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Abstract

This study analyses the impact of social media marketing activities (SMMAs) on
customer behaviour in German tax advisory firms. The S-O-R model is used to ex-
amine the influence of four SMMA dimensions - customization, entertainment, in-
teraction, and trendiness - on perceived value (PV) and the resulting behavioural in-
tentions (purchase intention, willingness to pay a premium, e-WoM). Following an
online survey in January 2025 with 390 valid participants, the model was tested
using Partial Least Squares Structural Equation Modelling (PLS-SEM). The results
indicate that social media marketing activities do not directly influence user beha-
viour. Instead, PV acts as the main mediator: as the perceived usefulness of the con-
tent increases, the purchase intention, willingness to pay, and willingness to recom-
mend increase. Customisation and interaction have a positive influence on PV, while
trendiness and e-WoM are less important. The significant explanatory power of the
model (R? for PV = 0.649) confirms the importance of customised, interactive con-

tent for the digital communication of tax firms. The study offers both

theoretical and practical insights. It adds a knowledge-based service to

H Keywords SMMA research and provides clear recommendations for the strategic

use of social media in tax consulting. It also provides evidence of a sup-
Social Media pression effect, where the positive influence of PV offsets negative im-
Marketing Activities, mediate effects. Research shows that strategically important and bene-
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fit-focused content is crucial for the success of social media marketing
in tax consultancy. The key conclusion is that social media, when used
to deliver credible, user-centered value, becomes a powerful tool for
trust-building, differentiation, and strategic client development in pro-
fessional service firms.

Der Einfluss von Social-Media-Marketing-Aktivitaten auf die
Verhaltensabsicht von Konsumenten bei
Steuerberatungsdienstleistungen

Diese Studie analysiert die Auswirkungen von Social-Media-Marke-
ting-Aktivitdten (SMMAs) auf das Kundenverhalten in deutschen
Steuerberatungskanzleien. Zur theoretischen Fundierung wird das
Stimulus-Organismus-Reaktions-Modell (S-O-R-Modell) herangezo-

gen, um den Einfluss von vier Dimensionen des Social-Media-Marketings, Indivi-
dualisierung, Unterhaltung, Interaktion und Trendbezogenheit, auf den wahrge-
nommenen Nutzen (Perceived Value, PV) sowie auf daraus resultierende Verhal-
tensabsichten (Kaufabsicht, Zahlungsbereitschaft fiir einen Aufpreis, elektroni-
sches Word-of-Mouth) zu untersuchen. Auf Basis einer Online-Umfrage im Januar
2025 mit 390 giiltigen Teilnahmen wurde das Modell mittels Partial Least Squares
Structural Equation Modelling (PLS-SEM) getestet.

142

European Journal of Management, Leadership and Health Care
Volume 2 (5) 2025



THE IMPACT OF SOCIAL MEDIA MARKETING ACTIVITIES ON CONSUMER BEHAVIORAL
INTENTION OF TAX CONSULTING SERVICES

DOI:10.2440/018-0006

Die Ergebnisse zeigen, dass Social-Media-Marketing-Aktivitidten das Nutzerverhal-
ten nicht direkt beeinflussen. Stattdessen fungiert der wahrgenommene Nutzen (PV)
als zentraler Mediator: Mit steigendem empfundenem Nutzen des Inhalts nehmen
sowohl die Kaufabsicht als auch die Zahlungsbereitschaft und die Empfehlungsab-
sicht signifikant zu. Individualisierung und Interaktion wirken sich positiv auf den
wahrgenommenen Nutzen aus, wihrend Trendbezogenheit und e-WoM von geringe-
rer Bedeutung sind. Die hohe Erkldrungskraft des Modells (R? fiir PV = 0,649) un-
terstreicht die Relevanz individualisierter und interaktiver Inhalte fiir die digitale
Kommunikation von Steuerberatungskanzleien.

Die Studie liefert sowohl theoretische als auch praxisbezogene Erkenntnisse. Sie er-
weitert die Social-Media-Marketing-Forschung um eine wissensbasierte Dienstleis-
tung und gibt konkrete Handlungsempfehlungen fiir den strategischen Einsatz sozia-
ler Medien in der Steuerberatung. Dariliber hinaus belegt sie einen Suppressionsef-
fekt, bei dem der positive Einfluss des wahrgenommenen Nutzens unmittelbare nega-
tive Effekte tiberlagert. Die Forschung zeigt, dass strategisch relevante und nutzen-
orientierte Inhalte entscheidend fiir den Erfolg von Social-Media-Marketing in der
Steuerberatung sind. Die zentrale Schlussfolgerung lautet: Social Media wird — so-
fern glaubwiirdig und nutzerzentriert eingesetzt — zu einem wirkungsvollen Instru-
ment flir Vertrauensaufbau, Differenzierung und strategische Mandantenentwicklung
in professionellen Dienstleistungsunternehmen.
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Introduction

The topic of this study is the impact of
Social Media Marketing Activities (SM-
MAs) on Customer Behavioral Intenti-
ons (CBI) of German tax consulting ser-
vices. The motivation for this study is
that SMMAs have become an increasin-
gly important part of modern marketing
strategies for German tax consulting
firms (Loffler, 2023; Schroder, 2023). In
recent years, German tax consulting
firms have increasingly relied on SMMA
to attract clients and employees, foster
engagement with current customers, and
boost brand recognition (Bazrkar et al.,
2021). German tax consulting firms can
utilize  SMMA in multiple ways to
connect with their target audiences ef-
fectively. For instance, these firms can
develop and share content tailored to
their audience’s preferences (Nuseir,
2020). They can leverage social media
platforms to execute targeted advertising
campaigns aimed at specific demogra-
phic groups, as well as evaluate the per-
formance of these campaigns (Chris-
niyanti & Fah, 2022; Seo et al., 2020).
Beyond advertising, social media provi-
des insights into customer preferences
and behavior, which are invaluable for
shaping future marketing initiatives
(Onder & Cakiroglu, 2021). Analyzing
behavioral intentions is a key considera-
tion in understanding consumer behavi-
or, as these offer predictive insights into
future purchasing patterns (Abdou et al.,
2022; Boyer & Hult, 2006). Measures
such as Purchase Intentions (PUR), Wil-
lingness to Pay Premium (WPP), and
electronic Word-of-Mouth (e-WoM) are
particularly effective tools for gaining a
deeper understanding of these intentions
(Afshardoost & Eshaghi, 2020).

The need for this study arises from the
growing reliance on SMMA for acqui-
ring new customers, hiring employees,
and maintaining communication with
current customers and other stakehol-
ders. The increasing importance of SM-
MAss highlights a gap in research that re-
quires further exploration. Bushara et al.
(2023) identified this gap by calling for

more studies to investigate the influence
of SMMAs on key variables, including
Perceived Value (PV), PUR, WPP, and e-
WoM. Building on this call, the current
study replicates their research design by
examining the impact of SMMAs in the
context of tax consulting services in Ger-
many in 2025. Applying SMMAs in this
industry and geographic setting expands
and validates their findings. SMMAs
have proven vital for the German tax
consulting sector, especially in reaching
younger, digitally active audiences and
boosting sales through broader expos-
ure. This target audience, characterized
by a strong online presence, is highly en-
gaged, making it easier to collect their
insights for research, as other service in-
dustries have demonstrated (DiPietro et
al.,2012; Lietal., 2021). The study aims
to examine the impact of SMMAs on PV
and CBIs measured through PUR, WPP,
and e-WoM constructs of German tax
consulting firms. By examining the ef-
fectiveness of SMMA s in enhancing cu-
stomer relationships, driving sales, and
increasing competitiveness, this study
offers critical insights for German tax
consulting firms. It enables them to opti-
mize their social media marketing strate-
gies and better align their marketing ef-
forts with customer expectations and
market demands.

The background of this topic emerges
from the literature, which has examined
how SMMAs impact PV, PUR, WPP, and
e-WoM. Studies suggest that customer
engagement with SMMAs positively in-
fluences CBI outcomes, highlighting that
greater engagement fosters higher PV,
PUR, WPP, and e-WoM (e.g., Choi et al.,
2017; Rizka & Hidayatullah, 2020; Tor-
res et al., 2018). Businesses such as Ger-
man tax consulting firms that strategical-
ly use SMMAs often may achieve stron-
ger customer loyalty due to the enhanced
value perceived by their audience. Fur-
thermore, effective SMMAs enable
businesses such as German tax consul-
ting firms to connect with a broader target
demographic and refine marketing efforts
to improve returns on investment (Chris-
niyanti & Fah, 2022; Seo et al., 2020).
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This study's research problem builds on
the literature gap (Bushara et al., 2023).
Despite significant scholarly interest in
the relationships between SMMAs and
CBIs, such as PV, PUR, WPP, and e-
WoM in diverse industries, these asso-
ciations remain underexplored in the
specific context of the German tax con-
sulting sector. Understanding how SM-
MAs shape consumers’ perceptions of
PV, PUR, WPP, and e-WoM within this
niche is essential. This understanding is
fundamental given the growing reliance
of German tax consulting firms on SM-
MAs to inform strategic decisions and
optimize marketing investments. Additi-
onally, existing literature has yielded in-
consistent findings: while some studies
have confirmed a strong relationship
between SMMAs and CBIs, others have
suggested limited or non-significant ef-
fects for specific SMMA components
(e.g., Hanaysha, 2018; Moslehpour et

al., 2021). These discrepancies unders-
core the need for further research to cla-
rify these relationships.

Moreover, to date, no studies have speci-
fically investigated the mediating role of
PV in the relationships between SM-
MAs and PUR, WPP, and e-WoM within
the German tax consulting industry
(Bushara et al., 2023). Addressing this
gap, the present study aims to empirical-
ly examine how SMMAs influence PV,
PUR, WPP, and e-WoM among social
media followers of German tax consul-
ting firms. Additionally, it will explore
the role of PV as a mediator in these re-
lationships, guided by the stimulus-or-
ganism-response (S-O-R) framework.
By doing so, this research contributes to
a deeper understanding of these dyna-
mics and offers practical insights for
German tax consulting firms seeking to
optimize their SMMA strategies.

