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The Relationship Between Buzz Marketing on Social Media
Platforms and SMEs' Performance

Abstract

This study aimed to investigate the relationship between buzz marketing on social media
and the performance of small and medium-sized enterprises (SMEs), as well as the
moderating effect of enterprise size - which serves as an indicator of resource abundance
and scarcity - on this relationship. Additionally, the study examined the relationship
between each step of buzz marketing and SMEs performance. This study provides an in-
depth analysis of buzz marketing, as informed by literature. This includes a summary of
its definition and distinctions from Viral Marketing and Word of Mouth (WOM).
Additionally, a three-step structure for online buzz marketing consisting of value, viral
content, and seeding strategy was developed. A sample of 217 respondents who were
owners, managers, or in charge of marketing activities completed an electronic
questionnaire to provide the data, which was analyzed using the SPSS V22 and AMOS
V26 programs. Structural equation modelling and multiple group path analysis were used
to test research hypotheses.

Results indicated a statistically significant positive relationship between the
Implementation of online buzz marketing process on social media platforms and SMEs
performance. With no effect of the size of the enterprise on that relationship. Also, each
step of the online buzz marketing process was found to have a positive effect on SMEs
performance. This implies that enterprises with limited resources are able to leverage buzz
marketing to achieve high performance rates. Additionally, a business model for creating
a successful buzz marketing campaign was proposed as a guide for enterprises.

Keywords:
Buzz Marketing, Performance of SMEs, Value, Viral Content, Seeding Strategy, Viral
Marketing, Word of Mouth (WOM).
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1. Introduction

In the 1990s, buzz marketing emerged in the United States (Sprague et al., 2010) and
has since been of interest to marketers and managers as a cost-effective alternative to
traditional advertising (Mohr, 2007). Notarantonio et al. (2009) and Trusov et al. (2009)
revealed that buzz marketing is more effective than traditional advertising. However.
Mahajan et al. (2021) reported that the number of papers devoted to the study of buzz
marketing has decreased significantly in recent years, despite a notable increase in
companies' activities to generate buzz through buzz marketing. Peltovuori et al. (2014)
noted the limited number of studies that have examined buzz marketing from a business
perspective. In Egypt, Abdul Hamid et al. (2016) discussed the impact of buzz marketing
on voter selection for People's Assembly candidates. This study contributes to the
literature by exploring the phenomenon of buzz marketing from a business perspective in
Egypt as an example of emerging economy.

Thomas (2004) provided a concise definition of buzz marketing as the amplification of
initial marketing efforts by third parties through their anonymous or active influence.
However, there is a wide variety of interpretations of the concept in the literature (Thomas,
2004; Ben Yahia et al., 2012), making it difficult to find a clear and comprehensive
definition (Sorokin, 2012). Additionally, there is an overlap between buzz marketing, viral
marketing, and word-of-mouth (WOM), with these terms often being used
interchangeably to refer to the same phenomenon (Mohr, 2007; Peltovuori et al., 2014).
This paper provides a clear definition of buzz marketing based on literature, and further
distinguishes it from viral marketing and word of mouth by highlighting the most
prominent differences between the three terms.

Previous studies have investigated buzz or buzz marketing from a general perspective
(Notarantonio et al., 2009; Ben Yahia et al., 2012; Keel et al., 2019). And by its
dimensions, Kimmel (2015) classified it into two types: peer-to-peer marketing and
performer-to-peer marketing with its three techniques: secret, disclosed and overt. Nisara
et al. (2018) further divided it into two categories: company-generated buzz and user-
generated buzz. Peltovuori et al. (2014), Hashem (2021) and Radhi (2022) studied buzz
marketing through three commonly used strategies for generating buzz: creating buzz,
seeding strategy and creating incentive to share. This study focused on the steps of buzz
marketing process as dimensions, namely value, viral content, and seeding strategy. It was
based on Mohr (2017), who outlined the general structure of this process. However, this
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study provides a more comprehensive understanding of the structure. Specifically, value
was based on Thomas (2004), viral content was based on Bergers STEPPS model from
Pressgrove et al. (2018), and seeding strategy was based on the modified generic criteria
articulated by Augie Ray (as a practitioner) and Paul Gillin (as a theoretician) mentioned
by Dimitrova (2013).

Small and medium sized enterprises (SMEs) face several obstacles compared to large
companies in order to achieve their goals and ensure their survival, one of which is a lack
of resources (Resnick, et al., 2011). These barriers act as limitations on their marketing
process (Lamprinopoulou, et al., 2011), limited resources enterprises may be unable to
utilize expensive traditional marketing tools (Peltovuori et al., 2014). Resnick et al. (2011)
concluded that the marketing process in SMEs depends on word-of-mouth
communications and involves engaging customers, understanding their needs,
establishing communication with them and utilizing social networks and modern
technology. On the other hand, buzz marketing offers a cost-effective alternative to
expensive promotional methods such as advertising (Mohr, 2007; Radhi, 2022). This
approach can be used to save money when resources are limited instead of investing large
sums of money into temporary advertising campaigns (Notarantonio, et al., 2009).
Further, Thomas (2004) suggested that buzz marketing depends on engaging customers
and understanding their needs to achieve a unique value that provides a competitive
advantage and is a source of buzz. Leila et al. (2013) noted that buzz marketing also
utilizes social networks and technology to reach customers, as well as works on the
massive dissemination of word of mouth. This study presents buzz marketing as an
appropriate marketing strategy for SMEs that incorporates components of the SME's
marketing process to address resource constraints. It examines the impact of online buzz
marketing on social media platforms on SMEs performance, as well as whether enterprise
size -an indicator of resource abundance and scarcity- has no effect on this relationship.

Previous studies have examined the phenomenon of buzz marketing in the context of
SMEs, particularly startups. Dimitrova (2013) and Peltovuori et al. (2014) conducted case
studies to analyze online buzz marketing activities under a startup, while Tangel et al.
(2019) described buzz marketing in the context of startups with an application to the
culinary business, conducting in-depth interviews with ten owners. This field study
focused on buzz marketing in the sector of SMEs in general. A sample of a population of
SMEs was drawn and a questionnaire was used to collect data, which was analyzed to
reach results that would benefit enterprises in that sector. A proposed business model for
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creating a buzz campaign was presented as a guide for companies. This model can be
utilized by SMEs to develop and implement successful buzz campaigns, which may result
in improved performance.

2. Conceptual Framework and hypotheses
2.1. Buzz marketing

The concept of buzz marketing has been subject to multiple definitions (Thomas, 2004;
Ben Yahia et al., 2012; Sorokin, 2012). It is generally accepted as an amplified (Thomas,
2004; Ahujaetal., 2007; Coker et al., 2016), incentivized (Coker et al., 2016), commercial
(Ahuja et al., 2007), institutional (Carl, 2006) and manufactured form of word-of-mouth
communication that can take place face-to-face or via the internet (Ahuja et al., 2007;
Sorokin, 2012; Mahajan et al., 2021). The purpose of this type of marketing is to generate
a positive reaction (Baskiewicz et al., 2016; Yang, 2014) and is usually the result of an
organized marketing effort by the company to spread an exciting message and amplify it
(Leila et al., 2013; Taufique et al., 2011; Carl, 2006). The company's efforts may involve
creating a unique event or experience that encourages people to discuss it with one
another, similar to sound waves (Mohr, 2007; Kimmel, 2015). This could include
gathering influencers, opinion leaders, volunteers, or consumers to spread a specific
message (Mohr, 2007; Carl, 2006; Coker et al., 2016). These efforts may be formal or
informal (Mohr, 2007) and secret, disclosed, or overt (Kimmel, 2015). The goal of these
efforts is to stimulate conversation among the target audience in both personal and
impersonal ways. This amplifies the marketing efforts by generating more shares of the
message which spreads from person to person in a viral manner (Mohr, 2007). The Internet
has opened new avenues for buzz marketing (Leila et al., 2013), where online buzz results
from linking word of mouth with technology in a framework of out-of-the-box thinking.
It combines word of mouth communications with viral marketing (Mohr, 2007).

