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ABSTRACT

The relevance of social media advertising in this era of cut-throat competition and
tight budgeting cannot be overstressed. More than ever, marketing managers are required
or expected to justify their advertising budget — in terms of how it will impact sales and
revenue. This implies that the era of “trial and error’ in advertising is ended or fast coming
to an end. Hence, there is need for more strategically targeted advertising to maximise

“return on investment (spending) on advertising in form of sales, revenue, and profits.

| Findings from this study will help advertising managers to ensure more efficient
stilisation of their budget and development of more effective advertising strategy,
es;ﬁééially when formulating strategies?for Generation Y in Malaysia. It also adds to the

e_)'(iis'ti'n'.g body of knowledge in the area of social media advertising which is still limited.

helr advertising plans and promotion mix.

Thél:study through data collected from 1,087 Generation Y consumers in Malaysia

t:érté;{m:_rflent and credibility) on attitude towards social media advertising. The data was
's:e'd'.'_.:i_h three ways: descriptive statistics were provided to determine the mean and
. 'aeviation scores for the four belief factors; analysis of variance (ANOVA) tests
_Cbnducted to determine the relationship between the demographic profiles and
;eépdndents’ purchase intention; and Partial Least Squares-Structural Equation
' odelling (PLS-SEM) was employed to assess the hypothetical relationships between
é.belief factors and attitude towards social media advertising, purchase intention and
actual purchase. Results of the analysis revealed that the belief factors (lifestyle, privacy
~and security concern, entertainment and credibility) showed a positive influence on
attitude towards social media advertising. Implications of these findings for researchers

and advertisers were further discussed.
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CHAPTER 1

INTRODUCTION

.0 Introduction
“Social media is the ultimate equalizer. It gives a voice and a platform to

anyone willing to engage”. - Amy Jo Martin

This profound quote by social media guru, Amy Jo Martin, captures the way social
has changed how people use’the web, connect with one another and share
rmation. This “openness” facilitated by social media has made it more important than
fof.businesses to operate in an ethical and fair manner. People are constantly sharing
ir. experiences and thoughts about companies on social media with hundreds to
housands of people. Consequently, businesses must practice what they preach and be
@table to their customers. Businesses that embrace social media and engage with
"t()'llrhers are at an advantage. For instance, in the past, when bad news hits, companies
| tc take their time and plan how to respond. Today, a negative story or customer
ience can be shared with millions of people within a matter of hours. If companies
. '.'respond, a small story can reach millions and cause irreparable damage to their
Fortunately, companies now have many chances throughout the day to reach
mmers using social media.

- Social media use among Fortune 500 companies increased in 2012 (Okazaki &
ylor, 2013). A study carried out by the University of Massachusetts Dartmouth
ndicates that about seventy percent of these corporations currently have an official
6iﬁpany account on Twitter, while sixty-six percent have a corporate Facebook page. As
£ 2011, twenty-eight percent of the corporations had blogs at the corporate level,
_gﬂifying the biggest growth since 2008 (Barnes et al., 2012). This growth is an
“indication of a long-term trend towards social media usage among corporations (as well
as individual brands) becoming the norm. Social Media have expedited unparalleled

growth in human interaction in modern times. This new media have caught the attention



.of organisations, communities and individuals through their ability to facilitate the
collaboration of virtual communities and to provide a productive environment for mutual
sharing and interaction (Corvellol and Migliarese, 2007; Cheung and Lee, 2010; Kaplan
and Haenlein, 2010; Levy, 2013; Elena et al., 2014). These days, the heart of customer
activity is situated inside the social media and social networking site, This is evident from
the speed at which social media is being adopted by consumers and organisations.
. Business-to-business (BQB) companies have started to embrace social media in their
“marketing communication mixed with increased spending (Spekman and Dotson, 2009;
- Michaelidou et al., 2011). A market research carried out by e-Marketer discovered that
. companies worldwide increased their social network advertising spending to 37.3% in
013 compared to 2012; with advertisement revenue on social networks is estimated to
row from $4.7 billion earned in 2012 to $11 billion in 2017 (The e-Marketer 2013).

