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ABSTRACT 

As the world economies have shifted from being production-based to knowledge-based each 
country has to develop their technologically literate workforces to stay globally competitive. A 
low interest in the engineering profession among younger students has caused insufficient 
support for the workforce demand. Marketers must adapt their efforts to recruiting young 
people even before they attend college as this focused cohort tend to make career plans early. 
As today’s teenagers have been using digital media constantly since they grew up, they are 
frequently called digital natives. They perceive social networking sites, where they can 
communicate with friends and exchange information with people all over the world, as essential 
parts of their lives. This makes social networks great promotional tools, as digital natives share 
experiences and opinions about products and services online, creating a kind of electronic word-
of-mouth, which is characterized as the future of social media marketing communications.  
 
To investigate in what ways digital natives’ absorb online marketing, the purpose of this 
research is to provide a better understanding of how technical high schools can address digital 
marketing activities to attract more students. The thesis was compiled after inquiries from the 
Swedish nationwide senior high school Teknikcollege, and it is conducted as a quantitative 
explanatory study, where primary data was collected through an online questionnaire 
distributed among junior high school students in Luleå and Överkalix. A total of 239 answers 
were collected and 182 answers were analyzed using statistical techniques.  
 
The results suggested that senior high schools should focus their online marketing efforts on 
visual social media channels, and that people based trust is the most important factor when 
using the peripheral route to persuade digital natives.  
 
Keywords: digital natives; education; digital marketing (DM); social media (SM); elaboration 
likelihood model (ELM); high school; persuasion; peripheral route 

 
 
 
 

  



 

 

SAMMANFATTNING 

I och med att världens ekonomier har börjat skifta från att vara produktionsbaserade till 
kunskapsbaserade måste länderna utveckla sin tekniska arbetskraft för att kunna fortsätta vara 
konkurrenskraftiga globalt. Ett lågt intresse för ingenjörsbranschen bland yngre studenter har 
inneburit att den ökade efterfrågan på arbetskraft inte har kunnat mötas. Eftersom ungdomar 
tenderar att planera sina karriärer tidigt måste marknadsförare anpassa sina strategier för att 
kunna rekrytera dem redan innan de börjar på högskola. Begreppet digitalt infödda används 
ofta för att beskriva dagens ungdomar eftersom de har använt digitala medier konstant sedan 
de växte upp. Sociala nätverk ses som viktiga delar av deras liv och fungerar som platser där 
de kan kommunicera med vänner och utbyta information med människor världen över. 
Erfarenheter och åsikter om produkter och tjänster delas mellan ungdomarna över Internet, 
vilket skapar en slags elektronisk word-of-mouth som sägs vara framtiden för sociala mediers 
marknadsföringskommunikation. Detta gör sociala nätverk till bra marknadsföringsverktyg.  
 
För att undersöka hur digitalt infödda tar till sig marknadsföring på Internet, är syftet med denna 
studie att ge en bättre förståelse för hur tekniska gymnasieskolor kan använda digitala 
marknadsföringsaktiviteter för att locka fler studenter. Denna studie sammanställdes efter 
förfrågningar från den svenska rikstäckande gymnasieskolan Teknikcollege, och den har 
genomförts som en kvantitativ, förklarande studie där primärdata har samlats in via 
webbaserade enkäter som besvarades av högstadieelever i Luleå och Överkalix. 239 svar 
samlades in totalt, varav 182 var kompletta och analyserades genom användning av statistiska 
tekniker.  
 
Resultatet av denna studie föreslår att gymnasieskolor bör fokusera sin marknadsföring online 
på visuella sociala medier, och att förtroende som är baserat på människor man känner är den 
viktigaste faktorn när man använder den perifera vägen i syfte att övertala digitala infödingar. 
 
 
Nyckelord: digitalt infödda; utbildning; digital marknadsföring (DM); elaboration likelihood 
model (ELM); gymnasium; övertalning; perifer väg 
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1. INTRODUCTION 

The first chapter of this thesis introduces the area of the current research. It starts with a 
presentation of the situation regarding the main components technical education and social 
networking, after which the problems surrounding them are discussed. Thereafter, the key 
purpose of the thesis and the connecting research questions are established. Delimitations and 
expected contributions conclude the chapter.     
 
1.1 Background 

In a world where economies are knowledge-based a technologically literate workforce is a 
prerequisite to stay globally competitive (Mehrizi-Sani, 2012). University education in science 
and technology are no longer popular enough among students, and a low number of students 
pursuing a degree in this field implies that there will be a shortage of scientifically skilled labor 
to cover the projected growth in workforce demand. In order to counteract, or at least mitigate 
the impact of a declining number of skilled labor, science and technology studies could be 
presented in a way that they encourage young people to perceive them as viable, exciting, and 
valuable to society (Molina-Gaudo, Baldassarri, Villarroya-Gaudo & Cerezo 2010).  
 
A way to enhance the interest about the engineering profession among younger students is to 
strengthen the contact between university engineering programs and high school education 
(Habash and Suurtamm, 2010). High school students seem to have a vague picture of 
engineering, which strongly relates to the fact that they are not confident enough in their 
mathematics and science skills. This, in combination with parents who do not encourage their 
children to choose technical careers, adds to the gap of not supporting the approaching demand 
in engineering (Chen et al., 2014). Creating awareness about what the technology and science 
professions actually are about, and how the mathematics and science taught in school is 
connected to it, will hopefully arouse curiosity among younger students. Despite these 
suggestions, providing information about possible careers, and influence from encouraging 
parents can strengthen young students’ decision-making in their choice of education (Habash 
& Suurtamm, 2010).  
 
However, for awareness creating marketing efforts to be effective in a population you need to 
consider the nature of the population itself. Today’s teenagers are frequently called “digital 
natives” (Gayeski, 2015) as they have been using digital media abundantly since they grew up 
(Smith, 2012). Consequently, the influence traditional media like television, radio, newspapers, 
and magazines previously had on young consumers has now been replaced by social media. 
Marketers therefore face a great challenge as they have to change the way of promoting their 
brands when targeting young people. Accordingly, the underlying technological revolution and 
other influential aspects have created new configurations and forms for marketing 
communication to take its shape (Kitchen & Proctor, 2015). The Elaboration Likelihood Model 
(ELM) is a great tool for marketers to use when developing promotion messages as it shows 
how a person’s attitude formation and behavior are influenced by the message he or she is 
exposed to (Shi et al., 2018). The model suggests that attitude formation can be caused by either 
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the central or the peripheral route of influence depending on how the individual process the 
message (Cacioppo & Petty, 1984). Digital natives are perceived to have low motivation and 
ability to process promotional messages from high schools (Smith, 2012), and therefore belong 
to the peripheral route.  
 
Electronic word-of-mouth (eWOM) is characterized as the future of social media marketing 
communications (Duffett, 2017). Digital natives who perceive social networking sites as 
essential parts of their lives also tend to value opinions of their friends as more credible than 
companies own sources of information (Duffett, 2017; Smith 2012; Prakash Yadav & Rai, 
2017). Instagram, Facebook, Twitter, YouTube, and Pinterest are just some of all social media 
networks available for users to create their own pages, communicate with friends, and exchange 
information they have created themselves or information found from brand-related sources 
(Duffett, 2017). This means that eWOM has the potential to bring significant opportunities to 
any effort that tries to create awareness in the modern youths (Alexandrov, Lilly & Babakus, 
2013). The key therefore lies in managers and marketers to provide valuable and influential 
content for these new generations (Kitchen & Proctor, 2015). 
 
Social networks can yield great results as promotional tools (De Veirman, Cauberghe & 
Hudders, 2017), not least among digital natives as they tend to prefer online social sites for 
communicating and interacting with friends to a larger extent than people from older 
generations. They value opinions about brands and services given by others, as well as being 
happy to share their own experiences (PrakashYadav & Rai, 2017). Computers and mobile 
devices are not only common, but even regarded as essential tools for them. This makes digital 
marketing an effective way for communicating with teenagers (Smith, 2012).  
 
1.2 Problem Discussion 

Desai and Lele (2017) states that younger people are generally not afraid of working hard. They 
have clear, predefined ideologies about what their workplace will be, including aspects such as 
superiors, subordinates, teams, and freedom of speech. In order to have a chance to recruit this 
focused cohort and benefit from their strengths, managers have to find ways of recruiting them 
early, even before they attend college, as they are likely to make career plans already in high 
school (Tysiac, 2017). However, digital natives tend to value opinions of their friends as more 
credible than companies own sources of information or advices from traditional media when 
searching for information. This openness has created a willingness within the online generation 
to be a part of the actual promotion of brands, reviews and feedback are frequently provided on 
social media and company websites (Smith, 2012).  
 
A low number of graduates in engineering programs, combined with large parts of the existing 
workforce retiring, has caused big challenges not only in the engineering field, but for all 
science, technology, engineering, and mathematic (STEM) fields (Mehrizi-Sani, 2012). The 
increasing demand of engineers cannot be supported as the pipeline of students entering into 
engineering programs is not as strong as it has to be (Chen, Tomsovic, & Aydeniz, 2014). 
Hence, businesses and industries around the world have started to notice possible generation 
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gaps in their workforces. Such generation gaps can lead to communication barriers and conflicts 
in general, but it will also affect the quality of the communication within the organizations 
negatively, resulting in difficulties for organizations to pick up trends and catch opportunities 
(Desai & Lele, 2017).  
 
In addition, reliable predictions about a changing work environment have been announced. One 
way to manage this problem can be by satisfying the growing need for college-educated 
specialists and better vocational skills. A favorable outcome from this can be reached by 
introducing policy interventions, which guide students to choose the appropriate educations. 
Hence, this has to be done when students are still adolescents and intervention is still 
meaningful to them (Zietz & Joshi, 2005). To reverse the trend of a declining number of 
students in technical programs, and hopefully master to support the demand in engineering, 
students interest in engineering should be awaken at an early state (Chen et al., 2014). Starting 
the recruitment process at the university level will not yield a desired result as most students 
already have decided which major to choose at that point (Mehrizi-Sani, 2012), hence exposing 
them to technical programs even before senior high school will lead to a better outcome (Chen 
et al., 2014).  
 
While the general fields of eWOM and social media marketing are heavily explored, little to no 
research has been conducted in the specific context of creating awareness of technical 
educations in digital natives. By exploring said context this thesis aims to further the 
understanding of marketing efforts related to digital natives as well as aiding technical high 
schools in how to manage their resources to be able to attract more students.  
 
1.3 Purpose and Research Questions 

Based on the above presented background and problem discussion, the purpose of this thesis is 
to provide a better understanding of how technical high schools can address digital marketing 
activities to attract more students. In order to answer the purpose of the study, the following 
research questions have been developed: 
 
RQ1:      How can senior high schools use social media to attract digital native students? 
RQ2:      How should senior high schools use the peripheral route to persuade digital native 
               students? 
 
1.4 Delimitations 

In order to make this study manageable in its scope due to limitations in time and resources, 
delimitations will be made. The study will focus on junior high school students living in 
Norrbotten. This choice is specifically made to facilitate the data collection as Norrbotten is the 
domicile of the author. However, it should still be an appropriate delimitation as the client of 
this study, Teknikcollege, targets Swedish teenagers’ and these are expected to have similar 
social media behaviors regardless of which part of the country they live in.  
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1.5 Expected Contributions 

This thesis aims to develop guidelines for senior high schools on how to market themselves to 
teenagers by the use of Social Networking Sites. The compilation of this study was 
implemented after inquiries from Teknikcollege, a senior high school operating in Sweden. 
Hence, the desired outcome from applying findings from this study is for technical high schools 
to get more applicants. Nevertheless, as the study primarily is focused on investigating how to 
reach teenagers and adolescents rather than how to market technical educations, results from 
the study will hopefully be suitable for different educations, not just technical ones.  
  



 

 5	

2. LITERATURE REVIEW 

This chapter will present a relevant overview of previous research and theories within the area 
of research, connected to the research questions. A conceptualization of the literature, which 
summarizes the chapter, will be presented in the end.  
 
2.1 Digital Marketing 

Over the past 15 years, completely new strategies of how to market products and services have 
been realized. Digital, social media, and mobile marketing has continuously grown bigger with 
technological innovations like affordable high-speed broadband connections, widespread 
consumer adoption of smart mobile devices, and the development of social media platforms 
like Facebook. With these innovations, consumers behaviors on different types of markets have 
changed as well. One example is social media, which has altered the way buyers interact with 
brands and share information with other consumers. Hence, new technologies have facilitated 
market behaviors, interactions, and experiences, but also transformed traditional marketing into 
digital form (Lamberton & Stephen, 2016). Smith (2012, p. 86) defines digital marketing as 
“the practice of promoting products and services using digital distribution channels via 
computers, mobile phones, smart phones, or other digital devices”. 
 
However, Lamberton and Stephen (2016) claims that we are rapidly approaching a “post 
digital” world in marketing, which replace an era when marketing was divided into digital and 
traditional. Therefore, digital marketing should instead be called just marketing as almost all 
marketing activities by firms can have some kind of digital aspect at this point (Lamberton & 
Stephen, 2016). Nevertheless, Taiminen, and Karjaluoto (2015) states that marketers have to 
understand the characteristics specific to digital marketing in order to be able to select effective 
marketing tactics and strategies. This because digital marketing is not just traditional marketing 
transformed by digital elements, it is a completely new approach to marketing (Taiminen & 
Karjaluoto, 2015).  
 
Together with emerging technological innovations, virtual groups of people sharing the same 
passions are rapidly growing on the Internet. These virtual groups are more than just groups of 
people which share the same interests and should therefore be considered with care (Cova, B. 
& Cova, V., 2002). They can virtually be seen as brand created consumer communities 
revolving around companies’ websites. Marketers therefore strive to create a new sense of 
belonging where consumers, through the power of Internet and with cultural and demographic 
shifts, actively form large communities around their favorite brands. Hence, consumers now 
relate to brands in different ways than before and identification with brand communities have 
positive effects on consumer behavior, such as brand loyalty (Cova & White, 2010). Williams, 
Crittenden, Keo and McCarty (2012) proposes that brand communities of digital natives are 
empowered enough to create their own content on the web. Such consumer-created advertising 
content can be perceived as preferred compared to traditional advertising as it is not 
commercially motivated. Hence, it is here to stay. Some advantages with consumer-created 
content is that it is more cost efficient than content created by a professional agency, and skilled 
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consumers might provide more compelling messages that are more credible than messages 
generated from companies (Williams et al., 2012). Word-of-mouth appears when consumers 
discuss purchased, experienced products or services with people in their surroundings. Such 
discussions often influence these people to consider buying the product or service discussed 
(Alexandrov, Lilly & Babakus, 2013). Through eWOM, the consumer can be reached much 
faster than with traditional advertising (Williams et al., 2012).  
 