Term Abbreviation Definition Table 1:
Definitions of Key
Social SMMASs are “practices that use social media channels and technologies for crea- Terms
Media ting, communicating, delivering, and exchanging products and services
Marketing that add value for the organization’s stakeholders” (Tuten, 2023; Zerres,
Activities 2024). The four SMMA dimensions used in this study are customization,
entertainment, interaction, and trendiness (Cheung et al., 2021).
Customer (BIs represent the actions customers intend to take following a marketing
Behavioral interaction. These (BIs are critical for service providers such as
Intentions German tax consulting firms, including online PUR, e-WoM, and WPP.
Purchase PUR describes the probability that a customer will buy a tax consulting
Intention service. It stems from the notion that customers decide before
purchasing (Chiu et al., 2009; Rizka & Hidayatullah, 2020). This process
typically involves collecting information, assessing different options,
and making a final choice. Price, quality, convenience, and availability
significantly affect purchase intention (Liu & Li, 2019).
Electronic e-Wom shapes customer behavior by offering insights into other customers'
Word of opinions about a product or service (Lépez & Sicilia, 2014). This can be
Mouth assessed through online reviews and feedback from individuals who
purchased the product or service (Choi et al., 2017).
Perceived PV refers to a customer’s assessment of the worth of a product or service
Value based on its benefits relative to its cost (Zeithaml, 1988). It is
influenced by factors such as quality, brand reputation, features, and
customer support (Asgarpour, 2014). Customers who perceive higher
value in a product or service are more likely to purchase it, pay a
premium price, and engage in e-WoM activities, such as sharing their
experiences on social media platforms (Gan & Wang, 2017; Pham et
al., 2018; Watanabe et al., 2020).
Stimulus- SOR is a psychological framework that defines behavior (R) as a result of
Organism- the interaction between an environmental stimulus (S) and a person’s
Response internal responses (Fu et al., 2020; Zhu & Chen, 2015).
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The significance and implications for
theory and practice are that this research
intends to enhance the existing body of
SMMA literature by empirically testing a
theoretical framework based on the S-O-
R model. It examines how customized,
entertaining, trendy, and interactive SM-
MAs (stimuli) influence followers’ PV
(organism), which in turn drives the CBIs
consisting of PUR, WPP, and e-WoM be-
haviors (responses) among social media
followers of German tax consulting
firms. This study makes a novel contribu-
tion to the field by addressing a notable
research gap (Bushara et al.,, 2023).
According to the authors' knowledge, it
is the first to evaluate PV as a mediating
variable in the relationships between
SMMAs and PUR, WPP, and e-WoM wi-
thin the German tax consulting sector.

From a practical standpoint, the findings
offer valuable guidance for German tax
consulting firms and marketers in sha-
ping efficient and effective social media
strategies to enhance PV, thereby boos-
ting PUR, WPP, and e-WoM outcomes.
Moreover, the insights from this re-
search enable these firms to better under-
stand the direct and indirect (via PV) im-
pacts of their SMMAs on CBIs. This
knowledge is crucial for fostering long-
term customer relationships, increasing
revenue, and maintaining competitive-
ness in the marketplace.

The study is structured as follows: The
first chapter is the introduction. The se-
cond chapter covers a theoretical frame-
work and the development of the hypo-
theses. The third chapter presents the re-
search materials and methods. The
fourth chapter includes the results, and
the fifth discusses them, followed by the
conclusion in chapter six.

Theoretical Framework and
Development of Hypotheses

The purpose of this quantitative study is
to examine the impact of SMMAs on PV
and CBIs measured through PUR, WPP,
and e-WoM constructs of German tax
consulting firms. The overarching re-

search question is build on the purpose
of this quantitative study:

What is the impact of SMMAs on PV
and CBls measured through PUR, WPP,
and e-WoM constructs of German tax
consulting firms?

In this section, the theoretical frame-
work will be presented and the hypothe-
ses will be developed.

Social Media Marketing Activities
(SMMAs)

SMMASs are activities that, in the con-
text of this study, German tax consulting
firms use to create and communicate
content and to enhance revenues by deli-
vering products and services through so-
cial media channels that add value to
their customers (Tuten, 2023; Zerres,
2024). According to Hollensen (2020),
SMMAs can be categorized in social
commerce (e.g., selling products and
services), entertainment (e.g., gamifica-
tion such as an online tax calculation
tool), community (e.g., consuming con-
tent including sharing, liking, commen-
ting), and publishing (e.g., reviews in-
cluding user-generated content).

Research about SMMA of tax consulting
firms is scarce, with a few exceptions.
Eschenbrenner et al. (2015) state that
mainly global tax consulting firms and,
to some extent, second-tier firms use so-
cial media channels to share knowledge,
develop their brands, market their pro-
ducts and services, and socialize and on-
board employees and customers. The
former may even experience a signifi-
cant positive impact of SMMA on finan-
cial performance (Chamberlain et al.,
2018; Obradovi¢ et al., 2023) by, for ex-
ample, increasing the efficiency of cu-
stomer acquisition through SMMAs
(Rieg & Radeck, 2024).

Research has categorized SMMAs into
interaction, customization, entertain-
ment, and trendiness (Bushara et al.,
2023; Cheung et al., 2021). These di-
mensions reflect distinct functions:
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* customization involves tailoring
products to individual preferences
(e.g., Godey et al., 2016);

* entertainment focuses on creating
enjoyable experiences (e.g., Cheung
etal., 2021; Seo et al., 2020);

* interaction facilitates information
sharing and engagement, including
user-generated  content  (e.g.,
Daugherty et al., 2008); and

» trendiness highlights disseminating
up-to-date information (Naaman et
al., 2011).

The term PV refers to a customer’s as-
sessment of the worth of a product or
service based on its benefits relative to
its cost (Zeithaml, 1988). It is influ-
enced by factors such as quality, brand
reputation, features, and customer sup-
port (Asgarpour, 2014). Customers who
perceive higher value in a product or
service are more likely to purchase it,
pay a premium price, and engage in e-
WoM activities, such as sharing their
experiences on social media platforms
(Gan & Wang, 2017; Pham et al., 2018;
Watanabe et al., 2020). In the context of
tax consulting and accounting services,
PV can be defined as the customer's as-
sessment of the benefits received from
these services relative to the sacrifices
made (such as time and money), accor-
ding to Zeithaml (1988). This evaluati-
on is influenced by the collaborative na-
ture of the service experience, highligh-
ting the importance of customer percep-
tions in determining value (Séanchez,
2015).

Customer Behavioral Intentions (CBIs)
Customer Behavioral Intentions (CBIs)
describe intended actions following a
service or activity engagement. CBIs in-
clude PUR, WPP, and e-WoM. PUR re-
flects the likelihood of future purchases.
WPP indicates a consumer’s readiness to
pay more for perceived superior quality
or brand reputation. e-WoM captures po-
sitive or negative customer expressions,
which are shared online, indicating sa-
tisfaction and PV. Understanding CBIs
is crucial for evaluating the success of
service and marketing strategies.

SMMAs and their Impact on PUR,

WBB, and e-WoM

Studies highlight that engagement with
SMMAs positively influences CBls
(Bushara et al., 2023; Phan, 2024; Pras-
tiwi et al., 2024; Salsabila & Albari,
2023; Zhang et al., 2022). For example,
active interaction and entertaining con-
tent improve purchase intentions (PUR).
Similarly, trendiness and user engage-
ment in SMMAs have enhanced WPP.
SMMAs also strengthen e-WoM by en-
couraging customers to share positive
feedback about brands, supported by
high-quality, relevant, and engaging
content. Thus, we hypothesize:

e Hypothesis 1 (H1): SMMAs have a
significant positive impact on PUR.

*  Hypothesis 2 (H2): SMMAs have a
significant positive impact on WPP.

*  Hypothesis 3 (H3): SMMAs have a
significant positive impact on e-
WoM.

SMMAs and PV

SMMAs foster PV by enhancing custo-
mer trust, satisfaction, and engagement.
Personalization, responsiveness, and qua-
lity content amplify PV by addressing cu-
stomer needs and improving their overall
experience. Empirical studies confirm the
significant role of SMMAS in promoting
PV, which in turn encourages stronger
consumer-brand connections and transac-
tional behavior. Thus, we propose:

*  Hypothesis 4 (H4): SMMAs have a
significant positive impact on custo-
mers’ PV.

o Figure I:
Customization SMMA categories
Entertainment

SMMASs
Trendiness
Interaction
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PV’s Impact on PUR, WPP, and e-WoM
PV is a strong predictor of CBIs. Higher
PV leads to increased PUR by satisfy-
ing customer expectations, greater WPP
through perceptions of superior quality
and benefits, and more positive e-WoM
due to satisfaction and perceived brand
value. These relationships underscore
PV’s role as a critical driver of consu-
mer behavior. Accordingly, we hypo-
thesize:

e Hypothesis 5 (H5): PV has a signi-
ficant positive impact on PUR.

*  Hypothesis 6 (H6): PV has a signi-
ficant positive impact on WPP.

e Hypothesis 7 (H7): PV has a signi-
ficant positive impact on e-WoM.

Mediating Effect of PV

Studies in various industries show that
PV mediates the relationship between
SMMAs and CBIs (Bushara et al., 2023;
Phan, 2024; Prastiwi et al., 2024; Salsa-
bila & Albari, 2023; Zhang et al., 2022).
Through SMMAs, businesses can en-

hance PV, strengthening PUR, WPP, and
e-WoM. The SOR model provides a the-
oretical framework where SMMAs act
as stimuli, PV as the organism’s respon-
se, and CBIs as the behavioral outcome
(Response) (see Figure 2). Consequent-
ly, we hypothesize:

* Hypothesis 8 (H8): PV has a signi-
ficant positive mediating effect on
the relationship between SMMAs
and PUR.

* Hypothesis 9 (H9): PV has a signi-
ficant positive mediating effect on
the relationship between SMMAs
and WPP.

e Hypothesis 10 (H10): PV has a
significant positive mediating effect
on the relationship between SM-
MAs and e-WoM.

This theoretical framework underscores
the importance of leveraging SMMAS to
enhance PV and drive favorable CBIs,
providing actionable insights for firms,
particularly in tax consultancy contexts.

ORGANISM
.............. s W
Figure2: 1} 0 b et
S OR model as Customization ZAN SETEETITTTRTETITY
the theoretical 5 PUR
framework of this .
study. Entertainment -
SMMAs 2 WPP
Trendiness
7 e-WoM
Intel'action ..................
Research Methods and 2024; 2023). This philosophical stance
Materials adopts a realist ontology, positing that
reality exists independently of human
Research Philosophy perception, and an objectivist epistemo-
logy, asserting that knowledge is acqui-
The research philosophy underpinning red through observable and measurable
this study is grounded in positivism, ali- facts (Harkiolakis, 2017). Axiologically,
gning with a quantitative research ap- the study maintains a value-neutral stan-
proach that emphasizes objective obser- ce, with the researcher aiming to remain
vation and measurement (Neubert, detached and unbiased throughout the
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inquiry process (Neubert, 2024). The re-
asoning follows a deductive logic, whe-
reby hypotheses derived from the S-O-R
model as theoretical framework are tes-
ted empirically (Harkiolakis, 2017). Me-
thodologically, the study employs a non-
experimental, cross-sectional design to
examine the impact of SMMAs on PV
and CBIs measured through PUR, WPP,
and e-WoM constructs of German tax
consulting firms.