2.1.1. Distinguishing buzz marketing from related concepts

It is essential to differentiate between buzz marketing and related concepts, which may
share one aspect or lead to confusion in distinguishing them (Ben Yahia, et al., 2012).
viral marketing and word-of-mouth are two concepts that are often confused with buzz
marketing, all three concepts rely on the involvement of third parties (Mohr. 2007).

Sprague et al. (2010) and Sorokin (2012) observed that buzz marketing is formally known
as word-of-mouth marketing. Ben Yahia et al. (2012) highlighted the equality between
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the concepts of word-of-mouth and buzz marketing, then summarized the distinction
between them in that word of mouth is a natural phenomenon of interpersonal
communication within a social system, while buzz marketing encompasses not only this
communication process, but also all marketing activities that lead to it. Taufique et al.
(2011) further elaborated on this by stating that WOM is self-growing in addition to being
naturally occurring. Mohr (2007) proposed that buzz marketing is distinct from word-of-
mouth communication in that opinion leaders are externally motivated and utilized for
marketing objectives. Additionally, the selection of opinion leaders in buzz marketing can
be conducted either formally through the strategic recruitment of influential individuals
in public opinion or informally by connecting networks and social circles, whereas word
of mouth is solely conducted informally. Ahuja et al. (2007) and Carl (2006) both
suggested that buzz is an amplified and incented (motivated, external, institutionalized)
form of word-of-mouth, respectively.

The concepts of viral marketing can refer to buzz marketing efforts on the Internet (Leila,
et al., 2013; Peltovuori, et al., 2014). However, the concept of viral marketing was first
associated with the Hotmail email service in the 1990s, when a promotional offer with a
clickable URL was included in every message sent by a Hotmail user (Jurvetson, 2000).
This concept has since been replaced by the term buzz marketing, which is more
appropriate and convincing (Thomas, 2004). Viral marketing relies on impersonal
communication to spread and repeat the message (Mohr, 2007) without interaction or
alteration of the original content. Conversely. Buzz marketing maximizes word of mouth
through personal communication and online discussion (Mohr, 2007; Mohr, 2017),
allowing campaign participants to interact with the message's content and make changes
(Mahajan et al., 2021; Abdelhamid, et al., 2016). This interaction with the message and
potential changes may have a positive outcome; however, if it takes a negative form, it
can create danger if not managed properly (Ben Yahia et al., 2012).

2.2. Online buzz marketing process

Figure 1: online buzz marketing process

Mahajan et al. (2021) conducted a bibliometric
analysis of previous studies related to buzz marketing,

which revealed that buzz marketing utilizes value Viral Seeding
. . . . Content Strategy
communication platforms both offline and online

communication platforms, such as Facebook,

YouTube, Twitter, and Instagram etc. The findings of
Source: Mohr (2017)
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the study indicated that buzz marketing is a strategy to create an impact on customers
through value, viral content, interaction and seeding. Mohr (2017) outlines three steps to
the online buzz marketing process: value, viral content, and seeding strategy.

In this study, buzz marketing was conceptualized as a three-step process consisting of
value, viral content, and seeding strategy, which aims to increase the spread of word-of-
mouth about a product (good or service) on social media platforms.

2.2.1. Value

ThomaS (2004) hlghllghts the importance Of Figure 2: Value proposition
providing a unique value or advantage to be o E“‘%“jl’use L

- - - Least EXpENSIVE
successful. Mohr (2017) builds on this concept N ’

Best design / - Best value for $

-

by proposing that successful buzz marketing . T/ vawe
campaigns must have a core brand value that Wé
encourages content sharing and creates an
emotional connection with the customer. To Mot rei e

create this value. Thomas (2004) suggests Source: Thomas (2004)

involving customers in product development processes. Additionally, Maslow's hierarchy
should be considered when dealing with consumer markets and the value chain should be
explored for industrial markets to identify areas of cost reduction or productivity effects.
Peltovuori et al. (2014) suggested that startups should leverage intrinsic motivations (e.g.,
extreme satisfaction or product involvement) when utilizing buzz marketing in order to
achieve successful outcomes.

——— Best quality
Safest — I N T Most durable

Most convenient | . Most prestigious

Thomas (2004) saw that customer satisfaction and a positive emotional response can be
achieved by ensuring that the value of the product is consistent with customer
expectations. This was echoed by Yang (2014), who argued that companies should adopt
a holistic approach when creating a buzz marketing campaign, as buzz marketing involves
two-way communication between the company and the customer. The customer's
expectations are linked to the company's promises and previous purchase experiences (the
third party of buzz) or positive information sent to them to influence their purchasing
behavior. Therefore, companies should strive to both meet and exceed customer
expectations in order to create a successful buzz marketing campaign (Yang, 2014).
Baskiewicz et al. (2016) demonstrated that buzz marketing is effective in influencing the
desires and expectations of customers.
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2.2.2. Viral content

The challenge for marketers in the digital age is to create content that resonates with
consumers and has the potential to go viral (Mohr, 2017). Message design is a key factor
in the success of buzz marketing campaigns (Abdelhamid, et al., 2016), and it must be of
interest to the consumer and provide them with a sense of personal satisfaction (Leila, et
al., 2013). Mohr (2017) briefly quoted an article titled "The 10 Things That Make Content
Go Viral," which identified ten characteristics of content that generate more buzz and give
the brand more visibility. Hirvijarvi et al. (2017) suggested that although there is no
definitive way to determine whether content will become viral, two theories have been
proposed to increase the chances of creating viral content: Berger's STEPPS model and
Greenberg's opinion. Pressgrove et al. (2018) applied Berger's STEPPS model (Social
Currency, Triggers, Emotion, Public, Practical Value, and Stories) to analyze the
influence of electronic word of mouth in the non-profit sector. This model was developed
by Jonah Berger and is described in detail in his book “Contagious: Why Things Catch
On” (Swatling, 2020). This study will consider these criteria as characteristics of viral
content on social media platforms.

Social currency is a concept in which individuals are motivated to share information about
products that make them appear cool, smart, and trendy (Swatling, 2020). Triggers are
cues in the environment that can be used to remind users of a message, product, or idea
(Pressgrove et al., 2018). The emotional impact of content sharing is one of the main
reasons for its prevalence (Hirvijarvi, et al., 2017). public exposure encourages imitation
and herd mentality (Pressgrove, et al., 2018). To facilitate content sharing, it should be
crafted and structured in a way that allows for easy dissemination to a large audience
(Hirvijarvi, et al., 2017). providing practical value to potential sharers can increase the
likelihood of them passing on useful information; this includes demonstrating how a
product can save time, money, or improve lives (Swatling, 2020). stories are more likely
to be shared than ads due to their perceived trustworthiness (Pressgrove, et al., 2018).
Stories serve as a form of cultural learning, providing both lessons and entertainment,
while also allowing people to discuss topics that are important to them and shape
relationships between things over time (Pressgrove, et al., 2018).

2.2.3. Seeding strategy

The success of a buzz marketing campaign is largely dependent on an effective seeding
strategy, which identifies the initial group of target customers (Mohr, 2017). This strategy
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Is often driven by influencers and opinion leaders who have extensive networks on social
media to share brand information and initiate proactive conversations about it
(Baskiewicz, et al., 2016). Abdelhamid, et al. (2016) found that targeting opinion leaders
Is a key factor in the success of a buzz campaign.

The influence of third parties on the opinions, decisions, and actions of a company's clients
can be significant (Dimitrova, 2013). While anyone can be an influencer - particularly on
social media platforms where everyone has a voice - some people are more influential
than others (Sorokin, 2012).

Companies must carefully select the right people to implement buzz marketing strategies.

