012).  In 
2011, Google+ was launched as a social media 
add-on to its existing offering, sharing many 
features from other providers such as pictures, 
micro-blogging, and video chat, but it was late 
to the scene, and despite promising early user 
number growth, it continued to struggle to gain 
traction in the market space (Magid, 2013; 
Karch, 2017).   

Compared to Google+, Snapchat’s launch in 
the same year offered something unique with 
the content shared on the mobile app disappear-
ing after a set number of seconds.  The emer-
gence of uniqueness such as this was continued 
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in 2012 when Tinder, a mobile social media da-
ting app, was launched where users could view 
other users’ pictures and confirm their interest 
by swiping the picture left or right on the 
screen.  With more than 26m matches made on 
the app each day, its popularity has made it one 
of the biggest dating service providers in the 
market (Crunchbase, 2017c).  2012 also saw 
the founding of We Chat, a messaging, video, 
gaming, and social media platform, which had 
over 600m users in 2015, but reportedly only 
100m of those were outside China (Heath, 
2015).   

Some of the European social media players 
have been mentioned earlier, but for the most 
part, they remain largely absent from the social 
media landscape mainstream.  Spain’s Tuenti; 
Germany’s Lokalisten, XING, and VZ 
Netzwerke; France’s Viadeo; Italy’s Meemi; 
Norway’s Nettby and Blip; Poland’s Nasza 
Klasa; and Holland’s Hyves are all names that 
many will struggle to identify.  User numbers 
are significantly lower than the main players 
and some have changed from their original so-
cial media concept to games and dating sites 
(Websitehub.com, 2017).   

Examining the firms identified here, two 
significant factors emerge from the data.  First, 
the number of successful social media firms 
operating outside of the US that have achieved 
both global or even regional awareness and sig-
nificant scale, more than 100m active users, is 
limited.  Friends Reunited, from the UK, 
achieved early success but then floundered.  
XING, from Germany, has only 12.7m users, 
and only We Chat in China appears in the top 5 
of user numbers behind Facebook, WhatsApp, 
YouTube, and Facebook Messenger.  Signifi-
cant European social media platforms are not 
evident to the general populace of the European 
Union.  Cultural differences within the Euro-
pean social media market place do exist, but 
some platforms have managed to mitigate these 
differences and survive.  Secondly, those firms 
that have managed to break through have of-
fered something significantly different to the 

market, such as Twitter, WhatsApp, Snap Chat, 
and Tinder.  Firms that have attempted to com-
pete with similar products to the market leader, 
Facebook, have struggled and/or disappeared: 
Friends Reunited, MySpace, and Google+, for 
example.  Where some firms have achieved 
significant early growth and popularity, there 
has been significant attempts to acquire them, 
sometimes succeeding, with bigger competi-
tors such as Facebook acquiring Instagram, Mi-
crosoft acquiring LinkedIn, Twitter acquiring 
Vine and Periscope, and Google acquiring 
YouTube.  Continued relevance to the con-
sumer, it appears, has led some firms to pursue 
an acquisition strategy in order to add new fea-
tures, acquire expertise, or indeed nullify the 
threat.  Firms with access to significant capital 
have an edge when it comes to pursuing such a 
strategy.   

The problem arriving from this review itself 
appears to be multifaceted.  The emergence of 
large social media competitors of European 
origin has not happened.  Established social 
media players that dominate the top echelons of 
social media user numbers globally do have a 
significant presence in the European theatre of 
operations, but progress is far from meteoric.  
The rise of ad-blockers and use of multiple so-
cial media platforms as well as dirtying data 
and profiles are on the rise.  Social media pen-
etration rates in countries like France and Ger-
many remain among the lowest with 36% and 
41% respectfully (Chaffey, 2017).  

 
METHODS AND RESEARCH 

 
The proposed framework is based on the no-

table social media actors where data is availa-
ble from reputable and reliable sources.  Eight 
social media actors were used in the approach, 
which collated data on funding sourced 
throughout the life of the firm and recorded 
user numbers.  Five U.S. social media actors 
were chosen and three European social media 
actors from Spain, France, and Poland.  Fund-
ing data was sought for other European firms, 
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but no reliable data was available at the time of 
writing.  The data was analysed using Pearson 
correlation coefficient and further tested by 
correlation of non-determination (Salkind, 
2010).   

Social media penetration rates were col-
lected for the countries outlined and then ana-
lysed using data from four of Trompenaars’s 
cultural dimensions framework.  
Trompenaars’s framework was selected as the 
tool due to the availability of statistical data, the 
close match to observed behaviours identified 
in the literature that matched social media in-
teractions.  The four cultural dimensions se-
lected had statistical data not descriptive data, 
and they demonstrated cultural factors associ-
ated with the earlier discussions that included 
relationships and rules; group and individual; 
feelings and relationships; and finally involve-
ment.  Some data was missing from the 

Trompenaars data set, so four additional coun-
tries were added in order to examine the data 
set, including Germany, the United Kingdom, 
Holland, and Italy.    