Measures and Instrument
Development

The study aims to examine the impact of
SMMAs on PV and CBIs measured
through PUR, WPP, and e-WoM con-
structs of German tax consulting firms.
The research targets social media users
who engage with and interact on the pa-
ges of tax consulting firms across va-
rious social media platforms, utilizing
an online survey distributed via Survey-
Monkey to gather data. Online questio-
nnaires are increasingly used due to their
numerous advantages, such as cost-ef-
fectiveness, time efficiency, the ability
to reach a broader and more diverse au-
dience, enhanced reliability and precisi-
on, secure and controlled data storage,
and the inclusion of multimedia ele-
ments like images or videos to clarify
concepts and improve the quality of re-
sponses (Wright, 2005).

The questionnaire was structured into
six sections. The first section collected
demographic details and information
about participants’ social media habits,
including gender, age, educational back-
ground, preferred social networking
platforms, and daily hours spent on soci-
al media. The second section focused on
participants’ perceptions of SMMAs.
The third addressed PV, while the fourth,
fifth, and sixth sections measured con-
structs related to PUR, WPP, and e-
WoM, respectively.

To assess perceptions of SMMAs, the
study utilized a four-dimensional scale
adapted from Cheung et al. (2021), en-
compassing customization (CUS), enter-

tainment (ENT), trendiness (TRE), and
interaction (INT). Each dimension inclu-
ded three items. Examples include: ,,The
tax consulting firm offers customized
services through its social media,”
,Using the social media platforms of the
tax consulting firm is exciting,” ,,The tax
consulting firm’s social media content is
up to date,” and ,,I can easily share my
opinions on the firm’s social media.”
Items measuring PV were adapted from
Yang et al. (2020) and Ramadan et al.
(2018) and consisted of five statements,
such as: ,,The products and services of
the tax consulting firm provide excellent
value for money.” Purchase intention
was measured using a three-item scale
adapted from Emini and Zeqiri (2021)
and applied by Chrisniyanti and Fah
(2022), with an example item being: ,,I
intend to purchase the tax consulting
firm’s products seen on social media.”
For e-WoM, Seo et al. (2020) developed
a three-item scale: ,,I will share positive
feedback about the tax consulting firm
on social media.” The WPP was evalua-
ted using a two-item scale adapted from
Torres et al. (2018), including items such
as: ,,l would pay a higher price for the tax
consulting firm’s services compared to
similar firms.” All constructs were asses-
sed using a five-point Likert scale, with
full item details provided in Appendix A.

The questionnaire was originally desig-
ned in English and subsequently transla-
ted into German, the native language of
the responding research participants. To
ensure consistency, a back-translation
process was conducted by two bilingual
experts, confirming equivalence bet-
ween the original and translated versi-
ons. To validate the questionnaire’s con-
tent, three social media marketing ex-
perts reviewed the instrument, providing
feedback on question relevance and the
survey’s ability to capture intended in-
formation. Further, the clarity and ap-
propriateness of the questionnaire were
evaluated by ensuring the questions
were concise and comprehensible and
that adequate response options were of-
fered. A pilot study involving 40 partici-
pants was conducted, and their feedback
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led to minor revisions in wording. Ulti-
mately, the questionnaire demonstrated
satisfactory content validity.

Data Collection and Sampling

The target population for this study con-
sisted of social media users who engage
with and interact on the pages of tax con-
sulting firms across various social media
platforms. A representative sampling ap-
proach was employed, utilizing the Sur-
veyMonkey sampling framework. Parti-
cipants received a link directing them to
the survey form, accompanied by a wel-
come message and a clear description of
the study's objectives. They were infor-
med that participation was voluntary and
encouraged to review and confirm their
responses before final submission (Hie-
bert et al., 2023). Throughout the data
collection period, which spanned appro-
ximately four weeks in January 2025,
420 survey responses were gathered.
Considering a 95% confidence level and
an acceptable margin of error of 5%, the
required sample size was 385. Ultimate-
ly, 390 responses were included in the
final analysis.

Data Analysis

This study replicates the study conduc-
ted by Bushara et al. (2023). Data analy-
sis was conducted using SmartPLS ver-
sion 4.1.0.9 following the process pre-
sented by Hair et al. (2024). Frequencies
and percentages were computed to sum-
marize participants' demographic cha-
racteristics and engagement with social
media marketing. The reliability and va-
lidity of the construct items were evalua-
ted through confirmatory factor analysis
(CFA) in conjunction with Cronbach's
alpha (Hiebert et al., 2023). The Harman
single-factor test detected common me-
thod variance (CMV). Convergent vali-
dity was assessed by calculating compo-
site reliability (CR) and extracting the
average variance (AVE). Additionally,
discriminant validity was examined
using indicators’ cross-loadings, the He-
terotrait-Monotrait Ratio (HTMT), and
the Fornell-Larcker criterion. To evalua-

te the predictive capacity of the structu-
ral model, the coefficient of determinati-
on (R?) and the predictors’ effect size (f?)
were calculated. Multicollinearity was
investigated through the variance inflati-
on factor (VIF). Finally, the study hypo-
theses were tested, and the statistical
significance of the results was determi-
ned using partial least squares structural
equation modeling (PLS-SEM) with the
bootstrapping method (Hair et al., 2024).

Research Ethics

This study received formal Institutional
Review Board (IRB) approval from the
European Institute of Management
(EIM), ensuring full compliance with
EIM’s Research Code of Practice, which
incorporates European Commission
standards for ethical conduct in
human-subjects research. Informed con-
sent was obtained electronically before
participation; participants were assured
of their voluntary status, anonymity, and
their right to withdraw at any time wi-
thout penalty. Data collection, storage,
and processing strictly followed GDPR
and institutional data-protection proto-
cols. Ethical oversight included ensuring
no foreseeable harm, safeguarding parti-
cipants’ dignity and rights, and limiting
any burden to what was necessary for
the study’s objectives.

Results
Introduction

The study aimed to examine the impact
of SMMAs on PV and CBIs measured
through PUR, WPP, and e-WoM con-
structs of German tax consulting firms.
The overarching research question is
build on the purpose of this quantitative
study: What is the impact of SMMAs on
PV and CBIs measured through PUR,
WPP, and e-WoM constructs of German
tax consulting firms? This chapter pres-
ents the empirical findings derived from
the analysis of survey data collected
from social media users who engage
with tax consulting firms across various
platforms.
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Digital transformation has recently re-
sulted in substantial changes in the Ger-
man tax advisory sector, particularly in
client acquisition, brand development,
and knowledge sharing. Consequently,
the analysis was conducted within this
sector (Rieg & Radeck, 2024). The ex-
ternal factors driving this transition in-
clude generational change, legal re-
forms, and the growing demand for
technology (Rieg & Radeck, 2024). The
investigation focused mainly on clients
using social media for tax advice. Study
participants were chosen because they
were already active on social media.
The goal was to learn what real users
think about social media marketing
activities in a business environment,
providing useful knowledge for a good
social media strategy.

The research was theoretically grounded
in the Stimulus—Organism—Response
(S-O-R) framework. In this model, the
stimulus was represented by SMMAs,
including the dimensions of customiza-
tion, entertainment, interaction, and
trendiness. The organism component
captured users’ PV, while the response
included three behavioral outcomes:
PUR, WPP, and e-WoM.

The results section is organized into
five sub-sections. First, the pretest of
the questionnaire. Second, the data
collection process. Third, demogra-
phics of the sample. Fourth, the assess-
ment of the measurement model’s reli-
ability and validity is reported. Finally,
the results of the structural model and
hypothesis testing, conducted using
partial least squares structural equation
modeling (PLS-SEM), are discussed in
detail.

Pretest of the Questionnaire

To ensure the validity and contextual
appropriateness of the research instru-
ment, a questionnaire was developed
and subjected to a pretest prior to the
main empirical investigation. The in-
strument was published online in Janu-
ary 2025 and administered in German,

targeting social media users who enga-
ge with and interact on the pages of tax
consulting firms across various social
media platforms. The original scales
were translated into German and adap-
ted to reflect linguistic and cultural nu-
ances relevant to the German context.
Specifically, this adaptation process in-
volved three primary actions: (1) re-
phrasing items to align with local com-
munication styles, (2) verifying legal
and professional appropriateness wi-
thin the framework of German tax con-
sultancy, and (3) replacing culturally
specific examples with contextually ap-
propriate ones (Behr, 2017; Epstein et
al., 2015).

To ensure semantic equivalence between
the original and translated versions, a
back-translation process was conducted
by two independent bilingual experts,
following established best practices for
cross-cultural instrument development
(Brislin, 1970). To evaluate content vali-
dity, three subject-matter experts in soci-
al media marketing reviewed the instru-
ment and provided structured feedback
regarding the relevance, clarity, and
completeness of the items (Polit & Beck,
2006). In addition, the clarity and appro-
priateness of the items were examined
by assessing conciseness, comprehensi-
bility, and the adequacy of response op-
tions (Taherdoost, 2016).

A pilot study involving 40 participants
from the German-speaking target group
was conducted to assess the instrument’s
clarity, length, and structural coherence.
Feedback obtained during the pilot pha-
se resulted in minor linguistic revisions
and the refinement or replacement of se-
lected items to improve content validity
and contextual alignment. Given the li-
mited sample size, no psychometric tes-
ting was conducted at this stage, as such
analyses require larger sample sizes to
produce stable and interpretable results
(DeVellis & Thorpe, 2022). Nonethe-
less, the pretest confirmed that the ques-
tionnaire possessed satisfactory content
validity and was appropriate for applica-
tion in the German tax advisory context.
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Data Collection

To examine the research model empiri-
cally, data were collected through a stan-
dardized online survey conducted in Ja-
nuary 2025. The target population con-
sisted of social media users who engage
with and interact on the pages of tax con-
sulting firms across various social media
platforms. The survey was administered
using SurveyMonkey and promoted
through major social media channels, in-
cluding Instagram, Facebook, LinkedIn,
TikTok, and X/Twitter. To ensure a broa-
der and more demographically diverse
sample, SurveyMonkey’s Audience Ser-
vice supported distribution. Participation
was voluntary, and respondents remai-
ned anonymous in accordance with the
European Institute of Management’s
(EIM) Code of Research Practice.

The questionnaire, developed specifical-
ly for this study, was published online in
German. It was based on validated scales
and adapted to the German tax consul-
tancy context through a rigorous transla-
tion and cultural adaptation process. A
forward and backward translation proce-
dure was conducted by bilingual experts
to ensure linguistic and semantic equiva-
lence (Behr, 2017; Brislin, 1970). The
instrument was subsequently evaluated
in a pretest, and minor refinements were
made based on participant feedback.

The survey instrument consisted of four
sections: (1) user demographics and soci-
al media usage, (2) perceptions of SM-
MAs in the domains of customization, en-
tertainment, interaction, and trendiness,
(3) PV of social media content, and (4)
CBIs, including PUR, WPP, and e-WOM.
The SMMA measurement constructs
were derived from Cheung et al. (2021),
while the behavioral intention items were
informed by Seo et al. (2020) and Busha-
ra et al. (2023). The assessment of PV fol-
lowed established scales from Yang et al.
(2020) and Ramadan et al. (2018). All
items were presented in German, and par-
ticipants responded using a five-point Li-
kert scale, ranging from 1 ("'strongly disa-
gree") to 5 ("'strongly agree").

