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This thesis examines the effectiveness of non-coercive influence tactics in 

the context of consumer online behaviour. The objective of this study is to 

develop a comprehensive understanding of consumer online behaviour and 

the role of information types in affecting the consumer’s cognitive responses 

and behavioural outcomes. The theoretical part of the study examines the 

academic literature on consumer online behaviour and influence tactics 

used both in traditional buyer/seller relationships as well as in relationships 

mediated by online technologies. The empirical part of the study is carried 

out with four experiments that utilise non-coercive influence tactics to affect 

online consumer behaviour. The consumers included in this study are 18-

28 year-old structural and civil engineering students in Finland, United 

Kingdom, United States and India. The findings suggest that non-coercive 

influence tactics are applicable in the online marketing context and generate 

cognitive responses of site awareness, site involvement and exploratory 

behaviour which subsequently results in behavioural outcomes of 

compliance, eWOM and site abandonment.  
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1 INTRODUCTION 

Online marketing and digital relationships between companies and their 

customers have come a long way since their conception. Company 

websites are no longer static electronic brochures that simply introduce the 

company and their offering to potential customers surfing the web but rather 

interactive environments that aim to recreate the customer experience in 

the online environment. The introduction of social media and other Web 2.0 

tools has increased the amount of ways companies can engage with their 

existing and potential customers in the online environment and made 

customers potential co-marketers through electronic word-of-mouth.  

Yet, it is often argued that companies fail to exploit these new marketing 

assets effectively and that internet-based marketing endeavours fail to 

deliver and contribute to overall business objectives due the inability to 

understand how consumers behave online and what their real needs are 

(Lee 2002). Indeed, attracting, acquiring retaining and remaining relevant to 

customers has become increasingly difficult in the highly competitive online 

environment where the customer has an increased amount of bargaining 

power over companies (Porter 2001; Constantinides 2004; Garau 2008). 

One of the most significant problems in understanding consumer online 

behaviour is the fact that consumers develop deeply rooted shopping habits, 

demonstrate complex and interrelated behaviours and engage with various 

motivators to make their purchasing decisions. Effective marketing and 

selling in the online environment means identifying and exploiting these 

motivators and presenting new ones to encourage consumers to transact 

with the company. (Kolesar and Galbraith 2000)  

While the famous statement be online or be irrelevant is still true to this day, 

there is a need to understand what being online truly means for effective 

marketing and sales. Indeed, online marketing is starting to move away from 

the rhetoric about designing a visually appealing or technically superior 

websites and moving towards establishing a competitive customer-centric 

online presence and remaining relevant to online audiences. As Porter 

stated (2001, 64) “Companies should see the Internet for what it is: an 
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enabling technology that can be used wisely or unwisely as a part of almost 

any strategy.” 

This study aims to contribute to the discussion around how consumer 

behaviour can be influenced effectively in the online environment by 

implementing and testing non-coercive influence tactics utilised in traditional 

buyer/seller relationships in online marketing activities and systematically 

studying their impact on consumer online behaviour.  

1.1 Background of the Study 

The present study was commissioned by Tekla Corporation as a part of its 

efforts to obtain new users for its Building Information Modelling (BIM) 

software “Tekla Structures” from technical universities and other technical 

schools in various countries (Puntila 2013). The global adoption rate for 

Building Information Modelling has increased rapidly in recent years and is 

viewed by many industry experts as an incremental part of future building 

and construction industry. Subsequently the demand for skilful BIM users is 

expected to increase, putting educational institutions under pressure to 

incorporate BIM in their curricula. (National BIM Library 2013; Kiviniemi 

2014) Acknowledging the increasing adoption rate, Tekla’s objective is to 

offer tools for future industry professionals to learn BIM, while 

simultaneously raising awareness of Tekla’s BIM solution (Evans 2013). 

The case company has launched a dedicated online service for this purpose 

called Tekla Campus. The primary target group for Tekla Campus are 

structural engineering, civil engineering and construction management 

students worldwide. Additionally, professors in related fields are recognised 

as an important, although secondary, target audience as they are viewed 

as strong influencers for the primary target group. (Puntila 2013) The 

service aims to offer Tekla Structures software to students, deliver e-

learning that supports adoption of the software and create an education 

community for BIM users (Puntila 2013; Evans 2013). The online service 

consists of a student version of Tekla’s BIM software: Tekla Structures, a 

set of supportive educational material and an online user forum. 

Additionally, the service has its own Facebook page.   
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Tekla aims to significantly increase the amount of users globally by the end 

of 2014 via dedicated marketing initiatives. The key objectives are: 

1) Raise awareness about Tekla Campus in the primary target group 

2) Guide members of the target group to the Tekla Campus website 

3) Increase Tekla Campus’s student user base 

4) Have students commit to learning and using the software 

(Evans 2013; Puntila 2013) 

Baring these objectives in mind, this study has several practical ambitions. 

Firstly, identifying the needs, interests, characteristics and online behaviour 

of the target B2C audience are seen as an imperative for creating and 

managing well-targeted, customer-centric and successful marketing 

activities. The practical implication of this study is to strengthen Tekla’s 

understanding of the target group’s online decision-making process by 

identifying, creating and testing different topics, themes and influence 

tactics in the online environment and examining their influence on the target 

group’s online behaviour.  

The theoretical and practical information created in this study can help Tekla 

to gain a better understanding of its potential student customers and their 

online behaviour which in turn enables it to acquire new users more 

efficiently through future marketing activities.  

1.2 Research Objectives  

The aim of this study contribute to the theoretical debate around consumer 

online behaviour and online marketing influence mechanisms by adapting 

and testing non-coercive influence tactics utilized in traditional buyer/seller 

relationships in the online environment and by determining their impact on 

consumer online behaviour.  

The study follows the path laid out by Richard (2005), Hausman and Siekpe 

(2009) Mazaheri, Richard and Laroche (2011) and Mazaheri, Richard and 

Larohe (2012) who have discovered that information effectiveness, 

informativeness and information organisation are effective influence tactics 
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or atmospheric cues in the online environment that significantly influence 

customer behaviours such as site involvement, exploratory behaviour and 

purchase intentions on websites. The theoretical contribution aims to fill a 

research gap identified by Mazaheri et al. (2012), who point out that further 

research on the influence of different information types on consumer online 

behavioural responses is needed.  

Furthermore, this study aims to contribute to the academic discussion 

around influence tactics, which have been studied quite extensively in 

traditional buyer/seller relationships. Yet, surprisingly few academic studies 

have examined their use in the online environment. This study attempts to 

address that gap by adopting non-coercive influence tactics introduced to 

marketing and sales literature by Frazier (1984) and Frazier and Summers 

(1984) and examining their ability to influence consumer online behaviour. 

More specifically, the objective is to determine the efficacy of Information 

Exchange, Inspirational Appeals, Recommendations and Rationality in 

online advertising and as website atmospheric cues.  

Influence tactics as defined by Frazier (1984) fit well into Eroglu, Machleit 

and Davis (2001; 2003) description of online atmospheric cues as both aim 

to change the attitudes the consumer has about the company and its 

offering and to persuade the consumer to comply with requests presented 

at them. Given the different persuasion mechanisms of these tactics, they 

are regarded and examined as information types in this study.  

Indeed, influence tactics identified in earlier literature can now be tested and 

implemented on the Internet in a fast manner due to interactive 

communication media and increasingly sophisticated tools to measure 

analyse consumer online behaviour.  

1.3 Research Questions and Propositions 

Based on the research gaps defined earlier and on the theoretical and 

practical objectives, the primary research questions are:  

1) How non-coercive influence tactics manifest in the online 

environment? 
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2) How non-coercive influence tactics affect consumer online 

behaviour? 

In order to gain a deeper understanding of the primary research questions 

and to create a link to different cognitive responses and behavioural 

outcomes identified from previous literature, the primary research questions 

are supported by the following propositions:  

P1a: Non-coercive influence tactics generate site awareness in online 

consumers. 

P1b: Non-coercive influence tactics differ in their effectiveness to generate 

site awareness in online consumers. 

P2: Non-coercive influence tactic type affects the online consumer’s 

decision to continue navigating the site/abandon the site.  

P3a: Non-coercive influence tactics generate site involvement/exploratory 

behaviour in online consumers. 

P3b: Non-coercive influence tactic type affects the online consumer’s 

preference for site involvement/exploratory behaviour over exploratory 

behaviour/ site involvement. 

P3c: Non-coercive influence tactics differ in their effectiveness to generate 

site involvement/exploratory behaviour in online consumers. 

P4a: Non-coercive influence tactics generate compliance in online 

consumers. 

P4b: Non-coercive influence tactics differ in their effectiveness to generate 

compliance in online consumers. 

P4c: Site Involvement/Exploratory behaviour is more likely to lead to 

compliance than exploratory behaviour/site Involvement. 

P5a: Non-coercive influence tactics generate eWOM in online consumers. 
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P5b: Non-coercive influence tactics differ in their effectiveness to generate 

eWOM online consumers. 

1.4 Key Definitions 

The central concepts related to the objectives and research gaps of this 

study are discussed in this chapter.  

1.4.1 Online Marketing 

Online marketing aims to present the company and its offering to existing 

and potential customers or customer groups by using interactive internet 

technologies (Shaltoni and West 2010). As a marketing environment, the 

internet has both unique and common characteristics with other marketing 

channels. The characteristics include for example, the ability to store and 

distribute vast amount of information in various online locations at any given 

time and the ability to provide rich perceptual experiences independent from 

physical location. Furthermore, it allows the physical distribution of certain 

products/services (e.g. software and applications) and operates as a 

transaction medium for economic exchanges between buyers and sellers. 

(Peterson, Balasubramanian and Bronnenberg 1997) Online marketing is 

the creation and delivery of a web experience, which aims to influence the 

attitudes and behaviours of customers or customer groups towards the 

company. It is a mixture of providing cues, stimuli, information, functionality 

and products/services that evoke emotional and cognitive responses in 

customers and encourage them to purchase and use the company’s 

products or services. (Constantinides 2004; Eroglu et al. 2001; 2003) 

1.4.2 Influence Tactics 

According to Payan and McFarland (2005) influence tactics are the 

communicated portion of influence attempts that sales people use for 

gaining the compliance of customers. The tactics are used for persuading 

the customer to perform a desired action, which is usually a purchase. 

Traditionally, influence tactics are divided into two categories: coercive i.e. 

forceful influence tactics or non-coercive influence tactics (Frazier 1984; 

Frazier et al. 1984). Coercive influence tactics aim to motivate the target to 

take a desired action through promises and threats, while non-coercive 
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tactics aim to change the attitude the target has about the desirability of the 

intended behaviour via requests, information exchange, inspirational 

appeals, recommendations and rationality (Frazier et al. 1984; Payan et al. 

2005). The effectiveness of these tactics is highly depended on the 

characteristics of the target and should be adapted accordingly in order to 

increase the likelihood of persuading the target to perform the desired action 

(McFarland, Challagalla and Shervani 2006).  

1.4.3 Information Effectiveness 

The internet allows consumers to reduce the costs of information search 

and decision-making efforts by offering a vast selection of information 

independent from time and location (Alba, Lynch, Weitz, Janiszawski, Lutz, 

Sawyer and Woods 1997). The role of information is highly important in the 

online environment, as the consumer is unable to physically examine the 

product before the purchase and has to base their decision-making on the 

available information. Thus, one of the key functions of commercial websites 

is to offer consumers with information that is relevant to their specific needs 

and on which to base their decisions (Ariely 2000; Kolesar et al. 2000).  

The success of web-based information is based on the company’s ability to 

adapt it to meet the consumer’s information needs. The usefulness and 

effectiveness of the website information for the consumer depends on 

whether they can apply it to their decision-making or not. From the 

company’s perspective, the success depends on the information’s ability to 

effectively encourage the consumer to engage in approach behaviours on 

the company’s website while keeping them away from avoidance 

behaviours. Websites that fail to satisfy the consumer’s information needs 

is more likely to be abandoned for sites that satisfy them. (Kolesar et al. 

2000; Park and Kim 2003)  

1.4.4 Consumer Online Behaviour 

The most common approach in marketing literature for understanding 

consumer behaviour is explaining it as a process of learning, information-

processing and decision-making activities consisting of the following steps: 

1) Problem identification 2) Information search 3) Evaluation of alternatives 
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4) Purchase decision 5) post-purchase behaviour (See e.g. Kotler 1988). 

Most academics agree that demographic, social, economic, cultural and 

psychological factors highly influence consumer behaviour and are beyond 

the control of the marketer (Constantinides 2004). These uncontrollable 

factors are present in the online environment as well. Although online 

shopping is “a global behaviour”, purchase habits and perceptions of 

website attractiveness are significantly influenced by characteristics such 

as culture. (Jin 2010, 254; Mazaheri et al. 2014, 254) 

Most research does not make a distinction between traditional and online 

consumer behaviour. However, it is recognised that on the internet 

consumers are information technology users in addition to being mere 

shoppers (Cho and Park 2001). Furthermore, as consumer are often unable 

to physically touch products or communicate with company representatives, 

the need for building trust may be more important than in traditional 

channels (McKnight, Choudhury and Kacmar 2002). 

On a general level, online decision-making and consumer behaviour 

embraces elements such as searching, browsing, finding, selecting, 

evaluating and comparing information as well as interacting and transacting 

with the commercial websites (Constantinides 2004). 

1.4.5 Site Awareness 

Park et al. (2003) define site awareness as the consumer’s perception about 

a website that is based on external information events such as advertising 

or word-of-mouth communication. Furthermore, they describe that site 

awareness refers to the consumer’s ability to recognise or recall that a site 

belongs to a certain service category. Research has linked factors such as, 

immediate relevance and the contents of online adverts significantly 

influencing the consumer’s attitude towards the ad and their word of mouth 

intention (Chatterjee et al. 2003; Patsioura, Vlachopoulou and Manthou 

2009). More specifically, when the information provided by the ad is relevant 

or valuable to the consumer, they are more likely to click on the 

advertisement or engage in word-of-mouth behaviours such as “liking” or 

“sharing” on social media platforms. 



9 
 

1.4.6 Site Involvement 

Site involvement refers to the consumer’s task-related commitment to the 

website. According to Mazaheri et al. (2011) in the website navigational 

context, site involvement is considered to be a manifestation of situational 

involvement, which they compare to message involvement in advertising. 

Advertising message involvement is defined as a motivational state that 

induces message processing (Laczniak, Kempf and Muehling 1999). Highly 

message involved consumers are expected to make a short-term decision 

such as a purchase in the advertised product class (Wright 1973; 1975).  

Research on consumer online behaviour suggests that highly site involved 

consumers find the web site to be important to them, worth remembering or 

paying attention to and relevant to their needs (Mazaheri et al. 2011; 

Mazaheri et al. 2012; Richard 2005; Richard et al. 2005).  

1.4.7 Exploratory Behaviour 

Bucklin and Sismeiro (2003) state that exploratory behaviour on a website 

consists of the following series of decisions: 1) whether to continue 

exploring additional pages on a website or to exit the site and 2) how long 

to view a page on the website. More specifically, exploratory behaviour aims 

to solely change ones stimulus field (Berlyne 1963). Previous literature has 

linked browsing and navigation to behaviours such as information 

acquisition and learning. Baumgartner and Steenkamp (1996) suggest that 

exploratory behaviour can be divided into exploratory acquisition of products 

and exploratory information seeking behaviour. Richard et al. (2005) state 

that exploratory information seeking behaviour takes place when 

consumers do not have accurate knowledge of the available information and 

are unsure whether their needs can be met or how their goals could be 

reached. Huang (2000) points out that according to the differences between 

experiential and information-processing views of consumer behaviour, 

exploratory behaviour should be divided into two categories. More 

specifically, exploring a site may be hedonic in nature with the exploratory 

behaviour being the end in itself, while in decision-making supportive 

problem-solving, exploratory behaviour is the mean for the purpose of 
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information acquisition (Huang 2000). Huberman, Pirolli, Pitkow, Rajan and 

Lukose (1998) suggest that users request pages views from a website when 

the value of viewing web pages exceeds the cost of viewing.  

1.4.8 Compliance 

Compliance refers to a consumer’s intention to follow request or claims put 

forward to their acceptance by a source of influence. More specifically, 

compliance manifests as an action, such as a purchase, that is in the best 

interest of the source company. (Frazier and Rody 1991) In the online 

environment compliance is referred to as a conversion, which is a 

“meaningful action” such as a sale or a sign-up (e.g. Google 2014b), that 

takes place on a website.  

1.5 Literature Review 

The key theoretical concepts in this study are based on previously published 

literature on online consumer behaviour and on influence tactics found both 

in traditional buyer/seller relationships and in online channels. Although a 

unified model for consumer online behaviour does not exist, the concept is 

far from being a novelty in academic research. Research on online 

consumer behaviour has strongly focused on identifying and analysing how 

decision-making and consumer behaviour manifests in the online 

environment and which factors influence this behaviour while consumers 

are searching, browsing, finding, selecting, evaluating and comparing 

information as well as interacting and transacting with websites related to 

their needs, interests and goals. This chapter identifies and reviews the 

selected academic papers on the chosen key concepts. 

The theoretical concept of consumer online behaviour in this study relies 

heavily on research done by Eroglu, Richard, Mazaheri and Laroche. They 

affiliate websites to traditional shopping environments where consumers 

demonstrate emotional and cognitive responses to the different 

atmospheric cues and stimuli presented at them. The basic assumption 

behind this comparison is that consumer online behaviour is influenced 

more by different atmospheric cues or stimuli found on websites than other 

marketing inputs that are not present during online interactions (Mazaheri, 
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Richard, Laroche and Ueltschy 2014). The earliest studies in this research 

paradigm focus mostly on three different aspects; namely identifying the 

manifestations of emotional and cognitive responses in online consumer 

behaviour, defining and categorising different atmospheric cues and stimuli 

influencing consumer behaviour and examining their relationship in evoking 

approach and avoidance behaviours in consumers. (Eroglu et al. 2001; 

2003; Richard 2005; Richard and Chandra 2005; Hausman and Siekpe 

2009) Although the findings have been somewhat contradictory, all seem to 

agree that consumer’s demonstrate emotional and cognitive responses 

when exposed to different website atmospherics, and that both emotional 

and cognitive states result in approach or avoidance behaviours towards 

the website, the company and its offering. Recently, studies in this paradigm 

have examined the moderating role of uncontrollable factors such as culture 

(Mazaheri, Richard and Laroche 2011; Mazaheri et al. 2014) as well as of 

product/service characteristics (Mazaheri, Richard and Larohe 2012; 

Mazaheri et al. 2014) on consumer behaviour. 

The role of information as an influence tactic and decision-making aid is 

especially interesting as the Internet is considered to contain more 

information than any other media (Novak, Hoffman and Yung 2000). Indeed, 

Richard (2005), Hausman et al. (2009) Mazaheri et al. (2011; 2012) have 

established that website’s informativeness, information organisation and 

information effectiveness significantly affect consumer online behaviour and 

purchase intentions. However, their results do not make a distinction 

between different information types. In fact, Mazaheri et al. (2012) point out 

the need for further research on the influence of information type on 

consumer behaviour. 

The existing literature on the different influence tactics in online marketing 

have mostly focused on studying consumers as information technology 

users and on identifying and categorising different factors influencing 

consumer online behaviour and decision-making. Constantinides (2004) 

has conducted a comprehensive literature review regarding the role 

different web experience components as inputs in the online consumer’s 
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decision-making process, while Shibrowsky, Peltier and Nill (2007) 

Pomirleanu, Schibrowsky, Peltier and Nill (2013) have identified the most 

popular topics and recent trends of online marketing research.  

As individuals are starting to form emotional ties with websites, similar to 

those between individuals (Brown, Broderick and Lee 2007; Parvinen, 

Tiainen, Salo, Pöyry, and Blakaj 2011) and as the rise of web 2.0 

applications have introduced new marketing channels to companies, there 

seems to be a need for more personalized and intimate approach to online 

marketing. Recent literature has investigated topics such as customer 

engagement and social media as influence tactics in online marketing (e.g. 

Sashi 2012; Park, Lee, Kim, Chung 2013; Pöyry, Parvinen and Malmivara 

2013) 

1.6 Methodology 

In this chapter, the research methods chosen for this study are presented. 

The chosen research method in this study is exploratory research design. 

Considering the research questions and prepositions of this study and the 

scarcity of previous research on the effect of non-coercive influence tactics 

on consumer online behaviour the exploratory design was seen as 

appropriate for this study. (Labaree 2014)  The empirical part of this study 

consists of experiments conducted in the case company’s Facebook page 

and website. Following the method used in several previous studies on 

consumer online behaviour, observable clickstream data is used for 

examining the selected target group’s cognitive responses and behavioural 

outcomes to the experiments. Each experiment was constructed based 

upon the non-coercive influence tactic characteristics identified from 

previous literature. The experiments consisted of two phases, representing 

different stages in a typical online marketing process, namely attracting new 

visitors to a website through external online channels and converting these 

visitors into customers.  

The first phase was conducted on Facebook by targeting Facebook users 

from Finland, United Kingdom, United States and India who study structural 

or civil engineering and are between the ages of 18-28. In order to increase 
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the likelihood of reaching the previously defined target audience: structural 

engineering and civil engineering students, the target audience was further 

narrowed to individuals who have listed Building Information Modelling and 

Structural or Civil engineering as their interests but are presumed to be 

unaware of the case company and its offering. This brought the potential 

audience size to 1.530.000 individual Facebook users fitting the above 

descriptions. 

The first phase consisted of 4 different advertisements, which were 

displayed to the target audience in the course of 14 days.  Each 

advertisement contained a non-coercive influence tactic to persuade the 

viewer to click the advertisement and subsequently visit the case website. 

By clicking the message, the viewer was directed to a landing page on the 

case website that provided more information related to the advertisement 

and an opportunity to register to the website and consequently download 

the software.   

The first phase had several objectives. Firstly, the aim was to determine 

which type of non-coercive influence tactic is the most effective in getting 

the selected target audience to visit the website i.e. raising site awareness 

in the target audience. The second objective was to examine which non-

coercive influence tactics generate eWOM behaviour in the target audience. 

The second phase of the experiment was conducted on the case website. 

The observations consisted of individuals who found the company’s website 

through the previously discussed advertisements. The second phase 

included 4 separate landing pages, each dedicated to the following non-

coercive influence tactics: Information Exchange, Inspirational Appeals, 

Recommendations and Rationality. The selected non-coercive influence 

tactics were designed to provide persuasive information to the target 

audience and encourage them to register to the website and download the 

software.  

The aim was to test the effectiveness of the selected non-coercive influence 

tactics in gaining the compliance or conversion to download of the website 
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visitors who were exposed to the message. Furthermore, other behavioural 

responses such as site involvement, exploratory and avoidance behaviours 

or site abandonment were examined to gain a deeper understanding of the 

target group’s behaviour on the website.  

1.7 Delimitations 

This study is limited to examining consumer online behaviour in B2C 

environment. The examination of consumer online behaviour is limited to 

measurable behavioural responses obtained from site-centric clickstream 

data. More specifically, the study examines different cognitive responses 

and subsequent behavioural outcomes to high-task relevant atmospheric 

cues, while emotional responses and low-task relevant cues are out of the 

scope of this study. The study of cognitive responses is limited to site 

awareness, electronic word-of-mouth, exploratory behaviour, site 

involvement, while the behavioural outcomes in this study are: site 

abandonment and compliance. The consumers included in this study are 

students in Finland, United Kingdom, United States and India who are 

currently studying structural or civil engineering. Furthermore, coercive 

influence tactics, namely promises and threats, which have been linked to 

previously established buyer/seller relationships are left out of this study. 

The empirical part of this study is limited to the online environment.  

1.8 Theoretical Framework 

The theoretical framework of this study utilises Eroglu, Machleit and Davis’s 

(2001; 2003) Stimulus-Organism-Response (SOR) framework to study the 

effects of information and information types or non-coercive influence tactics 

on consumer online behaviour. The SOR model assumes that websites can 

be compared traditional shopping environments, where the consumer’s 

emotional and cognitive states are influenced by the different atmospheric 

cues presented at them. Consequently, consumers demonstrate emotional 

and cognitive responses which then lead to various approach or avoidance 

behaviours towards the website, the company and their offering.  

