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ABSTRACT

This study aims to develop a strategic view on the role of Social networks marketing
(SNM) regarding Consumer purchase behavior (CPB) in Hungary and considering the
Facebook platform. The methodology of the present study is focused on the IPMA matrix that
serves to answer the research question. The statistical population of the study included users on
the Facebook platform who have done online purchasing. /¢ is depicted that “Interaction” has
the highest importance score of 0.296; if Facebook channels increase their interaction by one
unit point, its overall CPB will increase by 0.296. Additionally, our findings disclose that the
lowest performance (81.027) is linked to interaction, revealing an excellent opportunity for
development in this area. Based on managerial implication, we found that items related to
“trend” have the highest importance, which shows the strategic role of trend in the process of
influencing CPB in the Hungarian online community. Furthermore, it can be mentioned that
SNM is in ideal condition in Hungary and online businesses have invested a lot in this area.

Keywords: Social Networks Marketing, Consumer Purchase Behavior, IPMA Matrix, Strategic
View, Microeconomics.

INTRODUCTION

2020 has been a challenging year for various businesses. The challenges that different
businesses have experienced this year reveal the need to pay more attention to e-commerce
(Khahro et al., 2021). Regarding the statistics of January 2020, 3.8 billion people worldwide use
various social networks, and numerous brands have invested in at any rate one social network for
their strategic advertising goals to influence CPB (Sreejesh et al., 2020).

Based on the latest statistics in March 2021, the number of Facebook users in Hungary
has reached 7.17 million, which shows that Facebook is the most prevalent social media in
Hungary by 95.89% in 2020 (Statista, 2021; Statcounter, 2020). It seems that, based on these
statistics, Facebook has offered a good chance for online businesses in Hungary to affect CPB,
and this has been one of the important reasons for doing this research. The current article seeks
to provide a strategic perspective on CPB in Hungary and uses the IPMA matrix to offer a
suitable answer to the main research question. RQ: “What is the position of SNM dimensions and
items in terms of importance and performance in the Hungarian online community (Facebook)?
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LITERATURE REVIEW

Social networks and particularly Facebook, have provided a great opportunity for
numerous businesses to attain marketing goals (Eger et al., 2020). Using social media, especially
SNM, is an important approach for online businesses to research marketing goals (Hegyesné
Gorgényi et al., 2017; Salamzadeh & Markovic, 2018).

SNM approach is developing intensely, especially in years to come, but this field still
lacks a comprehensive definition agreed by the majority of experts (lbrahim et al., 2020;
Opresnik et al., 2020). Some researchers reflect it just as using social media platforms for
Marketing; however, some scholars have defined it distinctively by focusing on many aspects of
this phenomenon, including but not limited to entertainment, customization, interaction, word of
mouth, and trend (Kim & Ko, 2010; Salamzadeh et al., 2013; Doshmanli et al., 2018).

At large, SNM increases competition and improves the quality of services provided,
which eventually affects loyalty and CPB (Chen et al., 2017). Strategic factors that affect online
CPB help marketers in developing social media marketing strategies. The special characteristics
and unique opportunities available to consumers and marketers in the social media space make
CPB more complex. Previous studies based on various theories, including the theory of
consumption values (Wu et al., 2018), technology acceptance model (Fu et al., 2018) and WOM
theory (Wang & Herrando, 2019) have examined the factors affecting online CPB on social
networks.

The participation of consumers in social networks generates value and value co-creation,
which eventually affects the CPB. In fact, by sharing information on social networks, consumers
have a significant role in online business policy and increasing competition (Moghadamzadeh et
al., 2020). Consequently, understanding online CPB is very significant for the success of online
businesses in e-commerce and plays a vital role in marketing strategies (Lin et al., 2019).

METHODOLOGY

The methodology of the present study is focused on IPMA matrix that serve to answer
the research question. The statistical population of the study included users on the Facebook
platform who have done online purchasing. The distribution of the online questionnaire was done
through the Facebook platform in the first three months of 2021. To receive desirable feedback
from respondents, online links were posted and shared on Facebook. Finally, 419 completed
questionnaires were obtained in the analysis. Prior to the formal data collection process, a pilot
study was conducted for confirming the content validity and reliability from 25 sample size. In
the research sample, 60.8% and 39.2% of the respondents were men and women, in the
respective order. The maximum number of respondents (74.4%) were in the age groups of 23 to
37 years. Most of the respondents (33.7%) spent one to two hours every day on Facebook
different pages.

