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Preface

This book is composed by the papers written accepted for presentation and discus-
sion at the 2022 International Conference on Marketing and Technologies (ICMark-
Tech’22). This conference had the support of the University of Santiago de
Compostela. It took place at Santiago de Compostela, Spain, 1-3, 2022.

The 2022 International Conference on Marketing and Technologies (ICMark-
Tech’22) is an international forum for researchers and professionals to present and
discuss the latest innovations, trends, results, experiences, and concerns in the various
fields of marketing and technologies related to it.

The Program Committee of [CMarkTech’22 was composed of a multidisciplinary
group of 312 experts and those who are intimately concerned with marketing and tech-
nologies. They have had the responsibility for evaluating, in a ‘double-blind review’
process, the papers received for each of the main themes proposed for the confer-
ence: (A) Artificial Intelligence Applied in Marketing; (B) Virtual and Augmented
Reality in Marketing; (C) Business Intelligence Databases and Marketing; (D) Data
Mining and Big Data—Marketing Data Science; (E) Web Marketing, E-Commerce
and V-Commerce; (F) Social Media and Networking; (G) Omnichannel and
Marketing Communication; (H) Marketing, Geomarketing, and IoT; (I) Marketing
Automation and Marketing Inbound; (J) Machine Learning Applied to Marketing;
(K) Customer Data Management and CRM; (L) Neuromarketing Technologies;
(M) Mobile Marketing and Wearable Technologies; (N) Gamification Technolo-
gies to Marketing; (O) Blockchain Applied to Marketing; (P) Technologies Applied
to Tourism Marketing; (Q) Metaverse and NFT applied to Marketing; (R) Digital
Marketing and Branding; (T) Innovative Business Models and Applications for Smart
Cities.

ICMarkTech’22 received about 220 contributions from 37 countries around the
world. The papers accepted for presentation and discussion at the conference are
published by Springer (this book, volume 1 and volume 2) and will be submitted
for indexing by ISI, EI-Compendex, SCOPUS, DBLP and Google Scholar, among
others.



vi

Preface

We acknowledge all of those that contributed to the staging of ICMarkTech’22
(authors, committees, workshop organizers and sponsors). We deeply appreciate their
involvement and support that was crucial for the success of ICMarkTech’22.

Santiago de Compostela, Spain
December 2022

José Luis Reis
University of Maia—ISMAI
Maia, Portugal

Marc K. Peter
FHNW School of Business
Olten, Switzerland

José Antonio Varela Gonzalez
University of Santiago de Compostela
A Coruiia, Spain

Zorica Bogdanovié

Faculty of Organizational Sciences
University of Belgrade

Belgrade, Serbia



Contents

PartI Blockchain Applied to Marketing

1  The Use of Cryptocurrencies as a Tool for the Development

of Marketing in Tourism ....................................... 3
Lidia Minchenkova, Alexandra Minchenkova, Vera Vodynova,
and Olga Minchenkova
1.1 Introduction .............. il 3
1.2 Materials and Methods ............. ... ... . ... L. 6
1.2.1  Creation of Cryptocurrencies by Travel Services,
Negative Consequences .................ooeeeeon... 8
1.3 0 Results ... 9
1.4 DISCUSSION .ttt 10
1.5 Conclusion ..............oo ool 10
References ....... ... i 11
2 Blockchain Use Possibilities: A Systematic Literature Review ... .. 13
Paulina Rutecka and Eduardo Parra-Lépez
2.1 Introduction ................ .. 13
2.2 Background .......... . 14
2.2.1  Obstacles to Blockchain Implementation
INTOUrSM ..ot e 15
2.3 Materialsand Methods ........... ... ... ... ... 16
24 FIndings ... 17
2.4.1  Blockchain Application Possibilities
in the Tourism Industry ............................ 17
2.4.2  Payments with the Use of Cryptocurrencies
in Spain and Poland in Tourism-Related Services . ... .. 21
2.5 Discussion and Conclusion ................ccciiiiiiiiinn... 25
References ........ ... 26

vii



viii Contents

Part II Business Intelligence Databases and Marketing

3  Comparison of Semi-structured Data on MSSQL
and PostgreSQL ... ... ... 31
Leandro Alves, Pedro Oliveira, Julio Rocha, Cristina Wanzeller,
Filipe Cardoso, Pedro Martins, and Maryam Abbasi

3.1 Introduction .......... . 32
3.2 Related Work ....... .. .. . 32
33  Experimental Setup .................... ... 33
33.1 Generate JISON . ... ... ... .. i, 34
3.3.2  Setup DBMS Environment ......................... 34
333 InsertData .............co i, 35
334 QueryData ............. . 37
335 UpdateData ........ .. ..., 38
34 Resultsand Analysis ... 39
341 TableS Sizes . ...t 39
342 INSEITS .ottt 39
343  SelectS .o 41
344  Updates .........ooiiiii 41
3.5 ConcCluSIiONS . ...ttt 42
References ..........ooiiii 42

4  Coolhunting Canvas: A Pedagogical Toolkit to Support

Trendspotting and Sociocultural Innovation in Marketing ......... 45
William Afonso Canti and Nelson Pinheiro Gomes

4.1  Introduction: Analysing Patterns in Culture .................. 45
42 Mappingthe Cool ........ .. . i 47
4.3  Trend Research Tools: An Academic Perspective ............. 48
4.4 The Coolhunting Canvas .............oveiiiiinneeennnnnn.. 48
45  ConCluSiONS .. ...ttt 52
References ........ ... i 53

5  Hotel Customer Segmentation Using the Integrated
Entropy-CRITIC Method and the 2T-RFMB Model .............. 55
Ziwei Shu, Ramoén Alberto Carrasco Gonzalez,
Javier Portela Garcia-Miguel, and Manuel Sdnchez-Montafés

5.1  Introduction ................ ... 56
5.2 Theoretical Framework ............. ... ... ... .. oL 56
5.2.1  The RFM Model and Its Improvement ............... 57
5.2.2  The 2-Tuple Linguistic Model ...................... 58
5.2.3 The 2T-RFMB Model .......... ..., 59
524  The Entropy Method ........ ... ... ..., 60

5.2.5 The CRiteria Importance Through Intercriteria
Correlation (CRITIC) Method ...................... 61

5.2.6  The Integrated Entropy-CRITIC Method ............. 62



Contents

5.3  Application of the Proposed Model to Hotel Customer

Segmentation . ...............iii
5.3.1  Data Collection and Cleaning . ......................
5.3.2 Data Transformation ......................coo.an.
5.3.3  Calculation of the Objective Weights for Each
Indicator ........... ... . i
5.34  Customer Value and Ranking .......................
5.3.5 Customer Segmentation and Strategies ...............
5.4  Conclusions and Future Work ............ ... ... ... ... ..
References ........ ...