Furthermore, this thesis incorporates non-coercive influence tactics 

introduced by Frazier (1984) and Frazier et al. (1984), Payan et al. (2005) 
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and McFarland et al. (2006) to examine the effects of information type on 

consumer online behaviour. Influence tactics have been recognised as 

effective methods by which sales people gain customer compliance in 

traditional sales settings (Payan et al. 2005; McFarland 2006). In this study, 

influence tactics are defined as high-task relevant atmospheric cues, which 

are directly related to the consumer’s goal-attainment and/or aim to change 

the consumer’s perception about the desirability of the action proposed to 

them. In accordance with Richard (2005) and Mazaheri (2012) information 

effectiveness is assumed to lead to positive emotion and cognitive 

responses, which consequently result in various approach behaviours 

towards the website, the company and their offering. Cognitive responses 

in this study are defined as site awareness, site involvement and exploratory 

behaviour. Approach behaviours are defined as the consumer’s compliance 

to the influence tactic which takes place through 1) sharing personal 

information with the case company and registering to the website 2) 

downloading the case company’s software. Furthermore, eWOM 

behaviours towards the influence tactics are seen as approach behaviour 

as it can be regarded as a measurable response of the information’s 

effectiveness. The avoidance behaviour examined in this study is visitor site 

abandonment before they demonstrate any approach behaviours.  

Figure 1 illustrates relationships of high-task relevant cues, cognitive 

responses and approach and avoidance behaviours in the online 

environment. The elements presented in the theoretical framework are 

discussed thoroughly in the following chapters.  
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Figure 1 Theoretical Framework 

1.9 Structure of the Thesis 

The thesis is structured as follows. First, the chosen theoretical concepts 

are examined based on the previous literature and publications. The 

theoretical part first discusses the influence of online atmospheric cues on 

consumer online behaviour and then examines influence tactics utilised in 

traditional interpersonal relationships. The second part of the study 

introduces the case environment and describes the data collection and 

analysis methods used for testing the impact of the selected influence 

tactics on consumer online behaviour. Next, the results of the empirical 

study are analysed and discussed. Finally, the conclusions and proposals 

for further research are presented.  

  



17 
 

2 INFLUENCING ONLINE CONSUMER BEHAVIOUR 

This chapter reviews the existing literature related to consumer online 

behaviour and different influence mechanisms utilised in the online 

environment. The aim is to identify and examine the key concepts from 

different viewpoints and to answer research question 1, resulting in a broad 

understanding of customer online behaviour and online marketing’s role in 

influencing behavioural outcomes.  

2.1 Consumer Online Behaviour and Decision Making 

Understanding consumer behaviour and how purchasing choices and 

decisions are made has always been an intriguing topic to both marketing 

practitioners and academics. This area of research can be viewed as 

complicated as consumer behaviour and decision making are strongly 

influenced by multiple factors simultaneously such as personality traits, 

environmental influences and product/service/vendor characteristics. 

Traditionally, consumer behaviour is seen as consequent steps of learning, 

information-processing and decision-making, which aim for achieving a 

result that has the most optimal level of benefit or utility for the consumer. 

(Constantinides 2004; Yan and Dai 2009) The most accepted consumer 

behaviour model, the Engel-Kollat-Blackwell model, consists of 5 stages of 

decision making: problem recognition, search, alternative evaluation, 

purchase and outcomes (also referred as post-purchase behaviour). (Engel 

Kollat and Blackwell 1978; Engel, Blackwell, Miniard 1986) 

The Engel-Kollat-Blackwell steps of consumer decision-making can be 

viewed as a prominent and comprehensive model for understanding and 

explaining the underlying process of how consumers find, select and use 

products or services that satisfy their needs in the online environment (e.g. 

Smith and Rupp 2003). However, when comparing to traditional purchasing 

activities, the internet entitles unique characteristics which are seen to have 

such an impact on the consumer’s psychology that that traditional consumer 

behaviour models may not be sufficient enough to effectively explain how 

consumers behave online and which factors influence decision-making and 
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purchase intentions (See Figure 2). (Constantinides 2004; Yan and Dai 

2009; Smith et al. 2003; Cheung, Kwong, Chan and Limayem 2003)  

 

Figure 2 Factors Influencing Consumer Online Behaviour (Adapted 
from Constandinides 2004) 

One of the most cited differences are the factors that encourage online 

transactions over traditional ones, e.g. the increased availability of 

information during search and alternative evaluation as well as freedom 

from constraints of time and location during purchasing (e.g. Park et al. 

2003; Mazaheri et al. 2011). These factors have given the consumer more 

control over their decision-making process as they can decide when, where 

and how long to engage with websites (Richard 2005). 

Another notable difference often highlighted in literature is the risk and 

uncertainty increasing elements that are highly prominent in the online 

environment. Internet security issues and the inability to physically examine 

products or talk to company representatives pre-purchase are seen to 

increase the consumer’s perceived risk and uncertainty towards the web-

based vendors, their offering as well as towards using the internet as a 

transaction medium. High perceived risk and uncertainty in turn can 

negatively influence decision-making and purchase intentions. (e.g. 

Lieberman and Stashevsky 2002; McKnight et al. 2002; Yan et al. 2009) 

Additionally, as the consumer is also an information technology user rather 

than a mere shopper (Cho et al. 2001), consumer attitudes and behaviour 
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are influenced by different website characteristics (e.g. Contantinides 2004; 

Eroglu et al. 2001; 2003; Mazaheri et al. 2012).  

Indeed, literature has noted the online environment characteristics and 

website atmospherics having a notable effect on the consumer’s 

psychology, behaviour and purchase intentions, while personality traits, 

culture, environmental influences, product/service/vendor characteristic 

play a moderating role (Eroglu et al. 2001; Constantinides 2004; Richard 

2005; Mazaheri et al. 2014). As websites and other online platforms offer 

an effective communications medium between consumers and companies 

and as online transactions are becoming more common, the focus on 

satisfying human needs is more important than emphasising technology. 

This entitles the imperative of developing and testing systematic models of 

the internet’s role as a communications tool. (Porter 2001; Richard 2005) 

While it is true that the internet can cater to many aspects of problem 

recognition, information search, alternative evaluation and purchasing, it 

has to be noted that not all steps of the decision-making process necessarily 

take place in the online environment. To give an example, consumers may 

search information about products and compare different alternatives on the 

Internet but then make the actual purchase in a physical store or get the 

incentive to purchase a specific product “off-line” and then make the actual 

purchase in an online store (Darley, Blankson and Luethge 2010). 

2.2 Consumer Online Behaviour Model 

Although there is no unified model for analysing the behaviour of the online 

consumers, literature has identified several behavioural 

elements/responses that are relevant in understanding consumer behaviour 

in the online environment (Eroglu et al. 2001; 2003; Hausman et al. 2009; 

Richard 2005). On a general level, online decision-making process 

embraces elements such as searching, browsing, finding, selecting, 

evaluating and comparing information as well as interacting and transacting 

with commercial websites (Constantinides 2004). Interaction and 

transaction can refer to behaviours such as: 1) intention to follow the 

company’s advice, 2) intention to share personal information with the 
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company and 3) intention to purchase from the company’s website 

(McKnight et al. 2002).  

Eroglu, Machleit and Davis (2001; 2003) compare websites to the physical 

environment in a traditional retail store. They state that just like in retail 

stores, certain elements in the online environment are likely to impact the 

consumer’s internal states and result in emotional and cognitive responses 

which in turn result in different approach/avoidance behaviours towards the 

website, the company and their offering. Their model of consumer online 

behaviour is based on a Stimulus-Organism-Response (SOR) framework 

originally proposed by Mehrabian and Russel (1974). The model 

conceptualises the effects of different atmospheric cues in the online 

environment (Stimulus) on the consumer’s emotional and cognitive states 

(Organism) that then alter the aspects of transaction outcomes (Response) 

(Eroglu et al. 2001; Richard 2005). Research has identified a relationship 

between atmospheric cues, consumer psychology and consumer behaviour 

(e.g. Turley and Milliman 2000; Hackman, Gundergan, Wang and Daniel 

2006; Hausman and Siekpe 2009) and confirmed empirically the usefulness 

of Eroglu et al.’s (2001) model (Eroglu et al. 2003; Mummalaneni 2005; 

Richard 2005; Richard and Chandra 2005; Mazaheri, Richard and Laroche 

2011; 2012; Mazaheri et al. 2014). Figure 3 presents the key concepts and 

findings from previous studies on online consumer behaviour using the SOR 

framework.  
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Figure 3 Stimulus-Organism-Response model of Consumer Online 
Behaviour (Adapted from Eroglu et al. 2001; 2003; Richard 2005; 
Richard et al. 2005; Mazaheri et al. 2011; 2012) 

The key constructs of SOR framework are presented in the following 

paragraphs. 

2.2.1 Stimulus: Online Atmospheric Cues 

Research has shown that the website’s overall quality influences the 

consumer’s perceptions of product quality which in turn affects purchase 

intentions (e.g. Wells, Valaicich and Hess 2011). Websites allow consumers 

to make assumptions about the quality of the product/service as well as 

reduce perceived risks associated with online purchasing by offering proofs 

of product/service quality (Zeithamal, Parasuraman and Malhotra 2002; 

Eggert 2006)  

Academics have pointed out that websites should be regarded as a service 

(Kolesar and Gabraith 2000), an experience (e.g. Constantinides 2004) or 

as an environment that is comparable to a traditional retail store (Eroglu et 

al. 2001; 2003) rather than as static online brochures. Websites should 

therefore include different atmospherics, which aim to influence the 

consumer’s internal states and decision-making.  

Web atmospherics are a conscious design of online environments which 

aim to create positive experiences, emotions and cognitive states in website 

visitors in order to affect the consumer’s perception about the company, its 

offering and most importantly the final outcome of the online interaction 
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(Dailey 2004; Constantinides, Lorenzo-Romero and Gómez 2010). Eroglu 

et al. (2001) state that, web atmospherics are the sum of all the visible and 

audible cues presented at the consumer in the web environment. They 

divide web atmospherics into two categories: 1) High Task-Relevant cues, 

which entitle verbal and pictorial elements that facilitate and enable the 

consumer’s goal attainment and 2) Low Task-Relevant cues which are 

unrelated to the completion of goals.  

High Task-Relevant Cues include elements such as product descriptions 

and reviews, price, terms of sale as well as pictures/video of products and 

navigational cues towards making a transaction (Eroglu et al. 2003; Richard 

2005). More specifically, cues that are highly task related, entitle anything 

that encourages the consumer to purchase a specific product from a 

website. Hence, the majority of web atmospherics on commercial websites 

are high task-relevant. Website’s informational features have been 

validated to be an important factor determining the consumer’s decision-

making and purchase behaviour as well as their site loyalty (Park et al. 2003; 

Richard 2005; Mazaheri et al. 2012), this is because consumers have to 

base their decision-making on the available information as they are unable 

to physically examine the product or talk face-to-face to company 

representatives.  

Low Task-Relevant cues consist of elements that aim to create an 

atmosphere that makes the web experience more pleasurable or 

entertaining. Colours, fonts and other non-task-related visual or auditory 

aesthetics are examples of cues that do not directly affect the completion of 

the consumer’s task but rather evoke emotions such as pleasure and 

arousal. Although, the role of commercial websites lean more towards 

offering product/service related information and encouraging the 

consumer’s goal attainment, the importance of low task-relevant cues 

cannot be ignored.  For example, visual appeal can be seen as an important 

factor influencing consumer’s web experience and perceptions of website 

and product quality, especially during the first visit to the site and when 

consumers have high information asymmetries. (Jennings 2000; Tractinsky, 
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Katz and Ikar 2000; van der Heijden 2003; Wells, Valacich and Hess 2011) 

More importantly, according to Lindgaard, Fernandes, Dudek and Brown 

(2006) the visual appeal of the website can be effectively evaluated within 

50 milliseconds. This means that visual appeal may determine whether 

consumers continue to explore the site further or simply click away.  

2.2.2 Information Effectiveness 

Online marketing practitioners often state that in the online environment 

“content is the king and distribution is the queen (See e.g. Pollitt 2013), 

meaning that successful commercial website constantly offer valuable 

information to both current and potential customers. Indeed, the internet 

allows consumers to reduce the costs of information search and decision-

making efforts by offering a vast selection of information independent from 

time and location (Alba et al. 1997). One of the main objectives of 

commercial websites is to offer consumers with information that is relevant 

to their specific needs and on which to base their decisions (Ariely 2000; 

Kolesar et al. 2000). Information also plays a vital role in trust and 

confidence building towards the company and their offering (e.g. McKnight 

et al. 2002; Lee 2002). Since the consumer is unable to physically examine 

the product before the purchase and has to base their decision-making on 

the available information, increasing the consumer’s perceived benefits and 

mitigating any perceived risks with website information is highly important 

for encouraging them to encage with the company and reduce their risk of 

post-purchase dissatisfaction (Yan et al. 2009; Kolesar et al. 2000) In fact, 

information usefulness, accuracy and bias have been reported to have an 

impact on how users evaluate the creditability of a website (Fogg, Sohoo, 

Danielson, Marable, Stanford and Tauber 2003).  

Information quality influences the consumer’s emotional and cognitive 

responses (e.g site attitudes and site involvement), keeps them away from 

avoidance behaviours (Richard 2005) as well as results in better purchasing 

decisions and consumer satisfaction (Peterson et al. 1997; Chen, Clifford 

and Wells 2002). Chen et al. (2002) describe effective website information 

as entertaining, informative and well-organised. Informativeness means 
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accurate, up-to-date, useful, relevant, knowledgeable information which 

helps consumer’s to make a choice with less effort. (Park et al. 2003; 

Richard 2005; Hausman and Siekpe 2009) Mazaheri et al. (2012; 2014) 

point out that although informativeness is an important atmospheric cue on 

websites, the way information is provided and the type of information are 

also significant determinants of information’s value to consumers. 

Entertainment refers to the site’s ability to be “exciting”, “enjoyable” and 

“imaginative”. (Chen et al. 2002; Richard 2005; Hausman et al. 2009) 

Organisation refers to how effectively the information presents itself and 

how it guides the consumer towards making a transaction. Poor 

organisation leads to irritation and frustration while lowering the consumer’s 

attitude and involvement towards the site (Chen and Wells 1999; Richard 

2005). Additionally, Kolesar et al. (2000), point out that effective website’s 

do not only display high-task relevant information but appeal to the 

consumer’s self-image and higher values. Although the website’s ability to 

influence the consumer’s abstract values and goals is limited, the 

consumer’s perception of how these goals and values can be obtained may 

be influenced. Kolesar et al. (2002) state, that by appealing to higher values 

marketers can influence the consumer’s purchase decisions and increase 

perceived value of a product.  

It is important to acknowledge that consumers do not value one type of 

information collectively but rather differ in their information needs and 

preferences (Kolesar et al. 2000). For example, culture can influence the 

online consumer’s information needs and information’s role in their decision-

making (Mazaheri et al. 2014). Similarly to human persuaders who read 

their individual customers and determine their messages and behaviours in 

order to increase their persuasion effectiveness, online marketing efforts 

should utilize customer behaviour data to tailor messages to different 

audiences (Kaptein and Eckles 2012). The success of web-based 

information is based on the company’s ability to tailor it to meet the 

consumer’s information needs. The usefulness and attractiveness of the 

website information for the consumer depends on whether they can apply it 
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to their decision-making or not. From the company’s perspective, the 

success depends on the information’s ability to effectively encourage the 

consumer to engage in approach behaviours on the company’s site while 

keeping them away from avoidance behaviours. Websites that fail to satisfy 

the consumer’s information needs is more likely to be abandoned for sites 

that satisfy them. (Kolesar et al. 2000; Park et al. 2003)  

In recent years the amount of marketing information in the online has 

increased rapidly (Pollitt 2013). As consumers have become more skilful in 

avoiding information overload, information personalization has become a 

necessity for effective online marketing and selling (Huang 2000). 

Additionally, information effectiveness is becoming even more prominent in 

the early steps of consumer decision-making as search engines like Google 

have updated their algorithms to ensure its search results are helpful, 

precise and up-to-date. 

2.2.3 Information Organisation 

As stated earlier, information organisation refers to how effectively the 

information presents itself and how it guides the consumer towards making 

a transaction (Chen et al. 1999). Since in the web environment consumers 

are in control of which sites to browse, for how long and as competitors are 

only “a click away”, creating comprehensive paths towards transactions can 

be viewed as an imperative for successful commercial websites. 

(Constantinides 2004; Bucklin and Sismeiro 2003; Richard 2005) Indeed, 

poorly organised websites, according to Richard (2005), create feelings of 

confusion and irritation, while well-organised sites support site involvement.  

Constantinides (2004) refers to these factors as functionality factors, which 

include elements such as site findability, navigation, information 

architecture and ordering/payment process. Functionality factors are 

important as in the online environment consumers are information 

technology users in addition to being shoppers (Cho et al. 2001). Bucklin et 

al. (2003) suggest that reducing the number of pages views required for 

completing a transaction is an important factor in site design. This is 

because they found that visit duration has a negative effect of exploratory 



26 
 

behaviour. More specifically, effective websites should emphasize making 

individual pages richer with relevant information, reducing the number of 

pages required for making a transaction while simultaneously including 

navigational cues that indicate where high task-relevant information can be 

found and how to make a transaction or purchase. Richard (2005) found 

that clear navigational cues result in exploratory behaviour and positive 

attitudes towards the site. Furthermore, clearly presented comprehensive 

navigational cues are more likely to keep the consumer away from 

avoidance behaviours. According to Richard (2005) website with well-

designed navigational cues are easy to use, have limited amount of 

navigational problems, and include clear keywords under which information 

can be found.  

Consumer behaviour research has indicated that argument structure has an 

impact on the effectiveness of advertising messages. The messages which 

contain all elements of a complete argument structure have a stronger 

positive influence on consumer beliefs and message acceptance than the 

advertisements that do not. (Payan and McFarland 2005) A complete 

argument structure contains all three of the following elements: claim, data 

and warrant. A claim is a request or a demand presented for acceptance. 

Data consists of information or evidence that aim to support the claim. The 

warrant is the conclusion that links the claim and the data together, 

prompting a course of action. (Payan et al. 2005) Payan et al. (2005, 68) 

exemplify a message with a complete argument structure as follows: “I’d like 

you to promote the product only in these specific territories (claim). This 5-

year forecast indicates that the target market will continue to grow in these 

territories (evidence). Therefore, you would gain more profit if you promoted 

the product on in these territories (A concluding statement or linkage 

between the evidence and the request)”.  

Complete argument structure can be viewed as a highly useful tool for 

creating more effective high task-relevant cues. It could be compared to the 

concept of website information organization which evaluates how the site 

presents itself and guides visitors towards desired destinations. (Chen et al. 
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1999) In fact, online marketing practitioners note that web pages which 

include attention grabbing headlines, clear and compelling information, 

minimal distractions and a call-to-action are more likely to encourage 

website visitors to engage in specific approach behaviours (Lockwood 2013; 

Georgieva 2012).  

Claim - In online marketing context, a website headline could be equivalent 

to a claim. According to Lockwood (2013) the first element visitors are likely 

to see on a specific page during the first visit is the headline. A compelling 

headline is more likely to capture the visitor’s attention and pursue them to 

be more engaged with the site (Georgieva 2012).  

Data - The information presented on a website could be compared to 

evidence. When consumers view the information as clear and compelling, 

they are more motivated to take the action requested by the company 

(Lockwood 2013). Furthermore, given the fact that consumer’s need to 

follow the company’s advice, share personal details and make a transaction 

on the website (McKnight et al. 2002), the evidence should also increase 

the consumer’s perceived benefits and mitigate their perceived risks. This 

is because consumers are more likely to provide personal details when 

benefits and value-received are perceived as high (McKnight et al. 2002), 

while up-to-date knowledgeable information, which appeals to the visitors 

needs and values and supports the claims made by the company leads to 

higher site involvement, exploratory behaviour and approach behaviours. 

(Park et al. 2003; Richard 2005; Kolesar et al. 2000) 

Warrant – According to Lockwood (2012) effective web pages always 

include a Call-to-Action i.e. a statement or a request of specific action the 

vendor would like the visitor to take. A Call-to-action indicates what the 

visitor needs to do in order to obtain the benefits and values presented in 

the evidence. Thus, a call-to-action serves as the warrant in the online 

environment. Consistent with Richard’s (2005) findings regarding site 

organization, effective call-to-actions are more likely to result in higher site 

involvement, exploratory behaviour and lead to purchase activities.  
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2.2.4 Organism: Emotional and Cognitive Responses 

Environmental psychology suggests that consumers react to physical 

surroundings emotionally and cognitively and that these reactions influence 

the consumer’s behaviour within that environment (Mehrabian and Russel 

1974). Emotional/Affect responses entitle feelings such as pleasure, 

arousal and dominance. Cognitive responses include how consumers 

interpret information and choose from alternatives. (Eroglu et al. 2001) 

Mazaheri et al. (2011, 2012) state, that consumer’s emotional responses 

precede cognitions and propose that low task-relevant cues evoke their 

emotions at initial exposure to the site. While according to Smith and Rupp 

(2003) psychological factors such as motivation, perception, personality, 

attitudes and emotions inherent in each individual affect how various web 

atmospherics or stimuli influence the consumer’s need recognition, search 

of decision-making supporting information and evaluation of different 

alternatives. More specifically, depending on the emotional response from 

the initial exposure to the site, consumers may perceive atmospheric cues 

differently (Mazaheri et al. 2012). The positive responses result in approach 

behaviours, which entitle all positive actions that could be directed towards 

a specific setting. While negative responses lead to avoidance behaviours 

which are the opposite of approach behaviours (Eroglu et al. 2001). 

According to Kolesar et al. (2000) the elements against which consumer’s 

form their perceptions about the online vendor can be divided into five main 

categories: tangible, responsiveness, empathy, assurance and reliability. 

Tangibles are the physical evidence appealing to the consumer’s senses 

when they engage with websites. Affective tangible evidence reassures the 

consumer that the service experience/website encounter will be 

satisfactory. Responsiveness refers to the consumer’s perceptions 

regarding the vendor’s willingness and ability to react to the consumer’s 

needs and desires, while empathy entitles the commitment to satisfy the 

consumer’s needs. Assurance includes elements such as trust and 

confidence towards the company, their offering and the ability of which to 

satisfy the consumer’s needs. Reliability is refers to the consumer’s 
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evaluation of the total website experience and whether the realized service 

matches the perceptions created during the web experience. Kolesar et al. 

(2000), state that consumers are likely to be attracted to service offerings 

that exhibit depth and caring. Effective websites offer memorable and 

favourable experiences to consumers and satisfy their higher order needs.  

The literature on Stimuli-Organism-Response framework in the online 

context suggests that emotional and cognitive responses manifest as e.g. 

site attitudes (Hedonic and Utilitarian) (Mazaheri et al. 2011, 2012; Richard 

2005; Richard et al. 2005; Siepke et al. 2009) site involvement (Mazaheri et 

al. 2011, 2012; Richard 2005; Richard et al. 2005), site commitment (Park 

et al. 2003) and exploratory behavior (Richard 2005; Richard et al. 2005). 

Consistent with the role of emotional and cognitive responses during initial 

exposure to external atmospheric cues (e.g. online advertisements) it could 

be said that site awareness may be an interesting manifestation to 

investigate in the SOR framework context as practitioners need to first 

attract consumers to the website.  

2.2.5 Site Awareness 

Park et al. (2003) describe site awareness as the consumer’s perception 

about a website that is based on external information events such as 

advertising or word-of-mouth communication. Traditionally, online adverts 

are seen as atmospheric cues located outside the actual website. Clicking 

through such an advert usually takes the consumer to another website 

where more detailed information about the company, product or the service 

can be found (Bucklin and Sismeiro 2009). Examples of commonly used 

online adverts are banners, paid-search and more recently social media 

advertising tools. Park et al. (2003) define site awareness as the consumer’s 

ability to recognise or recall that a site belongs to a certain service category. 

This construct entitles the consumer’s perception of external information 

cues about a website and suggests that it may impact the consumer’s 

subsequent responses. (Park et al. 2003) More specifically, the consumer’s 

positive emotional and cognitive perceptions about the external information 

may prompt the consumer to visit the website. 
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Even though, online adverts, especially banners seem to suffer from low 

click rates (Chatterjee, Hoffman and Novak 2003), research has linked 

factors such as, immediate relevance and the contents of online adverts 

significantly influencing the consumer’s attitude towards the ad and their 

word of mouth intention (Chatterjee et al. 2003; Patsioura, Vlachopoulou 

and Manthou 2009). More specifically, when the information provided by the 

ad is relevant or valuable to the consumer, they are more likely to click on 

the ad or engage in word-of-mouth behaviours such as “liking” or “sharing” 

on social media platforms.  