Twenty-five items (Appendix 1) on a five-point Likert scale from “Strongly disagree =
17 to “Strongly agree = 5 were used. CPB was measured using seven items modified from a
study by Turban et al. (2008). SNM dimensions were measured using eighteen items modified
from a study by Kim and Ko (2010). ICC coefficient was performed regarding consistency and
absolute agreement to confirm the questionnaire's content validity.
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Reliabiliy & Validity

All Cronbach values, CR and rho_A values were above the threshold of 0.7, showing
internal consistency and reliability (Salamzadeh et al., 2013; Sanchez, 2013). All the outer
loading values were significant and above 0.6. Meanwhile, AVE scores were above 0.50. The
AVE and outer loadings values also showed the measurement model’s convergent validity (Hair
et al., 2019; Nguyen, 2019; Ebrahimi et al., 2020). VIF values for items were below the threshold
value of 5, indicating that collinearity is not an issue. (Ebrahimi et al., 2021). All the HTMT
ratios were below 0.85, signifying that the measurement model reached discriminant validity
(Henseler et al., 2015).

RESULTS

IPMA is a very useful analytical tool in PLS-SEM; it explicitly spreads the standard path
coefficient estimates in a more practical approach (Ringle & Sarstedt, 2016; Ebrahimi et al.,
2019; Gonda et al., 2020). More precisely, IPMA gives a contrast of importance (i.e. total effect
of predecessor constructs in predicting a target construct) and performance (i.e. average latent
variable scores). Therefore, IPMA is useful for classifying predecessors which have a relatively
low performance but high importance for the target constructs. In this research, our target
construct is that CPB predicted by five predecessors (Figures 1 & 2).

It is depicted that “Interaction” has the highest importance score of 0.296; if Facebook
channels increase their interaction by one unit point, its overall CPB will increase by 0.296.
Additionally, our findings disclose that the lowest performance (81.027) is linked to interaction,
revealing an excellent opportunity for development in this area (Table 1).
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Table 1
IMPORTANCE-PERFORMANCE MAP ANALYSIS
Latent variables Importance Performance

Customization 0.188 84.080
Entertainment 0.136 81.691
Interaction 0.296 81.027
Trend 0.256 83.105
Word of mouth 0.214 83.413

Note: All total effects (importance) larger than 0.10 are significant at a < 0.10 level. The bold values indicate the
highest importance (total effect) and highest performance value.
Source: Researchers proposed by Smart PLS (v. 3.3.3)
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CONCLUSION

As stated, the “interaction” dimension of SNM has the highest importance among the
dimensions of SNM. After the interaction, the strategic analysis results emphasize the “trend” as
an important dimension, which also reveals the need for managerial attention to this dimension.
The critical fact is that, in the analysis of items of this dimension, the TREL item “It is a leading
branding by using Facebook” is of the highest importance. After this item, TREZ2 is also very
important, which shows the strategic role of trend in the process of influencing CPB in the
Hungarian online community. The important point is that by considering the current performance
of the SNM dimensions, we find that all the dimensions of the SNM in the Hungarian online
community are in good working order. This significant finding indicates that online businesses in
Hungary are well aware of the importance of investing in customers in online communities,
particularly Facebook. Though in terms of importance, it is possible to modify, improve and
increase the impact on CPB, in terms of performance, it can be mentioned that SNM is in ideal
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condition in Hungary and, according to the published reports, online businesses have invested a
lot in this area.

APPENDIX
Items of Questionnaire
Social networks marketing
Entertainment

ENT 1: The contents on Facebook are believed to be thought-provoking.

ENT 2: Using Facebook is exciting for Hungarian consumers.

ENT 3: Gathering data on brands and products through Facebook is fun for Hungarian
consumers.

ENT 4: Using Facebook spend time easily.

Customization

CUS 1: Looking for tailored data on Facebook is possible

CUS 2: Facebook offers customized services.

CUS 3: Facebook offers sparkling feed data that users are interested in.
CUS 4: Using Facebook is easy and delightful for Hungarian consumers.
CUS 5: Facebook is everywhere.

Interaction

INT 1: Conveying opinions through Facebook is easy.

INT 2: Exchange opinions or conversation with other users through Facebook is easy.
INT 3: Two-way interaction through Facebook is done easily.

INT 4: Sharing data with other users through Facebook is done easily.

Word of mouth

WOM 1: | like to share information on brands, products, or services from Facebook with my
friends.

WOM 2: | like uploading contents from Facebook on my page, blog or microblog.

WOM 3: | like sharing thoughts on brands, items, or services acquired from Facebook with my
friends.

Trend

TRE 1: It is a leading branding by using Facebook
TRE 2: Contents on Facebook are fresh and hot.

Consumer Purchase Behavior

CPB 1: I am familiar with online search and purchase on Facebook.

CPB 2: | constantly use the online purchase of Facebook.

CPB 3: | have used Facebook online purchase many times.

CPB 4: Online purchase is a good idea for modern life.

CPB 5: Based on my experience, online purchase is safe.

CPB 6: Online purchase saves me time.

CPB 7: Online purchase provides many options for comparing price and quality.
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