Sorokin (2012) outlined seven categories of influencers that can be found online or face-
to-face in Andy Sernovitz's book "Word of Mouth Marketing: How Smart Companies Get
People Talking": satisfied customers, satisfied employees, trademark fans, Internet users,
normal listeners, hobbyists and fans, and professionals. In her exploration of influencers
on social networks and their word-of-mouth messages that increased market awareness of
a startup company among its target markets, Dimitrova (2013) identified influencers using
a category of three types based on modified generic criteria articulated by Augie Ray (as
a practitioner) and Paul Gillin (as a theoretician). These three types were divided into:
Company advocates are individuals appointed by the company to support its marketing
campaigns. These advocates can influence actions using marketing strategic models and
tools (Dimitrova, 2013). Industry experts, often referred to as social broadcasters and mass
mavens, are opinion leaders who are willing to share their experiences and knowledge
about new products, ideas, and technologies. These experts are highly regarded as reliable
sources of information due to their high social status and esteem. Furthermore, they
typically have access to a large and active audience. They can be identified as elite analysts
or bloggers who regularly post or create content with the purpose of informing their
followers (Dimitrova, 2013). Potential influencers, or peers, are internet users who have
the capacity to impact others within their network, such as family and friends. These peers
consume online content and share it with their social networks (Dimitrova, 2013).

In the present study, the triple classification was used to examine the source of word of
mouth, which included the company itself, experts, and peers. Specifically, the company
disseminates information to the public about its product's claims and benefits; experts
provide an evaluation of both positive and negative aspects of the product; and peers
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provide feedback on whether the company's promises and claims are fulfilled in the
product (Dimitrova, 2013).

2.3. Buzz marketing on social media platforms

Web 2.0 is a term used to describe websites that focus on user-generated content and
utilize technology beyond static web pages (Drakoularakos, 2017). This technology
surpasses traditional media such as television, newspapers, radio, and magazines, which
are static one-way viewing techniques (Saravanakumar, et al., 2012). Web 2.0 has enabled
users to become active content creators by sharing their personal experiences, providing
feedback, and expressing their feelings (Luo, et al., 2013). This has allowed online users
to interact and collaborate with others in a virtual community through social media
dialogue (Drakoularakos, 2017). Although there may be distinctions between the terms
social media and social networking sites, they are often used interchangeably to express
the same concept (Drakoularakos, 2017; Paquette, 2013). This concept can be defined as
“a set of Internet-based applications that build on the foundations of Web 2.0 and allow
users to create and share content” (Furqan Khan et al., 2015).

Social media are technologies that facilitate the creation and exchange of information,
ideas, or professional interests in the form of posts, comments, digital images, videos, or
any other forms of virtual communities or interactive platforms that connect individuals,
communities, or businesses (Drakoularakos, 2017). Major brands such as IBM, Dell, and
Burger King have seen significant success through the utilization of social media and Ford
notably created a successful buzz around its Fiesta car prior to its US launch
(Saravanakumar, et al., 2012). small businesses are able to leverage Web 2.0 tools to gain
a competitive advantage over larger companies (Drakoularakos, 2017). The utilization of
social media has enabled businesses and customers to interact through a multi-system
platform (Ahuja, et al., 2017). Mahajan et al. (2021) conducted a bibliometric analysis of
previous studies related to buzz marketing, which revealed that the Internet has facilitated
the proliferation of buzz marketing, particularly on social media platforms such as
Facebook, YouTube, Twitter, and Instagram. Beyond business use, Handini et al. (2021)
found that systematic and intensive plans for buzz marketing were implemented on the
social networking site Twitter during the 2019 Indonesian presidential elections.
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2.4. Performance and its measurement indicators in SMEs

Business performance is a descriptive concept of the efficiency and effectiveness of an
organization's procedures, processes, and strategies (Bouguesri, et al., 2019). Performance
can be measured in various ways and with different indicators; the most common
approaches are sales, market share, and profits. However, there is no consensus on the
appropriate indicators for measuring the performance of SMEs. Researchers have the
freedom to select a single indicator, create a multi-indicator system, or use alternative
measures separately (Isaga, 2018). Neneh (2018) measured the performance of SMEs
using five indicators: sales growth, market share, net profit, return on investment, and
return on equity. Kawira (2021) relied on three indicators: customer base, sales, and
profitability. Agostini et al. (2014) and Fatima et al. (2019) used only one indicator - sales
and profitability, respectively - to measure performance and express the performance of
the organization.

Performance measures or indicators for SMEs should ideally include a combination of
both financial and non-financial measures (Boohene et al., 2020). Alnawas et al. (2020)
adopted a two-dimensional measure to measure the performance of SMEs, consisting of
financial performance and marketing performance in relation to competitors. This
measure was previously developed and validated by previous researchers, and it was
found to be reliable and valid. The financial indicators used were return on investment,
profit margin, and return on assets; while the non-financial indicators used were sales
volume, new product development, and market share growth. This two-dimensional
measure was also relied upon in the current study as a measure of the performance of
SMEs.

2.5. Hypotheses Development

Previous studies have investigated the relationship between online buzz and performance
in various areas, with different indicators. Rosario et al. (2016) found that there is a
positive correlation between buzz on the Internet and sales volume, and that the
effectiveness of buzz on social media platforms is stronger when recipients can evaluate
their similarity with the senders. Additionally, Ye et al. (2011) reported that online buzz
and ratings generated by travelers have a significant impact on online hotel sales, with a
10% increase in traveler ratings resulting in more than 5% increase in online bookings.
Liu (2006) found that buzz on social media can significantly influence and explain the
size of gross and weekly box office revenues. Baek et al. (2017) reported that the buzz on
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social media platforms Twitter and Yahoo had a positive effect on movie revenues. Trusov
et al. (2009) found that online buzz had a significantly longer effect on new registration
rates on a popular social networking platform than traditional marketing methods, with
buzz producing a much higher response elasticity.

Additionally, studies have investigated the impact of Internet buzz on the performance of
companies in financial markets. Keel et al. (2019) found that high levels of online buzz in
the year prior to a company's stock offering were associated with higher company
valuations in the IPO and for the following two-year period, suggesting that online buzz
acts as a risk mitigator for investors by providing them with a source of qualitative
information about the company. Additionally, Luo et al. (2013) found that buzz and traffic
on corporate websites explain a large portion of the total variation in their value in the
financial markets, indicating that these factors are interrelated and have an effect on the
value of the firm. Mishra et al. (2020) disagreed with the notion that buzz alone has a
direct impact on stock performance on the stock exchange when a product is pre-
announced. However, the results of their study suggest that in order for there to be an
effect on stock performance, evidence and information about the product must be present
when pre-announcing it, and that the buzz associated with the prior announcement can act
as a mediator in the relationship between evidence and performance.

Previous studies (Nisara, et al., 2018; Xiong, et al., 2014) have indicated a positive impact
of buzz on social media on performance. Nisara, et al. (2018) found that buzz through
social media communities enhances a company's reputation and thus its performance.
Xiong, et al. (2014) showed that the shape of the resonance curve on social media
significantly adds power in predicting the performance of a new product compared to
using product advertising and its characteristics only. Additionally, the results indicated
that pre-release buzz data enables accurate forecasting of sales well in advance of its
release, allowing sufficient time for managers to fine-tune product design and marketing
strategy. Furthermore, the buzz around the product before its issuance quickly reflects on
the company's share returns before the product is released, and the buzz reduces the
absolute amount of the share price correction after the issuance. Dimitrova (2013)
suggested that startups can use influencers on social networking sites to increase the
effectiveness of their buzz campaigns by creating meaningful and personal connections
with their audience. Furthermore, Peltovuori, et al. (2014) highlighted the low cost of buzz
marketing and found that startups can leverage it to encourage third parties to spread their
products and amplify their marketing messages. Tangel et al. (2019) demonstrated that
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buzz marketing had a significant role in enhancing the performance of startups, resulting
in a positive effect. Additionally, they illustrated that this form of marketing is
advantageous for startups businesses due to its convenience, cost-effectiveness, and
considerable impact.