The digital distribution of the survey
enabled rapid data collection and broad
geographical reach. Over a four-week
period, a total of 433 responses were re-
ceived. After data cleaning and the ex-
clusion of incomplete questionnaires,
390 valid responses remained for analy-
sis. This final sample size exceeded the
recommended minimum of n = 385 re-
quired to achieve a 95% confidence le-
vel with a £5% margin of error for popu-
lation-level estimates (Krejcie & Mor-
gan, 1970).

To ensure statistical validity, the sample
size was determined using the method
proposed by Krejcie and Morgan (1970),
which is widely accepted in survey re-
search when the population size is large
or unknown. This approach identifies the
minimum sample size required to make
population-level inferences with a 95%
confidence level and a £5% margin of
error. With 390 valid responses retained
after data cleaning, the sample exceeded
the recommended threshold (n = 385),
ensuring sufficient power and represen-
tativeness for quantitative analysis. Un-
like experimental designs or simple re-
gressions where GPower is appropriate,
this study employed partial least squares
structural equation modeling (PLS-
SEM) to test complex relationships
among latent constructs. In such cases,
rule-based or table-based estimations
are preferred, as GPower does not ac-
count for the model complexity inherent
in SEM (Hair et al., 2024; Sarstedt et al.,
2019).

Sample Demographics

According to the Media Study 2024, so-
cial media use in Germany varies signi-
ficantly depending on age group.
Around 82 percent of 14- to 29-year-
olds use Instagram at least once a week,
while this percentage drops to 18 per-
cent for 50- to 69-year-olds and just 5
percent for the over-70s. Platforms such
as TikTok or Snapchat reflect compara-
ble age structures, as these are mainly
used by younger users. In contrast,
Facebook has relatively higher usage
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A total of 453 individuals were included
in this study. The majority of partici-
pants were middle-aged. 158 individuals
(34.9%) were between 35 and 44 years
old; 104 participants (22.9%) were aged
45 to 54, and 80 individuals (17.7%)
were between 55 and 64 years old. 61
participants (13.5%) were between 25
and 34. The oldest age group (65 to 74
and older) was represented by 45 indivi-
duals (9.9%). Only three participants
(0.7%) were younger than 25 years.

Age Group Number

Under 25 3
25-34 61
35-44 158
45-54 104
55-64 80
65-74 38
75 or older 7

The age distribution in our study essenti-
ally correlates with the results of the Sta-
tista study (Statista, 2025), but shows a
significant focus on older user groups.
The ARD/ZDF study shows that people
under 30 dominate social media. In con-
trast, our sample is heavily weighted to-
wards the 35-64 age group (75.5% in to-
tal). Only 14.1% of the participants were
younger than 35. This discrepancy can
be explained by the fact that our study
specifically examined users in the con-
text of tax firms. Very young people, in
particular, do not generally need a tax
advisor, either because they have no tax
liability or because their financial situati-
on is not very complex. In addition, this
age group can be expected to have a rela-
tively low level of interest in tax-related
content. The results of our study are con-
sistent with the overall picture, which is
also illustrated by the population-repre-
sentative data from the Statista study.

Most participants (169 = 37.3%) held a
university of applied sciences entrance
qualification or an equivalent diploma.
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71 individuals (15.7%) had already
completed a master’s degree or a postgra-
duate program. 66 individuals (14.6%)
held a bachelor's degree, 14 individuals
(3.1%) were currently enrolled in a de-
gree program, and eleven participants
(2.4%) had completed a preliminary di-
ploma. 117 participants (25.8%) had an
educational background below the Uni-
versity of Applied Sciences entrance qua-
lification; two individuals did not provide
information about their educational level.

Education Level Number

No response 2
Less than university entrance

e 17
qualification
University entrance qualification 169
or equivalent
Incomplete university degree 14

Preliminary diploma (Vordiplom) | 11

Bachelor’s degree 66

Master’s degree or postgraduate

studies 7

The participants' monthly income exhibi-
ted significant variability, with an avera-
ge of €3,412 and a median of €2,700,
suggesting a somewhat skewed distribu-
tion; reported incomes spanned from
€1.70 to €100,833. Additionally, the mo-
bile devices used by participants were re-
corded (Android smartphones, iPhones,
Windows PCs, Macs, or other devices).
In general, mobile devices were primari-
ly used to access social media.

Monthly Income (€) Number

Less than 1,000 25
1,000-2,000 84
2,000-3,000 106
3,000-4,000 83
4,000-5,000 45
5,000-6,000 32
More than 6,000 26

N 401
Missing 52
Mean (€) 3,412
Median (€) 2,700
Std. Deviation 5,723
IQR (€) 2,150
Minimum (€) 1.70
Maximum (€) 100,833

Data Analysis
Evaluation of the Measurement Model

Indicator Reliability and Internal
Consistency

Initially, it was determined whether it
was possible to measure the various
structures using their indicators accu-
rately. In this context, Cronbach's Al-
pha (CA) and Composite Reliability
(CR) were implemented. Hair et al.
(2021) regard a threshold of 0.70 as
acceptable for both metrics, while
values exceeding 0.80 are considered
beneficial. All structures achieved
significantly above-average values in
both CA and CR (CA: 0,841 to 0,938;
CR: 0.888 to 0.954), which corrobora-
tes the high precision of the measure-
ment.

Convergent Validity

To evaluate the reliability and conver-
gent validity of the constructs, Cron-
bach’s Alpha (CA), Composite Relia-
bility (CR), and Average Variance Ex-
tracted (AVE) were calculated. Cron-
bach’s Alpha assesses the internal con-
sistency of a construct by examining
the variances of individual items and
the overall variance. It assumes that all
items contribute equally to the con-
struct (tau-equivalence). In contrast,
Composite Reliability considers the
standardized factor loadings of the in-
dividual items and their measurement
errors, thus providing a more precise
internal consistency estimate. The cal-
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culations were performed using the
conventional formulas, taking into ac-
count the squared standardized loa-
dings and associated error variances.

The AVE reflects the average proporti-
on of variance explained by the latent
construct in its indicators. It is compu-
ted as the mean of the squared standar-
dized loadings for each item. The ne-
cessary factor loadings were estimated
using principal component analysis.
Based on the collected data, all three
parameters (CA, CR, and AVE) were

calculated separately for each con-
struct. The necessary loadings were ap-
proximated during a principal compo-
nent analysis. Based on the collected
data, the three parameters were calcu-
lated separately for each construction.
The AVE was calculated to evaluate
the convergence validity. The mini-
mum requirement of 0.50 (Fornell/Lar-
cker, 1981) is consistently met with
AVE values between 0.615 and 0.826.
This indicates that specific structures
account for a significant portion of
their characteristic differences.

Construct (A (R AVE
Customization (CU) 0.882 0.916 0.685
Entertainment (EN) 0.841 0.888 0.615
Interaction (IN) 0.926 0.943 0.735
Trendiness (TR) 0.901 0.928 0.688
Perceived Value (PV) 0.917 0.936 0.709
Purchase Intention (PUR) 0.938 0.954 0.810
Willingness to Pay a Premium (WPP) 0.906 0.934 0.826
e-WoM 0.913 0.940 0.797

Discriminant Validity

The Fornell-Larcker criterion was im-
plemented initially to evaluate discrimi-
nant validity. The square root of the AVE
of each construct must exceed its corre-
lations with any other construct. This
condition was consistently satisfied. In
addition, the Heterotrait-Monotrait ratio
(HTMT) was computed, and all values
were below the conservative threshold
of 0.85. Following Henseler et al.
(2015), this validates discriminant vali-
dity.

Evaluation of the Structural Model

Multicollinearity

Multicollinearity was assessed by com-
puting the Variance Inflation Factor
(VIF). No values were discovered above
the threshold of 5, indicating that multi-
collinearity does not exist (c.f. Hair et
al., 2021).

Path Coefficients and Hypothesis Testing
Bootstrapping (5,000 resamples)' was
employed to execute the hypothesis tests
and path coefficients. The subsequent ta-
ble provides a concise summary of the
findings:

' Bootstrapping is a statistical method that is based on resampling and is employed to evaluate the accuracy
and stability of predictions, particularly when it is not possible to make any or only limited assumptions
about the distribution of the data. It is a critical component of the PLS-SEM analysis (Partial Least Squares

Structural Equation Modelling).
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Hypothesis Path t-Value p-Value  Supported
Coefficient
(B)

H1: CU—> PV 0.331 5.872 <0.001 Yes

H2: EN — PV 0.204 3.981 <0.001 Yes

H3: IN— PV 0.278 5.037 <0.001 Yes

H4: TR — PV 0.154 2.465 0.014 Yes

H5: PV — Purchase Intention 0.712 14.387 <0.001 Yes

H6: PV — Willingness to Pay a Premium | 0.619 11.422 <0.001 Yes

H7: PV — e-WoM 0.665 12.749 <0.001 Yes

All phases of the structural model are
statistically significant. PV's influence
on the behaviour under investigation is
particularly substantial regarding the ge-
neral attitude dimension and the recom-
mendation attitude (e-WOM). The con-
struct ,,Customisation” has the strongest
impact on PV among SMMAs, followed
by ,,Interaction” and ,,Entertainment.”

Coefficient of Determination (R* Values)
The R? values indicate the extent to
which the variance of the dependent va-
riables is accounted for. Values excee-
ding 0.67 are considered significant, tho-
se exceeding 0.33 are considered mode-
rate, and those exceeding 0.19 are consi-
dered low (Chin, 1998). The following
result is presented in the evaluation:

The R?-values were automatically deter-
mined during the model estimation pro-
cess using SmartPLS to illustrate the ex-
tent to which the corresponding parame-
ters in the structural model account for
the variance of the endogenous con-
structs. For instance, a R? value of 0.649
for the PV indicates that social media
marketing activities can account for ap-
proximately 65% of the variance of this
construct.

*  Substantially PV: R =0.649

e Purchase Intention: R?> = 0.507 —
Moderate

+  Willingness to Pay Premium: R? =
0.383 — Moderate

e e-WoM: R2=0.442 — Moderate

Therefore, the model elucidates the PV
well and strongly explains the behaviou-
ral intentions.

Predictive Relevance (Q° Values)

The Q? values were determined using
the blindfolding procedure to assess pre-
dictive relevance. All Q? values were po-
sitive, indicating the accuracy of the pre-
dictions for the endogenous constructs
(Hair et al., 2021). This supports the
claim that the model is both explanatory
and predictive.

Interpretation of the Key Findings

The results of the structural equation
modeling confirm the assumptions of the
S-O-R model in the context of this study.
The findings show that SMMAss, especi-
ally customization and interaction,
significantly contribute to explaining
PV. This, in turn, strongly influences
psychological and behavioral outcomes
such as trust in the firm, satisfaction with
the Instagram account, openness to on-
line consulting, and the intention to en-
gage in e-WoM recommendations.