6 Intellectual Capital Versus Competitive Advantages: Together

Which Underlines Some Relevant Literature? ...................
Oscar Teixeira Ramada
6.1 Introduction ............... ...
6.2  Literature Review ........... ... ... i,
6.3 ConClUSIONS ...\ttt
References .........ooiiiiii i e
7  Press Consumption in Chile During COVID-19: Digital
Marketing Variables at Analysis ................................
V. Crespo-Pereira, A. C. Vaca-Tapia, and R. X. Manciati-Alarcén
7.1 Introduction .............oiiniiiee et
7.2  Materialsand Method ............... ... ... ... . ...
7.3  DataAnalysis ............ il
T4 ConcluSIONS .. ...ttt e
References ....... ..o
8 Information Visualization (InfoVis) in the Decision Process . .......
Anténio Brandao
8.1 Introduction ............ ..ot
8.2  Objectives and QUESHIONS . ... ...,
8.3  Information Visualization (InfoVis) .........................
8.3.1 Definitions ..........coiiiiiii
8.3.2  Visualization Goals .............. ... ... i,
8.4  Characterize the Variants of the Visualization Areas ...........
8.5  Visual Analysis in Dynamic Social Networks .................
8.6 InfoVis Framework .......... ... ... .. ... ... ... ... ......
8.6.1  The Visualization Design ..........................
8.6.2 InfoVis Evaluation ................................
8.6.3  InfoVis Decision Support ........... ... ... ... ...,
8.6.4  Visual Comparison for Viewing Information ..........
8.6.5 InfoVis in Mobile Environments ....................
8.6.6  Viewing Defined Setsand Data .....................
8.6.7  Advances and Challenges ..........................

8.7  Visual Analyticsinthe Future ..............................



Contents

8.8  ConClUSION ...ttt 108
References .......coiiii 108

Part III Customer Data Management and CRM

9

10

CRM and Smart Technologies in the Hospitality ................. 113
Rashed Isam Ashqgar, Célia Ramos, Carlos Sousa, and Nelson Matos
9.1 Introduction .............ouuiiiii i 114
9.2 Customer Relationship Management (CRM)
and Personalization ............... .. i 114
9.3  Smart Technologies and Experience Personalization
in the Context of the Hospitality Industry .................... 115
9.3.1  Gamification ............c..iiiiiiiii i 119
9.3.2  The Internet of Things IoT) ..............ccoiia.. 119
033  Chatbots ...ttt e 120
9.34  Augmented Reality (AR) and Virtual Reality (VR) .... 120

9.3.5  Smart Technologies, Experience Personalization
in the Hospitality and Customer Knowledge

Framework .......... ... . . . . . . . 120
9.4 ConclUSIONS ...\ttt e 121
References . ... e 122

A Systematic Approach to Segmentation Analysis Using

Machine Learning for Donation-Based Crowdfunding ............ 125
Caroline Seow Ling Lim and Zhiguo Wang
10.1 Introduction ............. .. ... 125
10.1.1 Background .......... ... 125
10.1.2 Donation-Based Crowdfunding Platforms ............ 127
10.1.3 Marketing Challenge in Donation-Based
Crowdfunding ............. ... ... ... . . il 127
10.2 Literature Review ............. ... ... ... .. 128
10.2.1 Segmentation Analysis Using Socio-Demographic
and REM Metric ............. ... oo i i i L. 128
10.2.2 Theoretical and Practical Limitations ................ 129
10.3 Empirical Application and Methodology ..................... 130
10.3.1 Data and Model Specification ...................... 130
10.3.2 Model Development . ..............coiiiiiinnnan... 131
10.3.3 Model Estimation Using RFMP Framework .......... 133
10.4 Model Performance and Result Analysis ..................... 134
10.4.1 Donor Segmentation ..............c.c.ooiveeeinnnn... 134
10.4.2 Segmentation Analysis ............................ 136
10.4.3 Campaign-Wise AnalysiS ...............ooiiiian... 140
10.5 Conclusion and Future Research .................... ... ..., 143

References . ........o i e 145



Contents

xi
11 Models of Destination Loyalty at Heritage Sites: Are We There
Yot ? 147
Simona Mil&descu, Diana Foris, and Tiberiu Foris
11,1 Introduction ............ouuiieiiiiie e, 148
11.2  Recent Literature of Destination Loyalty on the Context
of Heritage Tourism ....... ...t 150
11.2.1 A Bird-View of Destination Loyalty’ Related
Variables and Methodologies Used in Heritage
TOUISIM o vttt et 150
11.2.2 The Construct of Destination Loyalty in Tourism
Literature .......... .. i i i 153
11.2.3 Place Attachment Literature ........................ 155
11.3 Methodology ............. . i 156
11.4 Results and Discussion ............c.cooueiiiiiinneennnnnn... 157
11.5 Conclusions ...........oiiiiiiiiiiiiiiiiiiiiiiiii .. 159
References ....... ... 160
Part IV Gamification Technologies to Marketing
12 Develop a Virtual Learning Environment (Eva) to Train
Agents in Security and Private Surveillance ...................... 167
Nelson Salgado Reyes and Graciela Trujillo
12.1 Introduction .................. . il 167
122 Methodology ............ . i 168
122.1 PMBOK ... 168
12,22 Scrums . ..o 170
123 Results ... 173
12.3.1 StartPhase ... 173
12.3.2 Planning Phase ............ ... .. 175
12.3.3 Monitoring and Control Phase ...................... 181
12,4 ConcCluSion ...ttt 184
References ........ ..o i 184
Part V Innovative Business Models and Applications for Smart
Cities
13 Internal Stakeholders’ Readiness for Developing Smart
Railway Services Through Crowd-Based Open Innovations ....... 189
Nenad Stanisavljevi¢, Danijela Stojanovié, Aleksa Miletié,
Petar Lukovac, and Zorica Bogdanovié
13,1 Introduction .............o.iiine it 190
13.2 Literature Review ..............oiiiiiiiiiiinnnen... 190
13.3 Roles and Stakeholders in Crowd-Based Open Innovation
in Railway Context ............oiiiuinneeiiinneeennnnn.. 192