Therefore, as an agreement with these Tigure 3: research framevwork
previous studies, the following hypothesis can
be formulated:

H1:. There is a statistically significant
relationship between buzz marketing and
SMEs performance.

H1 SMEs

H2: The size of the enterprise does not Iz mALENG | ey | performance
moderate the relationship between buzz
marketing and SMEs performance.

H1 serves as the basis for the following sub-hypotheses:

Thomas (2004) highlighted the necessity of an exceptional value for buzz marketing to be
effective, which is thought to be the origin of the buzz. Mohr (2017) further suggested
that successful buzz marketing campaigns necessitate a core brand value that encourages
content sharing and establishes an emotional bond with the customer.

Hl.a: There is a statistically significant relationship between value and SMEs
performance.

Pressgrove et al. (2018) utilized the STTEPS model to analyze sample tweets, finding that
social currency, positive emotions, public and triggers were the most displayed among the
six principles. Additionally, they found that practical value was the only principle
positively and significantly associated with retweets. Hirvijarvi et al. (2017) concluded
that marketers must carefully consider triggers and incentives, an emotional component
and shareability when creating viral content on social media. Abdelhamid et al. (2016)
asserted that message design is a critical factor for the success of buzz marketing
campaigns.

H1.b: There is a statistically significant relationship between viral content and SMEs
performance.
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Dimitrova (2013) demonstrated that start-up companies have been able to leverage social
media influencers to enhance the efficacy of word-of-mouth marketing campaigns.
Abdelhamid et al. (2016) found that targeting opinion leaders is a critical element for the
success of a buzz campaign.

H1.c: There is a statistically significant relationship between seeding strategy and SMEs
performance.

3. Methodology
3.1. Questionnaire design and Measures

The study utilized a questionnaire as a data collection tool. An electronic questionnaire
was created on the Google Forms website in Arabic. It was reviewed by five business
administration professors and lecturers to ensure clarity of phrasing items, absence of
repetition, and accurate representation of study variables. The questionnaire was
distributed to a pilot sample of 10 SMEs owners and an official in the Medium, Small,
and Micro Enterprises Development Agency in Suez twice: once prior to the review of
business administration professors, and again after the review and amendment. After
completing the questionnaire, participants were asked to report the amount of time it took
to complete it, as well as any items, terms, or difficult words that were not understood and
required clarification or rephrasing. Subsequently, items of questionnaire were revised
based on the feedback provided. The final version of the questionnaire consists of a cover
page and three sections. The cover page outlines the purpose of the questionnaire, requests
cooperation from respondents, outlines conditions that must be met by both respondent
and enterprise he presented in order to open the questions of the following three sections.
These conditions are: (1) the respondent who will answer the questions must be involved
in enterprise's marketing activities (e.g., its owner, manager, or anyone who carries out
marketing activities on their behalf); (2) the annual turnover of the enterprise should not
exceed 200 million Egyptian pounds; and (3) the enterprise should have a marketing
presence on one or more social media platforms. In the first section of the questionnaire,
respondents were asked to rate their agreement with the implementations of buzz
marketing, which included five items related to value, six items related to viral content,
and three items related to seeding strategy. As objective measures are difficult to obtain
in developing countries (Neneh, 2018), subjective measures from Alnawas et al. (2020)
were used in the second section to measure SMEs performance. Respondents were asked
to rate their agreement with each of the six performance indicators (three items related to
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financial performance and three items related to marketing performance) in comparison
to competitors. A five-point Likert scale (ranging from completely agree [5 points] to
completely disagree [1 point]) was used to quantify the descriptive opinions of the study
sample regarding buzz marketing and the performance of SMEs. The third section
consisted of closed-choice questions about the respondent's administrative position and
the enterprise activity, age, and annual turnover (as an indicator of enterprise size).

3.2. Sampling and data collection

In accordance with Egyptian Law No. 152 of 2020 for the development of medium, small,
and micro enterprises, medium enterprises are defined as those with an annual turnover
between EGP 50 million and EGP 200 million, small enterprises are those with an annual
turnover between EGP 1 million and EGP 50 million, and micro enterprises are those with
an annual turnover of up to EGP 1 million (egyption-law, 2021). This study will consider
enterprises whose annual turnover does not exceed EGP 200 million to be within the scope
of SMEs.

Obtaining data from government departments in developing countries is generally
difficult. In Suez Governorate, The Medium, Small, and Micro Enterprises Development
Agency approved the dissemination of the questionnaire link by one of its officials via
WhatsApp groups to owners of enterprises registered with the Agency, without disclosing
enterprises information or providing a list of the registered enterprises to create a
probability sample. These registered enterprises are engaged in either service or
commercial activity. The study considered all SMEs engaging in service or commercial
activity in Suez as the study population, whether they were registered with the enterprise
Development Agency or not. This gave an opportunity to benefit from the approval of the
Agency and go ahead with the field directly to distribute the questionnaire using snowball
sampling method, in which each representative of the Enterprise marketing activities who
answered the questionnaire was asked to nominate other SMEs whose Representative of
marketing activities could answer the questionnaire. snowball sampling method was used
by Neneh (2018) for SMEs.

3.3. Sample characteristics

In the last quarter of 2022, A sample of 217 responses from SMEs was collected, with 19
responses gathered by the Enterprises Development Agency and 198 gathered using
snowball sampling. Of these, 14 were medium enterprises, 58 were small enterprises, and
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145 were micro enterprises. Additionally, 23 responses were answered by managers, 135
by owners, and 59 by those responsible for carrying out marketing activities. The sample
included 160 commercial enterprises and 57 service-based enterprises. Lastly, 88 of the
enterprises had been in operation for more than 5 years while 129 had been in operation
for 5 years or less.

4. Measurement and models validation

4.1. Exploratory factor analysis

It is noteworthy that the scale of buzz marketing utilized in this study was created for the
first time and the performance scale used was originally developed and validated in a
different environment. To ensure a clear factor structure, an exploratory factor analysis
(EFA) was conducted on the items of constructs.

Following Gerbing, et al. (1996), an EFA was used to identify items that did not fit well,
followed by confirmatory factor analysis for further measurement refinement. The EFA
for the questionnaire was conducted using SPSS V22, with Hotelling's Principal
Components Factor Extraction and VVarimax Rotation. The criterion for meaningful factor
loading was set to 0.3. The analysis yielded four factors, each with an Eigen value greater
than one, which explained 71.86% of the total variance. The buzz marketing items loaded
on three sub-factors (steps of the buzz marketing process), while performance items
indicators loaded on one general factor. The Kaiser-Meyer-Olkin measure of sampling
adequacy (KMO) was 0.928, indicating a meritorious level according to Kaiser and Rice
(1974). Additionally, Barlett’s test for sphericity was significant (y2 = 3354, p = 0.00).