Cova, B., and Cova, V. (2002) propose that online consumers are extraordinary active, resistant, 
participant, loquacious, social, and communitarian. To be able to support these groups of 
people, companies and organizations should focus on supporting the vast amount of already 
existing websites instead of putting effort into opening new ones. Hence, the greatness of social 
media platforms like Snapchat, YouTube, Facebook, Twitter and Instagram have to be mediated 
and understood by marketers. Thus, the purpose is not to control served information, but to use 
it carefully in order to build long-lasting relationships (Cova, B., & Cova, V., 2002). Therefore, 
the next section investigates different digital marketing channels available.     
 
2.2 Digital Marketing Channels 

Digital marketing channels are explained by Key (2017, p. 27) as “Internet systems that have 
the ability to simultaneously create, promote, and deliver value from producers to consumers 
through digital networks”. However, digital marketing channels can be classified in several 
different ways. One example is Taiminen and Karjaluoto (2015), who suggest that classification 
is based on which party that controls the communication, either the company or the target 
audience, and whether communication between them is one-way or two-way. Accordingly, 
value does not have to be delivered by the producer, it can be provided by the consumer as well. 
Taiminen’s and Karjaluoto’s (2015) classification of digital marketing channels is presented in 
Table 2.1 below. 
 
Table 2.1: One- and two-way digital marketing channels. 

 High Company Control Low Company Control 
One-way Website SEO (Search engine optimization) 
 E-mail newsletters SEA (Search engine advertising) 
 Online directories  
 Banner advertising  
Two-way Company generated blogs Social media 
 Company’s own communities  

Source: Adapted from Taiminen and Karjaluoto (2015, p. 635) 
 
Table 2.1 above presents the different marketing channels, divided into one-way and two-way 
ones and which party that controls the communication. In order to make the scope of this study 
narrow enough, previous studies by Cova, B. and Cova, V. (2002) and Cova and White (2010) 
about consumer communities, as well as the rapid growth of social media expressed by 
Ahmadinejad and Asli (2017), have been reviewed by the author. Considering findings about 
digital natives from mentioned studies, the author found an importance in investigating the 
research topic focusing on two-way digital marketing channels.  
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With low company control, social media could be the most important two-way communication 
channel (Taiminen & Karjaluoto, 2015). That proposal is at least adopted for this study as it 
investigates digital natives’, which according to Williams et al. (2012) tend to participate in 
brand communities and create their own content. With the rise of social media, the marketer-
customer relationship was turned upside down in a way that the power now lies at the customers 
instead of the marketers. Companies have less control over their brands in social media as 
targets do not want to be exposed to sales pitches and marketing messages, instead they want 
real information created through conversations around the brand. Internet branding nowadays 
is more about creating value and managing relationships between customers than attempting to 
directly drive sales. Social media has grown to become a vital part of companies’ marketing 
communications and branding (Taiminen & Karjaluoto, 2015).   
 
Facebook helps to engage consumers and create brand awareness, whilst blogging is considered 
a good relationship tool for both marketing and PR. With high company control, if the ability 
to express it is right, blogging is a good way to provide important thoughts. Furthermore, the 
company can control their blog to a quite high level as it is usually integrated to the company’s 
website, which makes the content easy to edit as well as enabling comments to be filtered. 
Lastly, communities are formed with help from social media where customers become engaged 
and build strong relationships through brands own communities. It is also known that customers 
who are committed to the company through social media are more profitable than those who 
are not (Taiminen & Karjaluoto, 2015).  
 
Websites and e-mails are examples on one-way marketing channels with high company control. 
Companies websites can be seen as the home of the brand in the online environment, whilst e-
mails have several different marketing purposes, including delivering advertisements or 
newsletters to people (Taiminen & Karjaluoto, 2015). A study made by Joiner et al. (2013), 
comparing the younger and older generation digital natives actually found that e-mail was the 
most popular Internet activity among both generations. This is however not supported by 
Williams et al. (2012), who proposes that digital natives e-mail usage has went down in favor 
for text messaging. Other one-way digital mediums marked by high company control are online 
advertising like banners and online directories where companies buy their listing for certain 
periods (Taiminen & Karjaluoto, 2015).  
 
Search engine optimization (SEO) and search engine advertising (SEA) aim to inform which 
products or services that are available to people, but they are also crucial to companies’ 
visibility on the web (Taiminen & Karjaluoto, 2015). These methods are though left out from 
this study as the researcher has chosen to investigate Smith’s (2012) proposal that digital natives 
value opinions of their friends as more credible than companies own sources of information. 
 
2.2.1 Social Media and Internet Usage of Digital Natives 

Social media emerged through Web 2.0 and it is completely different from traditional mass 
media. Traditional media services distribute content from professionals to a passive audience, 
whereas social media creates networks of active users who share their own content with each 



 

 8	

other (Kilian, Hennigs, & Langner, 2012). Social media refers to Information Communication 
Technology (ICT) channels (Duffett, 2017) based on mobile and web technologies 
(Ahmadinejad & Asli, 2017) and can specifically be defined as: “any electronic service through 
which Internet users be able to create and share a variety of contents over the Internet” 
(PrakashYadav & Rai, 2017, p. 111). Web 2.0 was introduced as a new world with new 
opportunities, consisting of blogs, virtual game worlds, virtual social worlds, content 
communities, and social networking sites (Sepp, Liljander & Gummerus, 2011). Whilst it has 
turned out to still be a minority activity, the part of Web 2.0 revolving around social networking 
sites (SNS) like social media has increased significantly over the recent years (Joiner et al., 
2013). Photo sharing sites such as Instagram, social networks such as Facebook, microblogging 
tools like Twitter, and video creating and sharing services like YouTube (Akar & Topcu, 2011) 
are just some of all social media sites available for users to create their own pages, communicate 
with friends, and exchange information they have created themselves or information found from 
brand-related sources (Duffett, 2017).   
 
Social networking has always been a way to communicate and socialize with family and friends, 
but also to comment and discuss commercial things (Duffett, 2017). Thanks to the invention of 
the Internet in the 90’s (Ahmadinejad & Asli, 2017) and the globalization that accompanied it, 
social networking became much quicker (Duffett, 2017) with new kinds of virtual communities 
and virtual communications being created. This implied that social media grew rapidly and with 
it, a part of social media called virtual social networking (Ahmadinejad & Asli, 2017). 
Nowadays, especially teenagers and adolescents perceive these ICT channels essential parts of 
their lives (Duffett, 2017). This is backed up by Colbert, Yee and George (2016) who states 
that tweens, which are children between the ages of eight to 12, spend an average of nearly four 
and a half hours on screen media each day. Teens, aged between 13-18, spend as much as 
slightly over six and a half hours daily on screens. Notably here is that time spent in school or 
on homework is not included (Colbert et al., 2016). Social media and digital advertising are 
important marketing strategies, given digital natives daily use of technology and Internet (Desai 
& Lele, 2017). Joiner et al. (2013) suggest that the type of Internet activity students use is 
influenced by gender, where females use the Internet primarily for communication, whilst 
males use it more for games and entertainment. The importance for companies lies in creating 
marketing strategies that are appealing to the customer in order to be able to take advantage of 
the growth and value potential digital marketing has in reaching younger generations (Smith, 
2012). 
 
Digital Native is a concept explaining a younger generation, which has the ability to embrace 
new media in a far more comprehensive way than older generations do. This mainly because 
they have been brought up in a digital media environment. Digital natives understand the 
“digital language” as they grew up with digital technologies and the Internet. People belonging 
to this generation tend to be more likely to experiment than older consumers and they are 
therefore better able to adopt media innovations at an earlier stage. The opposite of digital 
natives is called digital immigrants, which are older people who have learned to use the Internet 
as adults (Kilian et al., 2012). Characteristics of digital natives are that they prefer receiving 
information quickly, have the ability to process information rapidly, prefer multitasking and 
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active rather than passive learning, as well as they consider communications technology 
important for information access and for carrying out both social and professional interactions 
(Joiner et al., 2013). Nevertheless, PrakashYadav and Rai (2017) claim that the digital native 
generation mainly use the Internet and online socializing to stay involved and informed with 
other people. They are constantly connected and uses several kinds of media simultaneously. 
Digital natives were raised when the Internet already existed and they are considered to be 
highly experienced users of social media as they constantly gather and spread information 
through videos and links online (Desai & Lele, 2017).    
 
The virtual social society is strongly desired by digital natives, which uses different social 
networking platforms to socialize. Digital natives form their characters through what they post 
themselves online, but also what others assess and post about them. Identification, image 
formation, maintenance and boosting up young member’s social assets is constantly created 
through social media sites like Facebook, Instagram, and Twitter (PrakashYadav & Rai, 2017). 
Previously, social media communications have primarily been text-based but nowadays, 
communication on social media platforms are increasingly shifting away from being verbalized 
to have a more visual expression. Images are considered to be more memorable, get more 
attention, and induce more emotional responses than text. With this, image- and video-centered 
social media platforms like YouTube, Instagram, and Snapchat have quickly been growing in 
number of users (Muñoz & Towner, 2017). This shift can further be certified by Tkalac Verčič 
and Verčič (2013), who studied social media behavior on digital natives in a business school. 
Results from the study showed that as much as 90 percent of the respondents indicated that they 
use social media more than once a day, and additional eight percent use it once a day. From 
this, nearly two-thirds of the respondents used online photo management and sharing platforms 
like Flickr or YouTube, whilst one-fourth used blogs and other forums. Furthermore, only 4.9 
percent of the respondents revealed that they sometimes use microblogging sites like Twitter 
(Tkalac Verčič & Verčič, 2013). The low use of microblogging sites can further be supported 
by Joiner et al. (2013) who suggests that apart from SNS, digital natives do not use Web 2.0 
technologies like microblogging and visiting virtual worlds that much.  
 
After describing the behavior of digital natives, which digital marketing channels there are to 
consider for marketers, as well as common SNS used by digital natives, it is time to dig deeper 
into how to use it in order to reach them. Therefore, the next section of this thesis investigates 
how the Elaboration Likelihood Model can be used when developing promotional messages, in 
order to persuade specifically digital natives.  
 
2.3 Elaboration Likelihood Model 

The Elaboration Likelihood Model (ELM) is a highly popular and useful persuasion model in 
consumer research and psychology, developed by Petty and Cacioppo (1984). It shows how a 
person’s attitude formation and behavior are influenced by the message he or she is exposed to. 
Therefore, the ELM is a great tool for marketers to use when developing promotion messages 
(Shi et al., 2018). Elaboration likelihood refers to the likelihood that a person commits in issue-
relevant thinking with the aim of determining the advantages of a proposed argument. However, 
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recipients are not fully thoughtful or fully mindless when valuing persuasive appeals, but 
several individual and situational factors are determining their motivation and ability to 
properly evaluate the benefits of each message provided (Cacioppo & Petty, 1984). 
 
The ELM suggests that consequent behavior change and attitude change can be caused by two 
routes of influence depending on how the individual process the information: the central route 
or the peripheral route (Shi et al., 2018). The central route describes the process when 
elaboration likelihood is high and includes a systematic view of persuasion (Cacioppo & Petty, 
1984), where attitude change is a result of a person’s careful attempt to evaluate the true merits 
of the recommended position (Petty & Cacioppo, 1984). Here, the individual is required to 
concentrate on the content of the message, and deliberately assess it. Hence, a great amount of 
cognitive effort has to be put into it (Shi et al., 2018). Chang, Yu, and Lu (2015) proposes that 
the central route of the ELM persuades people who carefully consider a wide range of 
information, whereas the peripheral route persuades people who lack motivation or ability. 
 
The peripheral route represents the operative process when elaboration likelihood is low, 
including a heuristic view of persuasion (Cacioppo & Petty, 1984), where attitude changes 
occur because the person associates the attitude issue with positive or negative cues (Petty & 
Cacioppo, 1984). Low elaboration likelihood results when factors in the persuasion setting 
reduce the recipients’ motivation or ability to think about an issue. This can happen if recipients 
find the appeal to be personally insignificant, do not keep focus on the appeal when exposed to 
it, or have too little prior knowledge about the issue (Cacioppo & Petty, 1984). As digital natives 
are adept at receiving information quickly and process it rapidly as well as they prefer 
multitasking and nonlinear access to information, one can suppose that they are likely to prefer 
the peripheral route as it requires a lower degree of cognitive effort. At the other hand, digital 
natives are skilled at processing wide ranges of information and therefore the central route could 
be considered as well (Joiner et al., 2013). However, this study investigates how high schools 
can promote themselves through digital marketing as an attempt to get more digital natives 
interested in applying for their educations. Therefore, we assume that digital natives generally 
put in less effort and prefer the peripheral route for this study.  
 
Cacioppo and Petty (1984) further suggests that subjects following different routes can be 
responding to the same stimulus but the difference is in what way they connect the incoming 
information to their prior knowledge. There are said to be different processes involved during 
high and low elaboration likelihood conditions. When there is high issue involvement, the 
quality of the arguments in a message has a greater impact on persuasion. Contrary, when 
conditions of low involvement are apparent, peripheral cues like the expertise or attractiveness 
of the communicator has a greater impact on persuasion (Cacioppo & Petty, 1984). Kapitan and 
Silvera (2016) means that the combination of low need for cognition and high attractiveness of 
the communicator can make the person convinced, as he or she identifies itself with the source.    
 
Kapitan and Silvera (2016) further propose that a consumer who does not feel involved in his 
or her choice of shampoo for example, hence chooses the peripheral route, is not interested in 
learning about its features. However, if an attractive endorser promotes the shampoo the 
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consumer might become more interested and believe that he or she can reach the same level of 
attractiveness by using the same shampoo. This behavior is referred to as the identification 
process, which means that the consumer wants to become like the endorser (Kapitan & Silvera, 
2016). Accordingly, source factors play different roles depending on which degree of 
motivation and ability an individual has to process a message. This is better explained in the 
next section of this thesis, where visual presentations of the ELM of source factors are provided.  
 
2.3.1 The Elaboration Likelihood Model of Source Factors 

In order to summarize the discussion about source factors and elaboration likelihood, the 
following section aims to present visual explanations of the different scenarios. The 
determinants of users’ information dissemination behavior are presented. Starting with low 
motivation or low ability to process a message, this is visualized in Figure 2.1 and further 
described below. 
 

 
Figure 2.1: Source factors impact at low motivation or ability. 

Source: Adapted from Petty and Cacioppo (1984, p. 671) 
 

People with low motivation and/or low ability to process a message follow the peripheral route 
and are therefore likely to rely on simple cues in persuasion contexts. As subject has either low 
motivation or low ability to evaluate the arguments for the message, persuasion is likely to be 
enhanced when a positive source like a famous athlete presents the message regardless of the 
message quality (Petty & Cacioppo, 1984). Kapitan and Silvera (2016) states that such behavior 
is referred to as the identification process, meaning that the consumer wants to be like the 
endorser. This is presented in Figure 2.1 above. Looking at ability, distraction is one of the most 
studied variables in the persuasion literature. At high distraction, the potential for elaboration 
is generally low and receivers accordingly rely on simple cues when evaluating the message. 
(Petty & Cacioppo, 1984) Digital natives are perceived as having low motivation and/or ability 
to process promotional messages from high schools as Smith (2012) suggests that they tend to 
value opinions of their friends as more credible than information coming from companies. 
Hence, friends can be thought of as sources of distraction, which means that elaboration 
likelihood is low. However, source factors have other functions when people have high 
motivation and ability to process messages. This scenario is presented in Figure 2.2 below. 
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Figure 2.2: Source factors impact at high motivation and ability. 