An increasing number of companies are using social technologies to improve the
ﬁteraction with external stakcholders in order to increase business values such as
proving customer satisfaction and supplier loyalty, increasing sales and revenues,
uﬁﬁorting marketing and advertising initiatives, creating brand awareness and
eputation, enforcing loyalty performance (Culnan et al., 2010; Kictzmann et al., 2011;
deren and Almeida, 2011). Attracted by the rapid penetration of social media into
iety (Dickey and Lewis, 2010), firms are increasingly using them as a part of their
rertising and brand building activities (Gallaugher and Ransbotham, 2010; Georgios
| Sergios, 2014). In fact, social media provide the opportunity to connect with
__.___s':t_omers using richer media with a greater reach (Thackeray et al., 2008). The
_:(_éfactive nature of these digital media not only allows sellers to share and exchange
ormation with their customers, but also allows customers to share and exchange
ormation with one another. Firms have the opportunity to shift relationships with
onsumers from dialog to trialogue, in which consumers engage in meaningful
elationships with one another and with the firms (Lipsman et al., 2012; Mangold and
Faulds, 2009).

' Using social media, organisations have been able to forge relationships with

existing as well as new customers and form communities that interactively collaborate to



- identify problems and develop solutions for them. These interactions change the
traditional roles of both seller and customer in exchange relationships. Indeed, customers
add value to the interaction, generating content, and they can influence purchase decisions
of others in peer-to-peer interactions (Sashi, 2012). Social media have been recognised
as potentially the most powerful medium for relationship building (Bartlett, 2010;
Hackworth and Kunz, 2010; Selina and Milz, 2009). While companies aim at engaging
with loyal customers, | by influencing members’ perceptions about the brand,
disseminating information, and learning from and about customers (Algesheimer et al.,
. 2005), customers gain value through the variety of practices that they perform online and
:;:_i'ofﬂine (Shau et al., 2009). In such comimunities, people may engage in several types of
chaviours, such as helping other customers or sharing experiences with them (Nambisan
nd Baron, 2009).

Furthermore, many consumers engage in non-interactive behaviours such as
‘reading others’ comments. According to Park and Cho (2012), this is one of the reasons
hat consumers will go to social networking sites, that is, to learn about previous product
service experiences, which will be posted on these sites. Recently, social media have
cen added to advertising and brand building activities of companies (Kaplan and
nlein, 2010). Attracted by the large number of users, companies have created brand
munities in social media, such as Facebook, which boasts having more than a billion
hly active users (Facebook, 2013). Twitter has approximately 650 million users and
kedIn has approximately 200 million members worldwide. These statistics
p_riionstrate the popularity of social media, which in turn provides an indication of the
normous influence such applications carry.

From a business perspective, social media can be used in a number of ways to
mprove operations and enhance the business profile through: improved communication;
eater exposure through amplifying word-of-mouth effects; getting closer to and
lding relationships with existing customers; attracting new customers, promoting a
"(')mpany’s products/services; improving brand awareness; increasing volume of traffic
to web site; increasing levels of sales; improved collaboration and establishing online

‘communities (Fischer and Reuber, 201 1; Montalvo, 2011; Nair, 2011; Zhang et al., 2011;



fiman and Fodor, 2010; Kaplan and Haenlein, 2010; Mangold and Faulds, 2009).

Businesses are therefore increasingly attempting to embrace social media as an integral
f working life and exploiting it for competitive advantage (Kiron et al., 2012;

Iman, 2010).

1 Background of the Study
| Social media advertising is a developing and emerging academic subject area. It
uirently the trend and its use among consumers has increased in recent years and
ws no sign of stopping (The Nielsen Social Media Advertising Report, 2013). This
-platform allows for an interactive ‘method whereby customers play an active role in
a'ﬁé”gement of information provided by the advertiser, unlike traditional advertising,
. ﬁnon—interactive message to mass audience (Bezjian-Avery, 1998). Social media
1tatés information sharing and participation from users of the media in order to create
d/or distribute the content (Steenkamp and Hyde-Clarke, 2014). These platforms have
d-f:'the emphasis of Internet services from being consumption-based towards
oming more interactive and collaborative, thereby creating new opportunities for
éﬁ_on between organizations and the public (Henderson and Bowley, 2010). Due to
lvantages of social media in connecting businesses to end-consumers directly, in a
manner and at a low cost (Kaplan and Haenlein, 2010); social media has become
enter of attention in many industries by facilitating various areas of marketing, such
motions, marketing intelligence, sentiment research, public relations, marketing
mm nications, product and customer management (Akar and Topcu, 2011).
: Harris and Rae (2009), cited in Farzana et al. (2014), using a case study approach
stigated the use of new technologies such as Web 2.0 by entrepreneurial businesses
West London. They found that social networks will play a key role in the future of
keting; externally they can replace customer annoyance with engagement, and,
nternally, they help to transform the traditional focus on control with an open and
collaborative approach that is more conducive to success in the modern business
environment. Hence, advertisers have promptly adopted Social Media (SM) as a means