Cronbach's Alpha was utilized to assess the reliability of the scale (Tabachnick, et al.,
2001) using SPSS V22 program. The Cronbach Alpha values for all factors in the
Exploratory Factor Analysis (EFA) and for Buzz Marketing were greater than 0.7,
indicating high stability (Ketchen, et al., 2006). According to Nunnally (1978), Cronbach's
Alpha should be at least 0.5 to be considered acceptable.
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Table 1: Exploratory factor analysis & Cronbach's Alpha

Variable Dimensions ltems EFA
Highest
Subject Code English translation loading
Buzz Value The enterprise provides value with its products (goods or
marketing (Cronbach's services) to the customer to generate positive interaction.
(Cronbach's Alpha: 0.924) Value Explanation: The value proposition can be one or more of the
Alpha: proposition BzV1 following propositions: cheapest, best value for money, best 0.761
0.947) gue}llty, most durable, most po_pular, most rellable', most )
convincing, safest, fastest, best designed, best performing, easiest
to use.
Customer The enterprise involves customers in the processes pf
involvement BzV2 product development and Zelectlon to consider their 0.778
needs.
The enterprise determines where to minimize costs and
Reduce cost BZV3 benefit from mass production. 0.749
Customers' The enterprise inqeases customer expectations aboqt the
expectations BzVv4 features and benefits offered by the products to the limits 0.715
that can be delivered.
Customer BZV5 The enterprise adopts customer satisfaction as a main goal 0.772
satisfaction and a framework for all its activities. )
\(/g?(:ncl?;éﬁgt On social media platforms
Alpha: 0.919) Social The content posted qbout the_product (good or_service) is
Currency BZOVC1  carefully and attractively designed to give the impression 0.773
that it is trendy.
The content posted about the product links it to what
Triggers BZOVC2 surrounds customers in their environment (occasions, 0.718
events, things,... etc.).
. The content posted about the product addresses the
Emotion BZOVC3 feelings of customers and evokes their emotions. 0.747
Public BZOVCA The content postt_ed aboyt t_he _product is builtin a way that 0.714
encourages sharing or imitation among a large audience.
Practical The_content _posted about t_he product communicates )
Value BZOVCS5  useful information to the audience and shows them how it 0.771
helps them find solutions to their problems.
The content posted about the product takes the form of a
. story that make the audience circulate it among them
Stories BZOVCE when talking about the product or presenting experiences 0.679
with it.
?terg\?elgg On social media platforms
(Cronbach's The enterprise assigns its employees responsibilities for
Alpha: 0.892) Company creating and supporting marketing campaigns such as
advocates BZSS1 explaining to customers the advantages and features of 0.749
products (goods or services), or responding to enquiries,
complaints, or other requests.
The enterprise collaborates with individuals who are able
to reach a large segment of the audience (experts or
Experts BZSS2 content creators) to spread positive information and 0.781
messages about its products.
Potential customers pf the e'nterp_rise (peers) are enco_uraged to
influencers BZSS3 spread positive testimonials, feedback, and views about 0.786
its products within their social network.
SMEs Compared to competitors in the past three years at most
Performance
Cronbach's Financial . The enterprise achieves a good profit margin on its
( Alpha: performance Profit FP1 products (goods / services). 0.661
0.861) (Cronbach's Return on P2 The enterprise achieves a good return on investment 0673
Alpha: 0.583) investment (profit compared to cost). )
Return on Fp3 The enterprise achieves a good return on assets (effective 0,542
assets use of all available resources to generate profits). )
pzﬂr?cglr(r?]zrrl?:e Sales MP1 The enterprise achieves a good sales volume. 0.652
Aﬁ)ﬁ;bgcggg) de\ljgfcij;r;ttant MP2 The enterprise achieves good product development rates 0.676
Market share MP3 The enterprise has a good market share. 0.650
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4.2. Confirmatory Factor Analysis

A Confirmatory Factor Analysis (CFA) was Figure 4: Initial first-order measurement model
conducted using AMOS V26 to assess the
psychometric properties of all the variables and make
necessary improvements. A two-step CFA was
conducted. First, a first-order CFA of the factors that
emerged from the EFA (value, viral content, seeding
strategy, and SMEs performance) was performed.
The initial results of the first-order measurement
model were significant, (CMIN/DF = 2.245, DF =
164, p = 0.00), and satisfactory levels for some
indicators such as CFI, IFI, RMSEA and TLI.
However, NFI and RFI showed less than acceptable
levels which necessitated adjustments to reach acceptable indicator values.

$93980 995 290909 90000

Factor's loading should be greater than or close to 0.6 (Bagozzi et al, 1988; Hair Jr et al.,
2006). The return on investment (FP2, 0.42) and return on assets (FP3, 0.45) were omitted
due to their low loading values. This may be attributed to the difficulty of understanding
the meaning of these items for the study sample or the effort required to calculate two
indicators or predict their averages. Despite the deletion of these two items, the results
were still significant; the value of NFI joined the group of previous indicators with
acceptable values, while RMSEA index was greater than acceptable and RFI index
increased but did not reach an acceptable value.

The modification indices were consulted to identify potential solutions, resulting in the
deletion of two additional items. First, the item (BZV4) which related to places of cost
reduction in the value chain and benefitting from large production, was removed. By
reference to the theoretical framework, it was found to be specific to the industrial sector
while the sample members represented the commercial and service sectors. Despite this,
RMSEA and RFI still did not reach an acceptable level. The modification indices were
consulted again and the second item (BZOVC2), which related to triggers in viral content,
was deleted. Then CFA of the measurement model, after four items were removed from
the initial form, yielded significant and acceptable indices values based on the guidelines
of Hu et al. (1999) and Browne et al. (1992).
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Following the first-order CFA, a second-order CFA Figure 5: Final second-order measurement model
was conducted by adding buzz marketing as a higher- .

order latent factor to the first-order factors (value, —G@-fmria
viral content, and seeding strategy) while keeping .
performance as a latent factor of the first order. The @®@=&=Ek_
analysis was then repeated. The results were
consistent with those of the first-order CFA, where

four items (FP3, FP3, BzZV4, BZOVC2) were
removed to achieve an acceptable level of @spmt—
significance and indices (PCMIN / DF 2.056, CFI = - 2
0.961, IF1 0.961, NFI 0.927, TLI 0.953, RFI 0.913, @+ e

RMSEA 0.070). S+

VALUE

BZOVC3
B8ZOVC4
BZOVCS
BZOVCS

2 2999

Table 2: First-order CFA Model fit measures

Measures Initial values values After values After deleting  values After deleting  Threshold
(Indices) deleting FP2, FP2, FP3, BZV4 FP2, FP3, BZV4, Values
FP3 BZOVC2

CMIN/DF  2.245 2.565 2.375 2.064 Less than 3
CFl 0.938 0.937 0.947 0.961 0.90 and above
IFI 0.938 0.937 0.948 0.961 0.90 and above
NFI 0.894 0.901 0.913 0.927 0.90 and above
TLI .9280 0.925 0.937 0.953 0.90 and above
RFI 0.877 0.883 0.895 0912 0.90 and above
RMSEA 0.076 0.085 0.08 0.070 Less than 0.08

Notes: CMIN/DF = discrepancy divided by degree of freedom; CFI = Comparative Fit Index; IFI = Incremental Fit Index; NFI = Normed
Fit Index; TLI = Tucker-Lewis coefficient; RFI = Relative Fit Index; RMSEA = Root Mean Square Error of Approximation.

4.3. Convergent Validity and Discriminant Validity

Ketchen et al. (2006) reported that Composite Reliability (CR) is an indicator of internal
consistency, it can be used in addition to Cronbach's Alpha to assess reliability of a
measurement scale. De Vaus (2002) suggested that Cronbach's Alpha and CR should both
be equal to or greater than 0.70 for acceptable reliability of research variables. Tables 3 &
4 results showed that all Variables' CR values were above 0.70, and their Average
Variance Extracted (AVE) values were higher than 0.50 and less than (CR), which is in
line with the recommendations of Ketchen et al. (2006) and Fornell et al. (1981). This
indicates that the convergent validity of all constructs was satisfactory.
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Table 3: Indicators of internal consistency and validity for the final first-order measurement model

Variable CR AVE MSV ASV Value Viral Seeding Performance
Value 0.912 0.722 0.561 0.849 0.850

Viral 0.905 0.655 0.561 0.809 0.749*** 0.810

Seeding 0.892 0.733 0.542 0.856 0.672*** 0.736*** 0.856

Performance 0.907 0.710 0.519 0.842 0.709*** 0.720*** 0.717*** 0.843

Table 4: Indicators of internal consistency and validity for the final second-order measurement model

Variable CR AVE MSV ASV Performance Buzz
Performance 0.907 0.710 0.705 0.842 0.843
Buzz 0.886 0.722 0.705 0.849 0.840*** 0.850

Notes: CR = Composite Reliability; AVE = Average Variance Extracted: MSV = Maximum Shared squared variance; ASV = Average
Shared squared Variance

According to Hair et al. (2016), discriminant validity can be achieved when the square
root of the Average Variance Extracted for each variable was greater than its correlation
with other variables. Tables 3 & 4 presents the results related to discriminant validity for
all constructs. In each model, the square root of AVE values for each variable is higher
than correlations between the variable and other variables. This confirms that all
constructs used in the study are unique and distinctive, meeting Fornell's et al (1981)
criteria for acceptable validity. Overall, these results indicated that both reliability and
validity of these variables were acceptable.