The individual customization of content
is the key factor in shaping PV. Users ap-
preciate when content is relevant, tailo-
red to the target audience, and presented
in a personally engaging manner. Fur-
thermore, communication through in-
teractive formats such as polls, Q&As,
or story reactions significantly enhances
PV. These results align with the findings
of Yadav and Rahman (2018), who iden-
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tify interactivity and personalization as
key elements of added value on online
platforms.

Notably, while entertainment and trendi-
ness can influence PV, their impact is
less pronounced than other factors. This
may suggest that entertainment and tren-
diness can positively affect the tax advi-
sory sector, but are less important than
customization and interaction. PV stron-
gly impacts all four endogenous con-
structs. The importance of a continuous,
professional, and transparent Instagram
presence becomes particularly evident
in relation to trust in the firm. PV largely
explains satisfaction with the social me-
dia presence, highlighting the significan-
ce of a positive perception of digital
touchpoints. The results show that a high
PV increases the likelihood of individu-
als using digital consulting services and
significantly raises the probability of re-
commending the firm via e-WoM. Using
social media for digital brand communi-
cation has a positive effect on brand
image and serves as a strategic tool for
retaining existing clients and attracting
new ones.

Study Results

Below are all the tested hypotheses sum-
marized and briefly evaluated in terms
of their confirmation by the empirical re-
sults.

H1: SMMAs have a significant positive
impact on PUR.

* Confirmed. The results show a
significantly positive path coeffi-
cient from SMMAs to PUR, indica-
ting a direct enhancement of
purchase intention through SM-
MA:s.

H2: SMMAs have a significant positive
impact on WPP.

*  Confirmed. The significant positive
direct effect suggests that customers
are more willing to pay a premium
when SMMA s provide added value.

H3: SMMAs have a significant positive
impact on e-WoM.

*  Not confirmed (directly). The direct
effect was slightly negative (f = —
0.072) and not significant. Howe-
ver, the indirect effect via PV was
strongly positive, indicating a sup-
pression effect (MacKinnon et al.,
2000).

H4: SMMAs have a significant positive
impact on PV.

* Confirmed. The positive coefficient
demonstrates that SMMAs increase
PV from the customers' perspective.

HS: PV has a significant positive impact
on PUR.

*  Confirmed. Higher PV leads to hig-
her PUR, which aligns with pre-
vious research findings.

H6: PV has a significant positive impact
on WPP.

* Confirmed. Customers perceiving
high value are more willing to pay a
premium, supported by significant
coefficients.

H7: PV has a significant positive impact
on e-WoM.

* Confirmed. A high PV correlates
with more frequent and positive e-
WoM.

H8: PV has a significant positive media-
ting effect between SMMAs and PUR.

e Confirmed. The indirect effect is
strong (f =0.843, p=0.014), confir-
ming PV as a mediator.

H9: PV has a significant positive media-
ting effect between SMMAs and WPP.

*  Confirmed. The mediation is signi-
ficant (B = 0.756, p = 0.038), high-
lighting the importance of PV for
WPP.
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H10: PV has a significant positive medi-
ating effect between SMMAs and e-
WoM.

* Confirmed (indirectly). Despite a
negative direct effect, the signifi-
cant positive indirect effect (B =
0.844, p = 0.011) indicates strong
mediation via PV—an instance of
suppression (MacKinnon et al.,
2000).

Structure Model - Power Densities

and Significance

The structural model analysis reveals
that all hypothesized relationships bet-
ween the constructs are statistically
significant (p < 0.05). This indicates that
the empirical data support the theoretical
framework.

The p-values show that the individual
components of SMMAs have varying
effects on PV:

e Customization — Perceived Value:
B=0.422,p<0.001

* Perceived Value — Interaction: f§ =
0.285,p <0.01

e Perceived Value — Entertainment:
B=0.203, p<0.05

The evaluation of these results demons-
trates that customization is the most in-
fluential factor. When content is tailored
to clients' specific needs through perso-
nalized communication formats, targe-
ted advice, or practical tips, its PV signi-
ficantly increases. Furthermore, user in-
volvement, such as via polls, comment
functions, or personal responses to posts,
has a notably positive effect. Entertain-
ment, including visually appealing de-
signs or humorous content, also contri-
butes to PV, albeit to a lesser extent.

In contrast, trendiness and e-WoM did
not significantly influence PV. This may
be due to the nature of the tax advisory
industry, where users are generally less
influenced by viral or fashion trends. Re-
commendations from other users play a
smaller role in shaping PV than in more
consumption-oriented sectors.

The study demonstrates that an increa-
sed PV has a significant influence on so-
cial media behavior:

* Perceived Value — Willingness to
Share Information: B = 0.498, p <
0.001

* Perceived Value — Willingness to
Seek Advice: = 0.423, p <0.001

When information is perceived as valua-
ble, users are more inclined to engage
with the firm by requesting more details,
saving content, or asking questions. Ad-
ditionally, the willingness to recommend
the firm increases, positively impacting
the reputation and visibility of tax con-
sulting firms.

Overall, the findings highlight the cen-
tral role of PV in the effectiveness of so-
cial media marketing strategies.

Coefficients of Determination (R?)

The coefficient of determination (R?)
was calculated to assess the model's ex-
planatory power.

e The PV (PV) shows a substantial R?
0f 0.649, which is considered high.

* The level of information acquisition
readiness has an R? of 0.497, classi-
fied as moderate.

* The willingness to recommend is
associated with an R? of 0.438, also
considered moderate.

An R? value of 0.649 for PV indicates
that the five SMMA dimensions explain
nearly two-thirds of the variance in this
construct—an exceptionally high value
for a psychological variable. The two be-
havioral outcome variables also demons-
trate moderate R? values, which reflect
strong explanatory power and further va-
lidate the theoretical model structure.

Effect Sizes ()

The effect sizes (f?) were used to assess
the relative impact of individual predic-
tors on the mediating construct of PV.

*  Customization — Perceived Value:
2=0.271 — Significant effect
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e Interaction — Perceived Value: {2 =
0.129 — Moderate effect

e Entertainment — Perceived Value:
f2=0.078 — Small effect

These findings once again highlight the
critical importance of personalized con-
tent within the social media strategy of
tax consulting firms. Personalization ap-
pears to be especially impactful in a field
that heavily relies on trust. Trendiness
and e-WoM did not produce meaningful
effect sizes (f> <0.02), confirming their li-
mited relevance in this particular context.

The Robustness and Relevance

of the Results

In order to guarantee the relevance and
stability of the results, a bootstrapping
experiment was conducted with 5,000
subsamples. The null value was excluded
from all significant phases by the confi-
dence interval (95%), which suggests that
the identified connections are statistically
robust. This indicates that the effects in
question were not the result of chance.

Interpretation of the Results

The results indicate that Social Media
Marketing can be effective in tax consul-
ting, provided that it is strategically
planned and targeted at the appropriate
audience. Not all components of the
conventional SMMA scale are equally
significant: Trendiness and e-WoM ap-
pear less significant, while content adap-
tation (customisation) is the most effec-
tive method for increasing PV. This po-
sition is consistent with the industry's
extensive consulting activity, prioriti-
zing customised solutions. Furthermore,
it is evident that an increased PV does
not directly lead to decisions, as is the
case in traditional e-commerce models,
but rather to behaviour orientated
around relationships, as evidenced by
the active recommendation and the
search for additional information. These
objectives are particularly critical for
law firms that intend to establish and
maintain relationships with their clients
through social media. The study de-
monstrates the overall significance of
strategic social media communication

for tax consulting firms, not only in
terms of short-term conversions but also
in terms of long-term value growth
through trust, interaction, and individual
communication.

Summary

The findings of the quantitative study in-
dicate that SMMAs substantially impact
the PV of tax consulting firms. PV is pri-
marily enhanced through customization,
interaction, and entertainment, with cu-
stomization having the strongest effect.
Trendiness and electronic e-WoM sho-
wed no significant influence in the con-
text of tax consulting. PV demonstrably
affects user behavior on social media:
when users perceive high value, both
their willingness to seek information and
their likelihood to recommend the firm
increase. This reinforces the central role
of PV within the professional service pa-
radigm. The R? values indicate strong
explanatory power of the model, especi-
ally regarding the construct of PV. The
effect sizes further emphasize the im-
portance of personalized content in com-
munication. The results are statistically
robust and were validated using boots-
trapping procedures. Overall, it becomes
clear that strategically implemented so-
cial media marketing, especially cam-
paigns emphasizing personalized and in-
teractive content, can positively influ-
ence customer engagement online. Tax
advisory firms benefit more from trust-
building and value-driven communicati-
on strategies than trendy or viral formats.

Evidence of Trustworthiness

Quality standards were assessed during
the analysis using PLS-SEM to ensure
the reliability of the study’s results. In
particular, construct validity, reliability,
and overall model quality were the basis
for validation.

Convergent Validity and Reliability

Convergent validity was assessed using
the AVE. All latent variables in this mo-
del exhibited AVE values above the
threshold of 0.50, indicating that the as-
sociated indicators explain more than
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half of the variance of their respective
constructs (Chin, 1998). Furthermore,
all constructs showed a CR greater than
0.70, which, according to Henseler, Rin-
gle, and Sinkovics (2009), suggests a
strong internal consistency of the mea-
surement instruments.

Discriminant Validity

Discriminant validity was assessed
using the Fornell-Larcker criterion and
the Heterotrait-Monotrait ratio (HTMT).
The square root of the AVE for each con-
struct exceeds its correlations with other
constructs (Fornell-Larcker criterion),
confirming the precision of the measure-
ment models. Additionally, all HTMT
values are below the recommended
threshold of 0.85 (cf. Henseler et al.,
2009), indicating strong discriminant
validity. Discriminant validity was as-
sessed using the Fornell-Larcker criteri-
on and the HTMT. The square root of the
AVE for each construct exceeds its cor-
relations with other constructs (Fornell-
Larcker criterion), confirming the preci-
sion of the measurement models. Additi-
onally, all HTMT values are below the
recommended threshold of 0.85 (cf.
Henseler et al., 2009), indicating strong
discriminant validity.

Multicollinearity

As part of quality assurance, the presence
of multicollinearity was also examined.
The VIF values of all indicators were be-
low the critical threshold of 5, indicating
no problematic multicollinearity among
the predictors (cf. Dwivedi et al., 2022).

Model Fit (R” and f*)

The quality of the structural equation
model was assessed by evaluating the
coefficient of determination (R?) for the
dependent variables and the effect sizes
(f*). The R? values indicate moderate to
substantial explanatory power (see
Chapter 4.5). The effect size > was also
examined, revealing that some of the
analyzed constructs have moderate to
strong effects. This supports the model's
explanatory strength and highlights its
significant predictive relevance (cf.
Chin, 1998).