Source: Adapted from Petty and Cacioppo (1984, p. 671) 
 

The presence of peripheral cues like source expertise and attractiveness do not matter when 
people have high motivation and ability to process the message arguments, strong arguments 
are still more effective than weak ones. High motivation and ability are expressed in Figure 2.2 
above. At high motivation and ability to process the message, people follow the central route 
and find it important to evaluate the true merits of the persuasive argumentation (Petty & 
Cacioppo, 1984). Digital natives are good at processing wide amounts of information and could 
possibly be considered as followers of the central route (Joiner et al., 2013). However, this 
thesis investigates them from the peripheral perspective. The final scenario motivation and 
ability to process a message can take is when it is neither high or low, hence it is moderate. This 
is visualized in Figure 2.3 and described below.  
 

 
Figure 2.3: Source factors impact at moderate motivation or ability. 

Source: Adapted from Petty and Cacioppo (1984, p. 671) 
 

Sometimes individuals are uncertain whether or not a proposal has any personal consequences, 
thus the motivation and ability to process the message is moderate. In such cases subjects tend 
to use several cues, including source factors, in the persuasion situation to decide how much 
effort they should put into thinking about the message. The use of source factors that enhance 
thinking will increase persuasion at strong arguments, but decrease it at weak ones (Petty & 
Cacioppo, 1984). This scenario is visualized in Figure 2.3 above. Digital natives that are facing 
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the choice of which high school to apply for could eventually be perceived as having moderate 
motivation and/or ability to process promotional messages from different high schools. This 
partially because Tysiac (2017) proposes that digital natives are likely to make career plans 
early, thus starting to approach them right before high school might be too late as they already 
have set their mind about which school to apply for. Moreover, each consumer is exposed to as 
much as 3 000 - 5 000 advertisements daily. It is impossible to process all of them and therefore 
things like motivation, ability, and opportunity decide which advertisements one should focus 
on (Kapitan & Silvera, 2016). Accordingly, an ad about a high school might get less attention 
than more interesting things from a digital native following the peripheral route.      
 
In order to spread messages that are well thought out further and reach even more people, 
companies should encourage Internet users to further share their messages with friends and 
relatives. Therefore, the next part aims to investigate which factors that affects peoples’ 
dissemination decisions in an online environment.  
 
2.4 Encouraging Dissemination Behaviors on SNS Through Persuasive Messages 

With an increasing number of online users and browsing time, social media marketing has 
become a powerful marketing method. Through its use of social networks such as Facebook, 
content is shared, relationships are built, and people are introduced to other people who like the 
same things, creating a cohesion around the interest (Chang et al., 2015). Instead of remaining 
passive, digital natives tend to form active communities and like to approach social media sites 
where they can get involved in conversations and discuss different ideas (Williams et al., 2012). 
In order to induce passionate interactions, marketers have to create messages that are touching 
and persuasive. Furthermore, marketing managers should encourage Internet users to 
spontaneously share these messages with friends and relatives. Internet users who effectively 
share information with others facilitate promotions to a great extent and become essential 
factors in companies social marketing success (Chang et al., 2015).  
 
Persuasion can advantageously be used to change receivers’ beliefs and behaviors, and 
messages that are persuasive seek to both communicate with, and benefit from receivers. As 
users prefer information that comes from trustworthy friends or even strangers online over 
traditional advertisements, electronic word-of-mouth as a marketing strategy has high impact 
on Internet users’ behaviors (Chang et al., 2015). Word-of-mouth communication has a 
particular persuasive power which shows when the reference giver has no stake in the discussed 
business. This because the receiver finds the message more credible if it is unlikely to be 
influenced by the business and when the discussant has no commercial self-interest (Williams 
et al., 2012). Facebook and YouTube are examples on social media sites where users can 
express their opinions through liking, disliking, commenting, and sharing content. 
Communication technologies are nowadays bidirectional since messages are provided by both 
marketing managers and Internet users to individuals and social alignments that include their 
relationships (Chang et al., 2015). 
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Recipients’ cohesion and diffusion behavior have earlier been used to explore the relationship 
between persuasive messages. Chang et al. (2015) provide a theoretical framework that shows 
how the factors relate to the ELM. The core components from the framework was considered 
important for this study. Focus therefore was on investigating them further, hence these are 
visually presented in Figure 2.4 below.  

 
Figure 2.4: Important factors to consider when creating persuasive messages.   

Source: Modified from Chang et al. (2015, p. 778). 
 
Figure 2.4 above presents Chang et al. (2015) suggestion that persuasive messages are created 
through argument quality, posts popularity, and posts attractiveness. These further affect the 
usefulness and preference of posts. All factors and their connections to the ELM are 
investigated below. Recommendations to marketers are provided as well.  
 
2.4.1 Persuasive messages 

Starting with argument quality, it relates to the persuasive strength of arguments in the content 
of the post and is essential when it comes to recipient perception that can lead to recipient 
attention. If arguments regarding posts are strong, favorable cognitive responses are said to be 
high regarding these posts. On the other hand, recipients tend to have negative visions to posts 
that for example contain a lot of wrong information, non-related topics, and ads. Therefore, 
argument quality of posts has a positive effect on usefulness of the post. Usefulness is one 
important factor to why recipients read posts and it refers to perceptions the user has. (Chang 
et al., 2015). Argument quality is therefore considered important in the central route of the 
ELM, thus when messages are carefully considered. It requires the individual to focus on the 
content of the message and reflect on issues that are relevant to the message (Shi et al., 2018). 
Since digital natives are thought of as belonging to the peripheral route in this thesis and 
accordingly tend to evaluate messages less, the quality of the arguments should not have that 
much importance when encouraging them to disseminate posts.  
 
Number of likes and comments, and sharing of posts are explained by post popularity. It directly 
influences usefulness and with it, indirectly affects behavioral intention to choose central 
routes. Therefore, post popularity also directly influences preferences and indirectly affects 
behavioral intention to choose peripheral routes. Preferences include favorable feelings and 
interests and it is an important factor to why posts are read. Comments from users are said to 
affect usefulness beliefs and preferences, therefore post popularity have positive effects on both 
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usefulness and preference. Lastly, post attractiveness is measured through the extent to which 
recipients find posts appealing. Therefore, post attractiveness is said to have a positive effect 
on preference. These findings imply that persuasive messages have higher levels of post 
popularity (Chang et al., 2015).  
 
Williams et al. (2012), states that digital natives love content creation and mashing, which 
means collecting material from multiple sources to create new content. Thus, they want 
complexity and are good at creatively find and compose content that is useful when needed 
(Williams et al., 2012). Personal interest in posts, preferences, are said to positively affect 
peoples will to both like and share posts (Chang et al., 2015). Preferences and interest can 
influence recipients’ attention and decision-making when browsing pages on SNS. Therefore, 
posts that align with the user´s interests can easily attract his or her attention and further be 
shared (Shi et al., 2018). Liking a post has a positive effect, as posts that get several likes get 
powerful connections with the post topic. Furthermore, post with many likes draw attention and 
are therefore more likely to be shared several times (Chang et al., 2015). As previous studies 
have shown that digital natives prefer to multitask and stay connected through the use of 
technology, they will press the like or share button if they find the post appealing (Williams et 
al., 2012). Shi et al., (2018) further states that users are more likely to share content coming 
from people they have close relations with.       
 
2.4.2 Creating Persuasive Marketing Messages  

Chang et al. (2015) proposes that posts that are considered useful and gain preference usually 
have clear descriptions, address personal needs, or receive positive comments. Content quality 
can be strengthened if marketing managers collaborate with famous persons that are connected 
to the topic, to promote marketing through newsletters, Facebook or YouTube. Posts should be 
updated frequently and online activities should be held to attract people (Chang et al., 2015). 
Bloggers can be portrayed as attractive source factors. Shi et al. (2018), states that source 
attractiveness is related to cues like reciprocation, consistency, social proof, liking, authority, 
and scarcity, which trigger individuals to share posts on SNS. With these cues, less effort is 
required in scrutinizing the messages, which is considered to belong to the peripheral route of 
the ELM (Shi et al., 2018). However, Kapitan and Silvera (2016) suggests that an advertised 
message can be overshadowed by an attractive source. Accordingly, a blogger might steal the 
attention from the specific advertised message (Kapitan & Silvera, 2016).  
 
Companies have to plan marketing approaches according to users’ profiles as attractive images 
may attract lower level users to like and share their opinions, while higher level users only are 
attracted by professional content when it comes to respond and share (Chang et al., 2015). The 
importance of adapting each message to the customer is further strengthen by Shi et al. (2018), 
who proposes that when adopting the central route of persuasion, the arguments in the messages 
provided are important. The peripheral route does not involve as much cognitive effort as the 
central one, and individuals accept or reject a message by relying on cues that allow them to 
make quick decisions. Such cues might refer to source credibility, how many times the post has 
been shared by others, source attractiveness, and relationships with the information source, 
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when it comes to making dissemination decisions (Shi et al., 2018). This should be taken into 
account when targeting digital natives, as this thesis suggests that digital natives tend to follow 
the peripheral route. After examining what effects persuasive marketing messages have on 
different dissemination factors on SNS, it is time to break down the determinants that matters 
to digital natives when deciding whether or not to share a post further. 
 
2.5 Determinants of Users’ Information Dissemination Behavior on SNS 

The ELM has earlier been employed at behaviors like purchase decision making or becoming 
interested in a product, but Shi et al. (2018) further suggests that it can be used in investigating 
individual information dissemination decisions. With support from the ELM, Shi et al. (2018) 
therefore present a model classifying relevant factors into either the central or the peripheral 
route in order to examine their importance in affecting individual dissemination decisions on 
SNS. The model is presented in Figure 2.5.  
 

 
Figure 2.5: Determinants of users’ information dissemination behavior on SNS. 

Source: Adapted from Shi et al. (2018, p. 13) 
 
Figure 2.5 above visually presents relevant factors in individual dissemination behaviors on 
SNS. Both the central and the peripheral route with their relevant factors are described below. 
Nevertheless, focus should also here be on the peripheral route as it is the most important one 
when investigating digital natives’ behavior in this thesis.    
 
2.5.1 Factors on the Central Route  

Looking at the central route of the ELM, individuals deal with information they are exposed to 
in a bigger extent than at the peripheral route (Petty & Cacioppo, 1984). Interests and needs 
create individual motivation, hence posts that align with the user’s topic of interest are likely to 
attract attention and therefore have larger chances of being forwarded. In order to judge the 
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topical relevance between oneself and a post, the individual has to concentrate on the content 
and information clearly, meaning that effortful elaboration of the post is done. Therefore, 
topical relevance, which refers to the extent to which a post from an other-source is related with 
a user’s topics of interest, takes place in the central route of the model (Shi et al., 2018). 
 
Information quality, individual purchasing intention as well as amount of information, affect 
how many times the post has been shared. Information richness is therefore another important 
constituent of the central route. Information richness relates to the extent to which the amount 
of information in a post is sufficient for decision-makings (Shi et al., 2018), and is accordingly 
not suitable when examining digital natives’ behavior, as they tend to rely on cues rather than 
extensive amount of information (Petty & Cacioppo, 1984). Number of URLs and number of 
hashtags, are factors used to operationalize information richness. The appearance of URLs in a 
post can expand the informativeness as people are redirected to videos, interesting web pages 
and similar to obtain further information. Hashtags aggregate messages that revolve around the 
same topic by adding a word beginning with the # symbol to the post. It is a way to categorize 
messages and makes it easier for users to find what they are looking for (Shi et al., 2018). 
Nevertheless, as these factors belong to the central route, they are not important to consider 
when trying to affect digital natives’ dissemination behavior. The next section will therefore 
look into the factors on the peripheral route, which actually have an impact on them.  
 
2.5.2 Factors on the Peripheral Route 

The peripheral route of the ELM typically influences people through simple criteria and cues 
like charisma, celebrity endorsements, or attractiveness of the sender. Things like source 
credibility and source attractiveness have great impact on individuals’ sharing intention of 
posts. Therefore, source trustworthiness and source attractiveness are included in the peripheral 
side of the model, which can be seen in Figure 2.5 above. Another important cue indicating a 
message’s popularity is how well it has been shared by other users. Therefore, informational 
social influence is added to the peripheral side as well. Lastly, the relationship between the 
message source and the decision maker is another influential factor in affecting individual 
dissemination decisions. This factor is investigated in two dimensions; value homophily, which 
relates to similarities between two people’s values, likes and dislikes and social tie strength, 
which relates to how intense the linkage between the individuals is (Shi et al., 2018). 
 
The peripheral route is more complex than the central one as it consists of more factors. 
Summarizing the peripheral side, source trustworthiness, which refers to the extent to which 
the information source is perceived to be trustworthy by information recipients, is distinguished 
in the model as it is the only factor that was not supported as having a positive impact on 
individual information dissemination behavior. However, it will still be considered for this 
particular research investigating digital natives. Source attractiveness, meaning the extent to 
which a person is liked by others and often indicated through the number of followers a user 
has, has according to Shi et al. (2018) trivial effect on individual information dissemination 
decisions. This despite source attractiveness is said to be an important cue in peoples peripheral 
processing of messages (Kapitan & Silvera, 2016). Furthermore, value homophily and social 
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tie strength have strong positive impacts. Besides, contact between similar people are much 
more common than among dissimilar people. There is a particular attraction and interaction 
between individuals who share the same attitudes, beliefs, and values and these might “follow” 
each other because of common topical interests. Therefore, value homophily is also beneficial 
to information transfer and interactions between individuals, it does not only contribute to the 
establishment of linkages between them. Hence, value homophily between individuals has a 
positive impact on social tie strength between them. Finally, informational social influence, 
which relates to users’ tendency to conform the opinions of others, the desire to be right, has a 
positive impact on individual information dissemination behavior. Thus, a user’s attitude 
toward a post can be enhanced if the post has been shared many times or has many likes (Shi 
et al., 2018). 
 
2.5.3 Control Variables and Summary  

Control variables for the model provided above are number of mentions and argument 
sentiment. Number of mentions relates to how often the post has been mentioned by other users, 
indicated by adding @username. It is a way to address the post, aiming to get the attention of 
the target person. Argument sentiment is twofold and relates to the polarity of the post and the 
emotionality of the post. These are well established analysis techniques that increase objectivity 
(Shi et al., 2018). 
 