5. Testing of hypotheses and results

AMOS V26 was used to investigate the relationship between buzz marketing and SMEs
performance, as well as, to assess the moderating role of enterprise size on that
relationship. This method was chosen due to its statistical efficiency and comprehensive
ability to evaluate relationships (Hair et al., 2006).

H1 was accepted, based on the results of the
primary hypotheses structural model, when
the Critical Ratio For Regression Weight
(CR) value of the non-standard estimate of the
regression between buzz marketing (as the
independent variable) and performance (as
the dependent variable) was 10.278, which
was greater than (+/- 1.96), (p < 0.001); This
indicates that there is a significant effect

Figure 6: Primary hypotheses structural model
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relationship of buzz marketing on SMEs performance, with a non-standard estimate of the
regression being 1.06, which is a positive sign, indicating that the direction of the
relationship is positive; The standard estimate for the regression of this relationship was
0.84, meaning that when levels of buzz marketing implementations were multiplied by 1,
SMEs performance increased by 0.84.

To test H2, a path analysis was conducted
using the multiple group analysis method
following the procedure recommended by
Byrne (2010) for moderation variables. The —am— SERFORMANCE
enterprise size was set as a modified variable,

and the size groups were coded as follows: micro (SS), small (S), and average (M). A
constraint was added to match the regression method between the variables in different

groups, resulting in two free and restricted models and three groups for the size of the
enterprises.

Figure 7: Multiple group path analysis

The results of the free model indicated that the effect of buzz marketing on performance
was found to be significant (p < 0.001), with no discernible pattern in the relationship
between buzz marketing and performance as the size of the enterprise changed. The
standard regression weight in the micro sized enterprises group was 0.918 (CR value =
27.716), decreasing in small sized enterprises group to 0.779 (CR value = 9.385), and
increasing again in medium sized enterprises group to 0.863 (CR value = 6.358). The
results of the restricted model showed that there was no statistically significant difference
in the effect of buzz marketing on SMEs performance as the size of the enterprise changed,
as evidenced by a chi-square not being significant, with a CMIN value equal to 2.305 at a
level of significance of 0.316 (greater than 0.05). Consequently, H2 was accepted based
on these results from multiple groups analysis.

H1.a, H1.b and H1.c were tested based on the
results of the sub-hypothesis structural model.

Figure 8: Sub-hypotheses structural model

H1.a was accepted, as CR value = (3.630) was
greater than (+/- 1.96), (p < 0.001). The non-
standard weight of the regression was 0.314
and the standard weight of the regression was
0.295, indicating a positive direct effect
relationship between value and SMES
performance.
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H1.b was accepted, as CR value = 2.590, which is greater than (+/- 1.96), at a significant
score of 0.010. The non-standard weight of the regression was 0.294 and the standard
weight of the regression was 0.257, indicating a direct positive correlation between the
viral content and SMEs performance.

H1.c was accepted, with a critical ratio (CR) value of 3.760, which is greater than (+/-
1.96), (p < 0.001). The non-standard regression weight was 0.340 and the standard
regression weight was 0.329, indicating a direct positive correlation between the step of
the seeding strategy and SMEs performance.

6. Discussions

This study provides a comprehensive overview of the buzz marketing process, based on
Mohr (2017), which outlines the general structure of the steps involved. Specifically, this
study focuses on value as proposed by Thomas (2004), viral content where Bergers
STEPPS model from Pressgrove et al. (2018) is employed to determine the characteristics
of viral content and seeding strategy where the modified generic criteria articulated by
Augie Ray (as a practitioner) and Paul Gillin (as a theoretician) mentioned by Dimitrova
(2013) are used to identify the groups from which influencers are selected. This study
presents buzz marketing as a cost-effective alternative to traditional advertising methods
that can be used by companies with limited resources, such as SMEs. Trusov et al. (2009)
found that it is more efficient than traditional marketing methods.

The current study investigated the impact of buzz marketing on SMEs performance, as
measured by a subjective set of financial and marketing indicators. Results indicated that
buzz marketing had a positive effect on SME performance. This finding is consistent with
the results of previous studies that have explored the impact of online buzz on performance
in different sectors (Ye et al., 2011; Liu, 2006; Baek et al., 2017). Furthermore, these
results are consistent with those from Tangel et al.'s (2019) in-depth interviews which
revealed that buzz marketing had a significant role in enhancing the performance of
startups in the culinary industry, resulting in a positive effect.

The study also investigated the impact of enterprise size -an indicator of resource
abundance and scarcity- on the relationship between buzz marketing and SMEs
performance. Results indicated that enterprise size had no effect on this relationship. This
finding is consistent with previous case studies research (Peltovuori, et al., 2014,
Dimitrova, 2013) which suggests that resource-limited startups can use influencers and
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Internet buzz marketing to amplify their marketing messages. It also consistent with
Tangel et al. (2019) who illustrated that this form of marketing is advantageous for
startups businesses due to its convenience, cost-effectiveness, and considerable impact.

Additionally, the study examined the relationship between each step of buzz marketing
and SMEs performance, finding a positive effect of the value dimension on performance,
which is consistent with Thomas (2004) and Mohr (2017). Additionally, there was a
positive effect of viral content dimension based on the STTEPS model on performance,
which is consistent with Pressgrove et al. (2018), although Hirvijarvi et al. (2017) noted
the importance of triggers when designing viral content, which was omitted from this
study's measurement models. The results also indicated that there is a positive effect of
the seeding strategy on performance, in agreement with Dimitrova (2013).

7. Managerial implications

This study presents a proposed model for companies of varying sizes, particularly those
with limited resources, to create a buzz marketing campaign across social media
platforms. The model consists of four main components: descriptions, buzz marketing
process, key performance indicators (KPIs) and budget. The practical application of this
model may vary depending on the level of creativity of the planners and implementers;
however, general guidelines and rules can be established as follows:

Table 5: Buzz marketing campaign model

Prouduct (good or service)

T. t C icati
arge R canion Buzz marketing process KPIs
Audiance Channels

Value Viral content Seeding strategy Profit

Value Customer 2 ; & - Company Potential
S E Reduce cost [Social Currency| Triggers  |Practical Value pany Experts 2
proposition involvement advocates influencers

Sales

Market share

Customer Customer

R 5 K Public Emotion Stories
expectations satisfaction

Product development

Budget

Descriptions: Before devising details for the buzz marketing process, it is essential to
outline what the product is offering to the market, its benefits, components, and stages it
goes through until it reaches the consumer. Additionally, the target audience should be
identified its target audience by comprehending their needs, wants and preferences.
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Furthermore, to effectively spread promotional messages, it's important to determine the
most frequently social media platforms which used by the target segment that will be used
as communication channels, forms of its content and major influencers in them.