     
RESULTS 

 
Table 3 presents the calculations of the anal-

ysis by firm, funding provided in local cur-
rency, and user numbers as recoded and pre-
sented by the firms and industry analysts where 
required.  The Pearson correlation coefficient is 
shown as 0.4 indicating a “moderate” relation-
ship between the two variables selected 
(Salkind, 2010).  However, the coefficient of 
non-determination 0.16 indicates that the rela-
tionship between the two variables is actually 
rather weak, and 84% of the variance cannot be 
attributed to the relationship between these two 
variables alone.   

 
Table 3: Correlation Coefficient and Coefficient of Non-Determination 

 
Organisation Funding User Numbers    

  x y x2 y2 xy 
WhatsApp 60250000 1200000000 3.63006E+15 1.44E+18 1260250000 
Facebook 2340000000 1968000000 5.47560E+18 3.87302E+18 4308000000 
Instagram 57500000 600000000 3.30625E+15 3.6E+17 657500000 
Twitter  1460000000 319000000 2.13160E+18 1.01761E+17 1779000000 
Snapchat 2650000000 300000000 7.02250E+18 9E+16 2950000000 
Tuenti 9000000 13000000 8.10000E+13 1.69E+14 22000000 
Viado 57000000 10600000 3.24900E+15 1.1236E+14 67600000 
Nasza Klasa 55000000 1300000 3.02500E+15 1.69E+12 56300000 
 6688750000 4411900000 1.46430E+19 5.86507E+18 11100650000 
Correlation Coefficient 0.409938146    
Coefficient of determination 0.168049283    

 
Despite the funding provided to the actors 

involved and the numbers of users achieved, 
the relationship between the two is only mod-
erate at best.   

Data from the analysis of the social media 
penetration rates and cultural factors showed a 
strong relationship between social media pene-
tration and individualism and collectivism, 
with 0.676 correlations.  Affective and Neutral 

cultural factors showed a moderate relation-
ship, with 0.543, along with Universal and Par-
ticular factors, with 0.520.  See Table 4 for data 
analysis results.   

The use of a wider data set with additional 
countries enabled the analysis to be more relia-
ble, as data for Spain was missing in two of the 
four categories and Poland was missing in one.  
To examine the factor scores, a correlation of 
determination was conducted, and again, as 
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was to be expected, the Individualism and Col-
lective cultural factor produced the strongest 
relationship, with 45% of the differences being 

linked to social media penetration success.  See 
Table 5. 

 
 

Table 4: Social Media Penetration Rates and Cultural Factors 
 

  
SM Pen. Rate 

% Uni/Part Ind/Coll Spec/Diff Aff/Neut 
SM Pen. Rate % 1     
Uni/Part 0.520416514 1    
Ind/Coll 0.676381037 0.542947 1   
Spec/Diff 0.389252011 0.154347 -0.28043 1  
Aff/Neut 0.543127939 0.403156 0.035664 0.59576 1 
      

Table 5: Correlations of Determination for Individual Cultural Factors 
 

  Cor/Determination 
Uni/Part 0.520416514 0.270833  
Ind/Coll 0.676381037 0.457491  
Spec/Diff 0.389252011 0.151517  
Aff/Neut 0.543127939 0.294988  

 
Moderate relationships between the re-

maining cultural factors were evident within 
the data, but despite this these moderate rela-
tionships, they were still stronger than the fund-
ing relationship observed in Table 3 with the 
exception of Specificity and Diffuse cultural 
factors.   
 

DISCUSSION, LIMITATIONS AND 
FUTURE RESEARCH 

 
This conceptual paper examined the issue of 

social media in Europe and whether or not the 
dominance of U.S. actors was an issue in the 
evolution of home grown social media actors.  
The paper focused on cultural issues in behav-
iour and interaction with social media as it ex-
ists presently from the body of knowledge as 
well as the funding of U.S. social media actors, 
which was much larger in individual cases than 
all of the European social media actors.  De-
spite the disparity between the two levels of 
funding, the analysis illustrates only a moder-
ate relationship between the two.  Growth in 
user numbers in the U.S. was tempered by a 

cooler response within Europe, with different 
countries showing different levels of confi-
dence in adoption.  More sophisticated markets 
are less accepting of global approaches to inter-
action with its target consumer, and this is il-
lustrated in the rate of adoption in some coun-
tries such as Germany, Italy, Poland, France, 
and Spain.  Only Holland and the UK have so-
cial media penetration rates higher than 50% of 
Internet users, which suggests acceptance, but 
the closeness of cultural factors between the 
U.S., UK, and Holland also illustrates the cul-
tural relationship issue.  Cultural differences 
using Trompenaars’s theory show on the whole 
a moderate to strong relationship between cul-
tural factors associated with privacy, openness, 
and trust.  The result of this research suggests 
that funding is not the issue behind European 
social media players failing to reach a size 
comparable to those of the U.S. giants in the 
industry.  A potential and more realistic sug-
gestion, which requires further investigation, 
tentatively points the way to cultural percep-
tions of the social media actor.  Openness, pri-
vacy, and trust are issues that different cultures 



66 JOURNAL OF EUROMARKETING  

practice in different ways, so can a universal or 
global approach to such issues really be a via-
ble option?  With evidence from other research 
outlining the lengths some social media users 
are taking to disguise and hide their true iden-
tities, citing trust issues as a major reason, so-
cial media actors cannot ignore their user base 
concerns.  Equally, the strength of the results of 
the cultural factors indicates that the ability for 
a European Unicorn or “Eurocorn” to emerge 
is potentially flawed due to the inability of dis-
parate nationalistic cultures to coalesce around 
a suitably acceptable range of cultural factors 
in high enough numbers.  The focus of U.S. so-
cial media actors when it comes to funding sug-
gests that size is one of (if not the most) im-
portant factor, especially during the first few 
years, and the target of +100m users within 3 
years appears to be the expected norm.  How-
ever, as seen from the literature, reaching that 
number is often achieved through add-on and 
acquisition strategies, where funding and ac-
cess to funding is critical.     