Moreover, posts published by users who have several followers have higher chances of reaching 
a wide audience at a macro level. At a micro level, dissemination behavior is different and 
factors that are information receiver-related and the relationship between the source and the 
receiver is dominating. There is a wealth of information provided to customers on SNS and in 
order to create beneficial marketing strategies, marketers have to understand what influence 
processes that motivate individuals to share online content. For affecting individuals in the 
peripheral route, it is all about detecting online clusters (Shi et al., 2018). This further confirms 
the proposition that digital natives prefer the peripheral route as Williams et al. (2012) suggests 
that digital natives commonly tend to create active communities and get involved in different 
social media sites where they discuss different ideas. Marketing within these clusters makes 
companies maximize their revenue, as it enables them to reach bigger groups of people at a 
time (Shi et al., 2018).  
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2.6 Frame of Reference 

The current chapter of this thesis has presented relevant theories for the study. An extensive 
amount of literature has been processed and carefully considered in order to select material that 
suits the study the most. This part of the chapter aims to visualize the linkage between the 
proposed research questions for the study and the theories chosen. Table 2.2 below presents a 
compilation of the most relevant articles used for the literature review, describing which one of 
the two main topics digital marketing and persuasion they are dealing with as well as in what 
way the area is explored.  
 
Table 2.2: Table of references.  

Reference Year Theoretical area Theoretical Purpose 

Cova, B., & Cova, V. 2002 DM Virtual groups 

Williams et al. 2012 DM Identification with brand communities 

Joiner et al. 2013 DM Digital natives’ Internet behaviors 

Taiminen & Karjaluoto 2015 DM Digital marketing channels 

PrakashYadav & Rai 2017 DM Social media usage of young people 

Desai & Lele 2017 DM Characteristics of digital natives 

Cacioppo & Petty 1984 Persuasion The Elaboration Likelihood Model 

Petty & Cacioppo 1984 Persuasion Source factors of the ELM 

Chang et al. 2015 Persuasion How to encourage dissemination behavior 
through persuasive messages 

Shi et al. 2018 Persuasion Determinants of information dissemination 
behavior on SNS 

 
 
2.6.1 Conceptualization of Research Question One 

The main purpose with the first research question “How can senior high schools use digital 
marketing to attract digital native students?” is to investigate in what way digital natives take 
on online advertising. By finding this out, organizations will be enabled to understand how they 
should adapt their online marketing strategies to get students attention. To be able to answer 
the first research question, literature regarding digital natives’ characteristics and their behavior 
in an online context has been processed, as this differ compared to previous generations. 
Furthermore, which digital channels they use and for what purposes was discussed, as well as 
the fact that they like to participate in virtual groups and tend to identify themselves with 
different brand communities. Which main references used for investigating the first research 
question can be found in Table 2.2 above, having DM as Theoretical area.  
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2.6.2 Conceptualization of Research Question Two 

The purpose of the second research question “How should senior high schools use the 
peripheral route to persuade digital native students?” is to further investigate what the 
peripheral route of the Elaboration Likelihood Model suggests, as this is the route primarily 
followed by digital natives. In such way, companies get to know what specific factors that 
actually matters to digital natives when deciding on which online posts they value high. In order 
to answer the second research question, original literature describing the Elaboration 
Likelihood Model, thus how a person’s attitude and behavior is influenced by the message he 
or she is exposed to, invented by Cacioppo and Petty (1984), is dealt with. From that, the 
peripheral route of the model is further investigated and looked at from the perspective of how 
organizations should compose messages targeted to digital natives in order to persuade them. 
Additionally, literature regarding what factors that are important for digital natives to 
disseminate information on SNS is discussed, focusing on the peripheral route here as well. The 
main references used for investigating the second research question is showed in Table 2.2, 
having Persuasion as theoretical area.  
 
The conceptual framework in Figure 2.6 below visualizes the most important concepts this 
study is built around and brings them all together. Specifically, it aims to visualize the 
importance of understanding virtual groups and brand communities for reaching digital natives. 
Thus, the main idea is that digital natives tend to form virtual groups and participate in brand 
communities online. From that, in order to answer the first research question, this study suggests 
that two-way digital marketing channels and specifically social media shall be considered. 
Regarding the second research question, the peripheral route of the elaboration likelihood 
model is considered as the right one when investigating digital natives for this study.  

 

 
Figure 2.6: Conceptual Framework. 
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3. METHODOLOGY 

The following chapter describes the research methods used for this thesis. Starting with a 
discussion of the purpose of the research, chapter three discusses by which methods data will 
be collected and analyzed. The chosen approach and strategy is presented as well as a 
description of how the data was collected and which sample that was used. Lastly, a summary 
of how the analysis was conducted and its quality and credibility is discussed. The methodology 
has laid the foundation for this study and Table 3.1 summarizes the specific choices. 
 
Table 3.1: Methodology overview.  

Methodology Choices  
Research Purpose Explanatory 

Research Approach Quantitative, Deductive 

Research Strategy Survey 

Data Collection Self-administrated Survey – Online Questionnaire 

Sample Selection Non-probability, Convenience 
Analysis Method Descriptive and Statistical – SPSS Software 

 
3.1 Research Purpose 

According to Saunders, Lewis, & Thornhill (2012), research purposes can take one of the 
following three different forms: exploratory, descriptive or explanatory. The object of 
exploratory studies is to examine what is happening and to gain insights into a specific topic. 
Descriptive studies seek to gain a valid profile of situations, persons or events. They are often 
compiled as extensions of, or forerunners to, exploratory or explanatory researches. 
Explanatory studies wish to establish causal relationships between variables. The emphasis in 
explanatory research lies in studying a problem in order to explain the relationships between 
variables (Saunders et al., 2012). Nevertheless, which research purpose a study serve depends 
on the formulation of the research questions (Saunders, Lewis & Thornhill, 2009).  
 
As the purpose of this thesis is “to provide a better understanding of how senior high schools 
can address digital marketing activities to attract more students”, the thesis is explanatory in 
its nature. The study seeks to explain the behavior and characteristics of junior high school 
students as a group. More in depth, it aims to explain in what ways they take on digital 
marketing and which SNS high schools should focus their marketing efforts on in order to 
attract these students.  
 
3.2 Research Approach 

There are two main areas to consider when discussing research approaches; deductive or 
inductive and qualitative or quantitative. Looking at the quantitative/qualitative area, these 
approaches can be differentiated by distinguishing between numeric and non-numeric data. 
Quantitative research refers to techniques where data is collected through for example 
questionnaires, or analyzed with graphs and statistics, which generates numerical data. 
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Quantitative research is therefore objective in its research. Data collection techniques like 
interviews, that instead generates non-numerical data, is referred to as qualitative. Nevertheless, 
qualitative and quantitative elements are often combined. A questionnaire can be used for 
example, but it may be necessary to ask the respondents to answer some open-ended questions 
to get the whole picture. Another scenario is that it may be necessary to conduct follow-up 
interviews in order to explain findings from the questionnaire (Saunders et al., 2012). Moreover, 
inductive approaches aim to build new theories. Such new theories are created by studying a 
problem area, and based on the findings, come up with new theory. On the contrary, a deductive 
approach usually has its base in theory and the development of hypotheses, which are tested 
against reality to see if they match each other (Saunders et al., 2009).  
 
A quantitative approach was chosen for this thesis as the research questions seek to get an 
understanding of “how senior high schools can address digital marketing activities to attract 
more students”. Considering this research purpose, conducting a quantitative study was 
appropriate since the aim was to investigate in what ways senior high schools should market 
themselves online in order to reach students the best possible way. Questionnaires were needed 
to collect information from many students and in such way, be able to see patterns. Furthermore, 
this study aims to make use of already existing theories in how young people process messages 
and take on online advertising as a foundation to explain the behavior. A deductive approach 
has therefore been used for this study.      
 
3.3 Research Strategy 

After the research approach has been selected for the study, it is time to decide on which 
research strategy that should be followed. The research strategy describes in which way the 
researcher is going to collect data and answer the research questions. There are several different 
strategies available for collecting data and in some cases, it might be necessary to combine 
different strategies to get the required data. According to Saunders et al. (2012), experiments 
and questionnaires are only used in quantitative research, ethnography, action research, 
grounded theory and narrative theory are only used for qualitative research, whilst archival and 
documentary research, and case study can be used for both quantitative and qualitative research.  
 
A survey was chosen as the most appropriate data collection strategy for this thesis. Choosing 
a survey enables the researcher to economically collect large amounts of data but it also gives 
good control over the research process. Nevertheless, it requires the researcher to spend time to 
design and test the instrument for data collection, but also to make sure that enough responses 
are collected. A survey strategy is usually associated with a deductive research approach and it 
enables the collection of quantitative data, where the researcher can find particular relationships 
and reasons behind them (Saunders et al., 2012). Thus, this strategy was best suited for this 
thesis as data is collected from a large population in order to find patterns.   
 
3.4 Data Collection 

Primary data, which refers to new data collected particularly for the purpose of the study, is the 
data collected for this research. The other way is to use secondary data, thus data that have been 
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collected for another purpose by someone else (Saunders et al., 2012). As mentioned in the 
research strategy, survey was chosen as the appropriate strategy for this study. Bearing that in 
mind, it is time to choose which specific data collection method to use as there are three 
different alternatives when using a quantitative research approach (Hair, Money, Samouel, & 
Page, 2007): 
 

• Observations (Collecting large amounts of data on behavior, events, or actions) 
• Self-administrated surveys (E-mail surveys, online surveys, and physical drop-

off/pick up questionnaires) 
• Interviewer-administrated surveys (Direct contact face to face or via telephone)  

 
The nature of the study, but also the amount and kind of data that is going to be collected has 
to be taken into consideration when deciding on which one of the methods to pick. Observations 
is the first option possible (Hair et al., 2007). However, it is not suitable to use for this study as 
it cannot measure motivation or intention, which are the things this thesis seek to investigate. 
According to Hair et al. (2007), surveys can be either self- or interviewer-administrated, which 
means completed by the respondents alone, respectively interview based where the researcher 
records the interviews. To further know which one of the two survey methods to pick out, 
factors like respondents’ characteristics, size of the required sample, type and numbers of 
questions needed, and importance of reaching a particular person as respondent should be 
regarded. Due to the quantitative research approach this study takes, a large number of 
respondents is required in order to provide a sufficient amount of useful data. The self-
completion data collection method was therefore chosen, and more specifically; an online 
survey. This implies collecting data upon a structured questionnaire with a predetermined set 
of questions (Saunders et al., 2009). 
 
The software Qualtrics was used for the administration and distribution of the self-completion 
survey. It was put together in the software and after the pre-test, which is described in-depth in 
section 3.4.2, an anonymous link was provided to the client of the thesis. She thereby sent it 
further to the principals of a junior high school in Luleå, which in turn were supposed to share 
it with the students and encourage them to participate. This was figured out to be the most 
appropriate way to reach, and actually get the students to answer the survey as there was not 
any e-mail database from which the researcher could get in touch with the students. The initial 
idea was to go to see all students and hand out the survey in class, but after considering doing 
it electronically it was found to be the better option. In such way, all the data would be 
transmitted to the data analysis tool much more efficient. However, as time went by without 
any submitted answers, the author of the thesis made several calls and e-mailed principals all 
around Luleå in order to get help from them to share the link further with their students. 
Unfortunately, this did not yield any results either as many of the principals seemed to be 
stressed or just did not wanted to cooperate. Then the researcher decided to go for the initial 
idea of visiting the students in class. Hence, three junior high schools in Luleå were visited. 
The researcher met the principal at two of them, one gave his consent to visit ongoing lessons 
and share the link with the students but the other one told the researcher to approach available 
students in the school corridors instead. This was done in the third school as well as the principal 
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was not available. In order to get more responses, the link was send to the principal of the junior 
high school in Överkalix as well as it is the school the researcher attended. There, the link was 
provided to students during social studies class. Furthermore, the link was provided on 
Teknikcollege’s Facebook page and some other Facebook pages related to the topic.  
 
3.4.1 Questionnaire Development 
As the questionnaire has to be well formulated and constructed in a proper way in order to be 
understood by the respondents, there are some important steps that needs to be considered 
during the development of it. Provided by Hair et al. (2007), these steps are presented in Table 
3.2 below.  
 

Table 3.2: Important steps to follow when developing a questionnaire. 

STEP 1: Initial Considerations 
• Clarify the nature of the research problem and objectives 
• Develop research questions to meet research objectives 
• Define target population and sampling frame (Identify potential respondents) 
• Determine sampling approach, sample size and expected response rate 
• Make a preliminary decision about the method of data collection 

STEP 2: Clarification of Concepts 
• Ensure the concept(s) can be clearly defined 
• Select the variables/indicators to represent the concepts 
• Determine the level of measurements 

STEP 3: Determine Question Types, Format and Sequence 
• Determine the types of questions to include and their order 
• Check the validity wording and coding of questions 

• Decide on the grouping of the questions and the overall length of the questionnaire 
• Determine the structure and layout of the questionnaire 

STEP 4: Pretest the Questionnaire 
• Determine the nature of the pretest for the preliminary questionnaire 
• Analyze initial data to identify limitations of the preliminary questionnaire 
• Refine the questionnaire as needed 
• Revisit some or all of the steps above, if necessary 

STEP 5: Administer the Questionnaire 
• Identify the “best practice” for administrating the questionnaire 
• Train and audit field workers, if required 
• Ensure a process is in place to handle completed questionnaires 
• Determine the deadline and follow-up methods 

Source: Hair et al. (2007, p. 258) 

 
In order to ensure that all questions in the questionnaire can be understood by the respondents, 
proposed steps in Table 3.2 above have been followed. Based on theories from previous 
research, the questionnaire has been developed in order to answer stated research questions (see 
Appendix I – Descriptive statistics of scale items for descriptive statistics of the questions). The 
formulation of the questions has been made bearing in mind that the respondents are young 
people aged between 12-16, which required the questionnaire to be easy to fill out. Hence, clear 
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formulations and familiar terms aimed to reduce ambiguity and misunderstandings (Hair et al., 
2007). Due to the nationality of the chosen population, Sweden, the questionnaire has been 
written in Swedish. To make it understandable for anyone possibly interested in this study, 
Saunders et al., (2009) translation technique has been used in order to translate it and attach an 
English version of the questionnaire to the appendices as well. This method implies that two 
independent individuals translate the survey and thereafter compare the outputs for the final 
version (Saunders et al., 2009).  
 
A pilot questionnaire has been done to pre-test the questions, from where some minor changes 
followed. Thereafter, as stated in the section presenting the data collection above, an online link 
was created for the survey, which was distributed to the participants with help from the client 
of this study and the principals of the junior high schools. The first page of the survey included 
a cover letter briefly introducing the purpose of the survey to the respondents. According to 
Saunders et al (2009), the cover letter affects the response rate as some of the respondents will 
ignore it, while others will consider it to decide whether they shall continue to answer the 
questions or not. In order to achieve a higher number of responses for this study, it was already 
in the covering letter revealed that the respondents had the chance of winning a movie ticket if 
they completed the survey.  
 