13.3.1 A Model for Introducing the Concept of Open

Innovation in Serbian Railways ..................... 193



Xii

14

15

16

Contents
13.3.2 Stakeholders in Serbian Railways ................... 194
13.4 Methodology ........ ... i 196
13.5 Results ... 198
13.6 ConCluSION . ...t e 203
References ....... ..o 204
A Model for Municipality Buildings Renting Auction
on Algorand Blockchain ............. ... ... . i 207
Miodrag Sljuki¢, Aleksandra Labus, Marijana Despotovié-Zrakié,
Tamara Naumovié, and Zorica Bogdanovié¢
14.1 Introduction .............. ..ttt 207
14.2  Blockchain for the Smart City .............. .. ..., 208
143 Algorand Blockchain ......... ... ... ... . i i il 210
14.4  Problem Statement and Solution Design ..................... 213
14.5 Discussion and Conclusion ................... ..., 216
References ....... ..o 217
Rethinking Smart Mobility: A Systematic Literature Review
of Its Effects on Sustainability .................................. 219
Pedro Rodrigues, Elizabeth Real, Isabel Barbosa, and Luis Duraes
15.1 Introduction . ............ .. ..ot 219
152 Background ............ i 220
15.2.1 Smart Mobility ........... .o, 220
15.2.2 Sustainability .......... . ... 221
153 Methodology ........ ... . il 222
15.3.1 Research Strategy .......... ..., 222
15.3.2 Screening Process ..............oiiiiiiiiiiii.., 222
154 Results ...t 223
15.4.1 General Observations .............couuueeinnennnn.. 223
15.4.2 Alternativesto Private Car ......................... 226
15.4.3 Improvements of Existing Infrastructures ............. 227
15.4.4 Urban Mobility Policies ........................... 228
15.4.5 Smart Mobility Environment Models ................ 229
15.5 Discussion and Conclusion ................ccciiiiinaa... 229
References .......... i 230
The Power of a Multisensory Experience—An Outlook
on Consumer Satisfaction and Loyalty .......................... 233
Pedro Rodrigues, Elizabeth Real, and Isabel Barbosa
16.1 Introduction ...............uiiinein i 233
16.2 Literature Review ............. ... . i, 234
16.2.1 Sensory Marketing ........... ... ... 234
16.2.2 Customer Satisfaction ............................. 235
16.2.3 Customer Loyalty .......... ..., 235
16.3 Methodology ...t 236
164 Results ... 238



Contents

16.5 Main Findings and Conclusions ............................
16.5.1 Research Limitations ........................c.....
16.5.2 Recommendations for Future Research ..............
References ....... ... o

Part VI Mobile Marketing and Wearable Technologies

17

18

19

Technology Acceptance: Does the Users Accept the Change

of Operating System of Their Smartphone? ......................
Ana Beatriz Palma and Braulio Alturas
17.1 Introduction ............ouuiiiiiiiin i,
17.2 Literature Review .............. i,
17.2.1 Mobile Communications ................c.coeeuun....
17.2.2 Mobile Operating Systems ................cccuun...
17.2.3 Technology Adoption ..............ccoviiiiiian...
173 Methodology ....... ...
17.4  Analysis and Discussion of Results .........................
17.5 ConcClusion .........ooiiiinii e
References ..........coioiiiii i

Database Performance on Android Devices, A Comparative
ANalysis ... ...
Carolina Ferreira, Manuel Lopes, Luciano Correia,

Cristina Wanzeller, Filipe S4, Pedro Martins, and Maryam Abbasi

18.1 Introduction .............. .. i,

18.2 Related Work(s) . ... ..o
18.3  ArchiteCtures ...............iiiiiiii i,
183.1 SQLite ...ttt e
1832 greenDAO ... ..o
1833 Room ...
18.3.4 ODbjJectBOX ...\t
1835 Realm ..... ... .
18.4 Experimental Setup ..........cooviiiiiiii i
18.4.1 Dataset .........uiiiiin it
18.5 Resultsand Analysis .......... ... .. . i il
18.6 Conclusions and Future Work ..............................
18.6.1 Future Work .......... ... . ... . ... . ...
References ....... ..o

QR Codes Research in Marketing: A Bibliometric and Content
ANalysis . ...
Joaquim Pratas and Zaila Oliveira

19.1 Introduction .............uuiiiiiiiiie i,
19.2 Literature Review .......... ...,
19.2.1 QR Code Early Beginnings .........................

19.2.2  Future Projections for QR Codes After COVID-19 .....

245



Xiv Contents

19.3 Research Questions and Methodology .......................
19.3.1 Research Questions .................ccciiiiunn....
19.3.2 Methodology ........ ...
194 Results ...t
19.4.1 Most Cited Documents ..............coveeeuunnn...

19.4.2 Evolution of Documents Publication About QR
COdeS ..ttt
19.4.3 Main Research Trends in the Field of QR Codes .......
19.5 Final Considerations ..............c.cooueeiiiiinneennnnnn...
References . ........ouuiiiii i e

Part VII Omnichannel and Marketing Communication

20 How Brand Marketing Communications Affect Brand
Authenticity for Fast-Moving Consumer Goods ..................
Novalia Mediarki and Yeshika Alversia
20.1 Background .......... ..
20.2 Theoretical Framework and Research Hypothesis .............

20.2.1 Brand Authenticity ............. ...
20.2.2 The Direct Influence of Brand Marketing
Communication on Brand Authenticity ..............
20.2.3 The Indirect Influence of Brand Marketing
Communications on Brand Authenticity Through
the Clarity of Positioning ..........................
20.2.4 Control Influences of Place, Product, and Price
of Marketing Mix ............. ... ... ... .. ... ....
20.3 Methodology ...t
20.3.1 Sample and Data Collection ........................
20.3.2 Measurement . ............oeeiiieeiiiiii,
204 Results . ...
20.4.1 Measurement Model ....................... .. ...,
20.4.2 Structural Model . ....... ... i
20.5 DISCUSSION .ttt
20.5.1 Implications .........uuiiiiiiinee i,
20.6 Limitation and Future Research ............................
20.7 ConcluSiOn . ...\ttt
References ........ ... i

21 Digital Innovation Hubs: SMEs’ Facilitators for Digital

Innovation Projects, Marketing Communication Strategies

and Business Internationalization ...............................
Amalia Georgescu, Mihaela Brinduga Tudose, and Silvia Avasilcai

21.1 Introduction .. .......... ..ot
21.2 Literature Review on DIHs’ Role in Business Development . ...
21.3 Context, Data and Methods ............ ... .. ... ...
21.4 Results and DiSCussSions ..............c.couiiiiiriinainann...