The recommendation for marketers is to em-
brace multiple platforms from European actors 
in order to reach the right consumer and possi-
bly not rely so much on the global one-size-fits-
all U.S. approach.  Social media actors that fo-
cus on a single and differentiated offering have 
broken through to challenge the larger players, 
and it is worth noting the similarity between 
those and European social media actors.  Evi-
dence of focused platforms with strength in 
some cultural areas such as XING in Germany, 
Tuenti in Spain, and Viadeo in France offer 
some glimpses of social media success.                

The limitations of this study are evident as 
incomplete data sets for some countries and 
firms regarding funding are an issue that needs 
to be addressed with future research.  But the 
framework used here does provide a base for 
further exploration with greater qualitative test-
ing in order to develop the cultural factors in 
greater depth and detail in order to allow wide-
spread empirical testing.  The “globalness” of 
social media actors must be examined further 

in order to establish their true ability to pene-
trate disparate cultural environments.  The fact 
that many social media users are using a num-
ber of social media platforms suggests an indif-
ference to loyalty to one platform alone and the 
desire to seek out platforms that fulfil their 
needs, and this too requires further investiga-
tion.  The next step for this research is to ex-
plore attitudes of European consumers towards 
social media actors from a nationalistic per-
spective as well as a cultural perspective.       
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Mobile Phone Usage in Buying Process–Extending the 
UTAUT2 Model with Trust and Perceived Risk 
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ABSTRACT. The study was conducted in the context of the rapidly growing mobile commerce 
market in Poland.  The purpose was to explain consumers’ intention to use the mobile phone in 
the buying process.  The Unified Theory of Acceptance and Use of Technology 2 (UTAUT2), 
extended with trust and perceived risk constructs, was used as a research framework.  A survey 
was conducted with Warsaw students, which resulted in 573 completed paper questionnaires, and 
this data was analyzed using the PLS-SEM method.  Findings indicate that trust (TR) does not 
directly influence the intention to use a mobile phone in the buying process (INT).  Perceived risk 
(PR) is a significant predictor of INT.  TR is significantly, negatively related to PR.  Performance 
expectancy (PE) is the strongest antecedent of INT.   

KEYWORDS. M-commerce, mobile shopping, technology acceptance models, UTAUT2, online 
consumer behavior, Poland 

INTRODUCTION  

In the last decade mobile commerce 
channels have grown impressively, and there 
are no signs of slowing down in the foreseeable 
future (Groß, 2015).  According to predictions 
of Mastercard and Innovalue (2015, p. 1), the 

value of European m-commerce market in 
2018 will exceed 450 billion Euro.  Poland is 
forecasted to have the highest value of mobile 
purchases per capita in Europe with an increase 
from 20 Euro in 2013 to 224 Euro in 2018. 
Smartphone penetration in Poland grew from 
25% in 2013 to 45% in 2015 (Czapiński &  
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Panek, 2015).  With increasing popularity of 
m-commerce, there is a need to develop and 
verify extant theories predicting the use of mo-
bile devices in the buying process.  While most 
of published research concerning m-commerce 
and technology acceptance models was con-
ducted in the U.S., Asia, or Western Europe, 
very little has been done to determine the ap-
plicability of these models in explaining the in-
tention to use mobile phones in the buying pro-
cess in the countries of Central and Eastern Eu-
rope (CEE).  Therefore, it seems important and 
urgent to validate and extend the extant tech-
nology acceptance models in the context of 
CEE countries’ culture and level of m-com-
merce market development.  This contributes 
to the further development of the technology 
acceptance theory.   

Acceptance and use of technology is usu-
ally explained by using technology acceptance 
models (Rondan-Cataluna et al., 2015).  While 
these models include a variety of variables that 
can affect technology acceptance in m-com-
merce, they do not allow for investigating two 
important factors associated with the use of 
mobile phones in the buying process, namely 
perceived risk and trust.  The main research 
problem tackled in this study is how trust and 
perceived risk affect the use of mobile phones 
in m-commerce.  

To study the influence of trust and per-
ceived risk on the intention to use mobile 
phones in the buying process in Poland, the au-
thors extended the Unified Theory of Ac-
ceptance and Use of Technology, version two 
(UTAUT2) model (Venkatesh et al., 2012) by 
adding these two constructs to the model.  In 
order to verify several hypotheses regarding the 
influence of trust and perceived risk on inten-
tion to use mobile phones in buying, as well as 
the relationship between these two variables, 
survey data was collected from 573 Warsaw 
students and statistically analyzed using struc-
tural equation modelling.  