3.4.1.1 Measurement of Constructs 

The questionnaire consisted of a total of 59 items, which were divided into four parts. It can be 
found in the appendices, where both an English and a Swedish version is attached. The first 
part of the questionnaire relates to questions about the respondents use of Internet and social 
media. The second part aims to investigate how the respondents take on marketing in an online 
context. The third part looks into how the respondents are affected by other social media users. 
Lastly, the concluding part asks about demographics such as gender, age, and an optional 
question where the respondents could enter their contact information if they wanted to have the 
chance of winning a movie ticket. Without any specific order, the initial three parts consists of 
the chosen constructs for investigating digital natives' social media behavior and how to 
persuade them through the peripheral route. Questions related to the first research question have 
a lot to do with digital natives' preferences, whereas most of the questions aiming to answer the 
second research question revolves around Shi et al. (2018) model providing determinants of 
users' information dissemination behavior on SNS. Table 3.3 explains what references the 
questions are affiliated from, which one of the eight identified constructs they belong to and 
what research question they seek to answer.  
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Table 3.3: Constructs and questions.  

RQ Construct  Question Reference 
RQ1 Usage  1.1 Duffett (2017) 
  1.2 Colbert et al. (2016) 
  1.3 Joiner et al. (2013) 
  1.4 Muñoz & Towner (2017) 

  1.5.1 Cova & Cova (2002) 
  1.5.5 Kapitan & Silvera (2016) 
  2.5 Duffett (2017) 
 Identification  1.6 Williams et al. (2012) 
 Preferences 2.1 Taiminen & Karjaluoto (2015) 
  2.3 Taiminen & Karjaluoto (2015) 
  2.6 Duffett (2017) 
    

RQ2 Source Attractiveness  1.5.2 Kapitan & Silvera (2016) 
   1.5.3 Kapitan & Silvera (2016) 
  1.5.4 Kapitan & Silvera (2016) 
  3.1.1 Shi et al. (2018) 
  3.1.2 Shi et al. (2018) 
  3.1.5 Shi et al. (2018) 
  3.4 Kapitan & Silvera (2016) 
 Source Trustworthiness 2.2 Shi et al. (2018) 
  2.4 Shi et al. (2018) 
 Value Homophily 3.1.3 Shi et al. (2018) 
   3.1.4 Shi et al. (2018) 
 Social Tie Strength 3.2.1 Shi et al. (2018) 
  3.3.1 Shi et al. (2018) 
 Informational Social Influence 3.2.2 Shi et al. (2018) 
  3.3.2 Shi et al. (2018) 

 
 
3.4.2 Pilot Study 
Saunders et al. (2012) states that before the survey is used for collecting data, it should be pre-
tested. The purpose of testing the survey before it is provided to the actual respondents is to 
refine it so that it will be clearly understood by the participants. Accordingly, when respondents 
have no problems in answering the questions, there will not be and problems in recording the 
data either. Pre-testing the survey is important in order to assess the validity. However, it might 
in many cases be tempting to skip the pilot testing but without a trial run, the researcher has no 
idea whether it will succeed or not. Which number of people that should be included in testing 
the survey depends on the type and scale of the survey, but it should be sufficient to include 
major variations in the population that might affect responses (Saunders et al., 2012). 
 
Before distributing the survey to the sample, a small pilot test was conducted with individuals 
within the ages 12-16, but also with older people. The purpose with this was to first let the older 



 

 27	

ones test the survey in order to discover obvious mistakes before the younger generation was 
exposed to it. Some small changes, like the rating of the scale with response options as well as 
the order in which the questions were managed, were made after recommendations from the 
older generation. It was thereafter no problem for the younger generation to understand or 
answer to anyone of the questions. The participants of the pre-test spent an average of 6-8 
minutes on responding to the questions, therefore the estimated time told in the presentation of 
the survey was set at 5-10 minutes to have some margin.  
 
3.5 Sample Selection 

After deciding on a questionnaire as suitable research strategy method, it is important to choose 
a proper sample size for collecting the data necessary. Hence, owing to restrictions in time, 
money, and sometimes access, it is often impossible to collect and analyze data from all 
potential sources, which is known as census. Therefore, sampling techniques can be used as it 
enables to reduce the amount of data needed by only considering data from a subgroup rather 
than all possible elements. The sample selection can take its form in either a probability sample 
or a non-probability sample (Saunders et al., 2012). 
 
With probability sampling, the chance of being selected among the population is known and 
equal for all cases. This sampling method is associated with survey and experiment research 
strategies, as it makes it possible to generalize the findings from the samples statistically to the 
entire population (Saunders et al., 2012). Hence, it is commonly used in quantitative research 
(Hair et al., 2007). Contrary, when using a non-probability sampling method, it is impossible 
to answer research questions that requires one to make statistical conclusions about the 
characteristics of the population. Additionally, the probability of each case being selected from 
the population is not known (Saunders et al., 2012). Non-probability sampling is often used in 
qualitative research where sample selection is judgmentally (Hair et al., 2007).  
 
Although non-probability sampling primarily is used for qualitative research as opposed to 
quantitative research like this study, it is the sampling method used for this thesis. This because 
the chosen population are Swedish junior high school students, and the sample has been limited 
to students at junior high schools in Norrbotten between the ages of 12-16. The sample is 
therefore non-representative as it cannot show behaviors of junior high school students in all of 
Sweden. However, this limitation was considered appropriate due to restrictions in time, but 
also as junior high school students in different parts of Sweden are considered to have similar 
online behaviors and preferences. This study seeks to investigate how senior high schools 
should use digital marketing to attract more students, therefore junior high school students were 
particularly chosen as they are the ones facing the decision of which senior high school to apply 
for. Thus, their values and behaviors are of biggest interest to recruiters of senior high school 
educations. Furthermore, students in Luleå were considered convenient to use for sampling as 
the researcher could visit the schools and provide the online link to the students herself. This 
facilitated the distribution of the data collection. Additionally, junior high school students in 
Överkalix were also convenient to use as the researcher easily could get in touch with the 
principal. The initial aim was to get somewhere between 100 - 200 responses, which should not 
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have been a problem as there are a total of more than 2 000 junior high school students in Luleå 
and Överkalix (Siris, 2018).  
 
3.5.1 Participants 
The reason for choosing junior high school students as participants of this study was since they 
are the ones facing the decision of which senior high school to apply for. Instead of just 
choosing students in the ninth grade, all ages in junior high school were chosen as Tysiac (2017) 
states that digital natives tend to make career plans at an early age. Hence, in order to have a 
chance to influence and also recruit these young students, it is important to understand the social 
media behavior of people in the seventh grade for example and investigate how these take on 
digital marketing as well.  
 
The population of this study is junior high school students between the ages of 12-16, at three 
schools in Luleå and one in Överkalix. However, since the link was distributed through 
Teknikcollege’s Facebook page as well, respondents from other parts of Sweden might have 
participated in answering the questionnaire as well. A total of 261 students participated in the 
questionnaire but 239 of these completed it. However, some responses were not approved for 
this thesis, hence the final set consisted of 182 valid responses. 77 males participated in the 
study and 102 females, 3 persons did not want to disclose their gender.  
 
3.6 Data Analysis 

Hair et al. (2007) states that there are two different approaches to take when analyzing 
quantitative data. The first of them is using a descriptive approach to interpret and understand 
the data, and the second one is to make statistical tests (Hair et al., 2007). Both descriptive 
approach and statistical tests have been used to analyze and understand the data collected for 
this thesis. The software SPSS was used for analyzing all the material.  
 
3.6.1 Preparation of Data 
Before the collected data was put into SPSS, it had to be prepared so that true relationships 
could be identified and to make sure that the data would fit for the analysis. The preparation 
implied that all questionnaires where it obviously showed that some answers were unserious, 
followed a certain pattern, or were incomplete, were removed. For example, some of the 
questionnaires were removed since they were missing age of the respondent. However, for some 
questionnaires it was obvious that the respondent had indicated the wrong number, 140 instead 
of 14 for example. In such cases the age was corrected to 14 as the other answers to the 
questionnaire were considered correct. Furthermore, interpretation of missing data is another 
important aspect to consider when importing data to statistics software like SPSS in this case. 
As some questions of this survey were not forced, answers were missing to some of the 
questions due to mistakes or that respondents refused to answer these questions. Hence, some 
surveys were not completed or were missing some answers. Therefore, a total of 57 responses 
were removed from the sample but the remaining 182 was imported into SPSS. 
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3.6.2 Descriptive Statistics 
Descriptive data goes under the group categorical data, which cannot be measured numerically. 
Instead, it can either be classified into categories according to the characteristics that describe 
the variables, or be placed in rank order. Accordingly, descriptive data just count the number 
of occurrences in each category of a variable. The collected data for this thesis will be described 
through measures of central tendency, measures of dispersion, and frequency distribution. 
Central tendency provides summarized information and it can be measured in the three 
following ways; value that occur most frequently (mode), middle value after the data have been 
ranked (median), and value that includes all data values in its calculation (mean). Measures of 
dispersion can be measured through standard deviation and interquartile range and it aims to 
describe how the values are dispersed around the central tendency. Frequency distribution 
summarizes the number of responses for each item (Saunders et al., 2009).   

 
3.6.3 Statistical Techniques  

There are several different statistical techniques to choose between (Hair et al., 2007). For this 
thesis, correlation, factor analysis, multiple regression analysis, t-test, and chi square have been 
conducted. Correlation is a technique used for examining the correlation between two variables 
by describing the direction and strength of the linear relationship between them (Hair, 2007). 
A bivariate correlation was conducted in SPSS for this thesis. Results from it showed the 
correlation between variables, which should be between -1 and 1 measuring on what level the 
correlation is significant (Pallant, 2016).     
 
Factor analyses are used for summarizing information, which is done by combining variables 
(Hair et al., 2007). The aim with this is to validate proposed constructs, through investigating 
how well collected answers group together and with that, how much of the collected data 
variance that can be explained through the identified clusters (Pallant, 2016). By doing a factor 
analysis, the most important clusters could be identified and investigated further for answering 
the second research question. Multiple regression analyses evaluate how much of the variance 
of the dependent variable that can be explained by the independent variables. It also indicates 
how much each of the independent variables contributes (Pallant, 2016).  
 
T-test are used when there are two groups, or two different time points (Pallant., 2016). It aims 
to compare means of two variables to test hypotheses (Hair et al., 2007). Chi-square is used to 
compare the proportion of cases from a sample with hypothesized values or previously obtained 
values from a comparison population. One categorical variable and a specific proportion against 
which to test the observed frequencies is all that is needed for using chi-square (Pallant, 2016).   
 
3.7 Quality Standards 

A common concern when conducting a research is how to ensure that the data collected will be 
enough to answer stated research questions and achieve the objectives. In order to increase the 
possibility of reaching the correct answer, it is important to have a research design that is 
planned the right way; emphasizing design of the questions, structure of the survey, and severity 
of the pilot testing. Hence, the research design aims to increase the credibility of the findings. 
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Reliability and validity are the two considerations that increase credibility. Validity looks at 
whether the data actually measure what the researcher is interested in measuring, while 
reliability looks at if the data collection techniques used yield consistent results (Saunders et 
al., 2009).     
 
3.7.1 Reliability 

When conducting research, the data collection techniques and analytic procedures should be 
developed in a way that they would produce consistent findings if they were repeated by another 
researcher or at another occasion. This is referred to as reliability. Surveys have to be carefully 
developed in order to be reliable and accordingly, valid. This because no matter if the survey is 
reliable, as if respondents interpret a question the wrong way, it will not be internally valid 
(Saunders et al., 2009). One examples expressed by Hair et al. (2007) for reassuring reliability 
is that the correlation needs to be positive between the items included in the scale. Constructs 
used for the survey of this thesis revolves around how digital natives take on advertising, what 
it takes to persuade them and what it takes for them to spread obtained information further. The 
constructs have not been taken right away from previous studies, but developed by the 
researcher considering the main articles used for this thesis. As there are several articles 
expressing the same findings, the constructs developed are considered to satisfy stated 
conditions. Moreover, the only scale used in the survey is a 5-point Likert scale. An odd number 
of points was chosen in order to give respondents the opportunity to express neutrality and not 
force them to choose a particular side if they felt uncomfortable (Saunders et al., 2009).   
 
Furthermore, in order to obtain reliability, research processes have to be clearly thought through 
as well as the work should be transparently reported so that others can replicate the study if 
they want to. However, it can be quite hard to ensure reliability as there are a number of threats 
to it, which can be divided into errors and biases. Both types of threats can relate to either the 
participant or the researcher, depending on who it affects (Saunders et al., 2009).  
 
Participant errors refer to all factors that alter the way respondents perform. Asking a 
participant to complete a survey right before a lunch break might affect the response, in 
comparison to choosing a less sensitive time for example. (Saunders et al., 2009) For this study, 
possible participant errors might have occurred due to the setting the survey was taken in as 
students were told to participate in the survey in class or in the school corridor. Therefore, there 
is a risk that they might have been influenced by group pressure to choose a particular answer 
to some of the questions. Saunders et al. (2009) further states that factors which result in false 
responses can be seen as participant bias. For this thesis, the fact that the survey was distributed 
through an online link and the respondents was told to take it in class, could be considered as a 
kind of participant bias. This because the students were taking the study when sitting beside 
each other, hence the ones that did not want to disclose their actual answers have possibly 
provided false ones. Researcher error relates to all factors that alters the researcher’s 
interpretation. Factors that evokes bias in the researcher’s recording of responses are referred 
to as researcher bias (Saunders et al., 2009). For this study, the risk for researcher error and 
bias is considered low as the questionnaire used for collecting data had almost no open 
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questions where participants could submit their own answers. Hence, the risk of interpreting 
the answers in the wrong way, or view them subjectively was very little. 
 
To avoid biases and errors and make this thesis as reliable as possible, some actions have been 
taken into account. The collection of data has been carefully explained in the previous sections 
of the method in order to ensure repeatability of the study. The survey used for the study has 
been attached to the appendices of this thesis and seek to function as a template for future 
researchers. This thesis is written in English but the survey was conducted in Swedish, since 
the respondents have Swedish as their native language. However, a lot of effort and time has 
been put into the translation to ensure that the meaning of the questions has been maintained. 
Additionally, the study has been reviewed throughout the whole process by a supervisor and 
peers in order to keep the right track and avoid subjectivity.   
 
3.7.2 Validity 

In relation to surveys, internal validity looks at to what degree the construct measures what the 
researcher actually intended to measure. When investigating the validity, it is often discussed 
and controlled regarding following three aspects: content validity, criterion-related validity, and 
construct validity. Content validity refers to the extent to which the measurement questions in 
the survey provide sufficient coverage of the investigative questions. One way to judge this is 
by using a panel of people to estimate whether each measurement question of the survey is 
essential, useful but not essential, or not necessary. Hence, content validity looks at whether the 
constructs measure what they are supposed to measure (Saunders et al., 2009). To ensure 
content validity for this thesis and make sure that the questions will provide acceptable cover 
to support in answering the research questions, the survey has been carefully developed by the 
researcher bearing previous theories in mind, but also discussed with other individuals engaged 
in the area.  
 