Buzz marketing process: Once the necessary descriptions of the product, the target
customers and communication channels have been identified, the company can commence
planning for a buzz marketing process. It should begin with value creation, which entails
defining the value proposition or combination of tangible and intangible values that the
product offers to customers. Additionally, customers should be involved in the design and
development of products, and their opinions and suggestions should be taken into
consideration. Furthermore, it is essential to determine customer expectations towards the
product and its offerings, as well as the maximum extent that the company can develop
these expectations with its capacity to fulfill them. To gain insight into customer opinions
and expectations, market research, questionnaires, focus groups or other marketing
methods may be employed. It is also important to identify areas for cost reduction in
industrial enterprises; however, commercial and service enterprises should not prioritize
cost reduction over other value propositions when designing a value. In order to ensure
customer satisfaction, it is essential to ascertain how customer feedback and requirements
will be incorporated into the product, and how it will meet their expectations to achieve a
high level of satisfaction. Additionally, regulations are established to ensure customer
satisfaction is a priority for all enterprise activities. The second step is to create viral
content that will engage and motivate the target audience. Bergers STEPPS model (social
currency, triggers, emotion, public, practical value, stories) can be used to determine the
characteristics of viral content and create a plan for content forms that can be used
throughout the campaign period. Additionally, a schedule should be established for these
content forms. After designing the value and planning the viral content, it is necessary to
identify the initial seeds to initiate the buzz and the participants in the process of posting
content on social media. These participants can be categorized into three main types:
company employees, experts and Content makers, and peers. It is important to recognize
the people who will be utilized as seeds in each of these three types and to precisely define
the role of each individual and how to motivate them to fulfill it. For instance, Company
employees are responsible for Posting content about the features and benefits of products
or responding to customer inquiries and complaints on customers' virtual communities.
Content creators who are able to reach a wide range of target audiences on social media
are also identified to spread positive messages and product information. They are chosen
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based on their suitability for each form of content designed. Companies may contract with
them or give them gifts to participate in the campaign openly or covertly. peers are
encouraged to share content, or create content of their experiences with the product, and
post positive feedback within their social networks on their profile pages or within virtual
customer communities. This can be done without cost through customers who have high
levels of satisfaction and loyalty, or through incentivizing consumers with reward
programs, gifts, or discounts to encourage them to post or share content.

KPIs should be established to track and measure the success of buzz marketing campaign.
These KPIs should include metrics such as profit, market share, or any appropriate
combination of financial and marketing performance indicators. Finally, the company
should determine its budget for the campaign. This includes allocating funds for
influencers fees, content creation costs, and other related expenses.

8. Conclusion, limitations, and recommendations for future research

This study was conducted in the fourth quarter of 2022 and aimed to explore the
relationship between buzz marketing and performance of SMEs in Suez Governorate. This
study clarified the buzz marketing phenomena and outlined the key distinctions between
buzz marketing, viral marketing, and word-of-mouth terms. Additionally, a detailed
structure for the steps of buzz marketing appropriate to the nature of the field study was
provided. Results showed a positive relationship between buzz marketing and
performance of SMEs. With no effect of enterprise size on this relationship. Also, each
step of the online buzz marketing process was found to have a positive effect on SMEs
performance. This implies that enterprises with limited resources are able to leverage buzz
marketing to achieve high performance rates. The findings of this study provide a practical
guide for enterprises to create successful buzz marketing campaigns. However, difficulty
was encountered in obtaining a probability sample of the field population. To further
investigate this relationship, future research should consider replicating the study with a
different population or at a different time period, using a probability sample, measuring
performance from an objective perspective, and examining if other variables (e.g.,
disclosure of campaign participants’ identity) mediate this relationship.

2023 Lyle — JsIl skl — I Mool - apsSg Alally syl & gomdl Ao



The Relationship Between Buzz Marketing on Social Media Platforms and SMEs' Performance

References

Abdelhamid, T., Hassan, A., & Aldesoky, R. (2016). The Impact of Marketing Through
Opinion Leaders in the Role of the Candidate on Voters' Choice for People's
Assembly Candidates. Al-Bohouth Al-Tejarya Journal, 38(2), 239-277.
doi:10.21608/ZCOM.2016.131011

Agostini, L., Filippini, R., & Nosella, A. (2014). Corporate and product brands: do they
improve SMEs’ performance? Measuring Business Excellence, 18, 78-91.

Ahuja, R. D., Michels, T. A., Walker, M. M., & Weissbuch, M. (2007). Teen perceptions
of disclosure in buzz marketing. Journal of Consumer Marketing, 24, 151-159.

Alnawas, 1., & Abu Farha, A. (2020). Strategic orientations and capabilities’ effect on
SMESs’ performance. Marketing Intelligence & Planning, 38(7), 829-845.

Baek, H., Oh, S., Yang, H.-D., & Ahn, J. (2017). Electronic word of mouth, box office
revenue and social media. Electronic Commerce Research and Applications.

Bagozzi, R., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of
the Academy of Marketing Science, 16, 74-94.

Baskiewicz, N., & Kempa, E. (2016). Buzz Marketing as an Effective Tool to Support
Information Processes in an Enterprise Located at the Rural Area. Zeszyty Naukowe
Politechniki Czestochowskiej Zarzgdzanie, 21, 17-25.

Ben Yahia, K., Touiti, S., & Touzani, M. (2012, 3). The dark side of buzz marketing: the
position of communication and advertising agencies. doi: 10.13140/2.1.3373.6645.

Boohene, R., Gyimah, R. A., & Osei, M. B. (2020). Social capital and SME performance:
the moderating role of emotional intelligence. Journal of Entrepreneurship in
Emerging Economies, 12(1), 79-99.

Bouguesri, S., & Benabou, D. (2019). The effectiveness of human capital on business
performance: A field research in Algerian companies. Al-Riyada for Business
Economics Journal, 5(2), 21-32.

Browne, M., & Cudeck, R. (1992). Alternative ways of assessing model fit. Sociological
methods & research, 21(2), 230-258.

Byrne, B. (2010). Structural equation modeling with AMOS: Basic concepts, applications,
and programming (Vol. 2). New York: Routledge Academy.

2023 Lyle — JsIl skl — I Mool 207 apsSg Alally syl & gomdl Ao



The Relationship Between Buzz Marketing on Social Media Platforms and SMEs' Performance

Carl, W. (2006). What’s all the buzz about? Everyday communication and the relational
basis of word-of-mouth and buzz marketing practices. Management
Communication Quarterly, 19(4), 601-634.

Coker, K. K., & Altobello, S. A. (2016). The role of disclosure of social shopping rewards
in social buzz. Journal of Research in Interactive Marketing, 10, 321-337.

De Vaus, D. (2002). Analyzing social science data: 50 key problems in data analysis. Sage
publications.

Dimitrova, 1. (2013). Influential word of mouth on social media: Streaming the
Fundraising Process for Start-ups. Master Dissertation, Roskilde University,
Denmark, Retrieved from: https://rucforsk.ruc.dk/ws/portalfiles/portal/57794294

Drakoularakos, M. (2017). The use of social media in retail trade in Greece: An empirical
investigation.

egyption-law. (2021). Retrieved from egyption-law: https://n9.cl/a8)zt.

Fatima, T., & Bilal, A. R. (2019). Achieving SME performance through individual
entrepreneurial orientation: An active social networking perspective. Journal of
Entrepreneurship in Emerging Economies, 12, 399-411.

Fornell, C., & Larcker, D. (1981). Structural equation models with unobservable variables
and measurement error: Algebra and statistics. 18(3), 382-388.

Furgan Khan, M., & Jan, A. (2015). Social media and social media marketing: a literature
review. IOSR Journal of Business and Management, 17(11).

Gerbing, D., & Hamilton, J. (1996). Viability of exploratory factor analysis as a precursor
to confirmatory factor analysis. Structural Equation Modeling: A Multidisciplinary
Journal, 3(1), 62-72.

Hair, J., Black, W., Babin, B., & Anderson, R. (2006). Multivariate Data Analysis (Vol.
6). Upper Saddle River: Pearson Prentice Hall.

Hair, J., Hult, G., Ringle, C., & Sarstedt, M. (2016). A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM).