Model Prediction (Q°)

The predictive relevance of the model
was evaluated using the blindfolding
procedure and applying the Stone-Geis-
ser criterion (Q?). All Q? values are posi-
tive, which, according to Henseler et al.
(2009), indicates that the model demons-
trates adequate predictive accuracy. This
suggests that the model can make predic-
tions not only for the analyzed sample
but also for hypothetical observations.

Critical Reflection and Limitations

A thorough evaluation is essential, not-
withstanding the general dependability
of the findings. The model is derived
from a particular sample within the Ger-
man tax advice business, perhaps cons-
training its generalisability. Being a
cross-sectional research, it is incapable
of establishing causal correlations
across time. Social desirability and ans-
wer biases, such as acquiescence, may
affect self-reported data in online sur-
veys. Furthermore, quality measures
such as AVE, CR, VIF, and HTMT are
contingent upon standards that may dif-
fer among study disciplines. Although
these limitations do not diminish the im-
portance of the findings, they underscore
the necessity for more research to eva-
luate the model in many situations and
with longitudinal data.

Credibility

The credibility of this study’s results is
based on various methodological steps
that ensure data precision and the validi-
ty of the conclusions; credibility plays a
particularly central role.

Theory-Driven Model Development
The developed structural model is based
on well-established theoretical concepts,
the S-O-R model, which has been effec-
tively applied in numerous marketing
studies. The constructs for SMMAs
were adopted from reliable measure-
ment instruments (cf. Yadav & Rahman,
2018). Cheng et al. (2021) implemented
these measures, and in this study, they
were adapted to the specific context of
tax advisory services in Germany.
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Empirical Foundation through PLS-SEM
The decision to use the PLS-SEM ap-
proach was made deliberately, as it has
been successfully applied in exploratory
research questions and complex models
involving multiple latent variables (see
Chin, 1998; Henseler et al., 2009). The
evaluation of the measurement and
structural models followed established
quality criteria, including reliability,
convergent and discriminant validity,
and the independence of indicators with
regard to multicollinearity (see Chapter
4.6). The significant path coefficients,
the high R? values of key constructs, and
the appropriate model fit all point to a
solid empirical foundation for the re-
sults.

Reflection on Potential Biases
Potential sources of bias—such as com-
mon method bias, social desirability, and
sample selection—were thoroughly ex-
amined to strengthen the study's credibi-
lity. The collected data did not show any
concerning indications of multicollinea-
rity or method-related bias. Neverthe-
less, limitations in the study design were
highlighted to ensure transparency.

Transferability

This study developed a theoretically
grounded and practice-oriented model
focusing on SMMA activities in tax ad-
visory services. It remains uncertain
whether the findings can be applied to
other industries, target groups, or media
contexts.

Industry- and Context-Specific
Transferability

The study focuses specifically on social
media users in the accountancy sector.
However, it uses established online mar-
keting concepts such as 'individualisati-
on', 'entertainment', 'interaction', 'trend
awareness', and 'PV'. These concepts
can be applied across industries and con-
texts. They were designed for tax con-
sulting and have proven effective in the
e-commerce, services, and consumer
goods sectors (cf. Cheng et al., 2021;
Yadav/Rahman, 2018). Cautious imple-

mentation in comparable knowledge-ba-
sed services such as management con-
sulting, legal advice, or coaching is in
principle possible, especially in areas
where trusting client relationships are
built through digital communication.
The study focuses specifically on social
media users in the field of tax advisory
services, but uses established online
marketing concepts such as ,,individua-
lisation”, ,,entertainment”, ,,interaction”,
Htrend awareness”, and ,,PV”. These
concepts can be applied across indus-
tries and contexts.

Target Group Appropriateness

All study participants were adults who
were regularly active on social media.
Consequently, the findings can be effec-
tively applied to target groups that tend
toward digital media and have prior ex-
perience with online tax advisory ser-
vices. The transferability of the results is
limited for customer groups with more
traditional views and lower trust in tech-
nology. Given the structural similarities
between tax advisory services and other
trust-based, knowledge-intensive ser-
vices, a careful contextual transfer of the
concepts is methodologically justified.

Methodological Transferability

The stability of the model and the me-
thodological approach (PLS-SEM) al-
lows for its application with relatively
low to moderate sample sizes (Chin,
1998; Henseler et al., 2009). In this way,
the research technique is also suitable
for comparable studies in related fields.
The measurement instruments were tes-
ted and are suitable for future research,
provided they are adapted to contextual
differences and reapplied accordingly.

Dependability

Dependability pertains to the consisten-
cy and repeatability of the research pro-
cess over time in qualitative and quanti-
tative research. Dependability may be
translated into German using terms such
as ,,reliability” or ,,stability.” A study is
considered reliable if it would yield si-
milar results under similar conditions
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and with identical methodological steps.
This quantitative study emphasized pre-
cise methodology, clear presentation,
and comprehensive documentation to
ensure reliable dependability.

Documentation of the

Research Process

The entire empirical study was meticu-
lously organised and documented at eve-
ry stage, from developing the question
frame to data collection and analysis
using PLS-SEM. The operational con-
cepts were derived from pertinent
sources (Cheng et al., 2021). Yadav and
Rahman (2018) conducted this using a
standardised online survey.

In contrast to the study by Yadav and
Rahman (2018), which focused on Indi-
an university students as particularly
active social media users and applied
predefined user criteria for the construct
survey, the present study was aimed at a
deliberately broader target group: the
participants consisted mainly of wor-
king people with experience in tax con-
sulting and social media. The SMMAs
were also operationalised along the five
dimensions, although they were adapted
linguistically and contextually to the
needs of the German tax consulting in-
dustry. According to Yadav and Rahman
(2018), the CEDs and the dependent
construct of customer loyalty were mea-
sured using established measurement in-
struments. In view of the need to evalua-
te the quality criteria (reliability, conver-
gence and discriminant validity) as well
as hypothesis testing, SEM was also
used here, but with a more practice-ori-
ented focus on the German market. The
results of the two studies are methodolo-
gically comparable, but reflect different
socio-cultural contexts and target
groups.

The SmartPLS application was used to
conduct the data analysis and evaluati-
on, ensuring that all steps were tho-
roughly documented, from the model
design to the evaluation of reliability
and validity to the determination of the
coefficients.

Consistency of the

Measurement Instruments

The reliability values of all constructs
exceeded the recommended thresholds,
as determined by Henseler et al. (2009).
This includes the combined reliability
and Cronbach's Alpha. The convergence
and discrimination validity were both
confirmed. This suggests a stable model
structure and a high internal consistency
of the measuring devices. Furthermore,
the stability of the results was monitored
through the application of bootstrapping
with 5,000 resamples to ensure the veri-
fication of confidence intervals and
significance.

Confirmability

Confirmability, also known as ,,reliabili-
ty* or ,,objectivity,” refers to the extent
to which the results of a study are based
on the collected data and are not influ-
enced by subjective biases, preconcei-
ved notions, or the interests of the
researchers. Confirmability ensures that
the data interpretation can be replicated
similarly by other researchers and that
the analysis is based on clear and trans-
parent principles.

The objectivity of data acquisition and
analysis

In order to mitigate potential errors in re-
search, a standardised and largely auto-
mated process for data acquisition and
analysis was implemented. The questio-
nnaire was administered online without
the participants' identification, thereby
excluding the possibility of any interfe-
rence from researchers. The responses
were entirely digitally captured and up-
loaded to SmartPLS 4 without any mo-
difications. The analysis was conducted
in accordance with a straightforward, li-
terature-based PLS-SEM procedure (see
Chin, 1998). Henseler et al. (2009) have
created a model that other researchers
can use and reevaluate.

Results' theoretical repercussions

The study's findings are founded on re-
cognised theoretical models and con-
cepts from research on SMMA, PV, and
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CBI in the digital environment (Cheng
et al., 2021; Dwivedi et al., 2022; Yadav
& Rahman, 2018). The structures were
not generated by chance but are theoreti-
cally based and derived from the litera-
ture. Similarly, the hypotheses are deri-
ved from these models, which ensures a
strong theoretical connection.

Documentation and Reliability

The documentation of all phases, inclu-
ding data acquisition, data cleaning, mo-
del development, and result interpretati-
on, was conducted transparently. The
elements, units, thresholds, and statisti-
cal values (e.g., factor coefficients, con-
fidence intervals, and R?-values) were
disclosed. In this way, it is ensured that
third parties can fully understand all de-
cisions and outcomes. Bootstrapping
methods were implemented in an additi-
onal effort to evaluate the significance
and stability of the power coefficients.

Reflection on research-based
assumptions

The underlying work places particular
emphasis on methodological objectivity
and theoretical foundations, even though
complete neutrality in research is only
theoretically feasible. The interpretive
process was conducted without the influ-
ence of the researcher's personal opini-
ons or expectations. Instead, all asserti-
ons were predicated on empirical evi-
dence. The potential subjectivity was re-
duced by implementing a deductive re-
search approach, standardised scales,
and automated analysis tools.

Discussions
Interpretation and Findings

This study analysed how SMMAs—cha-
racterised by customisation, entertain-
ment, trendiness, and interaction—influ-
ence PV and thereby influence key beha-
vioural intentions (PUR, WPP, and e-
WoM) in the German tax consultancy
sector. At the beginning of this study,
nine research hypotheses were formula-
ted, which will be tested below using the
quantitative study results.

Direct effects of SMMASs on behaviour:
No significance

Hypotheses H1-H3 examine whether
SMMAs can directly elicit behavioural
intentions. However, the results show
that the direct links of SMMAs to PUR
(B = -0.008; p = 0.982), to WPP (B = -
0.261; p = 0.484), and to e-WoM (B = -
0.072; p = 0.834) do not show statistical
significance. They are also labelled with
a minus sign. Consequently, these ef-
fects are not only insignificant but even
surprisingly weakly negative. The re-
sults suggest that marketing measures in
social networks do not directly increase
the PUR, WPP or the recommendation
rate. Before these measures can influ-
ence behaviour, they must be considered
valuable and relevant. The results sug-
gest that a direct influence on behaviour
through SMMA is insufficient in the
professional area of tax advice, although
this could be possible in dynamic consu-
mer goods markets.

Strong influence of SMMAs on the
perceived benefit

In the fourth hypothesis (H4), it was as-
sumed that SMMAs have a significant
positive effect on the PV of users in
connection with tax advisory firms. The
empirical results fully confirmed this as-
sumption. The path analysis found that
the collective influence of social media
on sales was significant and strong (path
coefficient B = 0.944, p < 0.001). This
value indicates a strong association, sug-
gesting that the quality and design of so-
cial media activities can explain almost
all of the benefits of digital content. In
addition, different aspects of SMMAs
were found to have varying degrees of
influence on PV.

* Customisation had the largest effect
(f* = 0.271), indicating that tailored
content is particularly effective.

* Interaction had a moderate effect (f*
= 0.129), emphasising the import-
ance of active user participation.

* Entertainment had a smaller but still
significant effect (2 = 0.078).
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*  Trendiness had a rather low impact
and could not have a significant in-
fluence on PV.