Criterion-related validity looks into the questions ability to make precise predictions. Thus, 
whether it accomplish what it is supposed to compared to other meaningful variables. In order 
to obtain criterion-related validity, statistical analyses such as correlation can be performed. 
The data obtained from the survey has to be compared with data specified in the criterion. This 
can favorably be done through statistical analysis such as correlation. Construct validity declare 
to what extent the measurement questions actually measure the presence of the constructs they 
were intended to measure. Important is the theory behind a construct, which can be helpful to 
assess that the scale measures what it is intended to (Saunders et al., 2009). Hair et al. (2007) 
further suggests that construct validity can be described by convergent validity and discriminant 
validity, which are objective numerical tests. Convergent validity explains whether there is a 
positive correlation with other measures of the same construct. Discriminant validity on the 
other hand, looks at measures which the construct is different from, and to what extent they do 
not correlate. Thus, the first one investigates if there are correlations between constructs that 
should be related, and the second tests if constructs that should not be related actually are 
unrelated (Hair et al., 2007).  
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The constructs used for this study have been composed by the researcher relying on previous 
research within the area. To ensure a greater validity, the supervisor and peers have gone 
through the study. Moreover, the theoretical framework presents sources to the most important 
references, from which the survey is developed. These steps create a chain that shows how the 
researcher has come to conclusions, adding to the validity.   
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4. PRESENTATION AND ANALYSIS OF DATA 

This chapter presents the results of the study. All data has been collected through an online 
survey distributed at junior high schools and in Facebook groups. The survey output will be 
presented and analyzed in the following chapter.     
 
4.1 Assumptions 

Before the final analysis of the data can be done, some assumptions have to be fulfilled so that 
reliable results can be provided. These assumptions have significant importance for the 
application of factor analyses and multiple regression techniques. The first assumption that has 
to be met is a significant sample size. It is important in order to reach a generalizability or 
repeatability for the study, as if the sample size is too small, the analytic result cannot be 
repeatable in other studies. This would lower the validity of the research, as it would be of little 
scientific value (Pallant, 2016). Moreover, Pallant (2016) further states that the sample size has 
to contain at least 150 respondents if the researcher wants to be able to compose a successful 
factor analysis. For doing a multiple regression study, the sample size should be at least 98. 
This research has a feasible sample of 182 respondents and surpasses therefore the minimum 
requirements for the chosen techniques.  
 
When a respondent’s answer is very high or very low in relation to other scores, the answer is 
called an outlier. Both factor analysis and multiple regression techniques are very sensitive to 
outliers, therefore these have to be considered when the data screening process is done. Outliers 
are common to find when the sample is large, and they can have a great impact on the regression 
results (Pallant, 2016). Multi-collinearity and singularity are the relationships among the 
independent variables. Multi-collinearity is when the variables are defined as r = 0.9 or above, 
thus highly correlated. Singularity refers to a perfect correlation between independent variables, 
thus when one variable is a combination of additional independent variables. Multi-collinearity 
and singularity should be checked for prior to the analysis, as these affects the quality of the 
regression (Pallant, 2016). The regression in this study was not affected by it. Two key 
numerical indicators need to be surpassed if the sample shall be considered for a factor analysis. 
Bartlett’s Test of Sphericity is the first indicator, which have to be statistically significant at p 
< 0.05. Kaiser-Meyer-Olkin (KMO) is the other indicator, which is recommended to be 0.6 or 
above. Bartlett’s test was measured as p = 0.000 and the KMO was 0.68 for this research.   
 
With above stated assumptions in mind, the items from the questionnaire will be processed 
through the remainder of chapter four. Section 4.2 and 4.3 deals with items regarding the first 
research question, whilst section 4.4 to 4.9 deals with items related to the second research 
question. Section 4.10 presents a summary of the data analysis.  
 
4.2 Profile of Respondents  

The final number of respondents used for the data analysis of this research is 182. Demographic 
data including gender and age was collected in addition to answers collected for the chosen 
eight constructs. Some additional information regarding time spent on social media was also 
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collected in order to investigate usage patterns among the population. Table 4.1 below presents 
the gender distribution of the respondents, including respondents who did not want to disclose 
their gender.   
 
Table 4.1: Gender distribution of respondents.  

Gender n Percent 
Female 102 56.0 
Male 77 42.3   
Do not want to disclose 3 1.6 
Total 182 100 

 
Table 4.1 above presents the gender distribution of the respondents participating in this study. 
Results show that there were 77 males, 102 females, and 3 respondents who did not want to 
disclose their gender. Since all of the respondents were junior high school students, the age 
distribution ranges from 12-16 years. Table 4.2 below presents the age distribution of the 
respondents.  
  
Table 4.2: Age distribution of respondents.  

Age n Percent 
12 6 3.3  
13 25 13.7 
14 74 40.7 
15 68 37.4 
16 9 4.9 
Total 182 100 
Median  14  

 
Table 4.2 above presents how the ages were distributed among the respondents of the 
questionnaire. The vast majority were 14 or 15 years. Only six individuals were 12 years, and 
nine respondents were 16 years. Since the study investigates junior high school students’ social 
media behavior, data regarding how much time spent on social media and preferred social 
media sites has been collected through the questionnaire. Table 4.3 presents how much time 
junior high school students spend on social media on average each day.  
 
Table 4.3: Time spent on social media (daily).  

Time Spent on Social Media  n Percent 
<1 h 8 4.4 
1-2 h 34 18.7 
3-4 h 74 40.7 
5-6 h 43 23.6 
>6 h 23 12.6 
Total 182 100 
Median 3  

 
The results presented in Table 4.3 above shows that the median time spent on social media daily 
is three hours. A majority of the respondents’ state that they spend somewhere between three 
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to six hours on social media each day. To get a better picture of respondents’ social media 
usage, they were asked to indicate which social media sites they actively use. As they were 
allowed to fill in several options to this question, the total frequency exceeds 182 respondents. 
The social media sites actively used by respondents are presented in Table 4.4 below.     
 

Table 4.4: Respondents social media sites usage.  
Social Media Sites Usage n Percent 
Snapchat 158 86.8 
YouTube 146 80.2 
Instagram 145 79.7 
Facebook 42 23.1 
Other 18 9.9 
Twitter 9 4.9 
Total 518 284.6 

 
Table 4.4 above show which social media sites that are the most popular among junior high 
school students. From the table above, we can see that Instagram, Snapchat, and YouTube are 
the very most popular social media sites among digital natives. Only nine individuals indicated 
that they use Twitter and one fourth of the respondents use Facebook. 18 individuals indicated 
that they use other social media sites than the proposed ones. The most frequently mentioned 
sites in the open-ended answer for this were Skype, Discord, Steam, Musical.ly, Twitch, Viber, 
Reddit and Tumblr. The total percent reaches 284.6, which indicates that the average 
respondent has between two and three active social media accounts. This question is further 
analyzed through a one-sample chi-square, aiming to compare the proportion of cases of the 
sample with assumed values (Pallant, 2016). The chi-square result is presented in section 4.3. 
Furthermore, respondents were asked whether they prefer visual social media sites over verbal 
ones. Table 4.5 below shows results to this.  
 
Table 4.5: Preferred type of social media sites. 

Preference n Percent 
Visual 136 74.7 
Verbal 2 1.1 
Both equally 44 24.2 
Total 182 100 

 
According to Table 4.5 above, almost 75 percent of the respondents mentioned that they like 
social media sites that are visual better than verbal ones. Only two out of 182 individuals like 
verbal social media sites better than visual ones, and almost 25 percent like both types equally 
much. In order to investigate digital natives' perception of where they actually expect that senior 
high schools put their marketing efforts, one question asked for their expectations about where 
to find information about their future senior high school. Several options could be indicated to 
this question, therefore the total frequency exceeds 182 respondents. Results from this can be 
seen in Table 4.6.        
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Table 4.6: Expectations about where to find information about senior high schools.  

Social media site n Percent 
Instagram 91 50 
YouTube 81 44.5 
Facebook 66 36.3 
Snapchat 39 21.4 
Twitter 18 9.9 
Other 23 12.6 
Total 318 174.7 

 
As shown in table 4.6 above, the visual social media sites Instagram and YouTube got the 
highest scores. However, 36.3 percent of the respondent also expect to find information on 
Facebook. Almost 13 percent of the respondents chose to indicate that they expect to find 
information in other places than the mentioned ones as well. Here, common answers from those 
who wanted to state it were "the schools’ webpages", "Google", "the municipality's webpage", 
and "my parents".      
 
4.3 Chi-Square 

It was of vast importance to investigate which social media sites that digital natives prefer in 
order to be able to answer the first research question. Therefore, the first question in the 
questionnaire asked which social media platforms the respondents considered themselves as 
active users of. Descriptive statistics of this question have been presented in the initial part of 
this chapter, but a binomial chi-square test has been conducted for further analysis of the 
question. The chi-square aims to compare the proportion of a sample with hypothesized values 
or those obtained previously from a comparison population. For this case, no hypotheses have 
been developed but we assume that there is no difference in the proportion in each category and 
the test proportion is therefore set at 50 percent (Pallant, 2016). Results from the binomial chi-
square test conducted for the first question is presented in Table 4.7.  
 
Table 4.7: Binomial chi-square test.  

SM Sites Used N Observed Prop. Test Prop. Exact Sig. (2-tailed) 

Facebook 42 1.00 0.50 0.000 

Instagram 145 1.00 0.50 0.000 

Twitter 9 1.00 0.50 0.004 

Snapchat 158 1.00 0.50 0.000 

YouTube 146 1.00 0.50 0.000 

 
Table 4.7 above shows results from the binomial test related to research question one. The total 
number of respondents was 182, which all were allowed to select all social media sites they 
actively use. The table above indicates that all variables except “Twitter” are statistically 
significant at the 0.001 level, although “Twitter” is significant on the 0.005 level, which is very 
good as well. However, there are quite significant differences in number of respondents using 
the different social media sites. Like mentioned above, the test proportion was set at 50 percent, 
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suggesting no difference in proportion of each category. Results in the table shows that there 
was a remarkably low number of respondents indicating their use of Twitter, only 9 out of 182. 
Facebook was not that popular either, with 42 respondents indicating their use of it. Thus, both 
of these platforms reach levels that are well below the suggested 50 percent of total number of 
respondents. The remaining three social media sites though, Instagram, Snapchat, and 
YouTube, all of which having a visual expression, had a lot of respondents each indicating their 
use of them. Hence, they exceeded the 50 percent limit vigorously. 
 
4.4 Descriptive Weighted-item Statistics 

The questionnaire included 49 independent items, of which all were taken on a five point Likert 
scale, weighted between strongly agree to strongly disagree. The questions were not forced, 
hence respondents could choose not to answer. However, incomplete questionnaires were not 
considered for the data analysis, therefore there is no variance in the frequency of responses 
between each item. Descriptive statistics for all items are presented in Appendix I. The 
summated scale in Table 4.8 presents descriptive statistics of each identified construct used. 
Except identified constructs found in the peripheral route of Shi et al. (2018) model, usage, 
identification, and preferences were found in other studies and considered suitable for this 
study. Hence, those constructs were treated in the questionnaire as well. 
 
Table 4.8: Summated scale-items descriptive statistics. 

Item ID N Minimum Maximum Mean  Mean Std. Std. Skewness Kurtosis 
Usage 182 1 5 2.79 0.04 0.59 0.68 1.20 
Id.  182 1 5 2.97 0.06 0.82 -0.25 0.01 
Pref.  182 1 3.80 2.24 0.05 0.63 0.32 -0.46 
SA 182 1 4,33 3.32 0.05 0.69 0.23 -0.33 
ST 182 1 5 3.02 0.06 0.75 -0.15 -0.28 
VH 182 1 5 2.61 0.09 1.16 0.26 -0.68 
STS 182 1 5 2.93 0.08 1.09 0.04 -0.63 
ISI 182 1 5 2.19 0.08 1.02 0.46 -0.75 

 
Table 4.8 above presents descriptive statistics of each construct. Minimum and maximum value, 
total scale mean value for each construct, and standard deviation is shown in the table. 
Furthermore, skewness and kurtosis, indicating the peakedness and symmetry of the 
distribution are included as well (Pallant, 2016). As seen in the table, mean values for each total 
scale score are quite close to the middle of the five-point scale, with 3.32 for SA and 3.02 for 
ST as the highest ones. ISI and Preference measured the lowest mean with 2.19 respectively 
2.24. Standard deviation ranged between 0.59 for Usage and 1.16 for VH.   
 
Looking at the individual items provided in Appendix I, 1.3.2 Usage “I use the Internet for 
entertainment” had the highest mean value (4.29), whereas 1.6.3 Id. Tw “I identify myself as a 
person with the following social network: Twitter” had the lowest value (1.49). Although some 
items stand out from the rest, the mean values of the factors generally reflect the results from 
the summarized factor means good. For example, 1.6.3 “I identify myself as a person with the 
following social network: Twitter” (1.49), differ from the other items in the identification 
construct, which have mean values well above 3.0, and one at least above 2.0. VH and ISI had 
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almost the same, respectively exactly the same mean values. Items within the ST construct, 
which was the construct not supported as having a positive impact on individual dissemination 
behavior in Shi et al. (2018) model, had similar mean values.  
 
Regarding the standard deviation, 1.5.1 Usage “I use Facebook primarily to be able to 
participate in different groups” (1.51), and 3.2.1 STS “I like and share more often posts if I 
have strong ties to the person who has published it” (1.45), indicated the largest values. The 
lowest values were observed for 2.6.4 Pref. “I would like to get advice on future studies (such 
as senior high school) from users on Twitter” (0.80), and 2.1.3 Pref. “I prefer to get information 
about company products and services via banners, pop-up ads and other online ads” (0.91).   
 
Some skewness is detected for items in the Preference construct as well as in Source 
Attractiveness. However, Pallant (2016) states that skewness is expected for items with high or 
low mean values, which these have. Thus, mean values for both of these items are low, ranging 
between 1.44 and 1.89, and therefore the normal probability curve’s tail is longer on the positive 
side of the graph. Some of the items in the Usage construct have on the other hand high mean 
values at 4.29 and 4.04 and show therefore negative skewness at -1.10 and -1.48 instead. Items, 
which skewness is close to zero indicates that they are close to the center.  
 
4.5 Reliability of Scales 

In order to investigate how the items in a scale relate to each other, reliability of scales is used. 
The most common indicator for checking this is the Cronbach Alpha coefficient, where the 
recommendation is a value above 0.7. However, Pallant (2016) proposes that the value is 
sensitive to short scales with less than ten items, which is the case of this research were some 
of the scales only have two items. When short scales are used, it is common to find Cronbach 
Alpha values around 0.5 (Pallant, 2016). Cronbach’s Alpha values for the constructs of this 
thesis are provided in Table 4.9 below.   
 
Table 4.9: Cronbach’s Alpha values for all constructs.  

Construct Cronbach’s Alpha (a) 
Usage (U) 0.541 
Identification (I) 0.617 
Source Attractiveness (SA) 0.707 

Source Trustworthiness (ST) 0.692 

Value Homophily (VH) 0.748 

Social Tie Strength (STS) 0.425 
Informational Social Influence (ISI) 0.702 
Preferences (P) 0.820 

 
Table 4.9 above shows that although short scales were used for this research, four out of eight 
variables exceeded the recommended Alpha value of 0.7. Hence, proving good reliability. 
Preferences, which consisted of 15 items measured the very highest Cronbach Alpha of 0.82, 
indicating a very good internal consistency between the items. Furthermore, Source 
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Trustworthiness was very close to achieve 0.7 and is therefore considered good enough, 
whereas Usage and Social Tie Strength measured low Cronbach Alpha values.  
 