The paper is structured as follows.  In the 
first section, the extant models of technology 

acceptance and their relevance to mobile phone 
usage in the buying process are reviewed.  In 
the second section, the research model and de-
rived hypotheses are presented.  The third sec-
tion contains an overview of the research 
method employed in hypotheses testing.  The 
fourth section is devoted to presenting the re-
sults of the structural equation modelling.  
Lastly, the results and their implications are 
summarized, and the study limitations are dis-
cussed in the Concluding Remarks section.  
 

THEORETICAL BACKGROUND 
TECHNOLOGY ACCEPTANCE MODELS 
 

Over the years a lot of competing technol-
ogy acceptance models have emerged.  As a re-
sult, many researchers were confused when 
confronted with a multitude of constructs from 
which they had to choose, at the same time ig-
noring contributions from alternative models.  
Venkatesh et al.(2003) proposed a Unified 
Theory of Acceptance and Use of Technology 
(UTAUT) that was a synthesis of 8 prominent 
technology acceptance models: Theory of Rea-
soned Action, Theory of Planned Behavior, 
Technology Acceptance Model, Motivational 
Model, Combined TAM-TPB, Model of Per-
sonal Computer Utilization, Innovation Diffu-
sion Theory, and Social Cognitive Theory.  
Four exogenous constructs predicting the in-
tention of behavior were included in the 
UTAUT model: performance expectancy (PE), 
effort expectancy (EE), social influence (SI), 
and facilitating conditions (FC).  On the basis 
of  UTAUT, Venkatesh et al.(2012) developed 
a UTAUT2 model, adjusted for consumer con-
text with addition of hedonic motivation (HM), 
price value (PV), and habit (HA).   
 

UTUAT2 RESEARCH 
 

There are 3 main types of research using the 
UTAUT2 model: (1) Research that examines 
the UTAUT2 model in the new context, such as 
new technology, new population or new cul-
tural settings (Gaitan-Arenas at al., 2015); (2) 
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research that applies new models, incorporat-
ing some of UTAUT2 constructs (Xu, 2014); 
and (3) research that adds new constructs to the 
UTAUT2 model, for example trust (Alazzam et 
al., 2016) and perceived risk (Trojanowski & 
Kułak, 2016)–critical factors influencing de-
velopment and success of m-commerce chan-
nels. 

RESEARCH MODEL AND 
HYPOTHESES  

Trust 
According to Gefen (2003), researchers 

view trust as (1) a set of beliefs connected 
mainly with honesty, good will, and capabili-
ties of other party; (2) confidence that another 
party is trustworthy and willing to be vulnera-
ble to the actions of that party; (3) feeling of 
security and care of another party; or (4) a com-
bination of the above elements.  Consumer trust 
is essential in traditional and electronic com-
merce (Escobar-Rodríguez & Carvajal-
Trujillo, 2014).  Perceived trust will positively 
affect electronic payment usage (Kim et al., 
2010).  Influence of trust on intention to trans-
act online has been confirmed in previous stud-
ies (Pavlou, 2003; Lee, 2013), hence the fol-
lowing hypothesis:  
H1: Trust is positively related to the intention 
to use a mobile phone in the buying process. 

Perceived Risk 
Pavlou (2003) defined four main types of 

risks in consumer context: (1) economic risk, 
(2) personal risk, (3) seller performance risk,
and (4) privacy risk.  Hung et al. (2012) under-
lined that consumers stop using mobile shop-
ping channels mainly because of doubts regard-
ing safety of transaction.  Perceived risk in-
creases transactional costs, which leads to de-
crease in shopping intention (Zimmer et al.,
2010).  According to Slade et al. (2015), inten-
tion to adopt remote mobile payment is nega-
tively correlated with perceived risk.  There-
fore one can hypothesize that:

H2: Perceived risk is negatively related to the 
intention to use a mobile phone in the buying 
process.  

Relationship between Trust and Perceived 
Risk 

Trust and perceived risk have been used to 
extend various technology acceptance models, 
including TAM (Pavlou, 2003), UTAUT (Lian, 
2015), and UTAUT2 (Pasqual-Miguel et al., 
2015).  There is no consensus regarding the 
trust-risk relationship or which of the two has a 
stronger effect on acceptance of technology 
(Mou & Cohen, 2013).  Researchers are mod-
eling trust as a mediating variable for perceived 
risk (Chandra et al., 2010), perceived risk is a 
mediator for trust (Slade et al., 2015), or trust 
and perceived risk as independent predictors 
(Bianchi & Andrews, 2012).  According to 
many researchers, trust and perceived risk are 
among the most important variables that have 
an influence on the consumer’s online behavior 
(Mou & Cohen, 2013).  Trust in an online shop 
decreases the risk of buying from that shop 
(Jarvenpaa et al., 2000).  The above arguments 
lead to the following hypothesis: 
H3: Trust is negatively related to perceived risk 
in the intention to use a mobile phone in the 
buying process. 