Handini, V., & Dunan, A. (2021). Buzzer as the driving force of buzz marketing on
Twitter in the 2019 indonesian presidential election. International Journal Of
Science, Technology & Management, 2(2), 479-491.

2023 Lyle — JsIl skl — I Mool 208 apsSg Alally syl & gomdl Ao



The Relationship Between Buzz Marketing on Social Media Platforms and SMEs' Performance

Hashem, T. N. (2021). The Role of Buzz Marketing in Increasing Attention Towards
Green Products, Moderating Role of 'Shockvertising'. Journal of Contemporary
Issues in Business and Government, 27(2), 1785-1798.

Hirvijarvi, F., & Mildén, P. (2017). Viral marketing and content forwarding on social
media: Outlining the key elements behind successful viral content creation.
Retrieved from https://urn.fi/lURN:NBN:fi:amk-2017052910782.

Hu, L.-t., & Bentler, P. (1999). Cutoff criteria for fit indexes in covariance structure
analysis: conventional criteria versus new alternatives. Structural Equation
Modeling A Multidisciplinary Journal, 6(1), 1-55.

Isaga, N. (2018). The relationship of personality to cognitive characteristics and SME
performance in Tanzania. Journal of Small Business and Enterprise Development,
25, 667-686.

Jurvetson, S. (2000). What exactly is viral marketing? Red Herring, 78(1), 110-111.

Kaiser, H., & Rice, J. (1974). Little Jiffy, Mark IV. Educational and Psychology
measurement, 34(1), 111-117.

Kawira, K. D. (2021). Effect of entrepreneurial marketing on the performance of micro,
small and medium enterprises in Kenya. African Journal of Emerging Issues
(AJOEI)., 3(1), 1-16.

Keel, A., Lending, C., & Marshall, B. (2019). The impact of online buzz on internet IPO
valuation. Journal of Strategic Marketing.

Ketchen, D., & Bergh, D. (2006). Research methodology in strategy and management
(Vol. 3). Emerald Group Publishing.

Kimmel, A. (2015). Connecting with consumers via live buzz marketing: public
perceptions and the role of ethical ideology. Business Ethics: A European Review,
24(2), 205-220.

Lamprinopoulou, C., & Tregear, A. (2011). Inter-firm relations in SME clusters and the
link to marketing performance. Journal of Business & Industrial Marketing, 26(6),
421-429.

Leila, C., & Abderrazak, G. (2013). The impact of the effectiveness of a buzz marketing
campaign on the image, awareness and purchasing decision: The moderating role
of involvement. Journal of Marketing Research & Case Studies, 2013, 0-8.

2023 Lyle — JsIl skl — I Mool 209 apsSg Alally syl & gomdl Ao



The Relationship Between Buzz Marketing on Social Media Platforms and SMEs' Performance

Liu, Y. (2006). Word of mouth for movies: Its dynamics and Impact on box office
revenue. Journal of Marketing, 70, 74-89.

Luo, X., & Zhang, J. (2013). How do consumer buzz and traffic in social media marketing
predict the value of the firm? Journal of Management Information Systems, 30(2),
213-238.

Mahajan, Y., & Gadekar, A. (2021). A bibliometric analysis of Buzz Marketing: Research
areas, concerns and suggestions for advancement. Indian Journal of Marketing.

Mishra, D., Atav, G., & Dalman, M. (2020). Do buzz and evidence really matter in product
preannouncements? An empirical test of two competing theories. 37(7), 739-748.

Mobhr, 1. (2007). Buzz marketing for movies. Business Horizons, 50, 395-403.

Mobhr, 1. (2007). Super Bowl: a case study of buzz marketing. International Journal of
Sports Marketing & Sponsorship, 9, 28-34.

Mohr, 1. (2017). Managing buzz marketing in the digital age. Journal of Marketing
Development and Competitiveness, 11(2).

Neneh, B. N. (2018). Customer orientation and SME performance: the role of networking
ties. African Journal of Economic and Management Studies, 9, 178-196.

Nisara, T., Prabhakarb, G., llavarasanc, V., & Baabdullahd, A. (2018). Up the ante:
Electronic word of mouth and its effects on firm reputation and performance.
Journal of Retailing and Consumer Services.

Notarantonio, E., & Quigley, C. (2009). The effectiveness of a bzz marketing approach
compared to traditional advertising: an exploration. Journal of Promotion
Management, 15(4), 455-464.

Nunnally, J. (1978). Psychometric Theory (Vol. 2). New York: McGraw-Hill.

Paquette, H. (2013). Social media as a marketing tool: a literature review. Major Papers
by Master.

Peltovuori, E., & Westrin, E. (2014). Buzz marketing in startups - A case study on the
online dating startup Mazily.

Pressgrove, G., McKeever, B., & Jang, S. (2018). What is contagious? Exploring why
content goes viral on Twitter: A case study of the ALS Ice Bucket Challenge. Int J
Nonprofit Volunt Sect Mark, 23(1586).

2023 Lyle — JsIl skl — I Mool 210 apsSg Alally syl & gomdl Ao



The Relationship Between Buzz Marketing on Social Media Platforms and SMEs' Performance

Radhi, A. (2022). Ways to achieve the pioneering trend of tourism organizations by
adopting the dimensions of buzz marketing. World Bulletin of Social Sciences, 11,
44-55,

Resnick, S., Cheng, R., Brindley, C., & Foster, C. (2011). Aligning teaching and practice:
a study of SME marketing. Journal of Research in Marketing and
Entrepreneurship, 13(1), 37-46.

Rosario, A., Sotgiu, F., & Bijmolt, T. (2016). The effect of electronic word of mouth on
sales: A meta-analytic review of Platform, Product, and metric factors. Journal of
Marketing Research, 53(3), 297-318.

Saravanakumar, M., & SuganthalLakshmi, T. (2012). Social Media Marketing. Life
Science Journal, 9(4).

Sorokin, J. (2012). Strategies for choosing influentials in buzz marketing. Journal of
International Studies, 5(2), 82-87.

Sprague, R., & Wells, M. E. (2010). Regulating online buzz marketing: Untangling a Web
of Deceit. American Business Law Journal, 47(3), 415-454.

Swatling, C. (2020). Book Review - Contagious: Why Things Catch On. Marriott Student
Review, 4(1).

Tabachnick, B., & Fidell, L. (2001). Using Multivariate Statistics (\Vol. 4). Boston: Allyn
and Bacon.

Tangel, L. M., Tulung, J., & Tielung, M. (2019). Analysis of the role of buzz marketing
in start-ups culinary business in Manado. Jurnal EMBA, 7(4).

Taufique, K. M., & Shahriar, F. M. (2011). Online social media as a driver of buzz
marketing: Who’s Riding? International Journal of Online Marketing, 1, 57-67.

Thomas, G. (2004). Building the buzz in the hive mind. Journal of Consumer Behaviour,
4,64-72.

Trusov, M., Bucklin, R., & Pauwels, K. (2009). Effects of word of mouth versus
Traditional marketing: Findings from an internet social networking site. Journal of
Marketing, 73, 90-102.

Xiong, G., & Bharadwaj, S. (2014). Prerelease buzz evolution patterns and new product
performance. Marketing Science, 33(3), 401-421.

2023 Lyle — JsIl skl — I Mool 211 apsSg Alally syl & gomdl Ao



The Relationship Between Buzz Marketing on Social Media Platforms and SMEs' Performance

Yang, Y. (2014). Conjoint analysis on integrity management of public sectors based on
buzz marketing. BTAIJ, 10(11), 5711-5717.

Ye, Q., Law, R., Gu, B., & Chen, W. (2011). The influence of user-generated content on
traveler behavior: An empirical investigation on the effects of e-word-of-mouth to
hotel online bookings. Computers in Human Behavior, 27, 634-639.

2023 Lyle — JsIl skl — I Mool 212 apsSg Alally syl & gomdl Ao