4.6 Correlations 

According to Pallant (2016), correlation analyses can be used to describe the linear relationship 
between two different independent variables. Both the strength and direction are shown by the 
output. Table 4.10 presents the bivariate correlation analysis with mean value and standard 
deviation of each summated construct, the Pearson’s product-moment correlation coefficient 
(r) value and the significance level of each correlation.   
 
Table 4.10: Bivariate correlation analysis.   

Construct Mean SD U I SA ST VH STS ISI P 
Usage (U) 2.79 0.59 1        
Identification (I) 2.97 0.82 .41** 1       
Source Attractiveness (SA) 2.45 0.68 .38** .44** 1      
Source Trustworthiness (ST) 3.03 0.75 .13* .41** .37** 1     
Value Homophily (VH) 2.61 1.16 .20** .25** .56** .29** 1    
Social Tie Strength (STS) 2.93 1.09 .23** .28** .40** .36** .36** 1   
Information Social Influence (ISI) 2.19 1.02 .24** .35** .54** .28** .30** .46** 1  
Preferences (P) 2.24 0.63 .34** .49** .50** .48** .35** .42** .52** 1 

* p < .05 (one-tailed); ** p < .01 (one-tailed) 

Table 4.10 presents the Pearson’s correlation coefficient value including significance level for 
each construct. The Pearson R values should be between -1 to +1, with the sign before 
indicating if the correlation is negative or positive. If the correlation would be 0, the 
interpretation would be that there is no relation between the two variables. A negative 
correlation means that if one of the variables increases, the other one decreases, whereas 
positive correlation implies that if one variable increases, the other will do it as well. The 
strength between two variables can be divided into three groups as follows; small correlation 
when r = 0.1 to 0.29, medium when r = 0.3 to 0.49, and large when r = 0.5 to 1.0 (Pallant, 2016). 
Constructs for this thesis were classified as having mostly medium strength correlations, with 
some small ones and a few strong correlations. None of the constructs was showing signs of 
multi-collinearity, thus they did not exceed r = 0.9. All cases except the correlation between 
source trustworthiness and usage, show results of highly significant correlations at the 
significance level p < .01. The case mentioned, is only significant at the p < .05 level, although 
that is very good as well.        
 
4.7 Factor Analysis 

A preliminary factor analysis was performed using the principal component analysis (PCA). 
Factor analyses function in such ways that they investigate the data and look for groups of items 
based on their inter-correlations and uses the information to evaluate the scales. Hence, a factor 
analysis has been done prior to the regression analysis, which analyses the relationship between 
dependent and independent factors (Pallant, 2016). 
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4.7.1 Principal Component Analysis 

The assumptions presented in section 4.1 have been taken into account before the factor analysis 
was conducted. The factor analysis performed for this thesis revolved around items about 
source trustworthiness, value homophily, and social tie strength to specifically investigate the 
context of trust in the following regression. There are different recommendations regarding 
sample size. For this research, 182 respondents and 10 items average 18.2 respondents per item, 
which is well above the suggested minimum sample size of 5. The Kaiser-Meyer-Olkin (KMO) 
measures 0.68, hence indicating that the collected data is suitable for factor analysis as it 
exceeds the minimum criterion of 0.6. Furthermore, Bartlett's Test of Sphercity (BTS) can also 
be considered significant as it measures p = 0.000, thus following the recommendations of a p-
value < 0.05 (Pallant, 2016). 
 
All the data was assessed and thereafter, items related to constructs considered as belonging to 
research question two were picked out for the factor analysis. The chosen constructs were 
source trustworthiness, value homophily, and social tie strength. These were particularly chosen 
as the second research question of this thesis seeks to investigate how to use the peripheral route 
to persuade digital natives. Therefore, digital natives’ preferences regarding such things in an 
online context had to be investigated and understood. Hence, a principal component analysis 
(PCA) was executed with these items, resulting in not removing any items. Table 4.11 below 
presents the principal component analysis. 
 
Table 4.11: Summary of initial component extraction and variance.  

 Initial Eigenvalues Extraction Sums of Squared Loadings *a 

Component Total % of Variance Cumulative % Total % of Variance Cumulative % Total 
1 3,048 30,475 30,475 3,048 30,475 30,475 2,491 
2 1,416 14,161 44,636 1,416 14,161 44,636 2,226 
3 1,340 13,401 58,036 1,340 13,401 58,036 1,825 
4 0,989 9,895 67,931     
5 0,864 8,639 76,570     
6 0,671 6,715 83,284     
7 0,557 5,570 88,854     
8 0,394 3,936 92,790     
9 0,364 3,636 96,426     
10 0,357 3,574 100,000     

Extraction Method: Principal Component Analysis. 
a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 
 
The PCA in Table 4.11 shows that three components exceeded the eigenvalue of 1. According 
to Pallant (2016), all components with eigenvalues of 1 or above are kept for further analysis. 
For this thesis, three components with eigenvalues greater than 1 together explained 58.0 
percent of the total variance. This cumulative value was considered to be good as it explained 
more than half of the variance. Cumulative percentages below 50 percent would have indicated 
that the data used would have needed to be altered. Table 4.11 above shows that component 
one explains 30.475 percent of the variance, and 44.636 percent of the variance can be explained 
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by component one and two etc. A scree test was conducted to further investigate the final 
number of factors needed to explain the variance. The scree plot is presented in Figure 4.1, 
showing the components with eigenvalues.   
 

 
Figure 4.1: Scree plot. 

 
Each of the eigenvalues in Figure 4.1 above are visualized by plotting them against their 
respective components. Scree plots are used as facilitators that show the point where the curve 
changes direction. All factors above the breaking point contributes the most to the variance of 
the data set and should therefore be kept (Pallant, 2016). The scree plot in Figure 4.1 above 
displays a break after two components, hence suggesting that only two components should be 
retained. However, further analysis of the scree plot noticed a smaller break at component three 
as well, suggesting retention of three components. Since all of these had eigenvalues above one 
and explain 58.0 percent of the total variance and based on the researcher’s interpretation, the 
final decision was therefore made to retain three components. 
 
Lastly, the component matrix table should be considered. The table shows the unrotated 
loadings for each item of the three extracted components. The matrix is presented in Table 4.12. 
According to Pallant (2016), loadings weaker than 0.3 can be removed from the table to 
facilitate interpretation. However, none of the items for this research loaded that low and all 
values have therefore been kept.   
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Table 4.12: Component matrix. 

           Components 
 
 1  

(People Based Trust) 
2  

(Values Based Trust) 
3  

(Influencer Based Trust) 

2.4.3 (ST) 0.667 -0.378  

2.2.3 (ST) 0.623 -0.350  

2.2.1 (ST) 0.614 -0.418 -0.308 
2.4.1 (ST) 0.535 -0.479  

3.1.4 (VH) 0.534 0.579 -0.334 

3.1.3 (VH) 0.574 0.472 -0.375 

3.2.1 (STS) 0.566   

3.3.1 (STS) 0.448   

2.2.2 (ST) 0.501  0.613 
2.4.2 (ST) 0.407  0.718 

Extraction Method: Principal Component Analysis. 
a. 3 components extracted. 
 
As seen in Table 4.12 above, all items loaded strongly, above 0.4, on all of the components. 
However, component two and three only had a few number of items but their loadings were 
strong. The very strongest loading was measured for component three. Pallant (2016) states that 
loadings that are vast and have strong interrelationship among the components shall be 
prioritized and the aim is therefore to stick with the components that have the strongest and 
greatest interrelationship. The component matrix for this thesis indicates that there was no 
question about component one, people based trust. Furthermore, although the second and third 
components had just a few loadings, they were strong, which further confirmed that three 
components were appropriate.  
 

4.7.2 Labelling of the Components 

After investigating the component matrix for this factor analysis, it was time to examine which 
items that belonged to each one on the components and thereby label them. This was done by 
looking at the component matrix as it showed how the items were grouping and which ones that 
belonged to each of the three components. The extracted components for this factor analysis 
tended to cluster in a certain way and were therefore named people based trust (1), values based 
trust (2), and influencer based trust (3). Table 4.13 presents the three components and all of 
their underlying items. The factor loading of each item is shown as well.  
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Table 4.13: Rotated pattern matrix.  

Q Measurement Items Factor Loading 

 Component 1 - People Based Trust  

2.4.3 Trust info about education from friends & family more than from the school. 0.667 
2.2.3 Trust info about products from friends & family more than from the company. 0.623 
2.2.1 Trust info about products from other consumers more than from the company. 0.614 
2.4.1 Trust info about education from other consumers more than from the school. 0.535 
3.2.1 Like and share more often posts if I have strong ties to the publisher of it.    0.566 

3.3.1 Share info about high school educations with classmates if I have strong ties to 
the person who gave me the info.  

0.448 

   
 Component 2 - Values Based Trust  

3.1.4 
Important that the person has similar values to me for me to start following it for 
advices about my future education.  0.579 

3.1.3 Important that the person has similar values to me for me to start following it.  0.472 
   
 Component 3 - Influencer Based Trust  
2.4.2 Trust info about education from influencers more than from the school. 0.718 
2.2.2 Trust info about products from influencers more than from the company. 0.613 

 
Component one was the one with largest number of related items. It was labelled People Based 
Trust as it encompasses aspects such as trusting ordinary people and people they have strong 
ties to. This factor accounts for approximately 30.5 percent of the variance explained and its 
Cronbach’s alpha is measured to be 0.691. The total mean value for the component is 3.174.  
 
The second component had only two related items. It was labelled Values Based Trust as it 
encompasses aspects such as trusting people that have similar values to oneself. Although this 
component only consisted of two items, it accounts for approximately 14.2 percent of the 
variance explained and has a Cronbach’s Alpha of 0.748. The total mean value for the 
component is 2.613.   
  
The third component had just two relating items as well. It was labelled Influencer Based Trust 
as it encompasses how likely digital natives are to trust information about products and 
educations coming from influencers. This factor accounts for 13.4 percent of the variance 
explained and it has a Cronbach’s Alpha of 0.673. The total mean value for the component is 
2.486.   
 
4.7.1.1 Summarized Results from Factor Analysis  
SPSS version 23 was used for exposing 10 items regarding source trustworthiness, value 
homophily, and social tie strength to a principal component analysis (PCA). However, before 
the factor analysis was performed, the data had to be checked to prove its suitability for that 
purpose. Thus, the Kaiser-Meyer-Olkin (KMO) was identified to be 0.68, which exceeds the 
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recommended minimum value of 0.6. Furthermore, the Bartlett’s Test of Sphericity proved to 
be statistically significant by measuring p = 0.000. The PCA presented three components with 
eigenvalues above 1, together explaining 58.0 percent of the variance. Therefore, three was the 
selected number of components to retain although the scree plot indicated an initial breaking 
point after just two components. The component matrix was studied for interpreting these three 
components, showing strong loadings above 0.4 confirming retention of three components. 
Hence, the factor analysis was a three-factor solution. 
 
4.8 Regression Analysis  

Based on findings from the factor analysis conducted in the previous part of this thesis, the 
peripheral route seems to be made up of the source attractiveness factor for this study. Source 
attractiveness is in turn based on people that the respondents know and trust. In order to explore 
the relationship between the three components explaining trust found in the previous section 
(people, values, and influencer based), and source attractiveness, a standard multiple regression 
analysis was performed. The results from the analysis are provided in Table 4.14, showing the 
analysis R2 value, F value, and p-value. A regression analysis plot of the result is provided in 
Appendix II, showing a close to linear plot.  
 
Table 4.14: Standardized ANOVA of three-component solution. 

Source Attractiveness Adj. R2 F p 

People based trust, Values based trust, Influencer based trust 0.232 19.179 0.00 

 

The R2 value was measured to 0.244 for this study. It explains how much of the variance found 
in the dependent variable, source attractiveness, that is explained by the independent variables 
consisting of people, values, and influencer brand trust. However, as the sample size was 
considered to be a bit small, the adjusted R2 value was used to correct the value and provide a 
better estimate for the population. The F value shows if the group of variables is significant and 
the p-value explain if each result is significant. Results in Table 4.14 above show an adjusted 
R2 value of 0.232, which indicates that the model explains a total of 23.2 percent of the variance 
in the dependent variable source attractiveness. Furthermore, the three-component is significant 
as p < 0.01. Table 4.15 shows each individual component’s contribution to the dependent 
variable source attractiveness. The three components making up trust and their relative 
contribution in explaining source attractiveness are provided.  
 
Table 4.15: Results of the suggested relationships from the linear regression analysis. 

Relationship 
From à To Std. b T p Supported 
People based trust à  Source attractiveness 0.438 6.727 0.00 Yes 
Values based trust à Source attractiveness 0.144 2.210 0.03 Yes 
Influencer based trust à Source attractiveness 0.177 2.720 0.01 Yes 

 
Table 4.15 above presents separately each contributing factor towards the dependent variable 
source attractiveness, and indicates if there is a significant relation between the constructs. The 
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relationship chosen for analysis through a regression is concluded by arranging the variables 
identified as important for answering the second research question of this thesis. Std b in the 
table above explains how much each construct contributes to the model. The t-value displays 
the difference from the null hypothesis, which is explained by dividing each unstandardized 
Beta (b) coefficient with its own standard error. The null hypothesis for this case is that the 
components (people, values, and influencer based trust) do not explain source attractiveness. 
The p-value shows the significance level. The final aspect, named “supported”, tells whether 
the suggested relationship is significantly supported or not. This is based on the explaining 
variance of Std. b and the significance level explained by the p-value.  
 
By looking at the variables identified as important for examining research question two in Table 
4.15, we notice that all variables are statistically significant at the 0.05 level or better. Therefore, 
all constructs can be further investigated. People based trust proved to have significantly 
positive variance explanation with a std. b of 0.438 towards Source Attractiveness. This relation 
is therefore supported and considered as moderate to strong according to the std. b. Values 
based trust, with a std. b. of 0.144, and Influencer based trust, with a std. b. of 0.177 still 
positively affect Source Attractiveness and are therefore supported as well, although their 
impacts are weak compared to people based trust.  
 
4.9 One-Sample T-Test 

To further investigate high schools’ usefulness of collaborating with influencers and other 
famous people, a t-test was performed for one of the items connected to the construct source 
attractiveness. The items compared in the t-test were if respondents would become more 
interested in the product or service if an admired influencer marketed it than if the company 
did, and if respondents would become more interested in the high school if an admired 
influencer marketed it, than if the high school did it itself. Results showed that the mean and 
standard deviation were quite similar for the two items. Thus, “more interested than if the 
company markets” had a mean value of 2.74 and standard deviation of 1.223, whereas “more 
interested than if the high school markets” had a mean value of 2.92 and the standard deviation 
was 1.221. The t-test is presented in Table 4.16 below.  
 