MODERATING VARIABLES 

Technology acceptance research is usually 
based on the assumption of homogeneity of the 
sample.  In most real-world applications, this 
assumption is unrealistic.  Because of possible 
differences between groups of respondents, 
their perception and evaluation of particular 
phenomena will differ.  Considering the issue 
of heterogeneity of data in modeling, it is often 
necessary to obtain results that are valid and to 
avoid drawing misleading conclusions (Hair et 
al., 2014).  In many of the UTAUT2 based 
studies, moderating variables are not included 
at all (Morosan & DeFranco, 2016), or only 
some of the moderators from the original 
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UTAUT2 research are included (Gaitan-
Arenas et al., 2015).  In this research, influence 
of all of the moderating variables proposed by 

Venkatesh et al.(2012), namely age, gender, 
and experience, will be examined.  Our re-
search model is presented in Figure 1.

 
Figure 1: Research Model - Extended UTAUT2 Model with Trust and Perceived Risk 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
RESEARCH METHOD: SAMPLE, 

MEASUREMENTS, DATA 
COLLECTION AND ANALYSIS 

 
A total of 573 respondents (Table 1) were 

selected from bachelor, master, and post-grad-
uate programmes in Warsaw.  These students 
used mobile phone during at least one stage of 
the buying process: information search, check-
ing vendor/product opinions, comparison of 

products, comparison of prices, ordering prod-
ucts, and making payments for products.  

The questionnaire consisted of 42 state-
ments: PE (4 statements), EE (4 statements), SI 
(3 statements), FC (4 statements), HM (3 state-
ments), PV (3 statements), HA (4 statements), 
PR(4 statements), TR (7 statements), and INT 
(6 statements).  

 

Table 1: Characteristics of Respondents 

  

 

PE, EE, SI, FC, HM, PV, and HA were 
adapted from Venkatesh et al. (2012).  TR was 
adapted from Gefen et al. (2003), and PR was 
adapted from Thompson and Jing (2007).  A 
seven-point Likert scale (from entirely disagree 

to entirely agree) was used to measure all con-
structs.  

For data collection, a self-administered pa-
per survey was used.  Analysis of data was con-
ducted using the PLS-SEM method, one of the 
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most important methods in marketing, IT, and 
social sciences (Hair et al., 2014), which is rec-
ommended for testing sophisticated models 
with multiple indicators and constructs (Hair et 
al., 2016).  MICOM procedure was applied to 
confirm measurement invariance.  Influence of 
moderators was verified with PLS-MGA anal-
ysis (Garson, 2016).  Data was analyzed in 
Smart PLS3 software (Ringle et al., 2015). 

RESULTS 

Measurement Model Evaluation 
Reliability of each indicator was con-

firmed; all squares of the outer loadings were 
above 0.4 (Hulland, 1999).  According to Ba-

gozzi and Yi (1988), to establish internal con-
sistency reliability, the value of composite reli-
ability of all constructs should be above 0.7. 
This requirement was also met.  For convergent 
validity, AVE values of all constructs should be 
higher than 0.5 (Bagozzi & Yi, 1988); all con-
structs in this study fulfilled this requirement. 
Results of Fornell-Larcker test confirmed dis-
criminant validity. 

Structural Model 
VIF values for all of the constructs are not 

exceeding a value of 5; therefore, collinearity 
is not an issue in this research (Hair et al., 
2011).  Exogenous variables explain 52.8% of 
INT.  Results of the PLS-SEM modeling are 
presented in Table 2. 

Table 2: Results of the PLS- SEM (Relationships between Exogenous Variables and INT) 
PE EE SI FC HM PV HA TR PR

INT 0.264* -0.029ns 0.003ns 0.195* 0.157* 0.022ns 0.197* 0.012ns -0.129*

* :p-value <0.01, ns: not significant
TR explains 14% of PR, and is influencing it
significantly (β = -0.374, p<0.01).  The indirect
effect of TR on INT via mediating variable PR
is significant (β = 0.048, p<0.01).  Results of
the MICOM procedure indicate that composi-
tional invariance was established for all of the

relationships included in the model, which 
means coefficients of structural paths across 
groups can be compared (Garson, 2016).  Re-
sults of PLS-MGA are presented in Table 3. 

Table 3: Results of PLS-MGA Procedure (Significant Influence of Moderators Only) 

HA INT PR INT SI  INT TR  PR 
AGE 0.184** 0.127*** ns Ns 

GENDER   0.135*** ns ns Ns 
EXPERIENCE Ns ns 0.235* 0.116*** 

*:p-value <0.01, **:p-value <0.05, ***:p-value <0.1, ns: not significant 

The influence of gender, age, and experi-
ence on other relationships is not significant. 

CONCLUSIONS AND MANAGERIAL 
IMPLICATIONS  

The main contribution of this study is an in-
tegration of UTAUT2 model with trust (TR) 

and perceived risk (PR) constructs, while test-
ing the extended model in the context of Cen-
tral and Eastern European culture.  The two 
new variables (TR and PR) help to fill the gap 
in the applicability of UTAUT2 in some tech-
nology use contexts denoted by Venkatesh et 
al. (2012).  The aim was to explain the influ-
ence of TR and PR on intention (INT) to use 
mobile phones in consumers’ buying.   Results 
are important for both practice and theory, as 
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mobile commerce is growing rapidly, particu-
larly in countries like Poland.  