to build lasting relationships with young consumers. They target social network users



based on profile data and engage them with advertisements relevant to their interests.
Social media and the ability of customers to connect to each other instantly have changed
the traditional brand manager/consumer power relationship (Christodoulides and Jevons,
2011; Christodoulides, 2009). The effect on businesses has been substantial, affecting
how corporations advertise their product (Kassaye 1997; Hofacker and Murphy 1998;
Yuan et al., 1998).

In 2011, US marketers spent $3 billion to advertise on social media,
demonstrating a fifty-five percent increase in expenditure compared to 2010. A forecast
in the same year indicated that advertising expenditure on social media will more than

- triple over the next five years (Hof, 2011). The results of a study carried out by Fox
 Tnteractive Media revealed that seventy percent of return on investment (ROI) comes after

customers are exposed to advertisements in online social networks. Similarly, Goldsmith

et al. (2000) postulated that “48.9 percent of participants liked the advertisements
 delivered through the internet, compared to 73 percent and 41.8 percent for TV and radio,

Advertising rates in online social networks are comparatively low and range from
corporate logos, banners, pop-up message and text-based hyperlink to official websites.
Advertisers, as a result, have turned to social networks to grab their share of advertising
space. These networking sites are gradually moving from a push medium to a pull

medium when it comes to advertising. Advertisements are pushed to customers once they

visit social networking sites instead of the user pulling information from websites
(Ducoffe 1996, Schlosser et al., 1999). This is a broadcast media model where the media
Content is paid for by advertising revenues. Users get advertisements on these sites as a
content they need to participate in to keep the service free. Consumers agree to be exposed
0 advertisements in a free service more easily than they would agree on paying for the

. service of social networking.



efinition of Secial Media Advertising

Researchers and media experts have proposed various definitions for social
jedia. Kaplan & Haenlein (201l0) defined social media as a group of internet-based
- cations that build on the ideological and technological foundations of Web 2.0 and
_ the creation and exchange of User Generated Content. Social media consists of
oliaborative projects, for instance blogs, user-generated content communities (e.g.
lickr; YouTube; Youku/Toduo), social networking sites (e.g. Facebook; Twitter,
-ywarld), virtual game worlds (e.g. EverQuest), and virtual social worlds (e.g. Second
: Kaplan and Haeniein, 2010). Wellman and Gulia (1999) see online social
orking communities as digital networks through which users feel an intrinsic
ﬁon to other members. Ana (2013} defined social media or social networking sites
ine software that originated with the popular Web 2.0, which allows people to
¢t with their social network in an online environment.

Jim Tobin, author of the best-selling Social Media is a Cocktail Party and
ent of Ignite Social Media, writes, “social media describes online technologies
Int mét—based, phone-based, or widget-based) that allow people to share content,
inions, insights, experiences, perspectives and media themselves” (2008). Even more
obin writes, “think of social media as tools that empower people to self-publish”
“his “self-publishing” can take on a variety of forms including blogging,
ting, Facebook messaging, or commenting (Tobin, 2008). Social media is also
s a series of technological innovations in terms of both hardware and software
itate inexpensive content creation, interaction, and interoperability by online
_-__(Berthon et al,, 2012). Social media differ from traditional computer-mediated
nications in three primary ways: a shift in the locus of activity from the desktop
¢b (meaning greater accessibility); a shift in locus of value production from the
i to the consumer (deriving from increased interaction/interactivity); and a shift in the
Oﬁ¢u§ of power away from the firm to the consumer (B erthon et al., 2012).