Contents

22

23

21.4.1 Global Perspective on European Union DIHs .........
21.42 Commercial Infrastructure—DIHs Support
Services for SMEs ............. ... ... ... .. . L.
21.4.3 Market Intelligence—DIHs Support Services
for SMES ... ...
21.4.4 Voice of the Customer, Product Consortia—DIHs
Support Services for SMEs ............. ... .. ..
21.4.5 Ecosystem Building, Scouting, Brokerage,
Networking—DIHs Support Services for SMEs .......
21.5 Conclusions and Future Research ................... ... ...,
References ....... ... i i
Omnichannel Marketing in Ambato’s SMEs .....................
Juan Carlos Suédrez Pérez
22.1 Introduction .............. ...
222 Methodology ............o oo
223 Results ...
224 DISCUSSION ittt ettt
22.5 ConClUSIONS ..ttt
References ........ ... i

Relationship Marketing, The Way to Customer Satisfaction
and Loyalty ........ ... .
Adriano Costa and Joaquim Antunes

23.1 Introduction ..............c.uiiriini i
23.2 Literature Review ........... ... ... . . i
23.2.1 Marketing . .......oi
2322 Brand .......... .
23.2.3 Satisfaction ............ ... .
2324 Loyalty . ...
23.3 Methodology ...ttt
234 Results Analysis ...ttt
23.5 ConCluSiON . ...ttt
References .........ooiiiiii e

Part VIII Social Media and Networking

24

Behaviour of the Adolescents and Their Parents in Relation

to the Micro-Influencers in Instagram ...........................

Diana Soares and José Luis Reis

24.1 IntroduCtion . .............iuiinei it

24.2  Consumer Behaviour and Influence Marketing ................
24.2.1 Micro-influencers ........... ... .. ...,
24.2.2 Influencing Agencies ................euuuuuunnnnnn.

24.3 Instagram Social Network .............. .. ... iiiinn...

24.4 Adolescence and Social Networks ..........................

XV



Xvi

25

26

27

Contents
24.4.1 Parental Intervention ...................iiiiiiiia.. 365
24.42 Research Methodology ....................coouo.. 366
24.4.3  ODbJECHIVES .. e vttt 366
24.4.4 Research Hypotheses and Conceptual Model ......... 366
24.4.5 Data Collection Method ............... ..., 367
24.5 Analysis of the Survey Results ............................. 368
24.6 Analysisof Interviews ............. ... . i il 370
247 Validation of the Hypotheses ............. ... ... ... ... ... 372
24.8 Conclusions, Limitations, and Future Work .................. 372
References ....... ... i 373
Consumer Profile and Behavior in Specific Marketing
Contexts: A Study on Luxury Brands ........................... 375
Rosa Barbosa, Bruno Sousa, and Alexandra Malheiro
25.1 Introduction ..................iiiiiiiiii 375
25.2 Luxury and Marketing ........... .. ... ... . i il 376
25.3 Luxury Products and Services .............ccoiiiiiiiiinn... 377
254 Luxury Brands ............iiiii 378
25.5 Luxury ConSumer ......................ooiiiiiiiiii... 379
25.6 Final Considerations and Next Steps ........................ 380
References ........ ..o i i 381

The Impact of YouTube and TikTok Influencers
in the Customer Journey: An Empirical Comparative Study

Among Generation Z Users .................................... 383
Paulo Duarte Silveira, Fabio Sandes, and Duarte Xara-Brasil
26.1 Introduction . ................iiii 383
26.2 Theoretical Background ................ .. ... ... 385
26.2.1 Generation Z and the Use of Social Network Sites ... .. 385
26.2.2 Customer Journey and Touchpoints .................. 386
26.2.3 Digital Influencers in the Customer Journey .......... 387
26.3 Methods . ... 387
26.4 Results . ... 388
26.5 Conclusions, Limitations, and Implications .................. 389
References .......... i 392

Relationship Marketing on Higher Education Institutions

(HEI) in Times of Pandemic (Covid-19) ......................... 395
Maria Paula Espinosa-Vélez, Mayra Ortega-Vivanco,

and Daysi Garcia-Tinisaray

27.1 Introduction .. ...........iiiiiii 395
27.2 Theoretical Framework ................. .. ... ... ....... 396
27.2.1 Relationship Marketing ............................ 396
27.2.2 HEI Relationship Marketing ........................ 397
27.2.3 Relationship Marketing Strategies ................... 398

27.3 Methodology ............. i 399



Contents

27.3.1 Dataand Simple ........... ..o
27.3.2 Analysis Methods and Results ......................
274 Conclusions .............. ...
References ........ ... i

28 Analysis of #YoDecidoCuando (I Decide When) Campaign
on TikTok, as Educational Communication for Teenage
Pregnancy Prevention ............... .. ... ... i
Kimberlie Ferndndez-Tomanguillo, Melina Mezarina-Castilla,
and Eduardo Yaldn-Dongo

28.1 Introduction .. ..............iii
28.2 Stateof the Art ...t
28.2.1 Teenage Pregnancy .................c.ciiiiiinnnn.
28.3 ResearchMethod ........... ... ... ... . . . .
28.4 Results and Discussion ...............c.coiiiiiiiiii...
28.4.1 TikTok and TikTokers ................cccvvveeienn..
28.4.2 Perception of TikTok in the Areas of Education
andHealth ......... ... ... ... ... ... ... .. ....
28.4.3 TikTok in Educational Campaigns for Teenage
Pregnancy Prevention ................ ... ... ... ..
28.4.4 #YoDecidoCuando Case .............ccovvveeevnnn..
28.5 CoNnClUSIONS ...\ttt e
References .........iiiiii e

29 Social Media Followers: The Role of Value Congruence
and the Social Media Manager .................................
Concepcion Varela-Neira, Zaira Camoiras-Rodriguez,
and Teresa Garcia Garazo