2.2.6 Site Involvement 

Site involvement refers to the consumer’s task-related commitment to the 

website. According to Mazaheri et al. (2011) in the website navigational 

context, site involvement is considered to be a manifestation of situational 

involvement, which they compare to message involvement in advertising. 

Advertising message involvement is defined as a motivational state that 

induces message processing (Laczniak, Kempf and Muehling 1999). Highly 

message involved consumers are expected to make a short-term decision 

such as a purchase in the advertised product class (Wright 1973; 1975).  

Previous research on consumer online behaviour has treated site 

involvement by examining the consumer’s situational involvement with the 

website as a whole. In fact, research states that, consumers with high level 

of involvement are more likely to interact with a website in-depth, explore 

new stimuli presented to them and demonstrate cognitive and affective 

responses (e.g. van Noort, Voorveld and van Reijmersdal 2012; Yoo and 

Stout 2001). They spend more time seeking task-relevant information 

before making a purchase (Richard et al. 2005).  

Novak, Hoffman and Yung (2000) refer to in-depth site involvement as a 

state of flow, which is a cognitive state experience during site navigation. 

Flow is determined by high levels of control, skill, challenge and arousal, 

focused attention and is enhanced by telepresence and interactivity. 

Consumers who have achieved a state of flow on the web are intensively 

involved with navigating on the web site to an extent that irrelevant thoughts 
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and perceptions are filtered out. In order for the consumer to achieve a state 

of flow during goal-directed behaviour, the web experience needs to include 

atmospherics which are easy to use or navigate through, support the 

consumer’s extrinsic motivations, demonstrate utilitarian benefits, appeal to 

emotions and create opportunities of interaction. (Hoffman and Novak 1996; 

Novak et al. 2000) Research on consumer online behaviour suggests that 

highly site involved consumers find the web site to be important to them, 

worth remembering or paying attention to and relevant to their needs 

(Mazaheri et al. 2011; Mazaheri et al. 2012; Richard 2005; Richard et al. 

2005).  

According to Richard (2005) and Hoffman et al. (1996) highly involved 

consumers have a more positive attitude towards the site, demonstrate 

exploratory and participatory behaviours, and are more involved in purchase 

decisions and more likely to make a purchase. This is because the more 

consumers interact with the site, the more familiar they become with it 

(Mazaheri et al. 2011). Hoffman et al. (1996) propose that state of flow is 

important for successful commercial websites and providing flow 

opportunities is an imperative for effective online marketing efforts.  

2.2.7 Exploratory Behaviour 

Berlyne (1963) defines exploratory behaviour as behaviour which aims 

solely to change ones stimulus field. Bucklin et al. (2003) conceptualise that 

exploratory behaviour on a website consists of the following series of 

decisions: 1) whether to continue exploring additional pages on a website 

or to exit the site and 2) how long to view a page on the website. Previous 

literature has linked browsing and navigation to behaviours such as 

information acquisition and learning. Baumgartner and Steenkamp (1996) 

suggest that exploratory behaviour can be divided into exploratory 

acquisition of products and exploratory information seeking behaviour. 

Huberman, Pirolli, Pitkow, Rajan and Lukose (1998) suggest that users 

request pages views from a website when the value of viewing web pages 

exceeds the cost of viewing. Since the value of the subsequent site is often 

unknown, Huberman et al. (1998) propose it is stochastically related to the 
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current page. More specifically, when users find a web page to be valuable 

for example to their decision-making process, they are more likely to 

examine the website more thoroughly, interact with different elements 

presented at them on the website and request more page views on the given 

site. However, browsing and extensive navigation has also been linked to 

web users learning to use the site (e.g. Johnson, Bellman and Lohse 2003; 

Bucklin and Sismeiro 2003). More specifically, website visitors are likely to 

spend more time browsing and navigating different pages on the website 

during their first visit, while decreasing such behaviours on subsequent 

visits. Bucklin et al.’s (2003) results indicate that repeat visit decrease the 

likelihood of additional page views while having no impact on page view 

duration. According to Richard et al. (2005) exploratory information seeking 

behaviour takes place when consumers do not have accurate knowledge of 

the available information and are unsure whether their needs can be met or 

how their goals could be reached. Huang (2000) points out that according 

to the differences between experiential and information-processing views of 

consumer behaviour, exploratory behaviour should be divided into two 

categories. More specifically, exploring a site may be hedonic in nature with 

the exploratory behaviour being the end in itself, while in decision-making 

supportive problem-solving, exploratory behaviour is the mean for the 

purpose of information acquisition (Huang 2000).  

On the internet browsing and scrolling are components of exploratory 

behaviour. It could be said that in a traditional sales setting, navigation and 

browsing behaviours manifest as asking questions from the company 

representative in order to acquire additional information which supports the 

consumer’s decision-making process. 

2.2.8 Response: Behavioural Responses 

Approach behaviours refer to all positive behaviours towards a website, 

while avoidance behaviours are the opposite (Meharabian et al. 1974; 

Eroglu et al. 2001). Huang (2000) defines three types of 

approach/avoidance behaviours existing in the online environment. The first 

concerns with a desire to stay or leave the site which is indicated by 
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navigation duration or stickiness (Bhat, Bevans and Sengupta 2002). The 

second involves the desire to explore the site or avoid investigating the site 

beyond the first page seen or interacting with the site. The third deals with 

the willingness to make a purchase or repurchases on the site versus 

avoiding making purchases all together (Eroglu et al. 2001; Song and 

Zinkman 2003). Additionally, word-or-mouth behaviour such as willingness 

to recommend a website to others can be seen as a positive behavioural 

response to a particular website or an indication of satisfying online 

experience (Song et al. 2003; Hackman, Gundergan, Wang and Daniel 

2006) especially in the era of social media and other web 2.0 applications. 

Particularly, interesting approach behaviours that are strongly tied to 

purchasing behaviour and intentions are 1) following the company’s advice, 

2) sharing personal information with the company and 3) making a purchase 

on the website (McKnight et al. 2002). These behaviours are likely to 

succeed each other. For example, the company’s advice can be viewed as 

the influence tactics utilised on the website, while sharing information with 

the company is often a compulsory step in order to make an actual 

transaction.   

Many studies have identified factors such as site attitude, online service 

quality and online service satisfaction having a strong influence on online 

behavioural intentions. (See e.g. Koufaris 2002; Hackman et al. 2006; 

Hausman et al. 2009) More specifically, the more positive experience the 

visitor has while interacting with a website, the more likely they are to 

engage in approach behaviours. Hausman et al. (2009) propose that useful, 

informative and entertaining websites lead to a state of flow and create 

positive attitudes towards the website which in turn leads to purchase 

intentions and return intentions.  

2.2.9 Purchase Intentions 

Although website’s ability to attract traffic is an important metric for 

measuring the performance of online marketing, purchase conversion rates 

(visitor-to-purchase) are the primary focus of attention for many companies 

offering products/services online (Moe et al. 2004a). However, often only a 
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small percentage of total website traffic converts into buyers. Low-

conversion rates set an imperative for companies to predict and understand 

online buying behaviour as a small improvement in conversion rates can 

translate into significant improvements in e.g. revenue (Bucklin and 

Sismeiro 2004). 

On the internet, purchases can take place at the same time as being 

exposed to ads or within a short time after the exposure as consumer can 

request more information instantly with a click of a mouse. Before 

consumers develop purchase intentions, they are likely to engage in 

exploratory behaviours and be highly involved with navigating through the 

site. (Richard 2005) However, online purchases are often a sequence of 

tasks, which must be completed before a purchase can take place. (Bucklin 

et al. 2004) More specially, consumer must complete tasks such as register 

to websites, share personal details or make online payments before they 

are able to purchase products or services. Therefore, measuring purchase 

intentions as a buy/no-buy scenario may not provide a complete picture of 

purchase intentions as other situational factors may influence the 

completions of the required steps. Bucklin et al. (2004) suggest that each 

step required for a purchase should be examined as it takes into account 

conditional probabilities for task completion, each of which is higher than 

the common visit-to-purchase examination.  

2.2.10 eWOM 

The interest for electronic word-of-mouth (eWOM) has increased with the 

proliferation of Web 2.0 and social media channels such as Facebook and 

Twitter. eWOM is defined as “a positive or negative statement made by 

potential, actual, or former customer about a product or a company, which 

is made available to a multitude of people and institutions via the Internet.” 

(Henning-Thurau, Gwinner, Walsh, Gremler 2004, 39). 

The interactive nature web 2.0 and social networking technologies not only 

allows companies to share and distribute information with their customers 

but also allows customers to share and distribute information to other 

customers and non-customers. More specifically, customers can add value 
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to marketing activities by generating their own content or by expressing their 

favourable attitudes towards marketing messages and content created by 

others (Sashi 2012; Swami, Milne and Brown 2013) Customer-generated 

content (or user-generated content) consists of authentic words, thoughts, 

ideas or images that users voluntarily submit to an online entity in order to 

endorse companies, products or services (Faeth 2013). Expressing 

favourable attitudes towards content created by others on the other hand 

means endorsing it by commenting, “liking” or passing it along to social 

connections through online entities (Chu and Kim 2011; Swani et al. 2013). 

Furthermore, by “liking” messages or content, consumers automatically 

exposes members of their social networks to it, making consumer “co-

marketers” and increasing the messages reach to new groups of individuals 

(See Figure 4) 

 

Figure 4 Spread of eWOM on Social Media (Adapted from Swami et al. 
2013) 

Because eWOM is seen as one of the most important drivers of traffic to 

commercial websites (Novak et al. 2000), has been initially linked to 

increased brand awareness and sales revenue (Kumar and Mirchandani 

2012), claimed to be a crucial driver for new product success and found to 

be more effective than advertising (López and Sicilia 2013), understanding, 
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the antecedents of eWOM, more specifically what makes information 

“sharable”, may provide valuable insights for online advertising and content 

strategies (Chu et al. 2011). eWOM can be viewed as an approach 

behaviour towards the information companies provide on their websites or 

social networking channels, as internet users tend to share content they find 

valuable. More specifically, research has shown that online content which 

appeals to the viewer’s ego (Golan 2008), emotions, imagination (Doble, 

Lindgreen, Beveraland, Vanhamme and van Wijk 2007), sense of humour 

(Hsieh, Hsieh, Tang 2012) is more likely to encourage eWOM behaviours.  

Thus, eWOM behaviour can be viewed as an indicator of information quality, 

effectiveness or informativeness. 
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3 INFLUENCE TACTICS FOR ONLINE MARKETING 

The chapter examines the characteristics and underlying mechanisms of 

influence tactics in interpersonal relationships. The aim is to gain a 

comprehensive understanding of different alternatives sources of influence 

have at their disposal to influence attitudes and behaviours of targets of 

influence, and to create a link to previously identified online atmospheric 

cues. The underlying assumption is that influence tactics can act as high-

task relevant atmospheric cues, more specifically they represent different 

information types.   

3.1 Influence Tactics 

As shortly described earlier, influence tactics are the communicated 

motivational portion of influence attempts that a source of influence (e.g. 

sales people) uses for changing the behaviour, the attitudes or beliefs of a 

target of influence (e.g. buyers) during interpersonal interactions (Frazier et 

al. 1984; Payan et al. 2005; McFarland et al. 2006). More specifically, 

influence tactics represent the different alternatives companies have at their 

disposal for pursuing different channel members to take actions that are in 

the best interest of the source company (Frazier and Rody 1991). Influence 

tactics were introduced to marketing literature by Frazier and Summers 

(1984) and have been since examined in contexts such as organisational 

buying of professional services (Farrell and Schroder 1996), inter- and 

intrafirm relationships (e.g. Yukl and Tracey 1992; Hu and Sheu 2005; 

Payan et al. 2005; Lai, 2009; Hausman and Johnston 2010) and personal 

selling (McFarland et al. 2006) 

Frazier et al.’s (1984) original model consists of six different influence 

tactics: information exchange, requests, recommendations, threats, 

legalistic pleas and promises. Since then research has proposed additional 

tactics to complement Frazier et al.’s (1984) original model as the context 

of influence tactics has extend from interorganisational firm-to-firm 

relationships to personal selling. The later contributions have emphasized 

emotional utilities (McFarland et al. 2006) as behaviour and relationships 

include an emotional dimension. In accordance with this realisation, authors 
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such as Farrel et al. (1996), Payan et al. (2005), Payan and Nevin (2006) 

and McFarland et al. (2006) have extended the original framework with 

tactics such as inspirational appeals, ingratiation and rationality. (See Table 

1) 

Traditionally, influence tactics are divided into two categories based on their 

underlying influence mechanism (Frazier et al. 1984). Threats, legalistic 

pleas and promises are categorised as coercive influence tactics as they 

aim to motivate the target to take a desired action by implying that a source-

controlled reward or punishment ensues from obedience/disobedience. 

Information exchange, requests, recommendations, inspirational appeals, 

ingratiation and rationality are categorised as non-coercive influence tactics 

as they aim to change the target’s attitudes and beliefs regarding the 

desirability of the intended action. (Frazier et al. 1984; Frazier and Summers 

1986; Payan et al. 2005). Table 1 provides a short review of influence tactics 

definitions found in previous literature.  
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Table 1 Definitions of Influence Tactics 

Influence  

Tactic 

Definition Influence  

Mechanism 

Information 

Exchange 

Consists of exchanging general information, discussing operating 

procedures and asking questions. The aim is to try to alter the general 

perceptions the source has about the seller and their offering without 

making any specific recommendations towards what is expected from 

the source. The tactic is based on the assumption that information 

exchange influences the target indirectly and translates into desired 

behavioural responses. (Frazier et al. 1984, 46; Payan et al. 2005; 

McFarland et al. 2006) 

Non-Coercive 

Recommendations 

Recommendations are arguments that outline the benefits the source 

acquires if they take the action suggested by the source. These 

benefits can be either obtaining positive consequences or avoiding 

harmful ones that result from complying with the sources request. 

Unlike in information exchange, recommendations tend to include 

clearly identified and communicated guidelines for the target to follow. 

(Frazier et al. 1984, 46; Payan et al. 2005; McFarland et al. 2006) 

Non-Coercive 

Promises 

The source promises the target a reward if they comply with the 

sources request. The basic assumption here is that, unlike in 

recommendations, the reward i.e. the positive consequence is directly 

mediated by the source. (Frazier et al. 1984, 46; Payan et al. 2005; 

McFarland et al. 2006) 

Coercive 

Threats/Legalistic 

Pleas 

Threats are implications of negative sanctions that result if the target 

should fail to comply with the sources request. As with promises, 

threats usually consist of consequences which are directly mediated by 

the source. These sanctions can be e.g. relational, financial or legal. 

(Frazier et al. 1984, 46; Payan et al. 2005; McFarland et al. 2006) 

Coercive 

Requests 

Requests are a direct appeal for the target to take the action the source 

requires. The source simply states the actions they would likely the 

source to take without discussing any specific consequences of 

obedience or disobedience. (Frazier et al. 1984, 46; Payan et al. 2005) 

Non-Coercive 

Inspirational 

Appeals 

Requests or proposals that arouse enthusiasm by appealing to target 

audiences higher values, ideals and aspirations or by increasing the 

the target’s confidence towards achieving a desired goal. The aim is to 

arouse a positive affective response in the target, encourage them to 

attach emotional relevance to a product and motivate them to comply. 

(Yukl et al. 1992; Farrel et al. 1996; McFarland et al. 2006) 

Non-Coercive 

Ingratiation 

Involves using tactics that are aimed to enhancing one’s interpersonal 

attractiveness and improving the relationship with the target of 

influence. (McFarland et al. 2006) 

Non-Coercive 

Rationality 
The source presents reasons accompanied with supportive evidence 

for target to comply with a request. (Payan et al. 2005) 
Non-Coercive 

 

According to McFarland et al. (2006) influence tactics operate through three 

underlying processes of interpersonal influence: internalisation, compliance 
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or identification. More specifically, personal influence in sales situations is 

based on the seller’s ability to form a meaningful connection with the 

customer and convince them to comply with the seller’s requests through: 

1) Internalisation: proposing that the indented action is in the customers 

best interest  

2) Compliance: implying a favourable reward or reaction if the customer 

complies 

3) Identification: making the customer more responsive to influence by 

establishing a meaningful relationship with them. (Kelman 1961; 

McFarland et al. 2006)  

Payan et al. (2006) suggest that although tactics that rely on changing the 

target’s attitudes and beliefs will result in positive outcomes, the attitude 

change may not always result in similar positive levels of compliance. In 

fact, the target has to recognize that compliance is the best response to the 

motivations and reasons conveyed by the source in an influence attempt. 

They suggest that for the target to accept compliance as the best response, 

the influence tactic is assessed on the basis of the following three request 

dimensions, described by Payan et al. (2006, 457) as “the nature of the 

request.”   

1) Legitimacy: The target perceives the sources proposal rightful and 

therefore feels obligated to comply. 

2) Imposition: The target feels that complying will be costly (e.g. 

implementing the proposal will take a notable amount of time, effort 

or resources) and therefore is likely to be resistant. 

3) Importance: The target perceives that the proposal will have a 

notable impact on in achieving their goals. Proposals that are high in 

importance or relevant to their goals are more likely to result in 

compliance. (Payan et al. 2006) 

Based on Frazier et al.’s (1984) categorisation, literature has identified that 

the influence tactics which aim to change the attitudes and beliefs of the 

target i.e. non-coercive influence tactics are more likely to positively effect 
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decision outcomes (Farrell et al. 1996; Payan et al. 2005; Yukl et al. 1992). 

More specifically, rational persuasions which aim to address the benefits 

gained from compliance have been identified as one of the most frequently 

used and most effective of influence strategies. Additionally, tactics which 

appeal to the target’s values and aspirations are more likely to lead to 

positive attitude change, commitment and consequently compliance. (Yukl 

et al. 1992; Farrel et al. 1996) Coercive tactics tend to be ineffective in 

gaining compliance, less effective in securing commitment (Farrell et al. 

1996) and even deteriorate the relationship between the source and the 

target. (Yulk et al. 1992; Payan et al. 2005) Tactics which rely on power, 

authority and pressure are more likely to be less effective as they do not 

generate favourable attitude change (Farrel et al. 1996). Payan et al. (2005) 

and Lai (2009) state that, coercive influence tactics lead to compliance only 

when the target is highly depended on the source. Thus, it could be said 

that the source complies only to avoid punish or to receive rewards not 

because they necessarily find source’s influence content appealing (Payan 

et al. 2006). 

Payan et al. (2005) discovered that the argument structure of influence 

tactics may be related to their effectiveness. Their claim is based on 

consumer behaviour research, which has indicated that argument structure 

has an impact on the effectiveness of advertising messages. The messages 

which contain all elements of a complete argument structure have a 

stronger positive influence on consumer beliefs and message acceptance 

than the advertisements that do not. Influence tactics with incomplete 

argument structures may lead to the target’s faulty interpretation about the 

missing elements. (Payan et al. 2005) More specifically, when an influence 

tactic includes all the elements of a complete argument structure (a request, 

data or evidence to support the request and a concluding statement that 

links the request to the evidence), it is likely to be more effective than tactics 

that contain only one or two elements (Payan et al. 2005).  

McFarland et al. (2006) highlight the importance of adapting influence 

tactics to different buyers. Buyers who are highly goal/task oriented are 
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more likely to comply with information exchange and recommendations, 

buyers who are interested in forming social connections tend to react more 

positively on ingratiation and inspirational appeals, while buyers who are 

motivated by their own welfare are inclined to be positively influenced by 

promises and ingratiation. However, it is important to acknowledge that 

buyers often have multiple orientations. (McFarland et al. 2006) In fact, 

McFarland et al. (2006) state, that only one-third of buyers have a single 

orientation, while two-thirds have multiple orientations. 

Literature is fairly abundant with research that examines the use of influence 

tactics in various interfirm/intrafirm setting (e.g Frazier et al. 1984; Frazier 

and Sheth 1985), the effect of influence tactics on different relational 

outcomes e.g. satisfaction (Frazier, Gill and Kale 1989), the antecedents 

such as power of different influence strategies (Venkatesh, Kohli and 

Zaltman 1995) and the moderating role of variables such as shared norms 

and values (Lai 2009). However, surprisingly, very few authors (e.g. Payan 

et al. 2005; Farrell et al. 1996) address the effectiveness of different 

influence tactics in reaching their ultimate objective: target compliance. 

Another significant gap in current literature is the lack of research on 

influence tactics in online channels. This is surprising as it is commonly 

acknowledged that marketing and sales efforts take place more often over 

internet channels and as human-computer interaction is starting to resemble 

that of between individuals. (Brown et al. 2007) However, Parvinen et al. 

(2011) and Pöyry, Parvinen and McFarland (2013) have attempted to 

address this gap by identifying key interactivity cues in online selling 

(Parvinen et al. 2011) and empirically testing non-coercive influence tactics 

(recommendations and inspirational appeals) in the online marketing 

context (Pöyry et al. 2013). 

3.2 Non-Coercive Influence Tactics 

The following chapter reviews non-coercive influence tactics based on 

existing literature. Coercive tactics will not be discussed further as they are 

not in the scope of this study.  
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3.2.1 Information Exchange 

Information exchange tactics consist of exchanging general information, 

discussing operating procedures and asking questions. The aim is to try to 

alter the general perceptions the source has about the seller and their 

offering without making any specific recommendations towards what is 

expected from the source. The tactic is based on the assumption that 

information exchange influences the target indirectly and translates into 

desired behavioural responses. (Frazier et al. 1984; Payan et al. 2005; 

McFarland et al. 2006) Payan et al. (2005) propose that information 

exchange tactics are likely to include one element out of three from a 

complete argument structure, namely evidence or data regarding the 

influence attempt, or its source. They discovered that information exchange 

has the least association with compliance as it lacks a direct request and a 

concluding statement.  

According to McFarland et al. (2006) the target accepts the influence 

attempt via information exchange because they believe the content of the 

influence to represents a useful solution or because it is aligned with their 

own orientations such as approach to solving problems. Thus, information 

exchange tactics are likely to be effective with task oriented buyers. 

(McFarland et al. 2006) This is because buyers who are task/goal oriented 

and purposeful wish to achieve their current objectives as efficiently as 

possible and are intolerant to activities that distract them from achieving 

their goals. (Sheth 1976; McFarland et al. 2006) 

3.2.2 Recommendations 

Recommendations are logical arguments that outline the benefits the 

source acquires, if they take the action suggested by the source. These 

benefits can be either obtaining positive consequences or avoiding harmful 

ones that result from complying with the sources request. Unlike in 

information exchange, recommendations tend to include clearly identified 

and communicated guidelines for the target to follow. (Frazier et al. 1984; 

Payan et al. 2005; McFarland et al. 2006) According to Payan et al.’s (2005) 

analysis of influence tactic structures, recommendations consist of direct 
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requests or claims and concluding statements while evidence that supports 

the claim is absent. They discovered that recommendations have a negative 

effect on compliance contrary to previous research which supports the 

positive effect recommendations have on relational outcomes which in turn 

are assumed to positively influence compliance. They state that trust may 

act as an intervening variable to explain these mixed results. 

McFarland et al. (2006) discovered that recommendations are most likely to 

appeal to buyers with a high task orientation. Influence tactics that are 

loaded with recommendations providing appropriate suggestions and 

arguments for the buyer to make a purchasing decision can be seen as 

valuable to highly task oriented buyers as they help them to compare 

different solutions effectively (McFarland et al. 2006, 106).  

3.2.3 Requests 

Requests are a direct appeal for the target to take the action requested by 

the source. The source simply states the actions they would like the source 

to take without discussing any specific consequences of obedience or 

disobedience. (Frazier et al. 1984; Payan et al. 2005) Studies that have 

followed Frazier et al.’s (1984) original model tend to argue against the 

validity of requests as an actual influence tactic. For example, Payan et al. 

(2005) state that, requests are simply a directly stated claim or a demand 

devoid of any additional information. Thus, the influence mechanism of 

requests is depended on the target’s inference. More specifically, in the 

case of pure requests the target may make their own interpretations whether 

the request is coercive or not in nature. As the evidence or explanation is 

missing, a simple request may lead to faulty interpretations and thus have 

a negative impact on compliance. McFarland et al. (2006) dismiss requests 

altogether as in the preliminary study of sales influence tactics it was 

discovered to be implicit. 