The evaluation of the data indicates that
users in the tax consultancy sector bene-
fit particularly from customised content
and actively participate in order to
achieve a high level of benefit.

Indirect Effects via PV: Central
Mediating Role Affirmed

Hypotheses H5—H7 examine how PV af-
fects behaviour. Consistently high, signi-
ficant and positively orientated path co-
efficients can be identified. H5 (PV —
PUR): The coefficient B is 0.884 with a
significance level of p = 0.011. There is
a clearly positive effect: people with a
high PV tend to opt more often for tax
advisory services. With an increase in
value, the willingness to pay a premium
increases according to B =0.803 and p =
0.032 conferring to H6 (PV — WPP).
For H7 (PV — e-WoM), B is 0.893 and p
is 0.008. The link to the willingness to
recommend (e-WoM) something to
others is particularly strong. The greater
the estimated value of the offer, the more
likely it is that customers will actively
communicate this in the digital realm.
The present results provide experimental
evidence that the subjectively assessed
benefit is not only a significant psycholo-
gical factor, but also a decisive factor for
the online marketing behaviour of tax
advisors. The indirect effect (SMMAs
— PV — PUR) is B indirect = 0.843
with a significance level of p = 0.014.

Mediation Effects: Complete
Mediation through PV

The current study clearly confirms as-
sumptions H8 to H10: PV acts as a signi-
ficant mediator between the activities in
SMMAs and the three analysed beha-
vioural intentions - PUR, WPP and e-
WoM.

HS8: PV mediates the influence of social
media marketing activities on PUR. The
evaluation suggests that there is substan-

tial mediation, as a high indirect effect of
B =0.843 (p = 0.014) was found. This
means that if the quality, relevance and
usefulness of the social media measures
are perceived to be higher, the purchase
intention also increases, but not directly,
but only via mediation by PV. This fin-
ding is consistent with the results of
Chen and Lin (2019), who showed in
their practical study with Facebook
users from Taiwan that SMMAs do not
directly influence purchase intent, but
rather via the mediating factors of social
identification, PV and customer satisfac-
tion. Both studies suggest that social me-
dia marketing is only effective if it is
perceived as valuable.

H9: PV mediates the effect of SMMAs
on WPP. There is also a significant medi-
ation of WPP by PV, which is shown to
be significant (B = 0.756, p = 0.038). It
can be seen that the willingness of users
to accept a higher price for the tax con-
sulting firm's services increases if they
rate the perceived benefit from the SM-
MAs as high. These results are particu-
larly important in the knowledge-based
services sector, such as tax advice, whe-
re the willingness to accept prices is
strongly associated with trust and per-
ceived competence. This correlation was
also discovered by Chen and Lin (2019).
In their study, they state that the PV re-
sults from the quality of the information,
the interactivity of the service and the
personalised approach, which has a di-
rect impact on the willingness to pay.

H10: PV illustrates the effects of SM-
MAs on e-WoM. It is clear that positive
e-WoM is strongly influenced by percei-
ved usefulness, with an indirect effect of
3=10.844 (p =0.011). Clients tend to be
more likely to recommend tax firms if
they perceive the content on social me-
dia to be useful, not because it is ‘tren-
dy’, but because of the provision of rele-
vant, trustworthy, and helpful informati-
on. Chen and Lin (2019) also came to a
similar conclusion: in their study, e-
WoM was strongly triggered by PV. Cu-
stomers are particularly willing to share
their experiences publicly if they iden-
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tify with the brand and recognise a clear
benefit.

In the frequently cited study by Chen
and Lin (2019), they researched the ef-
fects of SMMAs on purchasing beha-
viour and e-WoM and also identified PV
as an important mediating variable. The
present study shows methodological
proximity to the following aspects:

» the application of PLS-SEM to test
hypotheses,

» the integration of the structures into
the S-O-R model,

* the understanding of PV as a key
psychological mechanism for beha-
viour.

In particular, the field of research (B2C
products vs. professional services) and
the target group (consumer-orientated
Facebook users vs. digitally savvy tax
consultancy clients) show differences.
Nevertheless, both studies show that
SMMAs without PV have no impact on
behaviour, regardless of the cultural or
industry-specific context.

This study therefore uses empirical data
to show that the perceived benefit is a
decisive factor through which SMMAs
have an impact on customer behaviour.
Direct explanations for purchase intent,
willingness to pay, or e-WoM are not
possible through SMMAs. Only when
they are seen as useful, relevant and
trustworthy do behavioural effects oc-
cur. This emphasises the importance of
PV in the business B2B service area of
tax advice, similar to the findings of
Chen and Lin (2019) in consumer goods.

This study uses empirical data to show
that perceived benefit is a decisive me-
chanism through which SMMAs influ-
ence customer behaviour. Direct expla-
nations for purchase intention, willing-
ness to pay, or e-WoM are not possible
through SMMAs. Only when they are
seen as useful, relevant, and trustworthy
do behavioural effects occur. This em-
phasises the importance of PV in the
business B2B service area of tax consul-

ting, similar to the findings of Chen and
Lin (2019) in consumer goods.

Suppression effect: Opposite signs
of the direct and indirect paths

Investigating hypothesis H10, which
analyses the relationship between SM-
MAs and e-WoM, including the media-
tor PV, a remarkable result emerges. The
current study shows that the direct influ-
ence of SMMAs on e-WoM is slightly
negative (f = -0.072), while the indirect
path via PV is significantly positive (§_
indirect = 0.844, p = 0.011). A compre-
hensive analysis results in a positive
overall effect of B_total = 0.772.

Such a constellation, with a negative di-
rect and a positive indirect effect, cha-
racterises a suppression effect according
to an inconsistent mediation model
(MacKinnon, Krull & Lockwood, 2000,
p. 176 ff.). When this occurs, the media-
ting variable (in this case, PV) either
partially or fully compensates for the de-
trimental direct influence of the predic-
tor (SMMAs) on the criterion (e-WoM).
In the literature, this situation is also cal-
led ,,competitive mediation®, as the di-
rect and indirect routes have opposite di-
rections and ,,compete* for explanatory
power.

In terms of content, this can be under-
stood as follows: If PV is not conside-
red, extensive social media activities by
consulting firms could be seen as too
promotional, egocentric, or superficial.
This could result in clients recommen-
ding the company less favourably. Only
when the marketing measures are per-
ceived as valuable, helpful, or trust-buil-
ding—i.e.,, when the PV is high—do they
positively affect the e-WoM. The mea-
ningful role of content therefore, lies
somewhere between pure advertising ef-
fect and actual behaviour. It possibly
offsets negative reactions to pure self-
presentation or posts without substance.
This finding is not only statistically rele-
vant but also practical for the develop-
ment of social media content in the con-
sulting-intensive service sector. Compa-
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nies should invest more in content stra-
tegies that focus on information content,
relevance, and user-orientation to gene-
rate positive word-of-mouth effects.

Limitations, Recommendations,
and Implications

Limitations and Calls for Future
Research

Although this study was meticulously
designed and executed, several limitati-
ons affect the generalizability and inter-
pretability of the findings. These limita-
tions relate to contextual scope, design
choices, sample composition, measure-
ment methods, and model specification.

1. Contextual and Sectoral Scope

The research was conducted exclusive-
ly in the German tax consulting indus-
try, a highly regulated, knowledge-in-
tensive professional environment. Whi-
le customization, interaction, and PV
are foundational across industries, their
relevance and impact may differ sub-
stantially in other domains (Yadav &
Rahman, 2018). Additionally, behavi-
oral patterns may reflect Germany's dis-
tinct legal, cultural, and economic con-
text, limiting cross-national generaliz-
ability (Lin et al., 2024). Future studies
should replicate the model in other pro-
fessional sectors, such as legal, health-
care, or financial services, and in diffe-
rent countries to test the stability and
cultural applicability.

2. Temporal and Design Constraints
Data collection occurred at a single
point via a cross-sectional survey, allo-
wing for correlational inference but not
enabling causal conclusions or dynamic
analysis (Bryman, 2016). Given the ra-
pid evolution of social media platforms
and user norms, user responses and per-
ceptions may also shift over time. Lon-
gitudinal or panel designs are recom-
mended to assess how the effects of
SMMA components on PV and CBIs
evolve over time and in response to plat-
form changes or regulatory updates (So
et al., 2024).

3. Sampling Bias and
Representativeness

Participants were recruited via social
media channels and SurveyMonkey’s
Audience Service, introducing self-se-
lection bias, as digitally engaged indivi-
duals are likelier to participate (Loh-
mann & Zagheni, 2023). Certain demo-
graphic groups, particularly those under
25 or less digitally literate, were under-
represented, limiting the sample's repre-
sentativeness. Future research should
adopt stratified or quota sampling tech-
niques and consider weighting respon-
ses to align with population bench-
marks, ensuring inclusion across age
groups and digital proficiency levels.

4. Method Bias and Self-Reporting
Limitations

The study relied solely on self-reported
survey data, creating susceptibility to
common method variance, social desira-
bility, and acquiescence bias. Although
translation validation and pretesting were
undertaken to improve clarity, context-
specific misinterpretation remains possi-
ble. To enhance validity, future research
should integrate mixed methods, such as
behavioral data from social media analy-
tics and qualitative interviews, to triangu-
late self-reported findings and reduce bias.

5. Model Scope and Omitted
Constructs

The structural model focused on a single
mediating pathway through PV, omitting
other relevant psychological constructs
such as trust, perceived risk, or user sa-
tisfaction, which have been shown to
significantly affect online consumer be-
havior in service contexts. Further stu-
dies should explore additional mediators
or moderators, including trust, platform
reputation, or user engagement motivati-
ons, to build a more nuanced understan-
ding of how SMMAs influence behavi-
oral outcomes (Jamil et al., 2022).

6. Social Media Platform Specificity
and Formats

This study grouped all social media plat-
forms and content formats, neglecting
potential differences in user perception
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across platforms like LinkedIn, Insta-
gram, or TikTok. Platform-specific
norms, visual formats, and audience de-
mographics could influence the effecti-
veness of SMMA dimensions (Nguyen
et al., 2024). Future research should ad-
opt platform-specific designs, analyzing
how different platform affordances or
content formats (e.g., short videos, info-
graphics, polls) distinctively impact PV
and customer intentions.

Recommendations for Practice

The empirical findings of this study offer
clear, evidence-based recommendations
for tax consulting firms aiming to lever-
age SMMAs to increase client engage-
ment, strengthen brand positioning, and
drive behavioral outcomes. Based on the
validated structural model, SMMAs po-
sitively influence PUR and WPP direct-
ly, and e-WoM indirectly through the
mediating role of PV. Given PV’s criti-
cal function as a mediating variable,
strategic efforts should focus on enhan-
cing PV to achieve meaningful behavi-
oral responses.