29.1 Introduction ................... i,

29.2  Research Background and Hypotheses ......................
29.2.1 The Social Media Manager’s Perceived

Authenticity .......... .. i

29.2.2 The Follower’s Value Congruence ...................

29.2.3 The Social Media Manager’s Task Competence .......

29.3 Methodology ............. i

29.3.1 Sample . ...

2932 MEASUIES . vve ettt ettt

204 Results ...

20.5 DISCUSSION ettt ettt

29.5.1 Managerial Implications ...........................

29.5.2 Limitations and Future Research ....................

References ........ ... i



Xviii

30

31

32

33

Contents
Hybrid Entrepreneurship: A Systematic Review ................. 439
Maria I. B. Ribeiro, Isabel M. Lopes, José A. M. Victor,
and Anténio J. G. Fernandes
30.1 Introduction .. ..............iii 440
30.2 Methods ... 441
30.3 Results and Discussion ...............oiiiiiiiiiniiaa... 442
304 ConcClUSION ...ttt e 455
References .......... i 456
Impact of Mobile Apps on Building Customer Relationships
and Financial Support for the Football Club: Findings
from Ruch Chorzow ................ ... ... .. . ..., 459
Michat Szottysik and Artur Strzelecki
31.1 Introduction ..............iiiiniie it 459
31.2 The Ruch Chorzéw Mobile App ................ ... ..., 460
31.2.1 IncomestotheClub ............................... 461
31.2.2 Building Relationships with Fans ................... 462
31.3 Methodology ...t 463
314 Results ... 465
31.4.1 Usability of Ruch Chorzéw App ...........cccouun.. 465
31.4.2 Usage of Ruch Chorzéw App ..., 466
31.4.3 Impact of Application on Financial Performance ...... 468
31.5 DISCUSSION .ottt ettt e et et it i 469
31.6  ConcClUSIONS ..o\ttt et e 470
References ....... ..o i 470
Understanding Bullying and Cyberbullying Through Video
Clips on Social Media Platforms ................................ 473
Janio Jaddn-Guerrero, Hugo Arias-Flores,
and Patricia Acosta-Vargas
32.1 Introduction .. ............ ... 474
322 Background ............. .. 475
323 Method ... 476
324 Results ... 477
32.5 ConcClUuSIONS . ...\ttt 477
References ............ i e 479
Gender Bias in Chatbots and Its Programming .................. 481
Carolina Illescas, Tatiana Ortega, and Janio Jaddn-Guerrero
33.1 Introduction ............ .ttt 482
332 Related Work ........ .. 483
333 Method ... 484
33.3.1 Participants . ............eiiiiii 485
33.3.2 InStruments ..............ooiiniiiieiiiii i 485
3333 Procedure ...........coiiiiiii 485
334 Results ... 486



Contents

34

35

36

33.5 ConcClUSIONS ..ottt
References .......coiiii

Production, Exhibition, and Promotion of the Peruvian Web
Series: Miitiin, Brigada de Monstruos y Leo en el Espacio . ........
Veruschka Espinoza Zevallos and Yasmin Sayan Casquino
34.1 IntroduCtion .............uuuiiiiiiie i
34.1.1 The Internet as a Protagonist of Audiovisual
Evolution .......... ...
34.1.2 New Features for Web Series .......................
34.1.3 YouTube as an Exhibition Medium ..................
34.1.4 Marketing and Promotion of Web Series .............
342 Methodology ............. .
343 ResUltS ...t
34.3.1 Digital Platforms and Universe of YouTube ...........
34.3.2 Production, Exhibition, and Promotion
of Peruvian Web Series ................ . ... . ...
34.4 Discussion and Conclusion ...............c.ccoiiiiiiiiinn...
References ..........coioiiiii i

Management Model and Capture of Benefits Integrated

into the Practice of Project Management ........................
André Almeida, Carolina Santos, Henrique Mamede,

Pedro Malta, and Vitor Santos

35.1 Introduction ..............c..iiuiiniii i
35.2 Research Background ................ ... ... .. ... L.
35.3 The SOIution .. ...ttt
35.3.1 Proposed Framework—Step 1 ......................
35.3.2 Tool Development—Step 2 ...,
354 Evaluation ............. ..
35.4.1 Results Discussion ............... ...,
35.5 ConcCluSion . .........iiiiii
References .........ooiii e

The Influence of Social Media on Voters’ Decision-Making

Process in Portugal: A Case Study ..............................
Jorge Esparteiro Garcia, Eduardo Gonzélez Vega,

Patricia Purificagdo, and Manuel José Fonseca

36.1 Introduction ................ ... il
36.2 Theoretical Background .......... ... ... .. ... ...
36.2.1 Marketing .......... .
36.2.2 Political Marketing .......... ... ... i
36.2.3 Digital Marketing and Social Media .................
36.2.4 Online Political Communication ....................
36.3 Methods ...

36.4 Presentation and Results Analysis ............... ... ... ...

Xix



XX

37

38

Contents

36.4.1 Questionnaire Survey 1—During the Pre-election

Campaign Period ........... ... ... ..o ool
36.4.2 Questionnaire Survey 2—During the Election
Campaign Period ............ ... ... ... ool
36.4.3 Questionnaire Survey 3—During the Post-election
Period ... ... ...
36.5 Conclusions and Practical Implications ......................
References . ...... .o
How Endorser Promotes Emotional Responses in Video Ads ......

Luisa Augusto, Sara Santos, and Pedro Manuel do Espirito Santo
37.1 IntroduCtion ..............iuiinii et

37.2 Theoretical Framework ................ .. ... ... ... ... .....
37.2.1 Endorser Fit, Familiarity, and Altruism ...............
37.2.2 Narrative Transportation . .................c.c.o.o.euo..
37.2.3 Emotional Responses: Sympathy ....................
37.3 Methodology ...ttt
373,01 Sample ...
374 Results ... e
37.4.1 Measurement Model ..............................
3742 Structural Model ........... ... . ... ... ..
37.5 DISCUSSION .ttt ettt et et
37.6  CONCIUSIONS ...\ttt et e
References ......... .o
The Impact of Surprise Elements on Customer Satisfaction .......