Table 4.16: One-sample t-test.  
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By looking at the significance level in Table 4.16 above, it can be stated that there is a 
significant difference between the two items. Hence, it is a significant difference in the increase 
of interest if an influencer markets the product or service, versus if an influencer markets the 
education. “More interested by marketed information if an admired influencer markets it, than 
if the company does” is significant on a much better level (0.005). This indicates that 
respondents are significantly less likely to become interested in the influencer marketed 
information about a senior high school education for example. Hence, the use of influencers is 
not necessary when marketing senior high school educations as it according to this study, does 
not make respondents more interested in the information provided. 
 
4.10 Summary of Data Presentation and Analysis  

The presentation and analysis of collected data have been carefully processed in order to 
distinguish the main explorative steps taken, which were compiled and summarized in Table 
4.17 below. The table aims to provide a clear picture of how what data that was explored for 
each research question, before presenting the main findings and conclusions in chapter five.  
 
Table 4.17: Summary of explored areas for each research question. 

Research Question Summary  

RQ1 Social media sites usage 
 - Preferred social media sites à Snapchat, YouTube, Instagram 
 - Reasons for using social media à Entertainment, communication  
 - Verbal vs. visual channels à Visual 
  

RQ2 Digital natives’ preferences 
 - Source trustworthiness à Trust people they know 
 - Value homophily à Medium impact for DN 
 - Social tie strength à Medium impact for DN 
 - Three components of trust à People, trust, and influencer based  
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5. FINDINGS AND CONCLUSIONS 

This final chapter presents the conclusions of this research. Formulated research questions are 
answered in order to fulfil the purpose of this study; to provide a better understanding of how 
technical high schools can address digital marketing activities to attract more students. 
Implications and recommendations for practitioners, theory, and further research are also 
included. Identified limitations for this research concludes the chapter.  
 
5.1 Conclusions from Research Question One 

RQ1: How can senior high schools use social media to attract digital native students? 
 
After conducting this study, I have come to realize that the fast changing electronical 
environment should be embraced by all senior high schools when planning their online 
marketing strategies. Instead of just being active online, they should adapt their strategies  to 
customers’ needs if they want to be able to keep up with the competition. But particularly, 
senior high schools have to keep up with digital natives, as these are known for being able to 
embrace new media in far more comprehensive ways than older generations and prefer 
receiving information quickly (Kilian et al., 2012).  
 
In order to be able to answer the first research question, relevant studies presented in the 
conceptual framework that are related to digital marketing have been used. From this, questions 
related to social media and in what ways digital natives takes on marketing online was 
developed and inserted to the questionnaire. Hence, mainly questions which provided answers 
that could be descriptively processed were asked. Many of the findings from the analysis of 
collected data for this research question proved to be in line with what pervious research within 
the social media and digital native areas suggested.  
 
Duffett (2017) states that there are a multitude of different social media sites available for users, 
but findings from this study showed that some are, surprisingly not, more popular than others. 
Hence, when investigating digital natives’ social media site usage, Snapchat, YouTube, and 
Instagram were found to be the most common ones among the respondents. A very few 
respondents indicated that they use Twitter, which aligns with previous research as Joiner et al. 
(2013) proposes that digital natives do not use microblogging sites that much. On average, each 
respondent chose to indicate between two and three options, thus all of the three most popular 
sites could possibly be used by the same respondents.  
 
What is interesting about the finding about preferred social media sites is that all of the three 
most popular sites have visual expressions. Digital natives’ expressed preference for visual 
social media sites before verbal ones, was strengthened through an additional question, asking 
whether respondents preferred visual or verbal social media sites better, showing a significant 
preference for visual ones. This finding aligns with Muñoz and Towner (2017) suggestion that 
social media communications are increasingly shifting away from being verbalized, to become 
more visual. Muñoz and Towner (2017) further states that images are considered to get more 



 

 48	

attention and induce more emotional responses than text. With this, the identified finding from 
this study saying that digital natives use the Internet primarily for entertainment, can be 
understood on a deeper level. Using the Internet for entertainment was by far the item with 
highest mean value, indicating that many of the respondents agreed. As social media sites like 
YouTube, Snapchat, and Instagram primarily seek to entertain the users, this finding adds to 
the importance of using visual social media sites when trying to attract digital natives, which 
concludes the answer to research question one.  
 
5.2 Conclusions from Research Question Two  

RQ2: How should senior high schools use the peripheral route to persuade digital native          
students? 
 
For answering the second research question, relevant studies regarding the Elaboration 
Likelihood Model and persuasion presented in the conceptual framework have been used. The 
part of the questionnaire related to this research question, consisted of five-point scale items, 
mainly investigating the determinants of the peripheral route in Shi et al. (2018) model. Focus 
was put on the peripheral route as Smith (2012) suggests that digital natives are perceived to 
have low motivation and ability to process promotional messages, indicating that they tend to 
follow the peripheral route when processing messages from high schools. 
 
In order to be able to answer this research question, it was considered necessary to investigate 
the context of trust for high schools. Therefore, items revolving around source trustworthiness, 
value homophily, and social tie strength was chosen for conducting a factor analysis as these 
related to trust (Shi et al., 2018). After following all steps considered important of the factor 
analysis for this research, it ended up being a three-factor solution. This because the items 
tended to group in a certain way, formed to create three components. After investigating in what 
way the items were groped, it was suitable to label the extracted components People Based 
Trust, Values Based Trust, and Influencer Based Trust.  
 
Based on findings, and the items found in each one of the three components in the factor 
analysis, the peripheral route was perceived as being made up of the source attractiveness factor 
found in Shi et al. (2018) model. Source attractiveness is, by looking at the items belonging to 
that specific factor, based on people that the respondents know. Therefore, a regression analysis 
was performed in order to explore the individual relationships between the three components 
of trust found as important in the factor analysis (people based, values based, and influencer 
based), and source attractiveness. The regression analysis was performed to find out which one 
of the three components that had strongest relationship to source attractiveness. Findings from 
the regression analysis showed that all three components of trust, do explain source 
attractiveness. However, people based trust, which encompasses aspects such as trusting 
ordinary people and people one has strong ties to, had significantly positive variance 
explanation and its relation to source attractiveness was considered as moderate to strong. 
Therefore, people based trust significantly explain source attractiveness. Values based trust and 
influencer based trust did not explain source trustworthiness to the same level, implying that 
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focus should be on people based trust when trying to persuade digital natives through the 
peripheral route.  
 
A one sample t-test was further performed in order to investigate high schools’ usefulness of 
collaborating with influencers and other famous people that the digital natives admire. 
However, findings from this indicated that respondents were significantly less likely to become 
interested in the influencer marketed information about a high school education for example 
than a marketed product. This finding implies that the use of influencers is not necessary when 
marketing senior high school educations, as it does not make respondents more interested in 
the high school. Hence, this finding aligns with the one noticed from the regression analysis; 
people based trust explains source attractiveness, which in turn constitutes the peripheral route 
of persuasion for this thesis. 
 
To sum up, people based trust was shown to be of biggest importance when it comes to 
explaining source attractiveness regarding which senior high school to apply for. At situations 
where one for example faces which employer to apply for a job at, values based trust is probably 
more important. Furthermore, influencer based trust can be the most important when looking 
for products such as clothes for example as influencers tend to post several images each day, 
which might inspire consumers and help them in their purchase decisions.  
 
5.3 Implications for Theory 

This research contributes to theory by investigating a new area which has previously not been 
investigated in this specific context. Hence, the study examines today’s teenagers, also called 
digital natives, preferences and behavior when it comes to social media usage and in what ways 
they become affected by persuasive messages online. The specific context mentioned above is 
the one regarding marketing of high school educations. Thus, this context seems to be 
unexplored, although of vast importance due to the increasing demand of not least engineers, 
but other professions as well. Therefore, this study contributes with valuable new knowledge.  
 
5.4 Implications for Practitioners 

As digital natives can be perceived as belonging to the peripheral route of persuasion, they have 
low motivation and ability to process marketing messages, particularly from marketing 
managers at senior high schools. Furthermore, they are adept at receiving information quickly 
and process it rapidly as well as they prefer multitasking. In order to catch their attention and 
awaken their interest, senior high schools therefore have to plan their marketing efforts 
carefully and adapt their messages to the specific audience. This research can be of great interest 
for marketing managers trying to get more applicants to their educations. This because the main 
findings from this research were quite strong, showing a mutual behavior within the sample. 
Through the findings from this study, marketing managers can receive valuable knowledge 
about what kind of social media sites marketing efforts should be devoted to, but also how to 
use the peripheral route of the Elaboration Likelihood Model to persuade digital natives. 
Specifically, main findings showed that they should put their marketing efforts into visual social 
media sites and rely on people based trust when using the peripheral route of the ELM.  
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5.5 Limitations and Further Research 

Due to restrictions in time and resources, this study was only performed on the population of 
students at junior high schools in Luleå and Överkalix. Although junior high school students in 
all of Sweden seem to have similar social media behaviors, it cannot be assumed before the 
study has been performed in other cities as well. Another limitation to consider when using a 
self-administered questionnaire, is that it entails little control for the researcher to ensure 
whether the intended respondents actually are the ones answering the survey. This was not a 
problem when the link to the questionnaire was distributed in the schools, but the researcher 
could not ensure the ages of the people who found the link on Facebook and participated that 
way. Furthermore, most respondents answered the questionnaire on their smartphone in class 
or in the school corridor, hence there is a risk that they were stressed by classmates and therefore 
did not thought through their answers that carefully. 
 
The constructs showed to prove generally strong values although they were the researchers own 
construct, and accordingly not tested in advance. However, some slight changes could be done 
regarding the items for further researchers as an attempt to improve the clarification of the 
questions. Otherwise, it would be interesting to see if the same study got similar results if 
performed in another city. This research has been performed relying on the ELM primarily but 
further research could perhaps investigate the same topic by using another model, as it would 
be interesting to see if similar results regarding digital natives preferences would be found.   
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APPENDICES 

Appendix I – Descriptive Statistics of Scale Items  
Item ID  N Minimum Maximum    Mean Mean Std.   Std. Skewness Kurtosis 
1.3.1 Usage 182 1 5 4.04 0.09 1.18 -1.10 0.34 
1.3.2 Usage 182 1 5 4.29 0.07 1.00 -1.48 1.89 
1.3.3 Usage 182 1 5 2.87 0.11 1.44 0.23 -1.31 
1.3.4 Usage 182 1 5 2.53 0.09 1.17 0.46 -0.60 
1.3.5 Usage 182 1 5 2.22 0.10 1.28 0.76 -0.61 
1.3.6 Usage 182 1 5 2.77 0.10 1.37 0.17 -1.18 
1.3.7 Usage 182 1 5 2.07 0.09 1.15 1.06 0.46 
1.5.1 Usage 182 1 5 2.18 0.11 1.51 0.92 -0.72 
1.5.5 Usage 182 1 5 2.15 0.10 1.30 0.89 -0.33 
1.6.1 Id. FB 182 1 5 2.03 0.10 1.31 1.07 -0.07 
1.6.2 Id. Ins 182 1 5 3.79 0.10 1.39 -0.85 -0.56 
1.6.3 Id. Tw 182 1 5 1.49 0.08 1.01 2.28 4.58 
1.6.4 Id. Snap 182 1 5 3.95 0.10 1.32 -1.02 -0.18 
1.6.5 Id. YT  182 1 5 3.59 0.11 1.43 -0.61 -0.95 
2.1.1 Pref. 182 1 5 3.14 0.10 1.39 -0.05 -1.25 
2.1.2 Pref. 182 1 5 1.83 0.08 1.13 1.43 1.32 
2.1.3 Pref. 182 1 5 1.62 0.07 0.91 1.60 2.38 
2.1.4 Pref. 182 1 5 2.94 0.10 1.33 -0.02 -1.08 
2.1.5 Pref. 182 1 5 2.14 0.10 1.32 0.79 -0.68 
2.3.1 Pref. 182 1 5 3.27 0.10 1.34 -0.20 -1.13 
2.3.2 Pref. 182 1 5 2.29 0.09 1.26 0.62 -0.65 
2.3.3 Pref. 182 1 5 1.76 0.07 0.99 1.16 0.49 
2.3.4 Pref. 182 1 5 2.88 0.10 1.31 0.05 -1.03 
2.3.5 Pref. 182 1 5 2.01 0.09 1.23 0.99 -0.13 
2.6.1 Pref. 182 1 5 1.88 0.08 1.10 1.16 0.55 
2.6.2 Pref. 182 1 5 2.14 0.09 1.16 0.73 -0.40 
2.6.3 Pref. 182 1 5 2.41 0.09 1.15 0.39 -0.71 
2.6.4 Pref. 182 1 5 1.44 0.06 0.80 1.88 3.08 
2.6.5 Pref. 182 1 5 1.89 0.08 1.09 1.15 0.55 
1.5.2 SA 182 1 5 2.52 0.09 1.27 0.38 -0.94 
1.5.3 SA 182 1 5 3.07 0.10 1.33 -0.00 -1.12 
1.5.4 SA 182 1 5 1.52 0.08 1.05 2.06 3.31 
3.1.1 SA 182 1 5 1.75 0.07 0.96 1.29 1.38 
3.1.2 SA 182 1 5 2.71 0.09 1.25 0.24 -0.93 
3.1.5 SA  182 1 5 2.36 0.09 1.19 0.39 -0.86 
2.2.1 ST 182 1 5 2.71 0.10 1.32 0.23 -1.06 
2.2.2 ST 182 1 5 2.65 0.09 1.19 0.30 -0.80 
2.2.3 ST 182 1 5 3.81 0.09 1.22 -0.77 -0.30 
2.4.1 ST 182 1 5 2.68 0.09 1.18 0.13 -0.77 
2.4.2 ST 182 1 5 2.32 0.09 1.15 0.45 -0.62 
2.4.3 ST 182 1 5 3.98 0.08 1.10 -0.79 -0.04 
3.1.3 VH 182 1 5 2.63 0.10 1.28 0.30 -0.91 
3.1.4 VH 182 1 5 2.60 0.10 1.31 0.30 -0.97 
3.2.1 STS 182 1 5 3.02 0.11 1.45 0.02 -1.32 
3.3.1 STS 182 1 5 2.85 0.10 1.29 -0.01 -1.01 
3.2.2 ISI 182 1 5 2.19 0.09 1.20 0.73 -0.34 
3.3.2 ISI 182 1 5 2.19 0.08 1.11 0.61 -0.35 
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Appendix II – Regression Analysis Plots 
 

Normal P-P Plot of Regression Standardized Residual 
Dependent variable: 3.4.2 More interested by marketed info if an 

Admired influencer markets it than if the high school does. 

 
 

Scatterplot 
Dependent variable: 3.4.2 More interested by marketed info if an 

Admired influencer markets it than if the high school does. 
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Appendix III – Questionnaire, English Version 
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Appendix IV – Questionnaire, Swedish Version 
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