© Social media advertising is seen as the practice involving the use of paid adverts
n social networking sites (SNS) like Faccbook, Twitter, YouTube, blogs and other
“content (The Social Media Advertising Industry Report, 2013). The Interactive



ising Bureau defined Social Media Advertising “as an online advertisement that
orborates user interactions that the consumer has agreed to display and be shared. The
esﬁfting ad displays these interactions along with the user’s picture and or name within
d content” (IAB Social Advertising Best Practices, 2009). Although a lot of company
b51 es offer social media features, this research focuses on sites purely dedicated to
o nversation and interaction as well as with multimedia capability and commercial
Hunities for advertisers. Following Boyd and Ellison (2007), the authors defined
media sites as web-based services that allow individual users to, (1) construct a
or semi-public profile within a bounded system, (2) articulate a list of other users
hom they share a connection, and (3) view and traverse their list of connections
¢ made by others within the system. Since the internet provides many companies
ve of sizes with almost equal opportunities to market themselves worldwide
-__an'd Sun, 2010), examining the attitude towards social media advertising may

ide useful implications about expanding business across nations.

ifferent Types of Social Media

dyertisers currently make use of several platforms of social media to boost their

d brand images. Also, businesses use social media advertising (e.g. display
| networking sites) to convince customers to buy advertisers’ products (Neti,
; o%éyever, this has not always been the case. The history of using web in
Z'r"c'ia'_' and usage of digital technology to enhance and improve marketing started
994 (Goodarz et al., 2012). There are several proofs available that different
_ _1es. tried to use this medium to increase their core competency amongst other
_rg_&msaf_ions. A study revealed that since 1997, companies now use internet as a medium
sause it is cheaper and has greater capability compared to other tools and platforms
h hey were using previously to distribute information and media in the global market
dai_fz et al., 2012). Through the help of technology, people can make various public
h.OWS' of affection, among such different levels of relationships in such an enduring and

adcast manner (Zizi, 2011).



Generally speaking, social media are web-based applications and interactive
platforms that facilitate the creation, discussion, modification and exchange of user-
generated content (Kaplan & Haenlein 2010). Social media are therefore not limited to
social networks like Facebook, but also include blogs, business networks, collaborative
projects, enterprise social networks, forums, microblogs, photo sharing, product/services
reviews, social bookmarking, social gaming, video sharing and virtual worlds. Table 1.1
gives an exhaustive overview of all the different types of social media, and provides two

popular examples for each category.

Table 1.1: Types of social media with examples

Examples
'ype of social Name Website Name Website Date/Year of
edia start-up
The Huffington huffingtonpost.com May 9, 2005
Post boingboing.net 1988 (zine)
Boing Boing 1995 (website)
2000 (blog)
Business networks Linkedln linkedin.com December 14, 2002
XING xing.com November 1, 2003
Collaborative projects Wikipedia wikipedia.org January 15, 2001
Mozilla mozilla.org July 15, 2003
nterprise social Yammer yammer.com September 2008
etworks Socialcast socialcast.com June 1, 2005
orums Gaila Online gaiaonline.com February 18, 2003
IGN Boards ign.com/boards September 29, 1996
icroblogs Twitter twitter.com March 21, 2006
Tumblr tumblr.com February 19, 2007
hoto sharing Flickr flickr.com February 10, 2004
Photobucket photobucket.com May 8, 2000
ducts/services Amazon amazon.com Jaly 5, 1994
eview Elance elance.com 1999
ocial bookmarking Delicious delicious.com September 2003
Pinterest pinterest.com March 2010
ocial gaming World of Warcraft warcarft.com November 23, 2004
" Mafia Wars mafiawars.com July 2007
Social networks Facebook facebook.com February 4, 2004
[ Google+ plus.google.com December 15, 2011




""\'[.i_rtuai worlds

;deo sharing YouTube youtube.com November 13, 2006
Vimeo vimeo.com November 2004
Second Life secondlife.com June 23, 2003
Twinity twinity.com July 2006

urce: Thomas & Frank, (2015).

able1.2: Descriptions of social media

pe of

Description

ocial media

A blog is a chronological list of postings, which can be read and
commented upon by visitors. Blogs are run by both individuals and
companies, which post news or other informational material, such as
product tests. ¢

Individuals use business networks to establish and maintain
professional contacts. Registered users create a personal profile and
share personal details such as the type and duration of their education,
professional experience and expert knowledge. Companies use
professional networks primarily to position themselves as an
employer and to search for new employees or experts.

Collaborative projects bring together internet users with a common
interest and/or certain knowledge in order to plan, develop, improve,
analyse and/or test technological, academic, scientific or fun-oriented
projects. The results

(e.g. programs, codes, findings, results, games) are usually distributed
as open source and made available to the public for no charge.