Marcia Martins, Mafalda Teles Roxo, and Pedro Quelhas Brito
38.1 Introduction ................. ...,
38.2 Theoretical Background ................ .. ... ...
38.2.1 SUrprise . ...
38.2.2 Customer Satisfaction ................c.ccoiiiiia..
38.2.3 Customer Delight ......... ... . i,
38.2.4 Sales Promotion ............ ...,
38.2.5 Relevant Aspects When Using the Surprise
Element ....... ... i
38.2.6 Research Hypotheses ............... ... .. ...,
38.3 Methodology ............o
38.3.1 Experimental Design ..............ccoiiiiiiiiian.
38.3.2 Choosing and Assignment of the Participants .........
38.3.3 Experimental Design Results .......................
38.3.4 Manipulation Check ...............................
38.3.5 Internal ConsSiStenCy .. ...........eeeuuuuuuunnnnnn.
38.3.6 Questionnaire and Hypotheses Research Analysis .....
384 DISCUSSION ettt
38.4.1 Final Considerations .................c.c.coeuuuunnnn.



Contents XXi

39

40

38.4.2 Theoretical Contributes and Managerial

Implications ......... ... ... . i il 557
38.5 Conclusions ............... .. 558
References ........ ... i 560
The Social and Financial Impact of Influencers on Brands
and ConSUMEerS ......... ...ttt 563
Inés Melo and José Luis Reis
39.1 Introduction ................... .. 564
39.2  From Traditional Marketing to Digital Marketing ............. 564
39.3 Consumer Buying Process ............. ... ... .. oL 565
394 Social Media ............ i 565
39.4.1 Instagram ................eiiiiii 566
39.42 InfluenCers . ............uuuueuuuuuinnnn 566
39.4.3 Influencer Marketing .............. .. ... .. .. 567
39.5 Research Methodology ............ ... ... . i i .. 567
39.5.1 ODbBJECLIVES . .vvve ettt 567
39.5.2 Research Hypotheses, Propositions
and Conceptual Model .............. ... ... ... .. 568
39.5.3 Data Collection Method ........................... 568
39.6 Analysisof Interviews ............... .. i il 569
39.7 Analysis of the Questionnaire Results ....................... 570
39.7.1 Exploratory Factor Analysis ........................ 570
39.8 Validation of the Hypotheses and Propositions ................ 571
39.9 Conclusions, Limitations and Future Work ................... 572
References ....... ... i 573

Has It Ever Been the Fashion Blog’s Dusk? A Thematic
Analysis-Based Research on the Anguishes

in the Post-transition from Text Blog Writers

to the Ready-Made Scroll, Scroll, Scroll Instagram

Images ... i 575

Maria Inés Pimenta and José Paulo Marques dos Santos

40.1 Introduction .............uuiiiiiiii 576

40.2 Method ... 577
40.2.1 Participants ............oeiiiiiii i 577
40.2.2  Semi-Structured Interview ............... ... ..., 578
40.2.3 Data Analysis with Thematic Analysis ............... 580

40.3 Data Analysisand Results .............. .. ... ... 581
40.3.1 Data Familiarisation .............. ... oiiinnn... 581
40.3.2 Coding ... 582
40.3.3 Searchfor Themes ...............ccoviiiiiinnnn... 582
40.3.4 Review and Refinement of the Themes ............... 583
40.3.5 Namingthe Themes ..............ccooiiveeiinnnn... 583

40.3.6 Final Reporting ............cooviiiiiiiiiiiinnn... 583



XXii Contents

40.3.7 Results of the Analysis Centred Around

the Research Questions ............................
40.3.8 Summary of Results ................... . ...,
40.4 Discussion and Conclusions ...............c.ccoiiieiiinnn...

References . .......oo i e

Part IX Web Marketing, E-Commerce and V-Commerce

41 Impact of E-commerce on Corporate Sustainability—Case
Study ...
Agostinho Sousa Pinto, Marta Guerra-Mota, and Inés Dias

41.1 Introduction .......... ... ..l
41.2 Literature Review .......... ...
41.2.1 Sustainability in Companies ........................
41.2.2 Sustainability and E-commerce .....................
41.2.3 Environmental Sustainability and E-commerce ........
41.2.4 Social Sustainability and E-commerce ...............
41.2.5 Economic Sustainability and E-commerce ............
41.3 Methodological Approach ........... ... ... ... ... o L.
41.4 Presentation, Analysis and Discussion of Results .............
41.5 ConcClusion ..........oiiiiiiiiii
References ....... ... i

42 Social Commerce—When Social Media Meets E-commerce:

A Swiss Consumer Study .............. ... ... L.
Marc K. Peter, Alain Neher, and Cécile Zachlod
42.1 Introduction . ..............uiiiii e
42.2  Social COMMEICE .. ...ttt ittt ie e
422.1 Background ........... .
42.2.2 Social Commerce Features on Major Social Media
Platforms ......... ... . ... .. . . .
42.3 Research Methodology .......... ... ... i i it
424 Results ...
42.4.1 Social Media Usage Among Swiss Consumers ........
42.4.2 E-commerce Usage Among Swiss Consumers ........
42.4.3 Social Commerce: When Social Media Meets
E-commerce ........... ... ... .. ...
42.5 Discussion and Conclusion ...................c.iiiiiia...
42.6 Limitations and Future Research ...........................
References .........ooiiiiii i
43 Web Marketing Trends—Case Study of Trigénius ................
Patricia Duarte and Madalena Abreu
43,1 IntroduCtion . ............iiuiiiei e
43.2 Literature Review .......... ... 0o

43.2.1 Digital Marketing ataGlance ......................



Contents XXiii

44

45

46

43.2.2 Relationship Marketing and Loyalty ................. 630
4323 SEMand SEO . ... 630
43.2.4 Social Media Marketing ................... ... 631
43.2.5 Content Marketing ..............ooiiiiiiiinnnan... 632
43.2.6 E-mail Marketing .............ccoiiiiiiiiiiiinan... 633
43.3 Methodology ...t 633
43.4 Case Study—Trigénius ......... ... ... i i .. 634
43.4.1 Brief Description of Trigénius ...................... 634
43.4.2 The Study Case Operations . ........................ 634
43.5 Resultsand Discussion ..............ooiiiiiiiiiiiiiiia... 636
43.6 ConClusion ......... ... 637
References ....... ... i 638
Augmented Reality: Toward a Research Agenda for Studying
the Impact of Its Presence Dimensions on Consumer Behavior . . ... 641
Virginie Lavoye
44.1 Introduction and Research Aim ............ ... ... .. ... ... 641
442 Background ... 643
443 Methodology ....... ... il 644
444 ReSUtS ...ttt 644
44.5 Future Research Directions ............... ... ... ..., 645
44.6 Implications for Theory and Practice ........................ 645
4477 ConcClusion ........... i 646
References .........cooiiii i e 647

