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Choosing a topic 

1- What problem does your research intends to address? 
The optimal goal of conducting this research is to highlight the effect of the celebrities on consumer behavior; this type on electronic word of mouth may shape consumer behavior because it’s hard for some of consumers to reject recommendation from their idols, since most of the studies talking about the effect of the two types of electronic word of mouth sources, the strong-tie “Families, close friends” and weak-tie “acquaintance” on consumer behavior.
Also during purchasing process; consumers can be influenced by emotional factors such as affective response and perceived enjoyment not only by perceived value.
2- Why is this problem relevant?
 
Internet has become an important tool in international marketing since all market intelligence, promotions product transactions, receipt of orders, accept payments and delivery arrangements that can fully made online and as global mean Internet facilitate online all marketing activities.

Problem statement emerges from the fact that world nowadays is witnessing a huge advancement in information. In particular from the available websites, which in its turn to make the use of social networking sites is not restricted on developed countries, but it extends to developing countries. Youth in all countries are the major users of such sites, and they spent many hours daily using such sites.

3- Which other prominent researchers have tackled this problem in the recent past? 

Farzin, M., & Fattahi, M. (2018). eWOM through social networking sites and impact on purchase intention and brand image in Iran. Journal of Advances in Management Research, 15(2), 161-183.

Reza Jalilvand, M., & Samiei, N. (2012). The effect of electronic word of mouth on brand image and purchase intention: An empirical study in the automobile industry in Iran. Marketing Intelligence & Planning, 30(4), 460-476.

Martín-Consuegra, D., Faraoni, M., Díaz, E., & Ranfagni, S. (2018). Exploring relationships among brand credibility, purchase intention and social media for fashion brands: A conditional mediation model. Journal of Global Fashion Marketing, 9(3), 237-251.

Kudeshia, C., & Kumar, A. (2017). Social eWOM: does it affect the brand attitude and purchase intention of brands?. Management Research Review, 40(3), 310-330.

Wang, J. J., Wang, L. Y., & Wang, M. M. (2018). Understanding the effects of eWOM social ties on purchase intentions: A moderated mediation investigation. Electronic Commerce Research and Applications, 28, 54-62.

Alrwashdeh, M., Emeagwali, O., & Aljuhmani, H. (2019). The effect of electronic word of mouth communication on purchase intention and brand image: An applicant smartphone brands in North Cyprus. Management Science Letters, 9(4), 505-518



4- How have other studies failed to completely examine the problem in question? 

Many studies investigated the effect of the two types of electronic word of mouth in a direct way, but the researcher want to study it from the celebrities’ e-WOM perception.
Researcher’s measures the relationship between e-WOM and purchase intention mainly through brand image, but the researcher in this study want to measure it from different aspects through “affective response, perceived enjoyment”.   



5- How do you intend to contribute to literature by filling one or more of these gaps in extant research?
 
1- To investigate other sources of e-WOM, celebrities e-WOM on purchase intention.
2- To investigate the mediation effect  of affective response and perceived enjoyment between the (celebrities and e-WOM ) and purchase intention 

6- What are the primary variables involved in the research problem you have chosen? 

Independent variables: Strong-tie e-WOM, Celebrities e-WOM
Dependent Variables: purchase Intention 
Moderator: Weak-tie e-WOM
Mediator: Perceived Value, Affective Response, Perceived Enjoyment 

7- Who is your target population and how do you intend to collect the appropriate data?
The potential population of our research is clothes brands on North Cyprus the case of Girne American University students. the research will be quantitative, a survey strategy will be used in this research in order to collect a large amount of data in the context of understanding strategic planning and performance survey strategy is most frequently used to answer, who, what, where,   how many questions and it allows the collection of   large amount of data from the population with less costs (Saunders et al., 2007). The researcher will use convenience non-probability sampling method in order to collect primary data this method will be selected because the sample availability is not known.

8- Write a research topic?

The Effect of Celebrities and e-WOM social ties on Purchase Intention; the Mediating effect of Emotional Factors. 









































Developing a research model 


1- Identify and define your dependent variables.

Purchase intention: is the probability or willingness to buy a product (Dodds et al., 1991; Lin et al., 2013). 

2- Figure out why explaining and predicting these DVs is important.

In simplest of terms, purchase intention is the likelihood of a customer buying the same product again based on their purchase history. Or it can also be the NEED of a product which is driving the customer towards a purchase. Basically, the customer is now intent on buying a product and therefore is a prime potential. Retaining such customers is very important as they are likely to shift immediately to another brand because they are in the “Evaluation of alternatives” stage. Obviously, customers will have their own ideas or their own previous experience on what they want to purchase. For a seller or a business, purchase intention is something that will affect their sales very much.
Purchase intention is one favorable factor that can ensure the long life of any business. As long as the customers want to buy their products, irrespective of the availability of similar products in the market, you can stay alive with steady growth. Things are not yet so simple though. Purchase intention of any product is a dependent variable. That is, it can change in your favor or against your business with the slightest of changes in any one of the factors that affect it.
3- Form one or two research questions around explaining and predicting these DVs.

A. Does celebrities’ e-WOM effect purchase intention?
B. Does strong tie e-WOM effect purchase intention?
C. Does perceived enjoyment mediate the direct effect between e-WOM and PI?
D. Does affective response mediate the direct effect between e-WOM and PI?
E. Does perceived value mediate the direct relationship between e-WOM and PI?
F. Dose weak tie e-WOM moderate the relationship between strong tie and celebrities’ e-WOM, perceived value and enjoyment, affective response and consumer purchase intonation?  

4- Is there some existing theory that would help explore these research questions?
Theory of planned behavior 
Tie strength theory 

5- What do you think (and what has research said) impacts the DVs we have chosen?
There is many factors may effecting the relationship between e-WOM and purchase intention. Recently researches have investigated the role of brand image. Thus our research model will make a distinct contribution to the body of literature in marketing by investigating the roles of perceived value and enjoyment and effective response in the relationship between e-WOM and PI.

6- What is it about these IVs that is causing the effect on the DVs?

Perceived enjoyment
Perceived value 
Effective response 

7- Do these relationships depend on other factors, such as age, gender, race, religion, industry, organization size and performance, etc.?

Weak tie of e-WOM

8- What variables could potentially explain and predict the DVs, but are not directly related to our interests?
Product type 
Social media 
Age 
Gender
Education

9- Identify your population.
The potential population of our research is clothes brands on North Cyprus the case of Girne American University students. 

10- Based on all of the above, but particularly #4, develop an initial conceptual model involving the IVs, DVs, Mediators, Moderators, and Controls.
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