3.2.4 Inspirational Appeals 

Inspirational appeals are requests or proposals that arouse enthusiasm by 

appealing to target audiences higher values, ideals and aspirations. They 

aim to arouse a positive affective response in the target, encourage them to 
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attach emotional relevance to a product and consequently motivate them to 

comply. (Farrel et al. 1996; McFarland et al. 2006) Inspirational appeals also 

aim to increase the target’s confidence that “you can do it” (Yulk et al. 1992, 

526). Previous studies suggest that inspirational appeals are an effective 

influence tactic and even motivate the target to go beyond their personal 

interest in the benefit of “greater good” as they appeal to higher-order 

psychological needs (Yulk et al. 1992). Taylor (1999, 12) suggests that 

emotional and ego-related communication strategies are especially 

applicable to purchase decisions which are emotionally significant to the 

consumer and “allow them to make a statement to themselves about who 

they are.” The role of communication is to indicate how a product/service 

fits within the consumer’s definition of who they are. (Taylor 1999)  

Although, Payan et al. (2005) did not include inspirational appeals in their 

analysis of influence tactic structures, based on scale items used by Farrel 

et al. (1996) and McFarland et al. (2006) it could be said that inspirational 

appeals entitle at least two of the three elements of a complete argument 

structure. These are: 

1) Claim: “argued that it would be an exciting opportunity to work with a 

particular agency”, “stated that a particular agency would produce 

outstanding results” (Farrel et al. 1996, 302). “Argued you had an 

exciting opportunity to help your company/business” (McFarland et 

al. 2006, 115) 

2) Evidence: “Described the work of one particular agency with 

enthusiasm and conviction” (Farrel et al. 1996, 302). “Described the 

use of his/her products/services with enthusiasm and conviction” 

(McFarland et al. 2006, 115).  

According to McFarland et al. (2006) inspirational appeals are likely to be 

most effective with socially oriented buyers. This may be due to the fact that 

inspirational appeals aim to make the source of influence more attractive or 

likable toward the target and as socially oriented buyers are interested in 

forming and fostering personal relationships. (McFarland et al. 2006) 
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Indeed, inspirational appeals are likely to lead to commitment and 

favourable attitude change (Farrel et al. 1996).  

3.2.5 Ingratiation 

Ingratiation involves using tactics that are aimed to enhancing one’s 

interpersonal attractiveness and improving the relationship with the target 

of influence. They consist mainly of praising the target for their 

achievements, sympathising with them and expressing similar attitudes or 

interests or simply getting the target on a good mood (Yukl et al. 1992; 

McFarland et al. 2006) McFarland et al. (2005) and Yulk et al. (1992) state 

that ingratiation is likely to be an effective emotional utility in personal sales 

or downward relationships. The basic assumption is that if the target of 

influence has positive feelings about the target, their behaviour can be 

influenced more effectively. Ingratiation serves a dualistic role in influencing 

the target’s behaviour as it provides the target with the validation they seek 

and supports their belief of self-importance. (McFarland et al. 2005) 

Ingratiation tactics are likely to be most effective in persuading self-oriented 

and engagement-oriented buyers. Self-oriented buyers are often self-

absorbed, they like to receive positive attention and show off their 

accomplishments, thus any tactic that satisfies these psychological needs 

is likely to resonate with this type of buyers.  Similarly, engagement-oriented 

buyers seek to form relationships that are personally satisfying and 

therefore expected to react positively to tactics that support this aim. 

(McFarland et al. 2006) 

3.2.6 Rationality  

Rationality or rational persuasion takes place then the source of influence 

presents reasons accompanied with supportive evidence to the target in 

order to get them to comply with a request (Yukl et al. 1992; Payan et al. 

2005). The tactic relies on hard evidence, convincing arguments, facts and 

logic to make a persuasive case. (Farrell et al. 1996) Studies (e.g. Farrel et 

al. 1996) have shown that rational persuasion is one of the most commonly 

used and most effective influence tactic as it is believed to support attitude 

change efficiently and consequently lead to influence. Farrell et al. (1996) 
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suggest that rational appeals are likely to especially effective in buying 

situations where the level of perceived risk is high. 

According to Payan et al. (2006) rationality represents a noncoercive 

influence tactic with a complete argument structure including all three 

elements: claim, evidence and concluding statement. In consistent with 

argument structure theory, they suggest that for this reason rationality is 

likely to have the strongest positive effect on compliance.  
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4 EMPIRICAL STUDY 

This chapter describes the empirical study conducted to answer research 

questions 2 and the supportive propositions. The purpose of this thesis is to 

examine how the selected non-coercive influence tactics affect consumer 

online behaviour. The empirical research aims to answer this question by 

utilising the non-coercive influence tactics derived from previous literature 

as high-task relevant cues and systematically studying their effect on 

consumer online behaviour using site-centric clickstream analysis. The 

analysis is done by modelling visitor page-level movements and actions 

through the website. The aim is to examine the different behaviours the 

website visitors demonstrate while interacting with the case company’s 

website and to determine the effectiveness of the chosen influence tactics 

in terms of getting the visitors to comply with the request put forward for their 

acceptance 

Given the environment and the delimitations of the study, clickstream data 

are seen as the most appropriate approach in reaching the objectives and 

answering the proposed research questions and propositions. Furthermore, 

examining a natural situation may produce more authentic reactions from 

the consumers than a lab environment utilised by previous consumer online 

behaviour studies in the SOR paradigm. Additionally, a natural situation 

contains similar opportunities and challenges faced by marketing 

practitioners on a daily basis in their attempts to acquire and retain 

customers with online marketing activities.  

4.1 The Case Study Website 

The context of this study is a website that functions as an educational 

service to individuals interested in learning Building Information Modelling 

(BIM). The website is mainly targeted, although not limited to, to structural 

engineering, civil engineering, structural engineering and construction 

management students. The site allows visitors to download a free-of-charge 

learning edition of the case company’s BIM software: Tekla Structures, 

access educational materials that support its use, and join an online 

community of Tekla Structures Learning Edition users. 
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Tekla Structures and other BIM software can be seen as professional 

software with multiple tools and features, which can initially overwhelm new 

users (Salminen 2013). Thus, it could be said that although acquiring the 

software is free-of-charge, users new to BIM are required to invest time and 

effort into learning how to use it. According to Salminen (2013) the amount 

of different novel functions found in Tekla Structures can undermine the 

user’s motivation to learn the software and subsequently continue its usage. 

For this reason, the case company has implemented gamification elements 

into the service. The different gamification elements aim to improve user 

commitment and retention. More specifically, the service incorporates 

gamification elements such as study points, which are rewarded for 

successfully completing tasks presented in the learning material and karma 

points, which are acquired by contributing to the Tekla Campus user 

community (Salminen 2013). 

The website is relatively new and small, receiving approximately 6000 to 

8000 visits per month. After arriving on the site, the visitor has three options: 

to continue exploring the site as an anonymous visitor, to create a user 

account by registering to the site, or to login to the site if they have 

previously registered (See Figure 5). Majority of the website content is 

visible to both anonymous and logged-in users. However, only logged-in 

users are able to download the actual software, participate in the site’s 

discussion forum and experience the site’s gamification elements.  
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Figure 5 Tekla Campus Home Page 

Currently the website content can divided into six different categories based 

on what they offer to the website visitor (See Table 2).  

Table 2 Tekla Campus Page Categorisation (Adapted from Moe 2003; 
Montgomery et al. 2004)  

Category Pages 

Home Front page 

Product 
Information Tekla Campus product sheet 

Software 
Acquisition 

Download, Registration/Login (hosted on a separated domain), 
Thank you for downloading 

Learning 
Material Learn 

User Community Discuss 

Information Opportunities, News 

Account 
Management User profile 

 

The home page is the most frequently visited page on the website. Thus, a 

starting point to multiple tasks the visitors can perform on the site. The home 

page contains calls-to-action and a main navigation which aim to guide the 

visitors towards registering to the site, downloading the software, exploring 
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the educational material and other information and joining or participating in 

the user forum.  

The download page consists of information about the software and contains 

a technical product sheet. Additionally, the page has a list of software 

extensions and country settings. However, in order to download the 

software users are required to register to the site. The actual download 

takes place on a separate site: “Thank you for downloading”, once the visitor 

has successfully created a user account. The download file is located on a 

separate domain.  

The Learn page contains the educational material for Tekla Structures. 

Once logged-in, a visitor can make a choice between two learning paths 

and start earning study points to showcase their progress in the chosen 

path. The Opportunities page harbours content more hedonic in nature, 

such as interviews and case studies.  

The user forum and a news section can be found under the Discuss page. 

As stated earlier, the user forum acts as a message board for users. 

Logged-in users can post content on the forum and communicate with each 

other and with the Tekla Campus team. The news section contains up-to-

date information and news related to Tekla Campus. 

Furthermore, logged-in users are able to manage their account on Campus 

site. Account management includes activities such as modifying personal 

details, adding BIM-models to personal portfolio, following progress of 

different learning paths and sending invitations to others to join Tekla 

Campus. 

4.2 The Purchase Process 

The purchase process is relatively linear although spread across multiple 

domains (See Figure 6). The actual Campus website is the starting point for 

the download process and contains the product information. In order to 

download the software, website visitors are first required to register to the 

site by providing personal information such as name, email and country of 

origin. The registration takes place on a separate domain. After filling in their 
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personal details, the visitor is required to confirm their registration by clicking 

a link sent to them via email. After a successful registration, the visitor is 

directed back to the Campus site, where they are required to state their user 

role (student, teacher, current Tekla Structures User, evaluating Tekla 

Structures/Other), their organisation (university, school or company) as well 

as accept terms and conditions. Then the visitor can download the software. 

Although, the download takes place on the Campus site, the installation file 

is located on an external domain. After successfully downloading the 

installation file, the visitor can install the software on their personal 

computer.  

 

Figure 6: Tekla Campus Acquisition Process 

4.3 Research Method 

This study consists of 4 individual experiments each representing one of 

selected non-coercive influence tactics. The aim of the experiments was to 

utilise non-coercive influence tactics to arouse different cognitive 

responses, and subsequently approach/avoidance behaviours in target 

group members. The experiments had two phases: The first one aiming to 

gain the awareness of the potential customers on Facebook and 

encouraging them to visit the case website and the second one aiming to 

convert them into customers on the case website. From the target 

audience’s viewpoint, the experiments follow the navigational path or 

compliance process described in Figure 7. 
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Figure 7 Compliance Process  

The first phase was conducted on Facebook as a set of 4 individual 

advertisements. There were several reasons for choosing Facebook as the 

primary medium to conduct the first phase of the experiments. Firstly, 

Facebook’s position as the most popular social networking site, especially 

among individuals between the ages of ages of 18-24 and 25-34 (Nierhoff 

2013) was expected to allow reaching a larger number of the potential target 

audience members, namely structural engineering students between the 

ages of 18-28. Secondly, Facebook was seen more suitable than other 

online advertising tools such as banners or paid-ads due to its ability to 

reach and target a more specified audience who may not be actively 

seeking services Tekla Campus offers. More specifically, Facebook allows 

targeting individuals based on e.g. their age, education and interests 

(Facebook 2014). Lastly, one of the biggest advantages of social media is 

that unlike traditional websites, social media networks are organised around 

users, thus allowing companies to benefit from user interconnectedness in 

order to reach larger audiences with relatively low-costs (Mislove, Marcon, 

Gummadi, Druschel, Bhattacharjee 2007; Pöyry et al. 2013).  

The selected target audiences for the experiments consisted of university 

students between the ages of 18-28 in Finland, United Kingdom, United 

Advertisement Landing Page Download Page Register Page
Software 

Download
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States and India who have demonstrated interest towards concepts such as 

structural engineering, construction engineering and building information 

modelling. The focus of the campaigns was primarily on individuals who 

were assumed to be unaware of Tekla Campus. Utilising Facebook’s 

advertising targeting tools; the audience was narrowed down based on age, 

country, education and interests related to BIM and structural engineering. 

Table 3 represents the size of the potential audience in each of the selected 

target countries.   

Table 3 Target Audience Characteristics 

Country/Location Potential Audience Size 

Finland 2.000 

United Kingdom 1.280.00 

United States 1.020.000 

India 3.800.00 

Total 1.530.000 

 

The aim of the adverts was to prompt potential customers to visit a landing 

page on the case website which elaborated the given influence tactic in 

more detail. Each advert was constructed based on previous literature on 

influence tactics, although some adjustments were needed due to 

constraints of the utilised media and the nature of the internet as a marketing 

medium. The structure of the adverts followed the complete argument 

structure, originally suggested by Payan et al. (2005). More specifically, the 

headline of the advert represented a claim put forward to acceptance, the 

body text consisted of evidence supporting the claim and the call-to-action 

entitled a request to visit the case website to learn more. Each advert was 

supported by an image related to the given influence tactic as it’s been 

stated by practitioners (see e.g. Goswami, Chittar and Sung 2011) that 

images can improve click-through-rates. The basic assumption is that as 

internet users are unable to “touch” and “feel” products online, good quality 

images can compensate this inability by providing users “an idea of the 

product features and conditions”, thus leading to higher click-through-rates 
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(Goswami et al. 2011, 45). Figures 8 and 9 represent the four adverts 

utilised in the first phase of the study. 

 

Figure 8 Information Exchange and Inspirational Appeals Adverts 

 

Figure 9 Recommendations and Rationality Adverts 

The second phase of the experiment was carried out on the case website. 

As stated earlier, a dedicated landing page was created for each of the 

selected influence tactics. The aim of these pages was to encourage 

approach behaviours or compliance in visitors, namely registering to the site 

and downloading the software.  

The pages were constructed based on the influence tactic characteristics 

identified in earlier literature. Furthermore, the information content 

presented on each page was based on Building Information Modelling 

related topics and each piece was reviewed by industry experts in the case 
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company prior to publishing. Secondly, the information organisation on the 

pages followed Payan et al.’s (2005) definition of a complete argument 

structure (See Table 4) as it was seen fitting to online environment, where 

it is important to provide website visitors strong incentives and navigational 

cues to remain and engage with the site instead of abandoning the site. 

Each landing page included a claim related to the selected influence tactic, 

which was followed by evidence to support the claim. The evidence 

proportion was kept relatively short (each roughly 500 words) in order to 

ensure the reader would scroll to the bottom of the page where the warrant 

or a call-to-action was found. The warrant, represented as a link, formed a 

connection between the claim and the evidence and encouraged visitors to 

download the software. If the visitor followed the advice put forward in the 

warrant, they were taken to the download page where they were 

encouraged further to register to the site and download the software. Thus, 

beginning the compliance process described earlier in Figure 7. Table 4 

describes the information structure in each of the landing pages.  
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Table 4 Structure of Landing Pages 

Influence  

Tactic 

Aim Claim/ 

Heading 

Evidence/ 

Body Text 

 

Warrant/ Call-

to-action 

Information 

Exchange 

Exchanging 

general information 

about BIM and the 

construction 

industry  

4 BIM facts 

structural  

engineers 

should take a 

look at 

A list of four 

BIM related 

trends. 

Why don’t you 

give BIM a try – 

Download Tekla 

Structures 

Learning Edition 

Inspirational 

Appeals 

Inspiring examples 

of future 

construction 

projects and 

challenges and 

proposals how 

students can leave 

their mark in 

society with 

building information 

modelling 

Leave your 

mark in 

society (in 

the most 

literal sense 

possible) 

3 examples of 

futuristic 

construction 

projects based 

on existing 

Tekla 

customer case 

studies. 

Most of us 

dream about 

leaving a mark 

in society. Make 

your dream 

come true! -

Download Tekla 

Structures 

Learning Edition 

Recommendations 

 

Arguments 

outlining BIM’s 

benefits for 

students and how it 

can be used in 

studies 

Spice up 

structural 

engineering 

courses with 

BIM 

Examples of 

how BIM tools 

can be used in 

structural 

engineering 

studies. 

Spice up your 

course and start 

learning BIM 

tools today -

Download Tekla 

Structures 

Learning Edition 

Rationality 

 

Arguments 

regarding the type 

of skills needed 

from structural 

engineers in the 

future and how BIM 

can be used for 

developing those 

skills 

Start building 

your future as 

a structural 

engineer 

A list of skills 

structural 

engineers 

need in their 

career and 

their relevance 

to BIM. 

Start building 

your BIM skills 

today -

Download Tekla 

Structures 

Learning Edition 

 

4.4 Clickstream Analysis as a Research Method 

Clickstream data offers a method to study consumer online behaviour and 

the effectiveness of online marketing actions empirically as it provides 

information about the sequence of pages viewed and actions taken by 
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consumers as they navigate a website (Montgomery, Li, Srinivasan and 

Liechty 2004; Bucklin and Sismeiro 2009).  

Clickstream data is defined as an electronic record of internet usage 

collected by a website’s web server log or by third-party services. 

Clickstream analysis involves analysing the requests internet users send to 

a server of a website. Requests are usually made by clicking visual objects, 

e.g. buttons or links, presented on a website. The data collected present a 

path a visitor takes when navigating on websites and reflects the choices 

the visitor makes while interacting with the website. (United States Patent 

Application Publication 2004; Bucklin et al. 2009)  

Past literature suggest that in an online marketing context, collecting and 

analysing clickstream data helps in understanding e.g. 1) browsing and site 

usage behaviour on the internet, 2) the efficacy of online channels as an 

advertising, persuasion and engagement media, 3) consumer purchase or 

transaction behaviour on the internet and 4) in identifying different buyer 

groups and user goals. (Moe 2003; Montgomery et al. 2004; Bucklin et al. 

2009) Indeed, clickstream data offer opportunities to create better targeted 

marketing and sales activities in the online environment by personalising 

online atmospheric cues and product offerings according to visitor 

behaviour (Montgomery et al. 2004; Bucklin et al. 2009). Although 

encompassing delimitations, clickstream data are usually collected in the 

user’s own interruption-free environment, which makes clickstream data a 

feasible resource for practitioners and researchers to examine and 

understand the behaviour and choices of individual internet users (Bucklin 

et al. 2009).  

Bucklin et al. (2009) divide clickstream data into two categories: site-centric 

data and user-centric data. Site-centric data is collected from an individual 

website and represent the activities and behaviours taken by the visitor on 

the given website. However, the key limitation of site-centric clickstream 

data is the lack of information regarding the activities and behaviours of site 

users on other websites. User-centric data are usually collected by internet 

service providers and provide information about the user’s activities across 



59 
 

multiple websites. User-centric data can offer the advantage of creating a 

profile of online behaviour across multiple online channels. Key limitations 

of user-centric data are that it is often tracked at the device level which 

creates a challenge of identifying activities of an individual user. This is 

because an individual can use multiple devices or multiple individuals can 

use a single device to navigate the web. Additionally, recorded user-centric 

data often shortens the URL of individual web pages making it difficult to 

match the recorded information to specific page content or to activities taken 

by the visitor on a website. Although, site-centric data has the advantage of 

offering a more complete coverage of user activity within a given site, the 

data can also similarly suffer from device/user matching problem unless the 

user is forced to register and login to the site. (Bucklin et al. 2009) 

Yet, clickstream data has come a long way since its conception. To mention 

a few developments, many online application providers now offer tools to 

collect and identify clickstream data about consumer migration across 

channels. As companies are increasingly using multiple channels for 

marketing and sales, being able to connect consumer actions across 

multiple channels could present a notable advantage for understanding how 

to exploit the strengths in each one. (Bucklin et al. 2009)  Another significant 

development is the ability to study electronic word-of-mouth (eWOM) 

behaviour. Although, using clickstream data to study eWOM has its 

challenges, the ability to track eWOM behaviour and link it to sales or other 

outcomes may provide insights into the effectiveness of online marketing. 

(Bucklin et al. 2013) 

4.5 Data Collection and Analysis 

This study adopts site-centric data collected from Facebook’s Advertising 

tools and from Google Analytics. The data consist of the natural operations 

conducted by individuals who responded to the company’s non-coercive 

influence attempts on Facebook and consequently navigated and interacted 

with the case company’s website. In order to examine each non-coercive 

influence tactic individually, the Facebook advertisements were assigned 

with an individual UTM-parameter, which helps Google Analytics to identify 
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from which advertisement each visit originated. After the experiments 

ended, the data were divided into four groups based on the advertisement 

the visits originated from. The cognitive responses and behavioural 

outcomes were identified by mapping the pageview sequence of each visit 

(See Appendix 1). In order to compare the selected influence tactics and 

examine their effect on consumer online behaviour, the data were analysed 

with Two-Proportion Z-test and Chi-Square Test. The analyses were done 

with Microsoft Excel and SPSS.  

Table 5 summarizes the cognitive responses, behavioural outcomes, units 

of observation and statistical tests utilised to examine the differences 

between the four non-coercive influence tactics. The units of observation 

have been drawn from previous clickstream data literature and codified 

accordingly against the cognitive responses and behavioural outcomes 

presented in earlier online consumer behaviour literature. 
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Table 5: Description of Data Analysis  

Behavioural  

Response 

Units of 

Observation 

Statistical 

Test  

Utilised 

Research Proposition 

Site 

Awareness 

Impressions 

Visits/Clicks to 

website 

CTR 

Two-

Proportion 

Z-test 

P1a: Non-coercive influence tactics generate site 

awareness in online consumers. 

P1b: Non-coercive influence tactics differ in their 

effectiveness to generate site awareness in online 

consumers. 

Initial 

Behavioural 

Responses 

Pagesviews >2 

Bounces 

Chi-Square 

Test for 

Independen

ce 

P2: Non-coercive influence tactic type affects the 

online consumer’s decision to continue navigating the 

site/abandon the site. 

Exploratory 

Behaviour 

Pageviews >2 

CVR 

Chi-Square 

Test for 

Independen

ce 

P3a: Non-coercive influence tactics generate site 

involvement/exploratory behaviour in online 

consumers. 

P3b: Non-coercive influence tactic type affects the 

online consumer’s preference for site 

involvement/exploratory behaviour over exploratory 

behaviour/ site involvement. 

Two-

Proportion 

Z-test 

P3c: Non-coercive influence tactics differ in their 

effectiveness to generate exploratory behaviour in 

online consumers. 

Site 

Involvement 

Pageviews >2 

CVR 

 

Chi-Square 

Test for 

Independen

ce 

P3a: Non-coercive influence tactics generate site 

involvement/exploratory behaviour in online 

consumers. 

P3b: Non-coercive influence tactic type affects the 

online consumer’s preference for site 

involvement/exploratory behaviour over exploratory 

behaviour/ site involvement.  

Two-

Proportion 

Z-test 

P3c: Non-coercive influence tactics differ in their 

effectiveness to generate site involvement in online 

consumers. 

Compliance Conversions 

(Register and 

Download)  

Chi-Square 

Test for 

Independen

ce 

P4a: Non-coercive influence tactics generate 

compliance in online consumers 

P4b: Non-coercive influence tactics differ in their 

effectiveness to generate compliance in online 

consumers 

P4c: Site Involvement/Exploratory behaviour is more 

likely to lead to compliance than exploratory 

behaviour/site Involvement 

eWOM Facebook 

Shares/Likes/Pa

ge Likes 

Two-

Proportion 

Z-test 

P5a: Non-coercive influence tactics generate eWOM in 

online consumers 

P5b: Non-coercive influence tactics differ in their 

effectiveness to generate eWOM online consumers 
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4.5.1 Site Awareness 

Bucklin et al. (2009) suggest that clickstream data provide a method to 

examine the effectiveness of online advertising. More specifically, the data 

allow tracking exposure to internet advertising and the consumer’s 

subsequent responses to individual adverts. As stated earlier, if an 

individual clicks external links or advertisements, they are likely to associate 

it with a certain service/product category or find it valuable or interesting.  