Online Purchasing Behavior of Portuguese Consumers

of Garment and Beauty Products During the COVID-19

Pandemic .......... ... ... . 649
Maria I. B. Ribeiro, Isabel M. Lopes, José A. M. Victor,

and Anténio J. G. Fernandes

45.1 IntroducCtion . ............iuiiii i 650
452 MethodS ... 652
45.3 Results and Discussion . .............coiiiiiiiiiiiiii.. 654
454 ConclUSION . ...\ttt 661
References ... 662
Systematic Literature Review—Factors of Loyalty
and Acceptance in Voice Commerce ............................. 665
Matilde Vieira, Victor Santos, and Lara Mendes Bacalhau
46.1 Introduction . ..............iriiii e 665
46.1.1 Voice COMMETICE . ..ottt 666
46.1.2 Virtual ASsiStants .. .............uiiiiiin.. 666
46.1.3 Loyalty in e-COMmMEerce ............oouuuuuunnnnnn.. 667
46.2 Methodology ....... ... 667
46.2.1 Phase 1: Formulating the Research Question .......... 667

46.2.2 Phase 2: Identifying the Relevant Studies ............. 668



XXivV

47

48

Contents

46.2.3 Phase 3: Inclusion and Exclusion Criteria ............ 668
46.2.4 Phase 4: Extracting and Analyzing the Relevant

Data ... ... 669

46.2.5 Phase 5: Compiling, Summarizing, and Reporting ... .. 669

46.3 Results ... 670

46.3.1 Key Characteristics of Studies on the Topic ........... 671

46.4  DISCUSSION ottt ettt et e 671

46.4.1 Expected Performance ............................. 675

46.4.2 Hedonic Motivation ..............cccviiieeeinnnn... 675

46.4.3 Perceived Value .......... ... ... ..., 675

46.4.4 Previous Experience with Voice Commerce ........... 676

46.4.5 Power Experience ..............oiiiiiiiiiiiiii... 676

46.4.6 PerceivedRisk ........... ... .. ... i 676

46.4.77 Social Presence ............ccouiiiiiiiiiiiiii... 677

46.4.8 CONVENIENCE .. ...ttt 677

46.49 Animation ...............iiii 678

46.5 Example of a Success Story—Alexa (Amazon) ............... 678

46.6  ConcCluSION ... ...ttt e 678

46.7 Declaration of Conflicting Interests ......................... 679

References . ... 680

Analyzing Driving Factors of User-Generated Content

on YouTube and Its Influence on Consumers Perceived Value . ... .. 683
Ana Torres, Pedro Pilar, José Duarte Santos, In€s Veiga Pereira,

and Paulo Botelho Pires

47.1 Introduction .............. .o 684
47.2 Existing Studies of UGC and Background ................... 685
47.3 Methodology . ...ttt 686
47.3.1 Research Questions and Conceptual Model ........... 686
47.3.2 Questionnaire Structure ................c.iuinein... 687
4733 DataCollection ..........c.coviieiiiiinneennnnnn... 688
47.3.4 Sample Characteristics . ............oouviuinnnnnn.. 688
47.4 Results and Discussion .......... .. .. o i i i, 689
475 Conclusion ......... ... 693
References .........coiiii 694
Exploratory Analysis of Financial Literacy and Digital
Financial Literacy: Portuguese Case ............................ 697
Ana Paula Quelhas, Isabel N. Climaco, and Manuela Larguinho
48.1 Introduction .............. .. il i 698
48.2 Literature Review .......... ... 0o 699
48.2.1 Actual Financial Literacy .......................... 699
48.2.2 Perceived Financial Literacy ........................ 699
48.2.3 Digital Financial Literacy .......................... 700
48.3 Study Design and Data Analysis ...............oiiinnn... 700

48.4 Results and DisCuSSION . .........ouiiiiiiiii i 701



Contents XXV

49

50

51

48.4.1 Actual Financial Literacy .......................... 701
48.4.2 Perceived Financial Literacy ........................ 704
48.4.3 Digital Financial Literacy .......................... 704
48.5 ConCluSionS .........oiiiiiiiiiiii i 706
References ......... ... 706

The Influence of Instagram on Consumer Behavior

and Purchase of Home Decor Items in Brazil .................... 709
Manuel Sousa Pereira, Silvia Faria, Antonio Cardoso,

Eulalia Sabino, Jéssica Fonseca, and Renan Soler

49.1 Introduction and Theoretical Framework ..................... 710
49.2 Methods . ...t 712
49.3 Resultsand Discussion ................iiiiiiiiiian... 713
494 ConCluSiOn . ........ouiiiii 715
References ....... ... o e 716

Study of the Online Fashion Consumer Shopping Journey
and the Effects of Digital Communication Media: Case Study

MOOnline .............. .. 719
Isabel Valente and Mafalda Nogueira
50.1 Introduction ................... i 719
50.2 Literature Review .............. ... ... i il 720
50.2.1 Online Consumer Journey and Touchpoints ........... 720
50.2.2 Digital Marketing Communication .................. 722
50.3 Conceptual Model ........... ... ... . o i il 723
50.4 Methodological Decisions ..................... ... oo, 723
50.4.1 Methodological Approach Case Study ............... 723
50.4.2 Data Collection . ............euuuuuuiiiunuuununnnn. 723
50.5 Results ... 728
50.5.1 Characterization of Respondents .................... 728
50.5.2 Instrument Validation ................. ..., 728
50.5.3 Consumer Behavior Analysis: Online Shopping
Journey and Digital Media ......................... 729
50.5.4 Descriptive Statistics: Digital Media
Communication Preferences ........................ 730
50.6 Discussion and Conclusions ............................... 732
50.6.1 Discussionof Results .......... ..., 732
50.6.2 Contributions of the Study ......................... 734
50.6.3 Limitations and Suggestions for Future Research ...... 735
References ....... ... i 736
Optimizing Marketing Through Web Scraping ................... 739
Diego Albuja, Laura Guerra, Dulce Rivero, and Santiago Quishpe
51.1 Introduction .............. ...l 740
51.2 Literature Review ............. ... ... .. i, 740

51.3 Materials and Methods .......... ... . i 741



XXVi

52

53

Contents

51.3.1 Web Scraping Process ..............cccoiiiiiiia..
51.3.2 Design of the Topic Base ..........................
51.4 Results: Development of Data Extraction Software ............
51.4.1 Web Scraping Software .................ccoiiiuuna..
51.4.2 Web System—Appliance Search Optimization ........
51,5 Conclusions ...........oiuiiiiiiiii
References ....... ... i

Online Shopping Experience on Satisfaction and Loyalty

on Luxury Brand Websites .....................................