The extended model in this research ex-
plained 52.8% of INT, which according to 
Wong (2013) is a moderate value.  In the pro-
posed model, TR doesn’t influence INT di-
rectly; therefore H1 is rejected.  This is incon-
sistent with Pavlou (2003), where TR was the 
strongest predictor of INT, but concurs with 
Slade et al. (2015).  Due to the fact that direct 
effect of TR on INT is not significant and indi-
rect effect of TR on INT via PR is significant, 
we can conclude that PR is fully mediating the 
relationship between TR and INT (Hair et al., 
2016).  PR is significantly, negatively related 
to INT, hence H2 is confirmed.  This result is 
congruent with Lian (2015).  There is strong, 
negative, significant influence of TR on PR, 
hereby H3 is also confirmed.  It is in line with 
Lee (2013).  

Managerial implications from hypotheses 
testing are that marketing practitioners need to 
develop trust toward the brand and products via 
reducing perceived risk and uncertainty of the 
consumer.  This can be done by assuring buyers 
that security is the top priority for the company. 
For example, retailers should invest in profes-
sional websites with a secure version of HTTP, 
where browser-website communication is en-
crypted.  E-commerce sites should co-operate 
only with well-known and reliable mobile pay-
ments companies.  They need to avoid asking 
for credit card numbers or other personal data 
until it is absolutely necessary.  Websites 
should be up-to-date, without any broken links 
or non-functioning sections; users should not 
be re-directed to other websites whose source 
is unknown.  There should be policies in place 
in case of hackers attack.  When creating their 
account, users may be encouraged (or obli-
gated) to use longer passwords.  Websites 
should be checked regularly for viruses.  In-
cluding various functionalities of the website, 
such as user commentary system, expanded 
contact options (e.g., chat, e-mail, contact 
form, telephone number), client endorsement 

section (showing recommendations), case stud-
ies section documenting successes of the com-
pany, and increased transparency (allowing us-
ers to see research data such as page views, 
unique users, other metrics, or even showing 
how the price is changing for the products) can 
also help in building trust and lowering per-
ceived risk.  Marketers must avoid any illegal 
materials (e.g., photos without proper license), 
typos, mistakes, or false statements presented 
on the website.  They should prepare expanded 
“About” sections with all the information re-
garding history of the organization, its mission, 
values, photos of the team members, etc.  Visi-
tors to the website should be well informed 
about the company, its acquisitions, product 
changes, promotions, website adjustments, site 
shutdowns, or even new members of the team. 
Marketers may position the organization as an 
expert in terms of security, sending useful tips 
pertaining to virus protection and hacker at-
tack, and publishing articles in the press or on 
tech-related websites.  

The company should not advertise using in-
trusive ad formats (for example, layer ads, cov-
ering website content),  and should carefully 
use remarketing, tracking codes and data from 
data management platforms, as it may bother 
some customers.  It should rather focus on con-
tent marketing and position itself in search en-
gines (via search engine optimization and 
search engine marketing).  It is important that 
companies are visible on social media (e.g., Fa-
cebook, Instagram, Twitter, Snapchat), where 
they can answer all the questions from consum-
ers and resolve their issues.  To boost brand 
recognition, the company can apply for differ-
ent awards and take part in industry related 
competitions.  Actions pertaining to the prod-
uct itself can also reduce uncertainty.  In addi-
tion to being quality products, made of durable 
materials, they should be accompanied by clear 
manuals.  Markets can consider longer than 
standard refund policies, extended warranties 
for the product, and apply for different certifi-
cates of quality, such as the ISO.  They should 
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never forget about great customer service and 
transparent sales policies, including easy-to-
follow terms and conditions. 

PE is the strongest predictor of INT.  This 
result is consistent with Morosan and DeFranco 
(2016) and indicates that managers need to 
place product features and utility at the core of 
their marketing communication strategies.  
People are looking for solutions that make their 
lives easier; buying via a mobile phone helps 
them to save time and be more effective.  Com-
panies can optimize THEIR websites to 
smartphones, using responsive web design 
techniques or developing mobile applications.  
Allowing navigation via voice and developing 
robust search modules will enhance the user 
experience.  Organizations can consider multi-
variate tests of the website (including a/b tests 
of the homepage) to determine which layout al-
lows consumers seamless and intuitive usage, 
and leads to higher conversions.  Companies 
should focus on personalization using market-
ing automation tools and machine learning so-
lutions.  Inclusion of robust recommendation 
algorithms and positioning the “buy now but-
ton” close to the product may lead to increased 
sales.  Allowing an “autocomplete” function 
during order placing or setting-up accounts and 
providing different buying options (e.g., via 
online payment systems, credit and debit cards, 
SMS, traditional bank transfers) can accelerate 
buying process and lower bounce rate (ratio of 
customer leaving website without taking any 
action).   

There are other statistically significant rela-
tionships in the model.  HA with INT indicate 
that marketers can, for example, prepare vari-
ous loyalty programs for the customers, bo-
nuses for purchases and seasonal discounts.  
HM and INT suggest that marketers can engage 
users with the use of gamification, such as 
providing mobile games related to the brand 
with rewards for best players, integrate mobile 
phones with physical stores via beacons, allow-
ing users to receive additional information re-
garding the products available at the stores, 

when they are nearby.  Lastly, FC and INT in-
dicate that sellers can include FAQ sections on 
their websites, provide training, tutorial videos, 
24/7 support, etc.  