The key metric for understanding consumer reactions towards online 

advertisements is the click-through-rate (CTR). Chatterjee et al. (2003) 

suggest that CTR is a more explicable measurement in comparison to mere 

exposure or impressions as CTR is a countable behavioural response. More 

specifically, the consumer is likely to have acknowledged the ad, found it 

valuable and thus clicked the ad in order to find more information. CTR 

represents how many individuals clicked on an advertisement out of those 

exposed to it. A unit of exposure is often referred to as an impression. Thus, 

CTR=Clicks on advertisement/impressions. (e.g. Google 2014a) CTR is a 

good indicator of whether those exposed find the advertisement “helpful” 

and “relevant” (e.g. Google 2014a) and how much traffic individual 

advertisements generated to a website. However, it could be argued that in 

order to gain a deeper understanding of the effectiveness of online 

advertisements, a link to subsequent behaviours and more importantly to 

approach behaviours should be established (Chatterjee et al. 2003). In the 

online marketing context, approach behaviours or compliance is often 

referred to as conversions, which are “meaningful actions” such as a sale 

or a sign-up (e.g. Google 2014b). Thus another valuable metric of online 

advertisements is the conversion rate (CVR). CVR describes how often 

clicking an advertisement or a visit to website results in a conversion 

(Montgomery et al. 2004; Google 2014b), meaning CVR=clicks on an 

advertisements/conversions.  

This study assumes that by clicking on an external advertisement, the 

viewer is likely to have recognised it belonging to a category relevant to their 

interests or found it valuable enough for further examination. This behaviour 
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is measured by examining impressions, visits to the website and click-

through-rates each advertisement receives. The aim is to determine the 

effectiveness of each non-coercive influence tactic in encouraging site 

awareness. 

4.5.2 Exploratory Behaviour 

Bucklin et al. (2009) state that clickstream data allow researchers to 

examine how users browse and navigate on websites and how they respond 

to atmospheric cues such as site design and structure. Page views, a 

recording of a website visitor’s exposure to a given page on a website, are 

seen as a key metric for understanding visitor browsing and navigation 

behaviour (Bucklin et al. 2003, 2009). Together with on-page click-throughs, 

they form a clickstream of behavioural responses that are suitable for 

modelling (Chatterjee et al. 2003). The number of page views, page view 

duration and visit depth are key metrics for identifying and understanding 

different patterns demonstrated by visitors while interacting with a website 

(Bucklin et al. 2003).  

In this study, the key unit for analysing exploratory behaviour are pageviews 

or more specifically a sequence of pageviews visitors explore while visiting 

the website. Following the concept of exploratory information seeking 

behaviour and Richard et al.’s (2005) proposal, this study assumes that 

visitors are likely to demonstrate exploratory behaviour in order to gather 

more information about the case company’s offering or if they unsure 

whether their needs can be met by the case company’s offering. More 

specifically, they do not comply with the influence tactic directly but rather 

explore additional pages on the website before demonstrating compliance 

or site abandonment. The aim is to identify whether the influence tactic was 

effective by itself or whether the visitors needed to seek further information 

before complying with the original influence tactic.  

In order to separate exploratory behaviour from site involvement and to 

identify subsequent approach/avoidance behaviours a pageview sequence 

is mapped out for each individual visit (See Appendix 1 for a detailed list). 

Furthermore, following Bucklin et al.’s (2003) model, visits with less than 
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two page views are removed from the analysis of exploratory behaviour 

because a single page view does not constitute as browsing but rather as 

an avoidance behaviour (Bucklin et al. 2003). 

4.5.3 Site Involvement 

Similarly, to exploratory behaviour clickstream data allow the examination 

of consumer site involvement as it allows examining whether consumer’s 

respond directly to links or requests presented to them. More specifically, 

by forming a clickstream of behavioural responses, the consumer’s 

involvement with an individual page can be modelled and examined. 

(Chatterjee et al. 2003). Unlike the exploratory behaviour introduced earlier, 

this approach focuses on modelling the website visitor’s progress past 

critical points in the tasks required for compliance. (Bucklin et al. 2004) 

In this study site involvement refers to the consumer’s direct response to 

the presented influence tactic. More specifically, highly site involved 

consumers are expected to comply with the influence tactic directly by 

following the navigational path laid in front them in each influence tactic. For 

the purpose of the analysis, visitors who reach at least the 2nd stage of the 

compliance process i.e. the register page (See Figure 7) before 

demonstrating compliance/avoidance are considered to be site involved.  

4.5.4 Compliance 

According to Bucklin et al. (2009) purchase behaviour has been modelled 

with clickstream data using multiple approaches. Past literature has, for 

example, used clickstream data to predict the likelihood of online purchases 

based on visitor behaviour (Moe and Fader 2004a; Moe and Fader 2004b) 

and on different stages of online buying process on e-commerce sites 

(Bucklin et al. 2004), and identified behaviours related to different shopping 

strategies (Moe 2003). Furthermore, as clickstream data presents a path 

website visitors took prior to purchase, it may contain information about their 

goals and interests as well as which decision aids they used prior to 

purchase (Montgomery et al. 2004: Bucklin et al. 2009). 
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As stated earlier, compliance or conversion rate is seen as an important 

metric of approach behaviours. This is because conversion (e.g. a sign-up 

or a purchase) can be seen as a measurable behavioural outcome to e.g. 

different atmospheric cues and influence tactics. However, Bucklin et al. 

(2004, 306) suggest that a purchase is often a “completion of sequential 

nominal user tasks” which must be completed before a conversion can take 

place. Therefore, rather than measuring buy/no-buy directly, each task 

required for a purchase should be examined. This approach allows the 

modelling of conditional probabilities for task completion, each of which is 

higher than the common visit-to-purchase conversation rate. More 

specifically, website visitors are exposed to several conversion 

opportunities before they can make a purchase. They for example, convert 

by 1) following the advice given to them on a website or complete product 

configurations, 2) completing inputting personal information and finally 3) 

making the actual purchase. (McKnight et al. 2002; Bucklin et al. 2004) 

In this study the key approach behaviour is defined as the visitor’s 

compliance towards the influence tactic they were originally exposed to. The 

compliance can take place through site involvement or through exploratory 

behaviour. For example, visitors may explore the site before demonstrating 

compliance in order to gather more information about the company and its 

offering instead of demonstrating site involvement by following the 

compliance process shown in Figure 7. This study examines whether these 

behaviours leads to compliance by examining the use of decision aids and 

the level of information collection demonstrated by the visitor prior to 

approach behaviours. (Bucklin et al. 2004) Thus, the model links what 

visitors actually do on the website with the atmospheric cues or influence 

tactics they have been exposed to on the case company’s website while 

completing each sequential step towards purchase conversion.   

4.5.5 Avoidance Behaviours 

Avoidance behaviours in this study are defined as the opposite of approach 

behaviours. More specifically, avoidance behaviours manifest as site 

abandonment or visitors leaving the website either directly after being 
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exposed to the influence tactic or after navigating the website beyond the 

original landing page.  

In this study, avoidance behaviours are examined alongside with 

corresponding approach behaviours when applicable. The aim is to identify 

the point where the visitors abandon the website.  

4.5.6 Electronic Word-of-Mouth 

As stated earlier, eWOM behaviour can be considered as approach 

behaviour towards messages and content companies distribute in the online 

environment. Especially in social media, messages become truly effective 

once consumers add value and meaning to it through eWOM behaviours 

(Berger and Milkman 2012; Swani et al. 2013). Given the wide proliferation 

of platforms where eWOM can occur and the consequences of eWOM 

behaviour (e.g. increased brand awareness or sales), understanding what 

type of messages and adverts generate eWOM may provide a valuable 

implications to marketing efforts and online consumer behaviour (Swani et 

al. 2013)   

In accordance with recent studies on eWOM (Berger et al. 2012; De Vries, 

Gensler and Leeflang 2012; Swani et al. 2013), this study examines eWOM 

behaviour through so-called one-click social plugins (e.g. Like, Share, 

Retweet). One-click social plugins can be found on social media platforms 

and other websites, and allow consumers to demonstrate favourable 

attitudes towards content or messages they encounter with a click of a 

mouse. In fact, “Likes”, “Shares” or “Retweets generated through one-click 

social plugins have been cited as one of the most popular eWOM 

behaviours, occurring more frequently than other types of eWOM (e.g. 

reviews, ratings or blogs) (De Vries et al. 2012; Swani et al. 2013). This is 

because it is considered to be a frictionless, low cognition process, requiring 

users to simply click, compared to reviews or ratings which require a more 

high cognition process (Swami et al. 2013) 

When consumers click social plugins, they usually automatically share it 

with their social networks. Thus, consumers add value to marketing efforts 
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by promoting messages as personal referrals or endorsements to their 

network of friends and peers (Swani et al. 2013).  

This study focuses on examining eWOM generated though Facebook as it 

was selected as the primary channels to distribute the selected influence 

tactics. More specifically, the aim is to identify which type of influence tactics 

generated eWOM behaviours such as post/page “likes” and “shares”. The 

basic assumption is that the content, the targeted audience finds the most 

valuable, generates the most “likes” and “shares”.  
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5 FINDINGS 

The aim of this study was to examine how non-coercive the influence tactics 

of Information Exchange, Inspirational Appeals, Recommendations and 

Rationality affect consumer online behaviour. This chapter examines and 

discusses the findings of the study through the key concepts outlined in the 

theoretical part and reflects them against the research questions and 

propositions.  

The data consist of observed behavioural responses demonstrated by 

individuals who were exposed to the Facebook advertisements and who 

clicked on the advertisement in order to visit the case website. The 

individuals were divided into 4 separate groups according to which influence 

tactic brought them to the case website, namely Information Exchange (IE), 

Inspirational Appeals (IA), Recommendations (RE) and Rationality (RA). 

The appropriate measures for different cognitive responses and behavioural 

outcomes were adapted from the literature reviewed in the theoretical part 

of this study. More specifically, the examined cognitive responses in this 

study are: Site Awareness, Site Involvement, Exploratory Behaviour, while 

the behavioural outcomes are Compliance and Site Abandonment . Figure 

10 summarises the different behaviours the online consumers 

demonstrated during the experiments. The responses are examined 

through appropriate statistical tests in the following paragraphs.  
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Figure 10 Behavioural Responses in Compliance Process 

5.1 Site Awareness  

In accordance with P1a: Non-coercive influence tactics generate site 

awareness in online consumers and P1b: Non-coercive influence tactics 

differ in their effectiveness to generate site awareness in online consumers, 

this paragraph examines each advertisements ability to generate site 

awareness in online consumers. The four advertisements were displayed to 

the selected target group in the course of 14 days. The units of observations 

for measuring Site Awareness are the impressions received by the 

advertisements and the subsequent visits to the case website. The 

impression data was obtained from Facebook’s Advertisement tools, while 

the number of visits to the case website were obtained from Google 

Analytics. The impressions and visits were used for calculating a click-

through-rate for each advertisement, which were then used for the chosen 

statistical test.   
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The potential audience size for each advertisement was 1.530.000 

individual Facebook users. Out of those 1.530.000 individuals IE and IA 

received 158.565 and 74.895 impressions, while RE and RA received 

54.477 and 139.338 impressions respectively. IE led to total of 2.585 visits 

to the case website, meaning a total click-through rate (CTR) of 0,0163. IA 

led to a total of 137 visits to the site meaning a CTR of 0,0018. RE generated 

99 individual visits to the website thus having a CTR of 0,0018, while RA 

amounted to total of 2.433 individual visits to the site, meaning CTR of 

0,0175. Approximately half of the impressions and visits came from mobile 

devices (See Appendix 2 for more details). In order to download the 

software, visitors are required to visit the site with the personal computers. 

Hence, mobile visits are excluded from the later analyses. 

The descriptive results for further analysis are reported in Table 6. 

Table 6 Site Awareness Descriptive Results 

Influence 
Tactic Impressions 

 
Visits CTR 

IE 158.565 2.585 0,0163 

IA 74.895 137 0,0018 

RE 54.477 99 0,0018 

RA 139.338 2.433 0,0175 

Total 427.275 5.254 0,0123 

 

In order to determine whether the non-coercive influence tactics used in the 

advertisements differ in their ability to generate site awareness, one-tailed 

two-proportion z-tests was conducted to compare each non-coercive 

influence tactic with each other. The two-proportion z-test is appropriate as 

the samples are independent are obtained through simple random 

sampling. Furthermore each sample contains at least 10 success (a visit to 

the website) and 10 failures (no visit to the website) and each population is 

at least 10 times as big as its sample. (Stattrek 2014a) The level of 

significance is 0.05. The results were calculated in Excel.  

Table 7 shows the results for Table 7 shows the results for the two-

proportion z-test. 
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Table 7 Results of Two-Proportion Z-test for Site Awareness 

 
Influence Tactic 

Pooled  
Sample Proportion SE z value P value 

IE/IA 0,0117 0,0005 30,4087 0,0000 

IE/RE 0,0126 0,0006 26,1515 0,0000 

IE/RA 0,0168 0,0005 -2,4520 0,00714 

IA/RE 0,0018 0,0002 0,0497 0,48006 

IA/RA 0,0120 0,0005 -31,6904 0,0000 

RE/RA 0,0131 0,0006 -27,2652 0,0000 

Level of Significance 0.05 

 

The results indicated that IE is significantly more effective at generating site 

awareness in online consumers than IA and RE. When comparing the 

effectiveness of  IE and RA, the results show that RA is significantly better 

than IE at generating site awareness. As shown in Table 7, IA and RE are 

not significantly different in their effectiveness to generate site awareness 

in the observed individuals. The test revealed that RA is significantly more 

effective in generating site awareness in the observed online consumers 

than IA or RE. 

To conclude, influence tactics were discovered to generate site awareness 

in online consumers. The results show a statistically significant difference 

between influence tactics in their effectiveness to get visits to the case 

website. Furthermore, RA was seemingly better at generating site 

awareness than the other tactics, followed by IE. The results show that IA 

and RE were the least effective of the examined tactics 

5.2 Initial Behavioural Responses 

In accordance with P2: Non-coercive influence tactic type affects the online 

consumer’s decision to continue navigating the site/abandon the site, P3a: 
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Non-coercive influence tactics generate site involvement/exploratory 

behaviour in online consumers and P3b: Non-coercive influence tactic type 

affects the online consumer’s preference for site involvement/exploratory 

behaviour over exploratory behaviour/ site involvement, this paragraph 

examines the initial behavioural responses between the online consumers 

who visited the case website by clicking the earlier described 

advertisements.  

When online consumers first arrive on a website, they are likely to 

demonstrate two different behavioural responses: abandon the site 

immediately or continue navigating the site further (Huang 2000). The basic 

assumption is that if visitors find the first page they encounter valuable, they 

are likely to request additional pageviews and navigate the website beyond 

the initial landing page (e.g. Huberman et al. 1998). The data consist of 

measurable behavioural responses demonstrated by individuals who visited 

the website via previously described advertisements. The data was 

gathered from Google Analytics and includes only visits from personal 

computers, thus excluding mobile visits. The cognitive responses and 

behavioural outcomes were divided into 3 different categories: Site 

Involvement, Site Abandonment and Exploratory behaviour based on 

sequence of pageviews collected from Google Analytics. The observations 

were divided into four different groups based on the originating 

advertisement. Thus, the following analyses aim to determine if one 

influence tactic is better at encouraging the online consumers to navigate 

the site beyond the initial landing page (LP) than the other.  

Table 8 represents the descriptive results of the visitors’ initial reaction to 

the website after they clicked the advertisement. Overall, each of the 

selected non-coercive influence tactics generated behavioural responses of 

site involvement, site abandonment and exploratory behaviour par from RE 

which did not induce any site involvement in the examined online 

consumers. The majority of the observed online consumers (~ 81%) 

abandoned the website immediately after arriving on the landing page, while 
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3,5% and 15,35% of visitors continued navigating the website by 

demonstrating site involvement or exploratory behaviours, respectively. 

Table 8 Descriptive Results for Behavioural Responses 

Landing Page 
(LP)  

(Visits) 

Site Involvement Site Abandonment Exploratory Behaviour 
Total 
Visits Visits % of LP Visit Visits % of LP Visit Visits % of LP Visit 

IE (n=1057) 18 1,70 934 88,36 105 9,93 1057 
IA (n=94) 1 1,06 84 89,36 9 9,57 94 
RE (n=74) 0 0,00 62 83,78 12 16,22 74 
RA (n=977) 58 5,94 707 72,36 212 21,70 977 

Total 77 3,50 1787 81,15 338 15,35 2202 
 

In order to examine the differences between the four groups Chi-Square 

Test for Independence was conducted to compare the proportions of 

remain/abandon the website between the four groups. For this purpose, site 

involvement and exploratory behaviours were pooled to together to 

represent the visitors who remained on the website, while visits direct 

avoidance visits represent visitors, who left the website without exploring 

the website beyond the initial landing page. The tests was conducted by 

using SPSS.  

The observations are independent and collected with random sampling, with 

all expected counts ≥5, while the examined behavioural responses are 

binominal variables with two potential outcomes as the visitor can display to 

only one of the two behavioural responses, thus justifying the Chi-Square 

Test of Independence (Stattrek 2014b). The results are presented in Table 

9.  
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Table 9 Chi-Square Test Results for Initial Behavioural Responses 

Influence Tactic   Navigates Site Abandons Site Total 

IE  

Observed 
123 

(11,6%) 
934 

(88,4%) 1057 

Expected 
199,21 
(18,8%) 

857,79 
(81,2%) 1057,00 

IA 

Observed 
10 

(10,6%) 
84 

(89,4%) 94 

Expected 
17,72 

(18,9%) 
76,28 

(81,1%) 94,00 

RE 

Observed 
12 

(16,2%) 
62 

(83,8%) 74 

Expected 
13,95 

(18,9%) 
60,05 

(81,1%) 74,00 

RA 

Observed 
270 

(27,6%) 
707 

(72,4%) 977 

Expected 
184,13 
(18,5%) 

792,87 
(81,5%) 977,00 

Total   415 1787 2202 

Notes 
Chi-Square= 89,7448, df =3, Numbers in parentheses indicate column percentages 
p<.05 = 7,815 

 

The results reveal a significant difference in influence tactic’s efficacy to 

convince the visitor to remain on the website. The probability associated 

with the chi-square statistic of 89,7448 is less than .01 meaning that there 

is a strong relationship between the visitors decision to remain/leave the site 

and the page they initially landed on.  

Although the Chi-Square Test for Independence revealed a significant 

difference between the tactics, it did not specify which of the proportions 

differ significantly. To answer this question, a multiple comparison 

procedure, such as the Marascuilo Procedure is needed. The procedure 

allows the comparison between the different groups in terms of site 

approach behaviours at initial exposure. (Berenson, Levine, Krehbiel 2005) 

Table 10 presents the results for the Marascuilo Procedure, which 

compares the proportions of visitors who continued navigating the website 

by demonstrating site involvement or exploratory behaviour between the 

four different groups.  
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Table 10 Comparison of Groups for Site Involvement and Exploratory 
Behaviour 

Groups Absolute Difference Critical Range 

IE/IA 0,01 0,09 

IE/RE 0,05 0,12 

IE/RA 0,16 0,05 

IA/RE 0,06 0,15 

IA/RA 0,17 0,10 

RE/RA 0,11 0,13 

Notes: 
Level of Significance .05 
Sample proportions IE= 0,116, IA=0,106, RE=0,162, RA=0,276 

 

The results indicate that with a 95% level of confidence RA (0,276) was 

significantly better at encouraging visitors to remain on site than IE (0,116) 

or IA (0,106), while the difference between RE (0,162) and RA was not 

statistically significant. Furthermore, the procedure revealed that the 

differences between IE and IA, IE and RE and RE and RA were not 

statistically different.  

As stated earlier, visitors who remain on the site were divided into two 

categories: site involved visitors and exploratory visitors (See Table 8). 

Overall, majority of the visitors decided to explore the website instead 

demonstrating site involvement (See Table 8).  

To examine, P3b: Non-coercive influence tactic type affects the online 

consumer’s preference for site involvement/exploratory behaviour over 

exploratory behaviour/ site involvement, a Chi-Square Test for 

Independence was conducted to compare the proportions of the two 

behavioural responses between the 4 groups. The observations are 

independent, collected with random sampling. The dependent variable is 

binominal and categorical, thus justifying the use of Chi-Square for 

Independence.  As some cells have an expected value less than 5, the 

results are interpreted through Fisher’s Exact Test. The data was collected 

from Google Analytics. The tests was conducted by using SPSS. The 

results are presented in Table 11. 
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Table 11 Chi-Square Test Results for Site Involvement/Exploratory 
Behaviour 

Influence Tactic   Site Involvement Exploratory Behaviour Total 

IE 

Observed 
18 

(14,6%) 
105 

(85,4%) 123 

Expected 
22,82 

(18,6%) 
100,18 
(81,4%) 123,00 

IA 

Observed 
1 

(10,0%) 
9 

(90%) 10 

Expected 
1,86 

(18,6%) 
8,14 

(91,4%) 10,00 

RE 

Observed 
0 

(0%) 
12 

(100%) 12 

Expected 
2,23 

(18,6%) 
9,77 

(91,4%) 12,00 

RA 

Observed 
58 

(21,5%) 
212 

(78,5%) 270 

Expected 
50,10 

(18,6%) 
219,90 
(81,4%) 270,00 

Total   77 338 415 
Notes: 
Chi-Square= 5,9997,Fisher's Exact Test= 5,431, df =3, Numbers in parentheses indicate column 
percentages 
p<.05 = 7,815 

 

The results shown in Table 11 indicate that in this sample the preference for 

site involvement/exploratory behaviour is not statistically significant 

between the different groups. More specifically, online consumers prefer to 

explore additional pages on the website instead of demonstrating site 

involvement as it is defined in this study.  

5.3 Site Involvement  

In order to test P3c: Non-coercive influence tactics differ in their 

effectiveness to generate site involvement/exploratory behaviour in online 

consumers, this paragraph examines each non-coercive influence tactics 

ability to generate site involvement in online consumers. As stated earlier 

each influence tactic is represented as a landing page to the online 

consumer. In order to examine the differences between the non-coercive 

influence tactics, a sequence of pageviews corresponding to earlier defined 

criteria for site involvement was identified from data obtained from Google 
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Analytics. More specifically, visitors who demonstrated site involvement 

respond directly to the influence tactic by following the navigational path laid 

in front of them and advanced at least to the register page. The total number 

of visits received by the landing page and site involvement visits were used 

for calculating a site involvement conversion rate (CVR), which were then 

used for the chosen statistical test.   

The descriptive results for Site Involvement are displayed in Table 12.  

Table 12 Descriptive Results for Site Involvement 

 Influence Tactic Visits Site Involvement CVR to Site Involvement 

Information Exchange 1057 18 0,0170 

Inspirational Appeals 94 1 0,0106 

Recommendations 74 0 0,0000 

Rationality 977 58 0,0594 

 

To determine whether the non-coercive influence tactics used on the 

landing pages differ in their ability to generate site involvement, one-tailed 

two-proportion z-tests was conducted to compare each non-coercive 

influence tactic with each other. The two-proportion z-test is appropriate as 

the samples are independent are obtained through simple random 

sampling. Furthermore each sample contains at least 10 success (a visit to 

the website) and 10 failures (no visit to the website) and each population is 

at least 10 times as big as its sample. (Stattrek 2014a) The level of 

significance is 0.05. The results were calculated in Excel.  The results for 

the two-proportion z-test are displayed in Table 13.  
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Table 13 Results of Two-Proportion Z-test for Site Involvement 

Influence Tactic Pooled 
Sample 

Proportion 

SE Z-value P-value 

IE/IA 0,0165 0,0137 0,4660 0,319318 

IE/RE 0,0159 0,0150 1,1316 0,12924 

IE/RA 0,0374 0,0084 -5,0299 0 

IA/RE 0,0060 0,0120 0,8899 0,18673 

IA/RA 0,0551 0,0246 -1,9777 0,02385 

RE/RA 0,0552 0,0275 -2,1563 0,01539 

Level of Significance 0.05 

When comparing IE and RA, the results indicate RA is significantly more 

effective at generating site involvement in online consumers than IE. 

Similarly, as shown in Table 13, RA is significantly more effective at 

generating site involvement than RE or IA. The results show that IE and IA, 

IE and RE and IA and RE were not significantly different in their 

effectiveness to generate site involvement in the observed online 

consumers.     

Overall, only RA was confirmed be more effective at encouraging site 

involvement in visitors than the other tactics. The analysis could not confirm 

a significant difference between the other three groups at .05 level of 

significance.  