Enterprise social networks are open for registration only to employees
of a specific company or group, offering similar features as social
networks, including personal profiles, profile pictures, ete.
Companies want to ensure that their employees know one another and
exchange experiences and ideas. This helps to increase the efficiency
of knowledge management within the firm.

A forum is a virtual discussion platform where users can ask and/or
answer other users' questions and exchange thoughts, opinions or
experiences. Communication here does not happen in real time, like
in a chat, but is time delayed and usually visible to the public.

Microblogs restrict the length of postings to approximately 200
characters, which may be the major reason for their popularity.
Postings may include pictures or weblinks. Users can subscribe to
news from other users, companies, brands or celebrities.

Photo-sharing websites offer services such as uploading, hosting,
managing and sharing of photos. Often, the photos can be edited
online, organised in albums and commented upon by other users,




Products/ Product and service reviewing websites sell and provide information
' about products. Customers can evaluate products or certain attributes
(e.g. product quality) and write or read product reviews.
_ Social bookmarking describes the concept of saving and organising
ookmarking internet bookmarks at a centralised platform in order to share them
with friends and other users. Social bookmarks are a valuable
indicator for popular websites and other web content.
Social games are online games that allow or require social interaction
between players, e.g. card or multiplayer games.
Social networks connect people that know one another, share common
orks interests or would like to engage in similar activities. Users have an
individual profile; they can be found by other users using their full
name, and they upload pictures and videos. Companies use social
networks by creating,a corporate profile in order to position certain
brands and to inform and support existing or to win new customers.
Video-sharing platforms allow users to upload and share personal,
business or royalty-free videos and to watch them legally. Most
websites offer the opportunity to comment on specific videos.
Companies use these social media to share commercials, to test
unconventional promotional videos or to save costs, which are much
lower compared to TV advertising.
Virtual worlds are populated by many users who can create a personal
avatar, and simultaneously and independently explore the virtual
world, participate in its activities or communicate with others. In
contrast to computer games, time continues even when the user is not
logged in. Virtual worlds often use virtual currencies, which have an
actual value, and allow companies to sell virtual or real products.
Thomas & Frank, (2015).

: Ithough a lot of company websites offer social media features, this study focuses
1tes purely dedicated to user conversation and interaction as well as with multimedia

_lfy and commercial opportunities for advertisers. Some of these sites are explained

on quarter — with earnings of $0.25 a share. The company has a number of ways of

aking money, such as gifts and payments but the greatest part of Facebook revenue
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5

: re therefore capable of spreading their messages, create contact with
1aﬁd build connections on Facebook.

S‘euﬁg—A (2012) found that businesses use Facebook to build discussion and
nships with their dedicated customers, motivate their customers to shop online and
ieir customers to help in promoting the brand via their commitment to Facebook
th brand's page. Furthermore, by reading comments and conversations from
stomers’ profiles, companies can gather valuable information, which can then be used
rgef customers and obtain feedback from them. Since Facebook page creates a two-

y.avenue where corporations and customers can have rich conversations, companies
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ake use of this to offer information about forthcoming product introductions,
anéés, and updates (Palmer and Koenig-Lewis, 2009).

Interestingly, companies want to know their customers’ thoughts about their
él profile, updates, and product information. They can also use social media to
:l'éy their popularity, conveyed by the number of fans they have and how many people
following them (Seung-A, 2012). These companies use social media as an instrument
iscover how populaf they are, and then compare that with the popularity of their
"pétitors (Palmer and Koenig-Lewis, 2009). The customers associate bigger networks
h providing additional valued information and having more trustworthiness than
r networks (Coulter and Roggeveen, 2012). In order for a customer to get a gripping
ience when he or she visits a company's Facebook page, there should be
_1frnent, excitement and a positive association between the visit and the customers'

ning use of the internet (Palmer and Koenig-Lewis, 2009).

2. Twitter

Launched in 2006 by Jack Dorsey, Twitter is a Microblogging and Social Network
itc: where messages (known as tweets), typically not more than 140 characters, are
ted instantly. Since its launch, Twitter has grown to more than 645,750,000 active
stered users (Twitter.com, 2014). Twitter has been described as an online listening
| as well as a way of crowd sourcing (Crawford, 2009). Jansen et al. (2009b) described
s an instrument to create electronic word of mouth and as a form of online word of
'_'o_ﬁth branding. Twitter can be classified into one-to-one (e.g. private e-mail), one-to-
.ny (e.g. mass media) and many-to-many (e.g. the web and online groups) (Hoffman
é}nd Novak, 1996). Jansen ct al. (2009a) examined Twitter’s influence as a form of
_électronic word-of-mouth for sharing customer views regarding brands and discovered
‘that nineteen percent of tweets contained brand information. He therefore concluded that
‘microblogging is an online tool for consumer word-of-mouth communication.