Several limitations of this study should be 
pointed out.  Firstly, the sample was not fully 
representative of the Polish m-shopper popula-
tion, as it was composed of university students.  
Secondly, instead of actual purchases, survey 
research contained questions on hypothetical 
buying situations.  Lastly, only linear relation-
ships between the variables were investigated.  
Future research can focus on non-linear rela-
tionships, further extension of the UTAUT2 
model with other constructs, e.g., personal in-
novativeness, design of the website, or addi-
tional moderators such as culture or income, 
and use more representative samples of re-
spondents.  
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APPENDIX 
Glossary of Acronyms 

CEE = Central and Eastern Europe 
EE = effort expectancy 
FC = facilitating conditions 
HA = habit 
HM = hedonic motivation 
INT = intention to use a mobile phone in the 
buying process 
MICOM = the measurement invariance of the 
composite models 
PE = performance expectancy 
PLS-SEM = partial least squares structural 
equation modeling  
PLS-MGA = partial least squares multi-group 
analysis 
PR = perceived risk 
PV = price value 
SI = social influence 
TR = trust 
UTAUT = Unified Theory of Acceptance and 
Use of Technology
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form, or shape the quality of the information to 
be communicated. Although not exhaustive, the 
following topics are illustrative of the subject 
areas to be covered in the Journal: 
 Cross-National Consumer Segments in

Europe
 Export behavior of European Firms
 Marketing Strategies of European

Multinationals
 Marketing Implications of Strategic

Alliances of European Firms
 Markets and Marketing Systems of

European Countries
 Marketing Practices of Europe Companies
 Public Sector Marketing in Europe
 Comparative Marketing Systems in Europe
 Diffusion of Innovations Among European

Nations
 Transfer of Marketing Technology and

Reverse Technology Transfer in Europe
 Buyer-Seller Interactions and Organizational

Buyer Behavior Issues in European Markets
 Business Customs and Practices Among

European Countries
 Marketing Interaction/Interrelationships

Between Europe and Other Trading Blocs
 European Corporate Cultures
 Legal-Political Aspects of Marketing in

Europe
 Marketing Issues Pertaining to EU, EFTA,

Council of Europe, European Members of
OECD, and Associate Members of EU

 Marketing Research in Europe
 Communication/Promotion/Advertising

Strategies of European Firms
 Other Topics Directly Related to European

Marketing
The Journal is published four times a year.

Papers are blind reviewed by at least two 
members of the Editorial Review Board. Book 
reviews and special case study materials based 
on product/service, success and/or failure of 
European companies in global markets and 

industries shall also appear as regular items in 
the Journal of Euromarketing. 

Prospective authors are requested to attempt 
to restrict their submissions to approximately 
twenty-five double spaced pages including 
figures, tables, and references. Authors should 
submit their manuscripts electronically along 
with a short abstract and a one-page executive 
summary (this is in addition to an abstract 
which emphasizes on the managerial and/or 
public policy implications of the article) to 
either Editor-in-Chief Erdener Kaynak at 
ek9@comcast.net or Associate Editor Jan 
Nowak at jnowak@ibd.pl . The IMDA Press 
style guidelines should be used in preparing 
manuscripts. If in doubt, prospective authors 
should either refer to the inside back cover of 
any IMDA Press journals or use The APA Style 
Guidelines. For more information and 
subscription to the journal visit 
http://journals.sfu.ca/je/index.php/euromarketing 
For “Instructions for Authors” and for 
additional information, please contact the 
Editor-in-Chief. 

Erdener Kaynak, Ph.D. D. Sc. 
Editor-in-Chief 
Journal of Euromarketing 
The IMDA Press 
P.O. Box 216 
Hummelstown, Pennsylvania 17036 
U.S.A 

Telephone: (717) 566-6586 (Journal) 
(717) 948-6343 (Office)

 Fax:           (717) 566-1191 (Journal)



Business, Consumer Research, Economics, Advertising, Management, Marketing, 
Public Administration, Finance, International Business and Communication 

Faculty: 

Please share the following information with your colleagues and graduate 
students. (Excuse us if you’ve received more than one announcement). 

CALL FOR PAPERS - COME TO FASCINATING HONG KONG SAR, 
CHINA THIS SUMMER! June 10-14, 2018 

 Hang Seng Management College, Shatin, Hong Kong 

TRANSFORMATION, COOPTATION, AND SUSTAINABILITY IN THE ERA 
OF GLOBALIZATION, ENGAGEMENT, AND DISTRUPTIVE TECHNOLOGY 

The 27th Annual World Business Congress of the International Management 
Development Association (IMDA) will be held in Shatin, Hong Kong, from June 10-14, 
2018.  This unique opportunity is organized and hosted jointly by the IMDA and Hang 
Seng Management College in partnership with a number of Hong Kong and mainland 
Chinese companies. Scholarly papers, panel/special session proposals, and case study 
exercises for presentation and possible publication in the refereed Congress proceedings 
are invited. Theoretical, conceptual, and empirical papers (using qualitative/historical and 
quantitative methodologies) are solicited. Those on the conference theme are most 
desirable, although all aspects of business (including marketing, management, 
international business, finance, economics, and public administration) are of interest. 