5.4 Exploratory Behaviour 

In order to test P3c: Non-coercive influence tactics differ in their 

effectiveness to generate site involvement/exploratory behaviour in online 

consumers, this paragraph examines each non-coercive influence tactics 

ability to generate exploratory behaviour in online consumers. As stated 

earlier each influence tactic is represented as a landing page to the online 

consumer. In order to examine the differences between the non-coercive 

influence tactics, a sequence of pageviews corresponding to earlier defined 

criteria for exploratory behaviour was identified from data obtained from 
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Google Analytics. More specifically, visitors who demonstrated exploratory 

behaviour requested additional pageviews on the website instead of 

following the navigational path put forward to them on the landing page. The 

total number of visits received by the landing page and exploratory 

behaviour visits were used for calculating a site involvement conversion rate 

(CVR), which were then used for the chosen statistical test. The descriptive 

results are shown in Table 14. 

Table 14 Descriptive Results for Exploratory Behaviour 

 Influence Tactic Visits Exploratory Behaviour 
CVR to Exploratory 
Behaviour 

Information Exchange 1057 105 0,0993 

Inspirational Appeals 94 9 0,0957 

Recommendations  74 12 0,1622 

Rationality 977 212 0,2170 

 

To determine whether the non-coercive influence tactics used on the 

landing pages differ in their ability to generate exploratory behaviour, one-

tailed two-proportion z-tests was conducted to compare each non-coercive 

influence tactic with each other. The two-proportion z-test is appropriate as 

the samples are independent are obtained through simple random 

sampling. Furthermore each sample contains at least 10 success (a visit to 

the website) and 10 failures (no visit to the website) and each population is 

at least 10 times as big as its sample. (Stattrek 2014a) The level of 

significance is 0.05. The results, shown in Table 15 were calculated in Excel 
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Table 15 Results of Two-Proportion Z-test for Exploratory Behaviour 

Influence Tactic Pooled 
Sample 

Proportion 

SE z-value p-value 

IE/IA 0,0990 0,0322 0,1118 0,4562 

IE/RE 0,1034 0,0366 -1,7155 0,04272 

IE/RA 0,1559 0,0161 -7,3088 0 

IA/RE 0,1250 0,0514 -1,2923 0,09853 

IA/RA 0,2063 0,0437 -2,7744 0,0028 

RE/RA 0,2131 0,0494 -1,1104 0,1335 

Level of Significance 0.05 

 

The results indicate that the difference between IE and RE and RA is 

statistically significant with RE and RA inducing more exploratory behaviour 

in visitors than IE. Similarly, the difference between IA and RA was 

statistically significant with RA being more likely to convert visitors to 

exploratory behaviours than IA. The difference between IE and IA, IA and 

RE and RE and RA was not statistically significant.  

Although the results are somewhat mixed, the test revealed that non-

coercive influence tactics differ in their effectiveness to generate exploratory 

behaviour in consumers.  

5.5 Compliance/Site Abandonment 

This paragraph aims to examine P4a: Non-coercive influence tactics 

generate compliance in online consumers, P4b: Non-coercive influence 

tactics differ in their effectiveness to generate compliance in online 

consumers and P4c: Site Involvement/Exploratory behaviour is more likely 

to lead to compliance than exploratory behaviour/site Involvement.  

The online consumers who register to the website and download the 

software are considered to have demonstrated approach behaviours or 

compliance towards the influence tactics represented in the landing pages. 
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In this study compliance takes place through site involvement or exploratory 

behaviour (See Appendix 1). Overall, IE and RA were the most effective 

non-coercive influence tactics in inducing compliance in the examined 

online consumers with 22 and 45 downloads, respectively. IA and RE were 

the least effective tactics with 1 and 0 downloads, respectively. The 

descriptive results are shown in Table 16. 

Table 16 Descriptive Results for Compliance 

  Total Visits Compliance CVR to Compliance 

IE 1057 22 0,0208 

IA 94 1 0,0106 

RE 74 0 0,0000 

RA 977 45 0,0461 

 

In order to compare the effectiveness of non-coercive influence tactics in 

generating compliance/site abandonment in online consumers, a Chi-

Square Test for Independence was conducted to compare the proportions 

of compliance/site abandonment behaviours in 4 different groups. The data 

was obtained from Google Analytics and divided into four different groups 

based on sequence of pageviews that led to registration and download or 

to site abandonment. More specifically, the groups in the analysis are site 

involvement visit and exploratory behaviour visits from Information 

Exchange (IE_SI and IE_EXB respectively) and site involvement and 

exploratory visitors from Rationality (RA_SI and RA_EXB, respectively). IA 

and RE are left out of the analysis as close to none of the visitors in the two 

groups demonstrated compliance behaviours.   

The observations are independent, collected with random sampling. The 

dependent variable is binominal and categorical, thus justifying the use of 

Chi-Square for Independence. The test was conducted with SPSS. The 

results are presented in Table 17.  
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Table 17 Chi-Square Test Results for Response Behavioural via Site 
Involvement and Exploratory Behaviour 

Influence Tactic   Compliance Site Abandonment Total 

IE_SI 

Observed 
11 

(61,1%) 
7 

(38,9%) 18 

Expected 
3,07 

(17,1%) 
14,93 

(82,9%) 18,00 

RA_SI 

Observed 
24 

(41,4%) 
34 

(58,6%) 58 

Expected 
9,89 

(17,1%) 
48,11 

(82,9%) 58,00 

IE_EXB 

Observed 
11 

(10,5%) 
94 

(89,5%) 105 

Expected 
17,90 

(17,1%) 
87,10 

(82,9%) 105,00 

RA_EXB 

Observed 
21 

(9,9%) 
191 

(90,1%) 212 

Expected 
36,14 

(17,5%) 
175,86 
(82,5%) 212,00 

Total   67 326 393 

Chi-Square= 59,8466 , df =3, Numbers in parentheses indicate column percentages 
p<.05 = 7,815 

 

As shown on Table 16, the proportions of compliance/site abandonment 

between site involved visitors and visitors who demonstrate exploratory 

behaviours is statistically significant.  The probability associated with the 

chi-square statistic of 59,8466 is less than .01 meaning that there is a strong 

relationship between the visitors decision to demonstrate 

compliance/avoidance and whether they previously demonstrated site 

involvement or exploratory behaviours.  

In order to compare which of the proportions differ significantly, Marascuillo 

Procedure was conducted to compare the compliance behaviours between 

the above mentioned 4 groups. The results are presented in Table 18. 
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Table 18 Comparison of Groups for Compliance 

Groups Absolute Difference Critical Value 

IE(SI)/RA(SI) 0,1973 0,3687 

IE(SI)/IE(EXB) 0,5060 0,3320 

IE(SI)/RA(EXB) 0,5120 0,3264 

RA(SI)/IE(EXB) 0,3090 0,1992 

RA(SI)/RA(EBX)  0,3147 0,1897 

IE(EXB)/RA(EXB) 0,0057 0,1014 

Notes: 
Level of Significance .05 
Sample proportions IE(SI)= 0,6111, RA(SI)=0,4137, IE(EXB)=0,1047, RA(EXB)=0,0990 

 

As shown on Table 18, with 95% confidence it can be said that site involved 

visitors regardless of their original landing page demonstrated more 

compliance behaviours than individuals who explored additional pages after 

landing on the website. More specifically, site involved IE visitors (0,6111) 

demonstrate more compliance behaviours than exploratory visitors from IE 

(0,1047) or RA (0,0990). Similarly site involved RA visitors (0,4137) 

demonstrate more compliance behaviours and exploratory visitors from IE 

or RA. However, when comparing the two site involvement groups with each 

other, the results indicate that they do not differ significantly. Similarly, the 

two exploratory groups do not differ significantly from each other.  

To conclude, the results show that non-coercive influence tactics generate 

compliance in online consumers with the exception of Recommendations, 

which did not generate compliance in the examined individuals. Additionally, 

non-coercive influence tactics differ in their effectiveness to generate 

compliance and compliance takes place through site involvement and 

exploratory behaviour. Furthermore, site involved online consumers are 

more likely to demonstrate compliance than online consumers who explore 

additional pages on the website.  
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5.6 eWOM 

This paragraph examines P5a: Non-coercive influence tactics generate 

eWOM in online consumers and P5b: Non-coercive influence tactics differ 

in their effectiveness to generate eWOM online consumers.  

As stated earlier, eWOM can be viewed as an approach behaviour towards 

the content and messages companies share online. More specifically, the 

eWOM received by content or messages provide an indicator of its 

effectiveness, informativeness and quality. As the advertisements were 

distributed in Facebook, each influence tactic received “page likes”, “post 

likes” and “post shares to a varying degree. Table 19 represents the page 

likes, post likes and post shares received by individual influence tactic 

adverts. Post likes and shares are pooled together under eWOM as both 

behavioural responses are directed towards the message itself, while page 

likes are directed towards the case company’s Facebook page.  More 

specifically, as seen on Table 19, Information Exchange received total of 

340 shares/likes and 445 new page likes, Inspirational Appeals generated 

4 post likes/shares and 12 page likes. The likes/shares received by 

Recommendations and Rationality amounted to 15 and 461 respectively. 

Recommendations did not result in new page likes, while Rationality 

resulted to 533 new page likes. The data includes behavioural responses 

from both mobile devices and personal computers and were collected from 

Facebook’s advertising tools.  

Table 19 eWOM Descriptive Results 

  Reach eWOM eWOM rate Page Likes Page Like Rate 

Information Exchange 158565 340 0,21 % 445 0,28 % 

Inspirational Appeals 74895 4 0,01 % 12 0,02 % 

Recommendations  54477 15 0,03 % 0 0,00 % 

Rationality 139338 461 0,33 % 533 0,38 % 

 

To determine whether the non-coercive influence tactics used on 

advertisements differ in their ability to generate eWOM, one-tailed two-

proportion z-tests was conducted to compare each non-coercive influence 

tactic with each other. The two-proportion z-test is appropriate as the 
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samples are independent are obtained through simple random sampling. 

Furthermore each sample contains at least 10 success (a visit to the 

website) and 10 failures (no visit to the website) and each population is at 

least 10 times as big as its sample. (Stattrek 2014a) The level of significance 

is 0.05. The results, shown in Table 20 were calculated in Excel 

Table 20 Results of Two-Proportion Z-test for eWOM 

Influence Tactic Pooled 
Sample 

Proportion 

SE z-value p-value 

IE/IA 0,0015 0,0002 12,2939 0 

IE/RE 0,0017 0,0002 9,2266 0 

IE/RA 0,0027 0,0002 -6,1230 0 

IA/RE 0,0001 0,0001 -3,2525 0,00058 

IA/RA 0,0022 0,0002 -15,4373 0 

RE/RA 0,0025 0,0003 -12,1274 0 

Level of Significance 0.05 
 

 

As seen in Table 20, IE was significantly more effective than IA or RE in 

generating eWOM in the observed online consumers, while RA was 

discovered to be more effective than RA. When comparing IA with RE and 

RA, the results indicate that IA is significantly less effective in generating 

eWOM than RE or RA. The results show that RA is significantly more 

effective in generating eWOM in online consumers than RE. 

Overall, non-coercive influence tactics generated eWOM behaviour in the 

examined online consumers. Furthermore, the selected non-coercive 

influence tactics differ in their effectiveness to induce eWOM, with 

Rationality generating the most likes/shares than any other examined tactic, 

followed by Information Exchange, while Recommendations and 

Inspirational Appeals generated the least amount of like/shares with 

Recommendations being better of the two.  



86 
 

To determine whether the non-coercive influence tactics used on 

advertisements differ in their ability to generate page likes, one-tailed two-

proportion z-tests was conducted to compare each non-coercive influence 

tactic with each other. The two-proportion z-test is appropriate as the 

samples are independent are obtained through simple random sampling. 

Furthermore each sample contains at least 10 success (a visit to the 

website) and 10 failures (no visit to the website) and each population is at 

least 10 times as big as its sample. (Stattrek 2014a) The level of significance 

is 0.05. The results, shown in Table 21 were calculated in Excel.  

Table 21 Results of Two-Proportion Z-test for Page Likes 

Influence Tactic Pooled Sample 
Proportion 

SE z-value p-value 

IE/IA 0,0020 0,0002 13,5027 0 

IE/RE 0,0021 0,0002 12,3776 0 

IE/RA 0,0033 0,0002 -4,8504 0 

IA/RE 0,0001 0,0001 2,9545 0,00159 

IA/RA 0,0025 0,0002 -16,0580 0 

RE/RA 0,0028 0,0003 -14,4555 0 

Level of Significance 0.05 

 

Information Exchange is significantly better than IA or RE at generating 

pages likes, while RA generated significantly more page likes than IE. IA 

was more effective in generating page likes from the observed online 

consumers than RE, while RA was better than IA. When comparing RE with 

RA, the results show that RA is significantly more effective in getting page 

likes than RE. 

Overall, RA was discovered to encourage the most page likes, followed by 

IE and IA. RE, getting 0 page likes, was the least likely influence tactic to 

get new page likes in this sample.  
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6 DISCUSSION AND CONCLUSIONS 

The current study aims to extend the understanding of online consumer 

behaviour by examining the effects of non-coercive influence tactics on 

cognitive behavioural responses and the subsequent behavioural 

outcomes. This chapter represents a summary of the theoretical and 

empirical parts of the thesis and reflects the findings to the research 

questions, propositions and research gaps of the study. The summary is 

followed by a discussion of the study’s theoretical contributions and 

managerial implications. Finally, the limitations of the study are discussed 

followed by propositions for future research. 

6.1 Summary of Key Findings 

By following Mazaheri et al. (2012) call for research on the influence of 

information types on consumer online behaviour; this study investigates the 

effect of Information Exchange, Inspirational Appeals, Recommendations 

and Rationality on the consumer’s cognitive behavioural responses and the 

subsequent behavioural outcomes of compliance and site abandonment. 

The investigation is based on the conceptual model originally introduced by 

Meharabian and Russel (1974) and later adopted to the online environment 

by Eroglu, Machleith and David (2001). The presumption was that online 

consumers would demonstrate different cognitive responses when exposed 

to non-coercive influence tactics in the online environment, and that these 

cognitive responses would results in approach or avoidance behaviours 

towards the website.  

This chapter provides answers to the research questions by discussing the 

key findings from the chosen academic literature and the empirical study. 

How non-coercive influence tactics manifest in the online environment? 

In traditional buyer/seller relationships, influence tactics are seen as the 

communicated motivational portion of influence attempts, meaning their 

closest online atmospheric cue equivalent is the information companies 

provide to their potential and existing customers over the internet. As 

companies have many information-rich online marketing channels such as 
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the website, the company blog and social media pages at their disposal, 

non-coercive influence tactics have various potential applications in the 

online environment.  Furthermore, the presence companies maintain over 

the internet has moved away from the rhetoric of static online brochures 

towards a more interactive collection of online-based customer touch-

points. As marketing and sales activities on the internet often rely on 

different types of compliance or conversion behaviour from the consumer, 

understanding how to effectively convert them to such behaviours is an 

imperative in the highly competitive online environment.  

The examination of previous literature regarding online atmospheric cues 

and non-coercive influence tactics used in traditional buyer/seller 

relationships reveal that the two concepts share similar characteristics and 

ambitions. Both aim to positively influence the consumer’s perceptions and 

attitudes about the company and its products/services, and most importantly 

make compliance behaviours, such as a purchase an attractive option for 

the consumer. Information Exchange, Recommendations and Rationality 

share similar qualities with high-task relevant cues as each aim to discuss 

information that is related to the consumer’s goal attainment and needs, as 

well as how companies can help the consumer to meet them. While 

ingratiation and to some extent inspirational appeals share characteristics 

with low-task relevant cues, as each aim to increase the personal 

attractiveness of the source of influence or appeal to the consumer’s 

emotions, values or ideals.  

Webpages that distribute information about the company, its operating 

procedures, products, services and prices are comparable to the way 

Information Exchange aims to positively influence consumer attitudes and 

ultimately behavioural outcomes without directly prompting or suggesting a 

course of action for the target of influence to follow. Similarly, 

Recommendations and Rationality can also be viewed as high task-relevant 

cues as they aim to encourage buyers to perform a specific action by 

outlaying the benefits the buyer obtains by complying with the source of 

influence. As stated earlier, Recommendations and Rationality often include 
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clearly identifiable and communicated guidelines for the online consumers 

to follow. This characteristic is more important in the online environment, 

where consumers, who remain anonymous for the most part decide when, 

where and how long to engage with websites. Therefore, complimenting 

online influence tactics with calls-to-action, links and other navigational cues 

that include a claim, an appeal or a statement for the consumer is imperative 

for actionable online influence attempts. In the online marketing context, 

different types of company blogs or social media strategies correspond 

closely to what earlier literature has stated about inspirational appeals and 

ingratiation as influence tactics. First of all, commercial blogs often reflect 

the company’s values and ideals and aim to build a more intimate 

relationship with customers. (e.g. Lee, Hwang and Lee 2006) Secondly, 

although not always directly selling products/service, blogs tend to build 

emotional relevance towards the company and its offering. Social media 

channels provide a more opportunities to build closer, deeper and more 

meaningful and sustainable relationships with existing and potential 

customers (Sashi 2012). It can be seen as a suitable channel for utilising 

ingratiation as an influence tactic as ingratiation is aimed at enhancing one’s 

interpersonal attractiveness and improving the relationship with the target 

of influence (McFarland et al. 2006).  

As online marketing practitioners are under increasing pressure to execute 

intimate yet effective online marketing activities, non-coercive influence 

tactics could provide a method for the realisation of both. The ability to 

gather and examine behavioural responses through clickstream data 

provides practitioners opportunities to adapt their online based influence 

attempts to different buyer types, similar to sales people in traditional 

buyer/seller relationships who adapt their influence attempts to suit different 

buyer types.  

Yet some adaptations are needed in respects to the differences between 

traditional relationships and relationships that are mediated by online 

technologies. Identifying and providing decision-making aids that mitigate 

perceived risks, increase perceived benefits and help consumer’s to make 
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a decision with less effort is more important in the online environment where 

consumers are unable to physically examine products to evaluate 

characteristics such as quality or talk to company representatives to ask 

questions. Furthermore, in the online environment, where consumer’s 

remain anonymous to a large extent and decide when, where and how long 

to engage with websites, including a complete argument structure to 

website information or online advertisements could help practitioners to 

create a stronger influence on anonymous online consumers and decrease 

the likelihood of faulty interpretations about missing information elements 

that lead to frustration and website abandonment. 

How non-coercive influence tactics affect consumer online behaviour? 

The most interesting findings of this study were the effects of non-coercive 

influence tactics as information types on consumer online behaviour. The 

effects were studied through different research propositions which were 

based on previously identified online cognitive responses and behavioural 

outcomes: site awareness, site involvement, exploratory behaviour, 

compliance and site abandonment. 

Firstly, the examined influence tactic types were significantly different in 

terms of inducing site awareness in online consumers from external 

atmospheric cues such as online advertisements. In fact, Rationality and 

Information Exchange were significantly better at attracting online 

consumer’s from Facebook to the website, while Inspirational Appeals and 

Recommendations were the least effective tactics in getting new visits to 

the website.  

Secondly, although the results were somewhat mixed, influence tactic type 

impacts the visitors decision to remain/leave the website. More specifically, 

Rationality resulted in keeping significantly more visitors encaged with the 

website through site involvement and exploratory behaviours and keeping 

them away from abandoning the website after viewing the page they 

originally landed on. This notion supports findings from Richard (2005), who 

stated that if visitors view information on websites as effective, they are likely 
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engage in thorough information search on the website. The mixed results 

could be explained by the fact that some of the visitors may have not read 

the entire information displayed on the landing pages or read it through but 

not being able to remain on the site for reasons such as lack of time. The 

reason for the mixed results could be examined in future studies with 

supportive research methods such as interviews or webpage heatmap data.  

Interestingly, the decision between site involvement and exploratory 

behaviour seemed to be universal between the influence tactics. More 

specifically, the majority of visitors decided to explore the additional pages 

on the website rather than demonstrating site involvement as it is defined in 

this study. While both behavioural responses can be viewed as approach 

behaviours towards the website as per Richard (2005) and Huberman et al. 

(1998), site involvement could be viewed as a more desirable response in 

respects to the way the influence tactics were built in this study. This result 

could be explained by the fact that the observed individuals are assumed to 

be visiting the website for the first time, thus more aligned to exploratory 

information seeking behaviours than exploratory acquisition of products 

(Baumgartner et al. 1996) or as stated by Johnson et al. (2003) and as 

stated by Bucklin et al. (2003) simply learning to use the site. Again, this 

notion could be examined in future research by complementing the method 

used in this study with supportive methods such as interviews.  

Yet, the number or visitors converting to site involvement behaviours or 

exploratory behaviours was significantly different between the examined 

influence tactics. More specifically, in accordance with Richard (2005), the 

results show that when information content is effective, visitors are more 

involved with the site. Overall, Rationality was significantly better than the 

other influence tactics at encouraging visitors to be involved with the 

influence tactic page by clicking the links guiding them towards registering 

to the site and downloading the software. Surprisingly, Information 

Exchange, the tactic that effectively induced site awareness in the observed 

individuals, did not significantly encourage more site involvement in visitors 

than Inspirational Appeals or Recommendations, which were the least 
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effective tactics at getting new visitors to the website. The reason behind 

this could be the fact that Information Exchange did not outline the benefits 

of compliance to the visitor nor directly request visitors to register to the site 

and download the software. Whereas Rationality in included clearly stated 

reasons and a request to download the software. Information Exchange was 

aimed towards attitude change and consequently compliance by 

exchanging general information about the industry and BIM. However, 

confirming this notion is something for future consumer online behaviour 

and influence tactic studies.  

The influence tactics that converted most exploratory visits were Rationality 

and Recommendations, while Information Exchange and Inspirational 

Appeals had the smallest conversation rate to exploratory behaviours. The 

reason for this could be that both Rationality and Recommendations 

discussed the benefits the visitors could obtain from downloading and 

learning the software, thus encouraging them to acquire more information 

by exploring additional pages, while Information Exchange and Inspirational 

Appeals discussed the industry and BIM as a concept, thus not giving a 

clear incentive to learn more about the company and its offering. Yet again, 

this is something that future studies could confirm.  

Finally, non-coercive influence tactics by themselves do not significantly 

differ in their ability to induce compliance in visitors. Rather, similarly to 

findings from Richard (2005), atmospheric cues such as information 

effectiveness influence approach behaviours through cognitive behavioural 

responses such as exploratory behaviour and site involvement. 

Interestingly, the study showed that visitors who demonstrate site 

involvement were more likely demonstrate compliance and register to the 

site and download the software than visitors who demonstrated exploratory 

behaviours. This is surprising as one would expect that visitors who acquire 

more information about the company and their offering would be more prone 

to comply with the original influence tactic than those who did not explore 

the website beyond the compliance path. It could be that the additional 

pages did not contain a desired quantity or quality of information required 
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for a visitor to demonstrate compliance. However, this should be confirmed 

with further studies.  

Overall, Rationality was significantly better than the other influence tactics 

in encouraging the visitors to engage with the website and ultimately 

demonstrating compliance. This finding is consistent with observations from 

Yukl et al. (1992) and Farrel et al. (1996) who state that rational persuasions 

are most effective in gaining compliance in influence attempts. Additionally, 

the results are somewhat consistent with Payan et al.’s (2005) findings 

regarding Recommendations effectiveness on compliance. More 

specifically, they discovered contrary to previous findings that 

Recommendations have a negative effect on compliance and cite trust as 

an intervening variable to explain the mixed results. In this study, 

Recommendations was one of the two least effective influence tactics. The 

result could be explained by the fact that the observed individuals do not 

see a relevance between the offering and their studies but rather related it 

with their career development as shown by the effectiveness of Rationality 

which addressed this issue. Another important reason for the 

ineffectiveness of Recommendations in this study could be the fact that BIM 

is not fully implemented if at all to university curricula and courses. Hence, 

the observed individuals do not see a reason to acquire BIM software to 

support their studies. The results might be different if BIM was a consistent 

and fully implemented part of structural engineering courses in universities.  

Inspirational Appeals was the second of the least effective influence tactics 

in this study. The results are contrary to Yukl et al.’s (1992), who state 

Inspirational Appeals to be an effective influence tactic. This contradiction 

could be explained by the fact that Yukl et al. (1992) investigated non-

coercive influence tactics in previously established upward and downward 

intrafirm relationships, where as in this study the source and target of 

influence are unknown to each other, with no previously established 

relationship. However, as shown in earlier studies Inspirational Appeals may 

be effective in changing the target’s attitudes and making the source of 

influence more attractive to the target, meaning Inspirational Appeals may 
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be more effective in more long-term influence attempts and in brand 

building. Another reason for this result could be the fact that the observed 

individuals may not be familiar enough with BIM to be inspired by this tactic 

or to find enough emotionally significant for the tactic to be effective.  