Lariscy et al. (2009) found out that people use Twitter for many social reasons
like keeping in contact with family, friends and colleagues, being visible in one's social

networks, collecting valuable individual and professional information, looking for

12



f'assistance and/or view and releasing emotional tension. Since Twitter encourages

companies to create a sense of belonging to an online community via sustaining an
;nfonnation flow with the audieﬁce, the lines between the consumers and the brand are
blurred (Yan, 2011). The impact of social media was pointed out by public relations and
marketing practitioners who gave emphasis to the importance of directly communicating
31*!1'th the customers (Solis and Breakenridge, 2009). Solis (2011) summed it up nicely by
advising companies to “engage or die”. The engagement with customers on social media
liatforms is said to be essential for the continued existence of businesses and companies.
On Twitter, companies engage with their customers by retweets, using hashtags, and
following other users (Burton and Soboleva, 2011). Through this engagement and
mmunication, businesses are in a better position of altering a brand's perception in the
s of the customers (Jansen et al., 2009) as well as affecting customers’ thinking and

ehaviours (Fischer and Reuber, 2011).

interest

Pinterest is the newest arrival on the social media scene, but its visual focus and
‘sometimes quirky “do it yourself” content have quickly earned it a place in social
(Zara, 2013). Pinterest is a “virtual pinboard” photosharing site that lets users
and share images and websites they like. Founded in March 2010, Pinterest at first
 invitation only, which meant that potential users could only obtain invitations
__e_nds who already had Pinterest accounts. Even so, invitations and accounts were
5_1y difficult to secure, and the site was so successful that registration was opened
general public in August 2012 (Russell, 2012). Now anyone can create a free
st account. For maximum convenience, users can register using their Facebook or
account or with a stand-alone email address if they prefer to keep their social
dia accounts separate (Zara, 2013).

“interest has proven to be extremely popular. In August 2011, Pinterest was
| in Time Magazine’s list of “50 web sites that make the web great” (McCracken,
In February 2012, Pinterest boasted 11.7 million unique visitors every month

nstine, 2012). In July 2012, that number rose to 23 million (Shontell, 2012). By
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eptember 2012, Pinterest had reached comScore’s list of Top 50 US web properties. The
fe came in at number 50, with over 25 million unique monthly visitors (comScore,
12) Pinterest is particularly interesting as a social media platform because of its
jlarity with female users. The majority of Pinterest users are women, with some
é;s reporting that women represent as many as 80 percent of its users (Zara, 2013).
espite being a largely female populated space, Pinterest has emerged at the forefront of
. so ial media landscaf)e. According to Experian Hitwise, it is currently the third most
ular social media platform in the USA and in 2012, it was outperformed only by
ebook and Twitter (Zara, 2013). Due to its rising popularity, businesses and retailers
;:{panding their social media preferences to include Pinterest. The results of
llluse’s Social Shopping (2012) survey indicates that this trend is likely to continue.

use found that 59 percent of Pinterest users purchased an item found through

Eétablished in 2003, LinkedIn is a networking site for professionals. In recent
t'has become extremely popular with about 200 million subscribers worldwide
). Similar to Facebook, LinkedIn allows users to create an online profile, build
: f connections and directly communicate with their contacts (Ryan and Jones,
T_(_)"-'cater exclusively to professionals, it enables users to search for employment
ortunities, research companies and industries, include résumé information in their
s well as give or receive recommendations (Bradley, 2011). LinkedlIn targets the
fe oﬁal niche, and it has become the largest professional networking site (PNS)
_Wi'ﬂe {van Dijck, 2013) with a median user age of 39 years old (Sago, 2010; Bradley,
Being a networking site, LinkedIn allows users to establish professional profiles
d interact with other business professionals (Boyd and Ellison, 2008; Bradley, 2011),
" several unique features that set it apart from other social networks. One
ction is that LinkedIn profiles display professional information mainly for self-
;er_hotion that looks like “formatted CVs containing only the most relevant facts on

education, current and past positions, as well as former experience” (van Dijck, 2013).
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