Manuscripts submitted must be complete papers, ready for blind review, to be considered 
for inclusion in the Congress proceedings. A work-in-progress may be reviewed and 
considered for presentation, and published in the Congress proceedings as a short 
abstract. In addition to scholarship, the Congress is designed to offer an excellent 
opportunity to meet colleagues from around the world and exchange information and 
ideas on a variety of global business development topics. 

Hong Kong is considered as a pearl of Asia and a gateway to mainland China and other 
greater China countries. Hong Kong is considered as the shoppers’ paradise.  Attendees 
will also  have the chance to partake in a planned regional tours. This is a great 
organization and a great venue to develop new contacts and friendships. 

MUCH MORE INFORMATION IS AVAILABLE ONLINE AT THE IMDA WEBSITE: 
http://www.imda-usa.org  

Submission Deadline Extended to: Monday, April 9, 2018 

A complete call for papers in PDF format is available at the IMDA website  



INSTRUCTIONS FOR AUTHORS 

Aims and Scope. The Journal of Euromarketing aims to meet the needs of academicians, practitioners, and public 
policymakers in the discussion of marketing issues pertaining to Europe. It helps to increase our understanding of 
the strategic planning aspects of marketing in Europe and the marketing aspects of the trading relationship between 
European and foreign firms. Today’s Europe is going to play an increasingly more important role in the global 
economy, so the unique position of the region is certain to provide fascinating reading material. The Journal of 
Euromarketing fosters a conceptual understanding of the European markets and marketing systems, provides 
analytical insights, and highlights the past, present, and future of European marketing.  

Manuscript Submissions. Authors are strongly encouraged to submit manuscripts electronically. If submitting a 
disk, it should be prepared using MS Word or WordPerfect and should be clearly labeled with the authors’ names, 
file name, and software program. Manuscripts should be submitted in triplicate to Dr. Erdener Kaynak, Editor, 
Journal of Euromarketing, School of Business Administration, Pennsylvania State University at Harrisburg, 777 
West Harrisburg Pike, Middletown, PA 17057 or by e-mail at k9x@psu.edu or ek9@comcast.net 

Each manuscript must be  accompanied by a statement that it has not been published elsewhere and that it has not 
been submitted simultaneously for publication elsewhere. Authors are responsible for obtaining permission to 
reproduce copyrighted material from other sources and are required to sign an agreement for the transfer of 
copyright to the publisher. All accepted manuscripts, artwork, and photographs become the property of the 
publisher.  

All parts of the manuscript should be typewritten, double-spaced, with margins of at least one inch on the all sides. 
Number manuscript pages consecutively throughout the paper. Authors should also supply a shortened version of 
the title suitable for the running head, not exceeding 50 character spaces. Each article should be summarized in an 
abstract of not more than 100 words. Avoid abbreviations, diagrams, and reference to the text in the abstract. 

References. References, citations, and general style of manuscripts should be prepared accordance with the APA 
Publication Manual, 4th ed. Cite in the text by author and date (ex: Smith, 1983) and include an alphabetical list at 
the end of the article. Examples: Journal: Tsai, M. & Wagner, N. N. (1978). Therapy groups for women sexually 
molested as children. Archives of Sexual Behavior, 7(6), 417-427. Book: Millman, M. (1980). Such a pretty face. 
New York: W. W. Norton. Contribution to a Book: Hartley, J. T., & Walsh, D. A. (1980). Contemporary issues in 
adult development of learning. In L. W. Poon (Ed.), Ageing in the 1980s (pp. 239-252). Washington, DC: American 
Psychological Association. 

Illustrations. Illustrations submitted (line drawings, halftones, photos, photomicrographs, etc.) should be clean 
originals or digital files. Digital files are recommended for highest quality reproduction and should follow these 
guidelines: 300dpi or higher; sized to fit on journal page; EPS, TIFF, PSD format only; and submitted as separate 
files, not embedded in text files. 

Color Illustrations. Color illustrations will be considered for publication; however the author will be required to 
bear the full cost involved in color art reproduction. Color art can be purchased for online only reproduction or for 
print + online reproduction. Color reprints can only be ordered if print + online reproduction costs are paid. Rates 
for color art reproduction are: Online Only Reproduction: $225 for the first page of color; $100 per page for the next 
three pages of color. A maximum charge of $525 applies. Print + Online Reproduction: $900 for the first page of 
color; $450 per page for the next three pages of color. A custom quote will be provided for articles with more than 
four pages of color. 

Tables and Figures. Tables and figures (illustrations) should not be embedded in the text, but should be included as 
separated sheets or files. A short descriptive title should appear above each table with a clear legend and any 
footnotes suitably identified below. All units must be included. Figures should be completely labeled, taking into 
account necessary size reduction. Captions should be typed, double-spaced, on a separate sheet. 

Proofs. Page proofs are sent to the designated author using IMDA Press's Article Tracking System (ATS). They 
must be carefully checked and returned within 48 hours of receipt. 

Reprints and Issues. Reprints of individual articles are available for order at the time authors review page proofs. A 
discount on reprint is available to authors who order before print publication. Each contributing author will receive 1 
complete issue in which the article publishes and a complimentary PDF. The file is for personal use only and may 
not be copied and disseminated in any form without prior written permission from IMDA Press. 
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