The behavioural responses demonstrated by Information Exchange visitors 

are yet another interesting finding. More specifically, it did not convert as 

many visitors to site involvement, exploratory behaviours and ultimately 

compliance as its ability to attract visitors to the site would let assume. This 

finding partially reflects Payan et al.’s (2005) statement that Information 

Exchange has the least effect on compliance as it only contains the 

evidence element from a complete argument structure. Although, the 

Information Exchange landing page in this study included a request to 

download the software, it was not directly supported by the evidence 

portion.  

eWOM behaviours were examined in this study in order to gain a deeper 

understanding of information effectiveness. Overall, the results are fairly 

aligned with the other behavioural responses. More specifically, Information 

Exchange and Rationality generated the most shares/likes and page likes 

in the observed individuals, while Inspirational Appeals and 

Recommendations generated the least amount of such behavioural 

responses. The ineffectiveness of Inspirational Appeals in this context is 

surprising when reflecting it to McFarland et al.’s (2006) findings that state 

Inspirational Appeals being effective with socially oriented buyers. Based 

on this one could assume that Inspirational Appeals would at least generate 

more page likes.  

6.2 Theoretical Contributions 

The theoretical ambition of this study was to contribute to the academic 

discussion around online consumer behaviour and influence tactic efficacy. 

The research reflects on the studies by Eroglu et al. (2001; 2003), Mazaheri 

et al. (2012; 2011; 2014), Richard (2005) and Richard et al. (2005), who 

have successfully confirmed the applicability of the SOR framework in the 

online environment and that online atmospheric cues influence the internal 
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states of online consumers which then lead to different approach/avoidance 

behaviours towards the website. This study is the first to examine the SOR 

model with clickstream data, meaning the responses from the observed 

individuals took place in a natural situation which may provide a more 

authentic reaction from the consumers compared to a lab environment.  

The main theoretical contribution of this study is the empirical investigation 

of information type on online consumer behaviour and influence tactic 

efficacy in online marketing. The study confirmed that the effectiveness of 

information differs between information types, thus providing further 

empirical evidence to Richard’s (2005) findings showing that when 

information content is effective consumers are more likely to be more 

involved with the website and engage in exploratory acquisition of 

information and products which then result in approach or avoidance 

behaviours. Furthermore, the empirical investigation confirmed that 

influence tactics are applicable in the online environment but need to be 

supported with adequate decision-making aids as the consumer is not able 

to ask questions from a company representative to acquire the needed 

information, which would occur naturally in traditional buyer/seller 

relationships and influence attempts.  

More importantly, the study investigated online consumer migration from 

external online channels to a corporate website through the SOR model, 

which has not been done in previous studies. The study provides evidence 

that different information or non-coercive influence tactic types can help in 

raising consumer site awareness and that their effectiveness in doing so is 

significantly different between the non-coercive influence tactic types. 

Furthermore, the findings provide evidence that effectiveness of external 

atmospheric cues such as online advertisements should not only be 

examined through click-through-rates but a link to subsequent behaviours 

should be established. More specifically, as shown with Information 

Exchange, high click-through rates do not always convert to desired 

approach behaviour in the same magnitude. This supports Bucklin et al.’s 

(2004) claim that measuring purchase intentions as a buy/no-buy scenario 
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does not provide a complete picture of purchase intentions as other 

situational factors are likely to influence the consumer willingness to 

demonstrate approach behaviours.  

Furthermore, this is the first study to link influence tactics to online 

atmospherics cues, and investigate their efficacy through the SOR model. 

Thus making it easier for future studies to investigate influence tactics effect 

on online consumer behaviour and compliance 

6.3 Managerial Implications 

This study provides online marketing practitioners a workable method to 

utilise the Stimulus-Organism-Response model to understand the online 

behaviour of their customers and the effectiveness of their online marketing 

activities through clickstream data. The evidence provided in this study 

shows that non-coercive influence tactics can be utilised for attracting 

potential customer to visit their corporate website and converting them to 

into behaviours such as site involvement and exploratory behaviours which 

subsequently result in approach or avoidance behaviours. Furthermore, the 

results of this study show that exchanging general information and providing 

rational appeals are more likely to lead to positive behavioural responses 

and compliance than Inspirational Appeals or Recommendations.  

More importantly, the study shows that non-coercive influence tactics need 

to be supported with sufficient decision-making aids and information that 

both mitigate the perceived risks and increase the perceived benefits as the 

consumer is unable to physically examine the product to confirm its quality 

or suitability or ask questions from company representatives when the 

information readily available does not need their information need form 

making a decision to buy. Furthermore, the model examined in this study 

provides practitioners with method to examine which type of decision-

making aids are needed to support the original non-coercive influence tactic 

in order to improve them in the future and increase their effectiveness in 

gaining the compliance of their online customers.  
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Although, this study is limited to the B2C environment and to a product that 

can be acquired directly on the website, the method is applicable to for 

example to B2B companies as well as to more traditional e-commerce 

websites.  

6.4 Limitations and Suggestions for Further Research 

This study has several limitations. Firstly, this thesis did not examine the 

emotional responses of online consumers towards the examined non-

coercive influence attempts. As the emotional states have been found to 

significantly influence online consumer behaviour, further studies should 

deepen the understanding of online-based influence attempts by examining 

how non-coercive influence tactics affect the online consumer’s emotional 

states and induce behavioural responses such as pleasure, arousal, site 

and service attitudes. By examining the emotional responses through 

methods such as interviews could shed light on some of the mixed results 

found in this study. For example, understanding the emotional states of the 

consumers when they are exposed to influence attempts could deepen the 

understanding of why the majority of visitors demonstrated site 

abandonment over exploratory behaviour or site involvement during their 

initial exposure to the influence tactic and website as well as their 

preference for exploratory behaviours over site involvement. Furthermore, 

the deductions of influence tactic effectiveness in this study is based on 

measurable behavioural responses obtained from clickstream data, thus the 

study was unable to determine how the consumers felt about the actual 

information content presented at them. Future studies could for example, 

investigate what type of information is the most valuable and satisfying for 

the online consumer to apply in their decision-making.  

Secondly, this study included only the non-coercive influence tactics from 

Frazier et al.’s (1984) model. Future studies should focus on investigating 

the effect of coercive influence attempts on online consumer behaviour.  

Another notable limitation of this study was the inability to examine whether 

the observed individuals who abandoned the website without demonstrating 

compliance behaviours during their first visit returned later to the website to 
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download the software. It is possible that the consumer first arrived to the 

website at inconvenient time or in an inconvenient place thus postponing 

exploring the site or demonstrating approach behaviour till the situation is 

more suitable for them. This is especially interesting as a significant amount 

of the original visits came from mobile devices, making compliance as it is 

defined in this study impossible for the visitor.  

As the acquisition process examined in this study was spread in three 

separate domains, certain conversion points could not be assessed 

effectively. For example, the registration page which requires the consumer 

to provide personal information could not be examined in terms of site 

abandonment. More specifically, the analysis was unable to identify visits 

from the non-coercive influence tactics campaigns to the register page and 

determine the rate of site abandonment at this stage of the acquisition 

process. This type of analysis could have provided evidence whether the 

influence tactic sufficiently increased the perceived benefits for the 

consumer to provide personal information to the case company. Future 

studies could investigate whether information type influences the 

consumer’s willingness to provide the personal information required for 

making a transaction on the website.  

Another notable limitation of this study relates to the mediating role of 

personal characteristics such as culture or buyer orientation on the 

effectiveness of influence tactic types. Although, the observed individuals 

came from four different countries, the amount of observations varied so 

significantly between the cultures that a feasible comparison could not be 

conducted (See Appendix 3). Future studies could therefore investigate 

whether the effectiveness of influence tactic types and subsequently 

behavioural responses varies between cultures or buyer orientations as 

already established in previous studies on online consumer behaviour and 

influence tactics in traditional buyer/seller relationships. s 

Another suggestion for future studies relates to exploratory information 

acquisition and the role of supportive decision-making aids. More 

specifically, as the majority of visitor preferred to explore additional pages 
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on the website instead of demonstrating site involvement, future studies 

could determine which type of information is needed for increasing the 

effectiveness of different influence tactic types.  

  



100 
 

LIST OF REFERENCES 

Alba, J., Lynch,J., Weitz, B., Janiszawski, C., Lutz, R., Sawyer, A. and 

Woods, S. (1997) Interactive Home Shopping: Consumer, Retailer and 

Manufacturer Incentives to Participate in Electronic Market Places. Journal 

of Marketing, 61, 38-58. 

Aljukhadar, M. and Senecal, S. (2009) How the Website Usability Elements 

Impact Performance. Value Creation in E-Business Management 113-130. 

Ariely, D. (2000) Controlling the Information Flow: Effects on Consumers’ 

Decision Making and Preferences. Journal of Consumer Research, 27, 233-

248. 

Baumgartner, H. and Steenkamp, J-B.E.M. (1996) Exploratory Consumer 

Buying Behaviour: Conceptualisation and Measurement. International 

Journal of Research Marketing, 13, 2, 121-137. 

Berenson, M.L., Levine, D.M. and Krehbiel, T.C. (2005) Basic Business 

Statistics: Concepts and Applications. 10th Edition, Prentice Hall.  

Berger, J. and Milkman, K.L. (2012) What Makes Online Content Viral. 

Journal of Marketing Research, XLIX, 192-205. 

Berlyne, D.E. (1963) Motivational Problems Raised by Exploratory and 

Epistemic Behavior. Psychology: A Study of a Science. Study II: Empirical 

Substructure and Relations with Other Sciences, 5, 284-364. New York, NY, 

McGraw-Hill.  

Bhat, S., Bevans, M. and Sengupta, S. (2002) Measuring Users’ Web 

Activity to Evaluate and Enhance Advertising Effectiveness. Journal of 

Advertising, XXXI, 3. 

Blitz, I.P. (2013) Emerging IT Trends: Moving from Transactions to Digital 

Customer Relationships. [www document] [Accessed 7th of October 2013] 

Available http://www.accenture.com/us-en/blogs/technology-labs-

http://www.accenture.com/us-en/blogs/technology-labs-blog/archive/2013/02/28/emerging-it-trends-moving-from-transactions-to-digital-customer-relationships.aspx


101 
 

blog/archive/2013/02/28/emerging-it-trends-moving-from-transactions-to-

digital-customer-relationships.aspx 

Brown, J., Broderick, A.J. and Lee, N. (2007) Word of Mouth 

Communications within Online Communities: Conceptualizing the Online 

Social Network. Journal of Interactive Marketing 21, 3, 20-20. 

Bucklin, R.E. and Sismeiro, C. (2003) A Model of Website Browsing 

Behavior Estimated on Clickstream Data. Journal of Marketing Research, 

40, 3, 249–67. 

Bucklin, R.E. and Sismeiro, C. (2004) Modeling Purchase Behavior at an E-

Commerce Web Site: A Task-Completion Approach. Journal of Marketing 

Research, XLI, 306-323. 

Bucklin, R.E. and Sismeiro, C. (2009) Click Here for Internet Insight: 

Advances in Clickstream Data Analysis in Marketing. Journal of Interactive 

Marketing, 23, 35-48.  

Butler, P. and Pepparad, J. (1998) Consumer Purchasing on the Internet: 

Processes and Prospects. European Management Journal 16, 5, 600-610. 

Chatterjee, P., Hoffman, D.L. and Novak, T.P. (2003) Modeling the 

Clickstream: Implications for Web-Based Advertising Efforts. Marketing 

Science, 22, 4, 520-541.  

Chen, Q. and Wells, W.D. (1999) Attitude Towards the Site. Journal of 

Advertising Research, 39, 5, 27-37. 

Chen, Q., Clifford, S.J. and Wells, W.D. (2002) Attitude Towards the Site II: 

New Information. Journal of Advertising Research, 42, 2, 33-45. 

Cheung, C.M.K., Zhu, L., Kwong, T., Chan, G.W.W. and Limayem, M. 

(2003) Online Consumer Behavior: A Review and Agenda for Future 

Research. Proceedings of the 16th Bled eCommerce Conference, 9-11. 

http://www.accenture.com/us-en/blogs/technology-labs-blog/archive/2013/02/28/emerging-it-trends-moving-from-transactions-to-digital-customer-relationships.aspx
http://www.accenture.com/us-en/blogs/technology-labs-blog/archive/2013/02/28/emerging-it-trends-moving-from-transactions-to-digital-customer-relationships.aspx


102 
 

Cho, N. and Park, S. (2001) Development of Electronic Commerce User-

Consumer Satisfaction Index (ECUSI) for Internet Shopping. Industrial 

Management and Data Systems, 101, 8, 400-406.  

Constantinides, E. (2002) The 4S Web-Marketing Mix Model. Elentronic 

Commerce Research and Applications 1, 57-76. 

Constantinides, E. (2004) Influencing the Online Consumer’s Behaviour: the 

Web Experience. Internet Research 14, 2, 111-126. 

Constantinides, E., Lorenzo-Romero, C. and Gómez, M.A. (2010) Effects of 

Web Experience on Consumer Choice: A Multicultural Approach. Internet 

Research 20, 2, 188-209. 

Cho, S-C. and Kim, Y. (2011) Determinants of Consumer Engagement in 

Electronic Word-of-Mouth (eWOM) in Social Networking Sites. International 

Journal of Advertising, 30, 1, 47-75. 

Dailey, L. (2004) Navigational Web Atmospherics: Explaining the Influence 

of Restrictive Navigation Cues Journal of Business Research, 57, 7, 795-

803. 

Darley, W.K., Blankson, C. and Luethge, D.L. (2010) Toward and Integrated 

Framework of Online Consumer Behavior and Decision Making Process: A 

Review. Psychology and Marketing, 27, 2, 94-116. 

Day, G.S. (2011) Closing the Marketing Capabilities Gap. Journal of 

Marketing 75, 183-195. 

de Figueiredo, J.M. (2000) Finding Sustainable Profitability in Electronic 

Commerce. Sloan Management Review. 41, 41-52. 

De Vries, L., Gensler, S. and Leeflang, P.S.H. (2012) Popularity of Brand 

Posts on Brand Fan Pages: An Investigation of the Effects of Social Media 

Marketing. Journal of Interactive Marketing, 29, 2, 83-91. 



103 
 

Dobele, A., Lindgreen, A., Beverland, M., Vanhamme, J., and van Wijk, R. 

(2007). Why pass on viralmessages? Because they connect emotionally. 

Business Horizons, 50, 291–304. 

Donovan, R.J. and Rossiter, J.R. (1982) Store Atmosphere: An 

Environmental Psychology Approach, Journal of Retail 58, 1, 34-57. 

Eggert, A. (2006) Intangibility and perceived risk in online environments. 

Journal of Marketing Management, 22, 553-572.  

Engel, J.F., Kollat, D.T. and Blackwell, R.D. (1978) Consumer Behavior, 3rd 

ed. Hinsdale, IL., Dryden.  

Engel, J.F., Blackwell, R.D. and Miniard, P.W. (1986) Consumer Behavior, 

3rd ed. Hinsdale, IL, Dryden.  

Eroglu, S.A., Machleit, K.A. and Davis, L.M. (2001) Atmospheric Qualities 

of Online Retailing A Conceptual Model and Implications. Journal of 

Business Research, 54, 177-184. 

Eroglu, S.A., Machleit, K.A. and Davis, L.M. (2003) Empirical Testing of a 

Model of Online Store Atmospherics and Shopper Responses. Psychology 

and Marketing, 20, 2, 139-150. 

Evans, M. (2013) Interview with Satu Ståhlstedt. 24 October. Espoo, 

Finland.  

Facebook. (2014) What Are My Targeting Options. [www document] 

[Accessed 1st of April 2014] Available 

https://www.facebook.com/help/207847739273775 

Faeth, B. (2013) Let Your Fans Do the Talking. [www document] [Accessed 

1st of March 2014] Available 

http://www.inboundmarketingagents.com/inbound-marketing-agents-

blog/bid/293727/5-Sparkling-Ideas-for-Integrating-User-Generated-

Content-Marketing.  

http://www.inboundmarketingagents.com/inbound-marketing-agents-blog/bid/293727/5-Sparkling-Ideas-for-Integrating-User-Generated-Content-Marketing
http://www.inboundmarketingagents.com/inbound-marketing-agents-blog/bid/293727/5-Sparkling-Ideas-for-Integrating-User-Generated-Content-Marketing
http://www.inboundmarketingagents.com/inbound-marketing-agents-blog/bid/293727/5-Sparkling-Ideas-for-Integrating-User-Generated-Content-Marketing


104 
 

Farrel, M.A. and Schroder, B. (1996) Influence Strategies in Organizational 

Buying Decisions. Industrial Marketing Management, 25, 293-303. 

Fogg, B.J., Soohoo, C., Danielson, D.R., Marable, L., Stanford, J. and 

Tauber, E.R. (2003) How Do Users Evaluate the Credibility of Website? A 

Study with Over 2500 Participants. Proceedings of the 2003 Conference on 

Design for User Experiences, 1-15. 

Frazier, G.L. (1984) The Interfirm Power-Influence Process within a 

Marketing Channel. Research in Marketing 7, 63-91. 

Frazier, G.L., Gill, J. and Kale, S. (1989) Dealer Dependence Levels and 

Reciprocal Actions in a Channel of Distribution in a Developing Country. 

Journal of Marketing, 53, January, 50-69.  

Frazier, G.L. and Rody, R.C. (1991) The Use of Influence Strategies in 

Interfirm Relationships in Industrial Product Channels. Journal of Marketing, 

48, 43-55.  

Frazier, G.L. and Summers, J.O. (1984) Interfirm Influence Strategies and 

Their Application Within  Distribution Channels. Journal of Marketing 48, 

Summer, 43-55.  

Frazier, G.L. and Summers, J.O. (1986) Perceptions of Interfirm Power and 

Its Use Within a Franchise Channel of Distribution. Journal of Marketing 

Research XXIII, 169-76.  

Frazier, G.L. and Sheth, J.N. (1985) An Attitude-Behaviour Framework for 

Distribution Channel Management. Journal of Marketing, 49, 38-49.  

Garau, C. (2008) Integrated Online Marketing Communication: 

Implementation and Management. Journal of Communication Management 

12, 2, 169-184. 

Georgieva, M. (2012) An Introduction to Business Blogging – How to Use 

Business Blogging for Marketing Success. [www document] [Accessed 16th 

December 2013] Available http://offers.hubspot.com/an-introduction-to-

business-blogging 

http://offers.hubspot.com/an-introduction-to-business-blogging
http://offers.hubspot.com/an-introduction-to-business-blogging


105 
 

Golan, G.J. and Zaidner, L. (2008) Creative Strategies in Viral Advertising: 

An Application of Taylor’s Six-Segment Message Strategy Wheel. Journal 

of Computer-Mediated Communication, 13, 959-972. 

Google. (2014a) Clickthough Rate. [www document] [Accessed 1st of 

February 2014] Available 

https://support.google.com/adwords/answer/2615875?hl=enandfrom=6305

andrd=2 

Google. (2014b) Conversion Rate. [www document] [Accessed 1st of 

February 2014] Available 

https://support.google.com/adwords/answer/2684489?hl=en 

Goswami, A., Chittar, N. and Sung, C.H. (2011) A Study on the Impact of 

Product Images on User Clicks for Online Shopping. Proceedings of the 20th 

Conference Companion on World Wide Web, WWW 2011, 45-46.  

Hackman, D., Gundergan, S.P., Wang, P. and Daniel, K. (2006) A Service 

Perceptive on Modelling Intentions of On-Line Purchasing. Journal of 

Services Marketing 20, 7, 459-470. 

Hausman, A. and Johnston, W.J. (2010) The Impact of Coercive and Non-

Coercive Forms of Influence on Trust, Commitment and Compliance in 

Supply Chains. Industrial Marketing Management, 39, 519-526. 

Hausman, A.V. and Siekpe, J.S. (2009) The Effect of Web Interface 

Features on Consumer Online Purchase Intentions. Journal of Business 

Research 62, 5-13. 

Harris, L. and Rae, A. (2010) The Online Connection: Transforming 

Marketing Strategy for Small Businesses. Journal of Business Strategy 31, 

2, 4-12. 

Henning-Thurau, T., Gwinner, K.P., Walsh, G. and Gremler, D.D. (2004) 

Electronic Word-of-Mouth via Consumer-Opinion Platforms: What 

Motivates Consumers to Articulate Themselves on the Internet? Journal of 

Interactive Marketing, 18, 1, 38-52. 

https://support.google.com/adwords/answer/2615875?hl=en&from=6305&rd=2
https://support.google.com/adwords/answer/2615875?hl=en&from=6305&rd=2
https://support.google.com/adwords/answer/2684489?hl=en


106 
 

Hoffman, D.L. and Novak, T.P. (1996) Marketing in Hypermedia Computer-

Mediated Environments: Conceptual Foundations. Journal of Marketing, 60, 

July, 50-68. 

Holloway, B. B., and Beatty, S. E. (2003). Service failure in online retailing: 

a recovery opportunity. Journal of Service Research, 6,1, 92-105.  

Holloway, B. B., and Beatty, S. E. (2008). Satisfiers and dissatisfiers in the 

online environment: a critical incident assessment. Journal of Service 

Research, 10,4, 347-364.  

Hoye, C. (1998) Maximising the effectiveness of Web-based marketing 

communications. Marketing Intelligence and Planning 16, 1, 31-37. 

Hsieh, J-K., Hsieh, Y-C. and Tang, Y-C. (2012) Exploring the Disseminating 

Behaviours of eWOM Marketing: Persuasion in Online Video. Electronic 

Commerce Research, 12, 2, 201-224. 

Hsu, C-L., Chang, K-C. and Chen, M-C. (2012) Flow Experience and 

Internet Shopping Behavior: Investigating the Moderating Effect of 

Consumer Characteristics. Systems Research and Behavioral Science 29, 

3, 317-332. 

Hu, T-L. and Sheu, J.B. (2005) Relationships of Channel Power, 

Noncoercive Influence Strategies, Climate and Solidarity: A Real Case 

Study of the Taiwanese PDA Industry. Industrial Marketing Management, 

34, 447-461.  

Huang, M-H. (2000) Information Load: Its Relationship to Online Exploratory 

and Shopping Behavior. International Journal of Information Management, 

20, 337-347. 

Huberman, B.A., Pirolli, P.L.T., Pitkow, J.E. and Lukose, R.M. (1998) Strong 

Regularities in World Wide Web Surfing. Science, 280, 95-98. 

 



107 
 

Jennings, M. (2000) Theory and Models for Creating Engaging and 

Immersive eCommerce Websites. Proceedings of the 2000 ACM SIGCPR 

Conference on Computer Personnel. 

Jin, C-H. (2010) An Empirical Comparison of Online Advertising in Four 

Countries: Cultural Characteristics and Creative Strategies. Journal of 

Targeting, Measurement and Analysis for Marketing, 18, 3/4, 253-261. 

Johnson, E.J, Bellman, S. and Lohse, G.L. (2003), Cognitive Lock-In and 

the Power Law of Practice, Journal of Marketing, 67, 2, 62–75. 

Kaptein, M. and Eckles, D. (2012) Heterogeneity in the Effects of Online 

Persuasion. Journal or Interactive Marketing, 26, 3, 176-188. 

Kelman, H. C. (1961) Process of Opinion Change. Public Opinion Quarterly 

25, Spring, 57-78. 

Kiviniemi, A. (2014) Is Education Responding to the Challenge of BIM 

Adoption in the Industry. [www document] [Accessed 30th of March 2014] 

Available http://www.tekla.com/de/bim-forum-

2014/presentations/kiviniemi.pdf. 

Kolesar, M.B. and Gabraith, R.W. (2000) A Services-Marketing Perspective 

on E-Retailing. Internet Research: Electronic Networking Applications and 

Policy, 10, 5, 424-438. 

Kotler, P. (1988) Marketing Management. 6th Edition. Prentice-Hall Inc., 

New Jersey.  

Koufaris, M. (2001) Applying the Technology Acceptance Model and Flow 

Theory to Online Consumer Behavior. Information Systems Research, 13, 

2, 205-223. 

Kumar, V. and Mirchandani, R. (2012) Winning with Data: Social Media-

Increasing the ROI of Social Media Marketing. MIT Sloan Management 

Review, 54, 1, 55-61. 