Ricardo Oliveira, Inés Veiga Pereira, José Duarte Santos,

Ana Torres, and Paulo Botelho Pires

52.1 Introduction .. ...ttt

52.2 Literature Review and Hypothesis Development ..............

52.3 Research Methodology .............. ... ... ... ... ...,

524 AnalysisandResults ............ ... ... il
52.4.1 Sociodemographic Characterization .................
52.4.2 Validation of the Measurement Model ...............
52.4.3 Validation of the Structural Model ...................
52.4.4 Measurement Analysis of the Total and Specific

Indirect Effects ......... ... ... il

52.4.5 Multi-Group Analysis .........ccoviiiiiiiiiiiiian..

52.5 DISCUSSION ..ttt

52.6 ConClUSION . ...\ttt e
52.6.1 Research Implications ..................ccoiuun..
52.6.2 Limitations and Future Research ....................

References ....... ...

The Impact of Food Delivery Applications on the Restaurant
Industry: The Perception of Restaurant Managers
in the Metropolitan Areaof Porto ...............................
Jorge Boabaid and Sandra Marnoto
53.1 Introduction ................ ...l
53.2 Reviewing the Literature ................. . ccoiiiiiiinnn...
53.2.1 Food Delivery Applications—FDAs .................
53.2.2 The Practices and Strategies Implemented
bythe FDAS ... ... i
53.2.3 The Context of Restaurants .........................
53.2.4 Customers’ Relationships ..........................
53.2.5 Value Proposition and Value Perceived
by Customers ............. .. . i il
53.3 Methodology .............
53.4 Data Analysis and Empirical Results ........................
53.4.1 Restaurant “A” .. ...
53.42 Restaurant “B” ...
53.4.3 Restaurant “C” ...



Contents XXVii

53.4.4 Restaurant “D” ... 783
53.5 ConClUSIONS ...\ttt e e 784
53.5.1 Research Conclusions ................cccovueeeenn.. 785
Appendix 1—Method Used for Literature Review .................. 787
References ....... ... i 788
54 Exploring the Impact of Esthetics and Demographic Variables
in Digital Marketing Campaigns ................................ 791
Erika Yang
54.1 Introduction .............. ... 791
54.2 Theoretical Framework ................ ... ... ... ... ..., 792
543 ResearchMethod .......... ... ... ... L. 793
54.3.1 Experimental Participants .......................... 793
54.3.2 Selection of Advertising Photos ..................... 793
54.3.3 Design of Survey Questions ........................ 793
544 Results ... 794
54.4.1 ESthetics . .....ouiuiin 794
54.4.2 DemographiCs . ........ouuiiiuineeiiiineenn. 798
54.5 DISCUSSION .ttt ettt et et 799
54.6 ConClUSION ...ttt e i 800
5477 FutureResearch ........... .. ... .. ... . . L. 800
References ....... ... i 801

Author Index . ... 803



About the Editors

José Luis Reis has Ph.D. in Technologies and Information Systems from the Univer-
sity of Minho and is Professor with the title of specialist in Management and Admin-
istration by IPAM—Porto. He is Professor at University of Maia—ISMAI and
ISCAP.IPP and Integrated Researcher in LIACC—Laboratory of Artificial Intel-
ligence and Informatics of the University of Porto. It carries out activities in the
area of training and information systems and technologies in various organizations,
coordinating various national and international projects in the area of information
management, applied marketing and strategic regional planning. He is Author of
scientific papers and articles in the fields of marketing automation, artificial intel-
ligence, augmented and virtual reality, information systems modeling, multimedia,
gamification, and data mining. He is Author and Co-author of several books, namely
Personalization in Marketing—Technologies and Information Systems, Marketing
in Agri-food—Fundamentals and Case Studies, Gamification Model for SME:s,
Marketing and Smart Technologies, and Information Systems—Diagnostics and
Prospectives.

Marc K. Peter is Professor of Digital Business and Head of the Competence
Center Digital Transformation at the FHNW School of Business in Olten, Switzer-
land. He received his Doctorate from CSU Sydney, an Executive MBA from UAS
Bern/Babson College/PKU Beijing, and a Master of Marketing from the University
of Basel. He is Fellow of both the British Computer Society and the Chartered Insti-
tute of Marketing. His research and teaching areas are digital transformation, digital
marketing, new work, and cyber-security.

José Antonio Varela Gonzalez has been Professor at the University of Santiago de
Compostela (USC) since 1976, when he began teaching marketing. He was one of
the forerunners of this discipline in Spain. The quality of his teaching and research
activity earned him a University Professor position at USC in 1989. He has dedicated
his career to this, except for the period between 2005 and 2010—during which he
served as President of the Court for the Defense of Competition of Galicia. He has
led, as Principal Investigator, more than a dozen competitive projects and contracts

XXIX



XXX About the Editors

with companies and institutions. He has directed 17 doctoral theses. He is Author of
more than 60 articles in national and international journals with the greatest impact
in marketing. He has presented more than 60 papers at the most important inter-
national and national marketing conferences. He has been Director of the Business
Organization and Marketing Department for 8 years and Director/Coordinator of the
POMARK Research Group from 2010 to 2021. He has belonged to the founding
group of the European Journal of Business Management and Economics, of which
he has been Editor for more than 20 years.

Zorica Bogdanovié, Ph.D., is Professor at the Faculty of Organizational Sciences,
University of Belgrade, Serbia. She teaches subjects in the areas of e-business and
e-business technologies on B.Sc., M.Sc., and Ph.D. studies. Her professional and
scientific interests include e-business, Internet marketing, Internet technologies, and
Internet of things. Results of her research have been published in many well-known
international journals and conference proceedings. She is Member of IEEE and
Secretary of IEEE Computer chapter CO 16. She is in Chair of the seminar of
IEEE Computer chapter CO 16. She is in the chair of the summer school “E-business
technologies” at the Faculty of Organizational Sciences since 2014. Since 2016, she
is in Chair of the Center for the Internet of things. She was Head of the Department
of e-business at the Faculty of Organizational Sciences 2017-2021.



