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data analysis, 60-65
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Customer relationship management
(CRM), 200

Customers, 131-132

Data capture and analysis, 5-6
Department for Children, Schools
and Families (DCSF), 109
Department of Education and Skills
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Dialogic loop, 35
Dialogic theory on Internet, 35
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Digital technologies, 21, 79, 164
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Disruptive technologies, 3
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Doorway effect, 119
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methodology, 200-201
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sources of information, 210-211
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Global Reporting Initiative (GRI), 177
costs and benefits, 179-180
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Google, 5

Google Admob, 241

Google Scholar search, 236-237

Government, 200
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Grid model, 149
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Home Office, 109
Hypertextual resources, 42

In-game marketing, 242
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Information and communication
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International Integrated Reporting
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Internet, 132, 198
tools, 35
Internet of things (IoT), 164, 199
Internet-based technologies
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78-79

Kinect sensors, 155

Large-scale retailers, 145, 152
Learning, 117
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LinkedIn, 4

Local businesses, 109
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Luxury brands, 132

Machine learning (ML), 164
Macrocelebrities, 133
Macroinfluencers, 132
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Marketers, 147
Marketing, 167
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tools, 169
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perceived advantages, 189
perceived difficulties of materiality
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materiality determination
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sources of evidence, 187
Measurement model, 61
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contextual factors, 116
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framework, 116
implications, 125-126
methodology, 120-121
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experience, 149-150
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Non-financial reporting, 176
innovation in, 177-180
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Online customer-brand engagement,
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research approach, 236-237
research implications, 245-246
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Pace of technological innovation
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PageSense, 244

Pay per acquisition (PPA), 245

Pay per click (PPC), 244

Pay per lead (PPL), 245

Pay per post (PPP), 245

Pay per view (PPV), 245

Perceived ease of use (PEoU), 58

Perceived usefulness (PU), 56-58

Performance management, 74

Personal digital assistants (PDAs), 118

Personal shopping assistant (PSA),
151

Personalized couponing, 149

Pinterest, 163
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Predictability, 23-25

Prioritization of stakeholder
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Product, price, place and promotion
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Product prices, 155

Promotional emails, 237

QQ, 241
Quick response codes (QR codes), 151

Rate of likes and shares, 43

Reciprocity, 44

Recruiting prospective students,
101-103

Relational emails, 238

Relationships, 19-21

Relative advantage, 227-228

Reliability of research model, 62-63

Research model, 59

Responsiveness, 43

Retailers, 146

Retaining students, 103-104

Return on investment (ROI), 237,
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Review sites, 243
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Root mean square error of
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Russell Group, 93, 95, 98-99
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Search engine marketing (SEM), 200

Search engine optimization (SEO), 5,
203, 243

Search engines, 5
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Self-scanning technology, 151

Short message service marketing
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Small-and medium-sized enterprises
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future research directions, 230
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social media adoption by, 222-225
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and technology adoption, 221-222
theoretical background, 225-229
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Snapchat, 4
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predisposition to interacting in,
38-39
Social relation system, 23
Social rules, 23
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Structural equation modeling (SEM),
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Technology, 67, 218
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55,225

Index 259
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Top-down regulations, 25
Traditional media, 148-149
Training and development, 116
Triability, 227-228
Trip Advisor, 37
Trust, 20, 22-23
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modern-day barriers, 21-22
predictability, 23-25
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Viral interactive communications, 54
Viral marketing, 238-239
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Wal-Mart, 146, 151

Web 1.0, 34
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