108 
 

Labaree, R.V. (2014) Types of Research Design. [www document] 

[Accessed 3rd of July 2014] Available 

http://libguides.usc.edu/content.php?pid=83009&sid=818072 

Laczniak, R.N., Kempf, D.S. and Muehling, D.D. (1999) Advertising 

Message Involvement: The Role of Enduring and Situational Factors. 

Journal of Current Issues and Research in Advertising, 21, 1, 51-61. 

Lai, C-S. (2009) The Use of Influence Strategies in Interdependent 

Relationships: The Moderating Role of Shared Norms and Values. Industrial 

Marketing Management, 38, 426-432. 

Lee, P-M. (2002) Behavioral Model of Online Purchasers in E-Commerce 

Environment. Electronic Commerce Research, 2, 75-85. 

Lee, S., Hwang, T. and Lee, H-H. (2006) Corporate Blogging Strategies of 

the Fortune 500 Companies. Management Decision, 44, 3, 316-334. 

Liebermann, Y. and Stashevsky, S. (2002) Perceived risks as barriers to 

Internet and e-commerce usage. Qualitative Market Research: An 

International Journal, 5, 4, 291-300. 

Lindgaard, G., Fernandes, G., Dudek, C. and Brown, J. (2006) Attention 

Web Designers: You Have 50 Milliseconds to Make a Good First 

Impression. Behaviour and Information Technology 25, 2, 115-126. 

Lockwood, M. (2013) How to Optimize Landing Pages for Conversions – A 

Guide to Building and Promoting Landing Pages that Generate More Leads. 

[www document] [Accessed 16th of December 2013] Available 

http://offers.hubspot.com/how-to-optimize-landing-pages-for-conversion 

Lohse, G.L., Bellman, S. and Johnson, E.J. (2000) Consumer Buying 

Behavior on the Internet: Findings from Panel Data. Journal of Interactive 

Marketing 14, 1, 15-29. 

López, M. and Sicilia, M. (2013) How WOM Marketing Contributes to New 

Product Adoption: Testing Competitive Communication Strategies. 

European Journal of Marketing, 47, 7. 1089-1114. 

http://offers.hubspot.com/how-to-optimize-landing-pages-for-conversion


109 
 

Mazaheri, E., Richard, M-O. and Laroche, M. (2011) Online Consumer 

Behavior: Comparing Canadian and Chinese Website Visitors. Journal of 

Business Research, 64, 985-965. 

Mazaheri, E., Richard, M-O. and Laroche, M. (2012) The Role of Emotions 

in Online Consumer Behavior: A Comparison of Search, Experience and 

Credence Services. Journal of Services Marketing, 26, 7, 535-550. 

Mazaheri, E., Richard, M-O., Laroche, M. and Ueltschy, L.C. (2014) The 

Influence of Culture, Emotions, Intangibility and Atmospheric Cues on 

Online Behaviour. Journal of Business Research 67, 253-259. 

McFarland, R.G., Challagalla, G.N. and Shervani, T.A. (2006) Influence 

Tactics for Effective Adaptive Selling. Journal of Marketing 70, 103-117.  

McKnight, D.H., Choudhury, V. and Kacmar, C. (2002) The Impact of Initial 

Consumer Trust on Intentions to Transact with a Web Site: a Trust-Building 

Model. The Journal of Strategic Information Systems 11, 3-4, 297-323. 

Mehrabian, A. and Russell, J.A. (1974) The basic Emotional Impact of 

Environments. Perception Motor Skills, 38, 283-301. 

Mislove, A., Marcon, M., Gummadi, K.P., Druschel, P. and Bhattacharjee, 

B. (2007) Measurement and Analysis of Online Social Networks, 

Proceedings of the 7th ACM SIGCOMM Conference on Internet 

Measurement, 29-42. 

Moe, W.W. (2003) Buying, Searching, or Browsing: Differentiating Between 

Online Shoppers Using In-Store Navigational Clickstreams. Journal of 

Consumer Psychology, 13, 1and2, 29-39. 

Moe, W.W. and Fader, P.S. (2004a) Dynamic Conversion Behaviour at E-

Commerce Sites.Marketing Science, 50, 3, 326-335. 

Moe, W.W. and Fader, P.S. (2004b) Capturing Evolving Visit Behaviour in 

Clickstream Data. Journal of Interactive Marketing, 18, 1, 5-19. 



110 
 

Montgomery, A.L., Shibo, L., Shrinivasan, K. and Liechty, J.C. (2004) 

Modeling Online Browsing and Path Analysis Using Clickstream Data. 

Marketing Science, 23, 4, 579-595. 

Mummalaneni, V. (2005) An Empirical Investigation of Web Site 

Characteristics, Consumer Emotional States and On-Line Shopping 

Behaviours. Journal of Business Research, 58, 526-532. 

National BIM Library (2013) National BIM Survey Report 2013. [www 

document] [Accessed 1st of February 2014] Available 

http://www.thenbs.com/pdfs/NBS-NationlBIMReport2013-single.pdf 

Nierhoff, M.H. (2013) Facebook Country Statistics May 2013 – Rough 

Estimates or Something?. [www document] [Accessed 15th of April 2014] 

Available http://www.quintly.com/blog/2013/05/facebook-country-statistics-

may-2013/ 

Novak, T.P., Hoffman, D.L. and Yung, Y.F. (2000) Modelling the Flow 

Construct in Online Environments: A Structural Model Approach. Marketing 

Science, 19, 1, 22-42. 

Park, C-H. and Kim, Y-G. (2003) Identifying key Factors Affecting Consumer 

Purchase Behaviour in an Online Shopping Context. International Journal 

or Retail and Distribution Management 31, 1, 16-29. 

Park, J.Y., Lee, K-W., Kim, S.Y., and Chung, C-W. (2013) Ads by Whom? 

Ads about What? Exploring User Influence and Contents in Social 

Advertising. CONSN 2013 – Proceesings of the 2013 Conference on Online 

Social Networks.  

Parvinen, P., Tiainen, O., Salo, J., Pöyry, E. and Blakaj, H. (2011) 

Conceptualizing E-Selling. Proceedings of the 13th International Conference 

on Electronic Commerce, 5.   

Payan, J.M. and McFarland, R.G. (2005) Decomposing Influence 

Strategies: Argument Structure and Dependence as Determinants of the 

http://www.thenbs.com/pdfs/NBS-NationlBIMReport2013-single.pdf


111 
 

Effectiveness of Influence Strategies in Gaining Channel Member 

Compliance. Journal of Marketing 69, 66-79. 

Payan, J.M. and Nevin, J.R. (2006) Influence Strategy Efficacy in Supplier-

Distributor Relationships. Journal of Business Research, 59, 457-465. 

Peterson, R.A., Balasubramanian, S. and Bronnenberg, B.J. (1997) 

Exploring the Implications of the Internet for Consumer Marketing. Journal 

of the Academy of Management Service 25, 4, 329-346. 

Patsioura, F. Vlachopoulou, M. and Manthou, V. (2009) A New Advertising 

Effectiveness Model for Corporate Advertising Web Sites – A Relationship 

Marketing Approach. Benchmarking: An International Journal, 16, 3, 372-

386. 

Pollitt, C. (2013) Content is King, But Distribution Is Queen and She Wears 

the Pants. Socia Media Today. [www document] [Accessed 20th of January 

2014] Available http://socialmediatoday.com/cpollittiu/1853976/content-

king-distribution-queen-and-she-wears-pants 

Pomirleanu, N., Schibrowsky, J.A., Peltier, J. and Nill, A. (2013) A Review 

of Internet Marketing Literature over the Past 20 Years and Future Research 

Direction. Journal of Research in Interactive Marketing 7, 3, 166-188. 

Porter, M.E. (2001) Strategy and the Internet. Harvard Business Review. 

March 2001. 

Puntila, P. (2013) Interview with Satu Ståhlstedt. October. Espoo, Finland.  

Pöyry, E., Parvinen, P. and Malmivaara, T. (2013) Can We Get from Liking 

to Buying? Behavioural Differences in Hedonic and Utilitarian Facebook 

Usage. Electronic Commerce Research and Applications, 12, 224-235. 

Pöyry, E., Parvinen, P. and McFarland, R.G: (2013) Using Clicks to Drive 

Influence Tactics Picks: Optimising Offline Adaptive Selling Through Online 

Click-Through Data. GSSI Conference Proceedings.  



112 
 

Richard, M-O. (2005) Modeling the Impact of Internet Atmospherics on 

Surfer Behavior. Journal of Business Research, 58, 1632-1642. 

Richard, M-O. and Chandra, R. (2005) A Model of Consumer Web 

Navigational Behavior: Conceptual Development and Application, Journal 

of Business Research 58, 1019-1029. 

Richins, M.L. and Bloch, P.H. (1986) After the New Wears Off: The 

Temporal Context of Product Involvement. Journal of Consumer Research, 

13, 2, 280-285. 

Salkind, N.J. (2002) Statistics for People Who (Think They) Hate Statistics. 

Sage Publications,  

Salminen, M. (2013) Gamification in a Web Service for Learning the Use of 

Construction Modeling Software.Master’s Thesis. Espoo, Aalto University 

School of Science, Department of Computer Science and Engineering. 

Sashi, C.M. (2012) Customer Engagement, Buyer-Seller Relationships, and 

Social Media. Management Decision 50, 2, 253-272. 

Sheth, J.N. (1976) Buyer-Seller Interaction: A Conceptual Framework. 

Proceedings of the Association for Consumer Research, 382-386. 

Shibrowsky, J.A.,  Peltier, J.W. and Nill, A. (2007) The State of Internet and 

Future Research: A Review of the Literature and Future Research 

Directions. European Journal of Marketing 41, 7/8, 722-733.  

Shaltoni, A.M. and West, D.C. (2010) The Measurement of E-Marketing 

Orientation (EMO) in Business-to-Business Markets. Industrial Marketing 

Management 29, 1097-1102. 

Sharma, A. (2011) Take-Off of Online Marketing: Casting the Next 

Generation Strategies. Business Strategy Series 12, 4, 202-206. 

Smith A.D. and Rupp, W.T. (2003) Strategic Online Customer Decision 

Making: Leveraging the transformational Power of the Internet. Online 

Information Review 24, 6, 418-432. 



113 
 

Song, J.H. and Zinkman, G.M. (2003) Features of Web Site Design, 

Perceptions of Web Site Quality and Patronage Behavior. ACME 

Proceedings, 106-114. 

Stattrek. (2014a) Hypothesis Test: Difference between Proportions. [WWW 

Document] [Accessed 7th of July 2014] Available h 

http://stattrek.com/hypothesis-test/difference-in-proportions.aspx 

Stattrek. (2014b) Chi-Square Test for Independence. [WWW Document] 

[Accessed 1st of May 2014] Available http://stattrek.com/chi-square-

test/independence.aspx 

Swani, K., Milne, G. and Brown, B.P. (2013) Spreading the Word Through 

Likes on Facebook – Evaluating the Message Strategy Effectiveness of 

Fortune 500 Companies. Journal of Research in Interactive Marketing, 7, 4, 

269-294. 

Taylor, R.E. (1999) A Six Segment Message Strategy Wheel. Journal of 

Marketing Research 11-12., 7-17.  

Turley, L.W. and Milliman, R.E. Atmospheric Effects on Shopping 

Behaviour: A Review of Experimental Evidence. (2000) Journal of Business 

Research 29, 193-211. 

Tractinsky, N., Katz, A.S. and Ikar, D. (2000) What is Beautiful is Usable. 

Interacting with Computers, 13, 127-145. 

United States Patent Application Publication (2004) US 2004/0133671 A1, 

Jul. 8, 2004. 

van de Heijden, H. (2003) Factors Influencing the Usage of Websites: The 

Case of a Generic Portal in the Netherlands. Information and Management, 

40, 541-549. 

van Noort, G., Hilde, A.M.and van Reijmersdal, E.A. (2012) Interactivity in 

Brand Websites. Cognitive, Affective and behavioural Responses Explained 

by Consumers’ Online Flow Experience. Journal of Interactive Marketing, 

26, 223-234. 

http://stattrek.com/chi-square-test/independence.aspx
http://stattrek.com/chi-square-test/independence.aspx


114 
 

Venkatesh, R., Kohli, A.K. and Zaltman, G. (1995) Influence Strategies in 

Buying Centres. Journal of Marketing, 58. October, 71-82.  

Wells, J.D., Valacich, J.S. and Hess, T.J. (2011) What Signal Are You 

Sending? How Website Quality Influences Perceptions of Product Quality 

and Purchase Intentions. MIS Quarterly, 35, 2, 373-296. 

Williams, M.R. and Attaway, J.S. (1996) Exploring Salespersons’ Customer 

Orientation as a Mediator of Organisational Culture’s Influence on Buyer-

Seller Relationships. Journal of Personal Selling and Sales Management.  

Wright, P.L. (1973) The Cognitive Processes Mediating Acceptance of 

Advertising. Journal of Marketing Research, 10, 53-62. 

Wright, P.L. (1975) Factors Affecting Cognitive Resistance to Advertisng. 

Journal of Consumer Research, 2, 1-9. 

Yan, X. and Dai, S. (2009) Consumers’ Online Shopping Influence Factors 

and Decision-Making Model. Value Creation in E-Business Management, 

Lecture Notes in Business Information, 36, 89-102. 

Yoo, C.Y. and Stout, P.A. (2001) Factors Affecting Users’ Interactivity with 

the Website and the Consequences of Users’ Interactivity. Proceedings. 

Villanove. PA: American Academy of Advertising, 53-63. 

Yukl, G. and Tracey, J.B. (1992) Consequences of Influence Tactics Used 

with Subordinates, Peers and the Boss. Journal of Applied Psychology, 77, 

4, 525-535.  

Zeithamal, V.A., Parasuraman, A. and Malhotra, A. (2002) Service Quality 

Delivery through Web Sites: A Critical Review of Extant Knowledge. Journal 

of the Academy of Marketing Science, 30, 4, 362-375. 



115 
 

APPENDICES 

Appendix 1 Navigational Patterns 

Information Exchange – Visits leading to Compliance 

Group Behavioural 
Response 

Visit Freq % of Total 
Visits 

Compliance 

 

 

 

 

 

 

Site 
Involvement 

IE, DL, RP, TDL 11  

Total 11 1,04 

Exploratory 
Behaviour 
 

 

 

IE, H, DL, H, H, DL, RP, TDL 1  

IE, DL, H, DL, H, DL, RP, TDL 1  

IE, DL, H, DL, RP, TDL 1  

IE, DL, H, I, L, DL, RP, TDL 1  

IE, DL, L, DL, H, DL, RP, TDL 1  

IE, DL, IE, L, L, DL, H, DL, RP, TDL 1  

IE, H, DL, H, H, DL, H, H, DL, RP, TDL 1  

IE, H, DL, RP, TDL 1  

IE, H, I, H, H, DL, PS, DL, RP, TDL 1  

IE, DL, IE, DL, RP, TDL 2  

Total 11 1,04 

IE= Information Exchange Landing Page H=Home DL=Download TDL=Thank Your for Downloading UC=User 
Community I=Information L=Learning Material RP=Register PS=Product Sheet E=Exit 
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Information Exchange – Visits leading to Site Abandonment 

Site 
Abandonment 

Site 
Involvement 

IE, DL, RP, E 7  

Total 7 0,66 

Direct Site 
Abandonment 

IE, E 934  

Total 934 88,36 

Exploratory  
Behaviour 

IE, IE, I, IE, E 1   

IE, DL, PS, DL, L, E 1   

IE, DL, H, DL, RP, E 1   

IE, DL, H, E 2   

IE, DL, H, H, IE, DL, PS, IE, DL, IE, H, IE, H, E 1   

IE, DL, H, I, IE, E 1   

IE, DL, L, DL, H, I, E 1   

IE, DL, IE, E 1   

IE, DL, PS, DL, L, L, E 1   

IE, DL, PS, H, L, E 1   

IE, DL, PS, I, H, I, L, L, DL, E 1   

IE, H, DL, E 1   

IE, H, DL, I, E 1   

IE, H, I, DL, E 1   

IE, DL, L, I, H, RP, H, H, H, L, L, E 1   

IE, H, I, I, I, E 1   

IE, H, L, DL, RP, H, E 1   

IE, H, UC, DL, E 1   

IE, I, DL, E 1   

IE, I, E 6   

IE, I, H, DL, E 1   

IE, L, E 1   

IE, UC, RP, E 1   

IE, UC, IE, E 1   

IE, DL, IE, DL, IE, E 2   

IE, DL, IE, H, L, L, E 2   

IE, DL, PS, E 2   

IE, H, RP, E 2   

IE, H, RP, H, E 2   

IE, H, I, E 2   

IE, UC, E 2   

IE, DL, E 48   

IE, H, E 2   

Total 94 8,89 

IE= Information Exchange Landing Page H=Home DL=Download TDL=Thank Your for Downloading UC=User 
Community I=Information L=Learning Material RP=Register PS=Product Sheet E=Exit 
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Inspirational Appeals – Visits leading to Compliance 

Group Behavioural Response Visit Freq % of Total 
Visits 

Compliance Site Involvement IA, DL, RP, TDL 1 1,06 

Total 1 1,06 

IA= Inspirational Appeals Landing Page H=Home DL=Download TDL=Thank Your for Downloading UC=User 

Community I=Information L=Learning Material RP=Register PS=Product Sheet E=Exit 

 

Inspirational Appeals – Visits leading to Site Abandonment 

Site Abandonment Direct Site Abandonment IA, E 84 89,36 

Total 84 89,36 

Exploratory  
Behaviour 

IA, IE, UC, IE, E 1 1,06 

IA, H, L, DL, E 1 1,06 

IA, DL, H, UC, H, E 1 1,06 

IA, H, RP, DL, H, E 1 1,06 

IA, DL, PS, DL, PS, L, L, E 1 1,06 

IA, I, L, L, E 1 1,06 

IA, DL, E 3 3,19 

Total 9 9,57 

IA= Inspirational Appeals Landing Page H=Home DL=Download TDL=Thank Your for Downloading UC=User 
Community I=Information L=Learning Material RP=Register PS=Product Sheet E=Exit 

 

Recommendations Visits leading to Site Abandonment 

Group Behavioural Response Visit Freq % of Total Visits 

Site Abandonment Direct Site Abandonment RE, E   

Total 62 83,78 

Exploratory Behaviour RE, DL, E   

RE, L, L, E   

RE, DL, E   

Total 12 16,22 

RE= Recommendations Landing Page H=Home DL=Download TDL=Thank Your for Downloading UC=User 
Community I=Information L=Learning Material RP=Register PS=Product Sheet E=Exit 
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Rationality- Visits leading to Compliance  

Group Behavioural Visit Freq. % of 
Total 
Visits Response 

Compliance Site Involvement RA, DL, RP, TDL   

Total 24 2,46 

Exploratory RA, DL, H, DL, I, L, L, H, DL, RP, H, DL, TDL   

Behaviour RA, DL, RP, H, DL, TDL   

  RA, DL, RP, H, L, DL, TDL   

  RA, DL, RP, H, RA, DL, TDL   

  RA, DL, I, L, L, I, DL, RP, DL, DL, TDL   

  RA, DL, PS, DL, H, RP, DL, TDL   

  RA, DL, L, DL, RA, DL, RP, TDL   

  RA, DL, L, DL, RP, TDL   

  RA, DL, L, H, H, DL, RP, TDL   

  RA, DL, RA, DL, RA, DL, RP, TDL   

  RA, DL, RA, DL, RP, TDL   

  RA, DL, RA, I, I, DL, RP, TDL   

  RA, H,  RP, DL, H, L, DL, TDL   

  RA, H, DL, RP, TDL   

  RA, H, DL, RP, H, L, DL, TDL   

  RA, I, H, DL, RP, RA, DL, TDL   

  RA, I, I, RP, DL, H, DL, H, L, H, DL, TDL   

  RA, UC, DL, RP, L, DL, TDL   

  RA, I, DL, H, L, L, DL, , RP, TDL   

  Total  21 2,15 

RA= Rationality Landing Page H=Home DL=Download TDL=Thank Your for Downloading UC=User Community 

I=Information L=Learning Material RP=Register PS=Product Sheet E=Exit 
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Rationality- Visits leading to Site Abandonment 

Site Abandonment Site Involvement RA, DL, RP, E   

Total 34 3,48 

Direct Site Abandonment RA, E   

Total 707 72,36 

Exploratory Behaviour RA, DL, E   

 RA, DL, H, DL, E   

  RA, DL, H, E   

  RA, DL, H, L, H, I, E   

  RA, DL, I, DL, E   

  RA, DL, I, E   

  RA, DL, L, DL, E   

  RA, DL, L, E   

  RA, DL, L, L, E   

  RA, DL, L, L, I, E   

  RA, DL, RA, E   

  RA, DL, RA, DL, E   

  RA, DL, RA, DL, H, H, E   

  RA, DL, RA, DL, RP, H, UC, E   

  RA, DL, RA, E   

  RA, DL, RA, I, RA, E   

  RA, H,  DL, H, L, H, DL, RP, L, L, H, L, H, E   

  RA, H, DL, E   

  RA, H, DL, RP, E   

  RA, H, DL, I, H, E   

  RA, H, E   

  RA, H, RP, E   

  RA, H, RP, H, E   

  RA, H, L, L, L, I, H, E   

  RA, I, DL, RA, DL, L, L, E   

  RA, I, E   

  RA, I, H, E   

  RA, I, H, RP, H, E   

  RA, I, H, I, E   

  RA, I, I, H, E   

  RA, I, RA, E   

  RA, L, E   

  RA, L, I, E   

  RA, L, I, H, E   

  RA, L, L, E   

  RA, UC, DL, E   

  RA, UC, DL, L, L, DL, E   



120 
 

  RA, UC, DL, H, RA, E   

  RA, UC, E   

  RA, UC, H, E   

  RA, UC, H, RP, E   

  RA, DL, H, RP, E   

  RA, DL, H, L, L, E   

  RA, DL, E   

  RA, DL, H, RP, H, E   

  RA, UC, DL, E   

  RA, UC, E   

  RA, UC, H, RP, I, E   

  RA, UC, I, UC, E   

  Total 191 19,55 
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Appendix 2 Impressions and Visits per Device 

  
Impressions 
(Mobile) 

Visits 
(Mobile) 

CTR 
(Mobile) 

Impressions 
(PC) 

Visits 
(PC) 

CTR 
(PC) 

Information Exchange 114855 1528 0,0133 43710 1057 0,0242 

Inspirational Appeals 7532 43 0,0057 67363 94 0,0014 

Recommendations 3427 26 0,0076 51050 73 0,0014 

Rationality 82466 1456 0,0177 56872 977 0,0172 

Total 208280 3053 0,0147 218995 2201 0,0101 
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Appendix 3 Facebook Ad Performance per Country 

Information Exchange - 4 BIM Facts 

Medium Country Impressions Clicks to 
Website 

Page Likes Post Likes Post Shares 

Paid Ad Finland 63 6 0 0 0 

Paid Ad India 147456 2424 441 328 7 

Paid Ad United Kingdom 8581 118 3 4 1 

Paid Ad United States 2465 37 1 0 0 

Total   158565 2585 445 332 8 

Inspirational Appeals - Leave Your Mark in Society 

Medium Country Impressions Clicks to 
Website 

Page Likes Post Likes Post Shares 

Paid Ads Finland 24 5 0 0 0 

Paid Ads India 66696 112 11 4 0 

Paid Ads United Kingdom 4556 1 0 0 0 

Paid Ads United States 3619 19 1 0 0 

Total   74895 137 12 4 0 

Recommendations - Spice Up Your Structural Engineering Courses 

Medium Country Impressions Clicks to 
Website 

Page Likes Post Likes Post Shares 

Paid Ad Finland 16 0 0 0 0 

Paid Ad India 50093 90 3 13 1 

Paid Ad United Kingdom 2092 3 0 0 0 

Paid Ad United States 2276 6 0 1 0 

Total   54477 99 3 14 1 

Rationality - Start Building Your Future as a Structural Engineer 

Medium Country Impressions Clicks to 
Website 

Page Likes Post Likes Post Shares 

Paid Ad Finland 48 0 0 0 0 

Paid Ad India 128307 2326 532 444 12 

Paid Ad United Kingdom 5635 34 1 3 1 

Paid Ad United States 5348 73 0 1 0 

Total   139338 2433 533 448 13 

 