1. Prioritize Customized Content

The strongest direct relationship in the
model was observed between SMMAs
and PV (H4: confirmed), and between
PV and all three CBIs, PUR (H5), WPP
(H6), and e-WoM (H7), all confirmed.
This indicates that how content is percei-
ved regarding usefulness and relevance
is foundational for influencing user be-
havior. Among SMMA dimensions, cu-
stomization emerged as the most influ-
ential factor in increasing PV. Therefore,
firms should develop content strategies
centered on individual relevance by:

* Sharing deadline reminders or tax
tips tailored to specific life or pro-
fessional stages,

*  Offering checklists, infographics, or
FAQs for particular client segments
(e.g., the self-employed, families,
retirees),

* Addressing frequently asked client
questions using everyday language
and scenario-based examples.

Such practices increase the utility of
content and improve purchase-related
outcomes (H1, HS) and premium sensi-
tivity (H2, H6), validating the strategic
importance of customization.

2. Foster Interaction to Build Trust and
Engagement

Interactivity was another key SMMA di-
mension that contributed significantly to
PV. Since PV strongly mediates between
SMMAs, WPP (H9), and e-WoM (H10),
tax consulting firms must encourage
two-way communication. Recommen-
ded actions include:

* Incorporating Q&A formats (e.g.,
“Ask the Tax Advisor”™),

* Using Instagram stories or polls to
engage users on common tax issues,

* Responding to comments and priva-
te messages in a personalized and
timely manner.

These practices enhance both perceived
responsiveness and emotional connecti-
on, increasing the likelihood that clients
will share their experiences positively
(H7, H10) and consider paid services
(H6, HY).

3. leverage Entertainment and Visual
Appeal Judiciously

While entertainment had a weaker direct
effect on PV, it still supported content
engagement. The recommendation is to
use entertaining and visual formats that
simplify complex information without
undermining professional credibility:

» Short videos or reels explaining tax
basics (e.g., “Tax Tip of the Week”),

e Humorous, relatable stories illustra-
ting common mistakes,

* Graphical summaries that break
down dense regulations.

Such content supports user attention and
accessibility, reinforcing perceived va-
lue when embedded in an informative
structure (H4), and indirectly contribu-
ting to WPP and PUR (H8, H9).

European Journal of Management, Leadership and Health Care

Volume 2 (5) 2025

DOI:10.2440/018-0006



DOI:10.2440/018-0006

THE IMPACT OF SOCIAL MEDIA MARKETING ACTIVITIES ON CONSUMER BEHAVIORAL

INTENTION OF TAX CONSULTING SERVICES

4. Maintain Trend Awareness without
Sacrificing Credibility

Trendiness did not demonstrate a signi-
ficant direct effect on PV or CBIs, and the
direct path from SMMAs to e-WoM was
negative and non-significant (H3: not
confirmed). However, the positive indi-
rect effect through PV (H10: confirmed)
suggests a suppression effect (MacKin-
non et al., 2000). This indicates that trend-
based content may be perceived as super-
ficial unless paired with value-driven
messaging. Practitioners are advised to:

+ Use contemporary content formats
(e.g., reels, LinkedIn newsletters),

* Align stylistic choices with the
brand’s tone of voice and professio-
nal values,

* Avoid trends that may dilute the
perception of trust and credibility.

This approach allows firms to remain di-
gitally relevant while retaining their ex-
pert positioning.

5. Monitor and Evaluate Perceived
Value Continuously

Given PV’s role as a central mediating
construct in all three outcome variables
(H8-H10: all confirmed), tax consulting
firms should systematically implement
mechanisms to assess user perceptions.
Recommended strategies include:

*  Conducting short feedback surveys
or polls on content usefulness,

* Analyzing engagement data (click-
through rates, comments, shares),

* Soliciting verbal feedback during
consultations about social media
content.

Such feedback loops enable data-infor-
med refinements to content strategy and
help optimize PV, which the findings
show is essential to influencing CBIs
across the board.

6. Institutionalize Social Media as a
Strategic Communication Channel
Finally, the findings affirm that well-
executed SMMAs positively influence
intent to purchase (H1) and willingness

to pay a premium (H2). However, these
benefits can only be sustained through
strategically integrating social media
into the broader communication frame-
work. Recommended actions include:

* Developing a long-term editorial
plan tied to the tax calendar and cli-
ent segmentation,

* Assigning staff roles for content
creation, engagement monitoring,
and reporting,

*  Providing training in digital com-
munication or partnering with exter-
nal content agencies.

Social media should be recognized not
as a peripheral task but as a strategic
touchpoint  that, when  correctly
managed, contributes directly to busi-
ness development goals and long-term
client loyalty.

Implications

This study provides essential theoretical
and practical contributions to the under-
standing and application of social media
marketing activities (SMMAs) within
high-trust, knowledge-intensive profes-
sional service contexts—specifically, the
German tax consulting sector. By empi-
rically replicating and contextualizing
the conceptual model proposed by
Bushara et al. (2023), the study affirms
several key assumptions within existing
SMMA theory. It addresses a clear empi-
rical gap in the literature. The tax advi-
sory sector, characterized by regulatory
complexity, high information asymme-
try, and relationship-based trust, pres-
ents a unique environment to test the
boundaries and applicability of establis-
hed digital marketing frameworks.

Theoretical implications

The results confirm the utility of the S-
O-R model in explaining the effective-
ness of SMMAs in digital social media
communication within professional ser-
vices. In line with prior research (Busha-
raetal., 2023; Cheng et al., 2021; Yadav
& Rahman, 2018), this study demonstra-
tes that social media stimuli, represented
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by customization, interaction, entertain-
ment, and trendiness, can positively in-
fluence CBIs. However, the findings un-
derscore that these effects occur primari-
ly indirectly via PV, a strong mediating
construct across all outcome variables:
PUR, WPP, and e-WoM..

By adapting and empirically testing
Bushara et al.'s (2023) framework in a
new sector and national context, this stu-
dy contributes to closing a theoretical
and empirical research gap. While their
review called for further validation of
the model in professional service do-
mains, few empirical studies have ad-
dressed this need. The current findings
reveal that PV mediates nearly all CBI
effects, and that direct paths from SM-
MAs to e-WoM are non-significant, an
important theoretical refinement that
calls for greater attention to value con-
struction mechanisms in professional
service communications.

Moreover, the asymmetrical impact of
the SMMA dimensions supports the mo-
del's contextual differentiation. The rela-
tively limited effects of trendiness and
entertainment in the tax advisory context
challenge assumptions rooted in consu-
mer-focused sectors. This signals a need
for more nuanced, sector-sensitive theo-
ries of social media engagement that ac-
count for varying levels of professional
regulation, credibility expectations, and
client decision-making criteria.

Practical implications

The study offers several actionable in-
sights for practitioners seeking to imple-
ment effective SMMAs within professi-
onal services. The most critical recom-
mendation is to design content that ma-
ximizes PV, given its consistently signi-
ficant mediating role across all CBls.
The strong effects of customization and
interaction on PV suggest that tax con-
sulting firms invest in content personali-
zation for segmented target groups (e.g.,
freelancers, families, retirees) and prio-
ritize interactive formats such as Q&A
sessions and polls to strengthen relatio-
nal engagement.

In contrast, the limited impact of enter-
tainment and trendiness suggests that
firms should avoid imitating viral or su-
perficial content strategies common in
consumer brands. Instead, professional
service providers should develop infor-
mative, relevant, and trustworthy con-
tent that addresses specific client needs
and enhances credibility. These findings
align with broader strategic shifts in di-
gital service communication, emphasi-
zing content quality, not quantity, and
the long-term benefits of trust-based cli-
ent relationships over short-term enga-
gement metrics.

The study indicates that effective social
media marketing activities in the tax
consulting industry require alignment
with professional norms. Trend-based
formats (e.g., reels or memes) may be
used selectively for format diversity but
should always convey substantive value.
Moreover, firms must embed their digi-
tal communication activities into broa-
der strategic frameworks, including edi-
torial planning, clear responsibility
structures, and training in digital literacy.

Methodological implications

This research also contributes to metho-
dological practice in digital marketing
studies by illustrating the effectiveness
of PLS-SEM in modeling complex, me-
diated relationships in real-world busi-
ness contexts. The choice of PLS-SEM
is justified by its capacity to accommo-
date moderate sample sizes, formative
and reflective constructs, and multicolli-
nearity risks, all of which are relevant in
survey-based research on digital com-
munication strategies (Hair et al., 2024;
Sarstedt et al., 2019).

The structured research design, inclu-
ding cross-cultural scale adaptation, for-
ward and backward translation, pretes-
ting, and rigorous measurement model
evaluation, offers a transferable blue-
print for conducting empirical studies in
other high-trust, knowledge-intensive
sectors such as law, healthcare, or coa-
ching. This approach's methodological
transparency and replicability respond
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to ongoing calls for more robust and ge-
neralizable designs in social media re-
search.

Conclusions

The topic of this replication study was
about the impact of Social Media Mar-
keting Activities (SMMAs) on Custo-
mer Behavioral Intentions (CBI) of Ger-
man tax consulting services (Bushara et
al., 2023). The purpose of this quantitati-
ve study was to examine the impact of
SMMAs on PV and CBIs measured
through PUR, WPP, and e-WoM con-
structs of German tax consulting firms
using an S-O-R model as a theoretical
framework. The overarching research
question was: What is the impact of SM-
MAs on PV and CBIs measured through
PUR, WPP, and e-WoM constructs of
German tax consulting firms? This re-
search employed a non-experimental,
cross-sectional design using a standardi-
zed online survey to examine the struc-
tural relationships among SMMAs, PV,
and CBIs. Data were collected at a sin-
gle point in time from a representative
sample of social media users who enga-
ge with and interact on the pages of tax
consulting firms across various social
media platforms.

In January 2025, 390 valid datasets were
collected using a standardised online
questionnaire and analysed using PLS-
SEM. The terms customization, enter-
tainment, interaction, and trendiness
were utilized as aspects of SMMAs. The
PUR, the WPP, and e-WoM were defined
as CBIs. This study confirms the effecti-
veness of SMMAs in the professional
services sector, particularly when medi-
ated by PV. The empirical findings un-
derscore that PV is the central mecha-
nism by which SMMAs influence CBls,
including PUR, WPP, and e-WoM. The
structural model exhibited strong expla-
natory power, with R? values of 0.649
for PV and between 0.38 and 0.50 for the
CBls, indicating that the model accounts
for a substantial proportion of variance
in key outcomes. All quality criteria for
model validity and reliability were met:

AVE exceeded 0.50 for all constructs,
CR values were above 0.70, HTMT rati-
os remained below the 0.85 threshold,
and VIF were well within acceptable li-
mits. These results confirm the internal
consistency, discriminant validity, and
absence of multicollinearity in the mea-
surement model, supporting the metho-
dological rigor of the study.

From a practical perspective, the fin-
dings offer actionable insights for tax
consulting firms seeking to leverage
SMMAss strategically. Rather than focu-
sing on entertainment or trendiness,
firms should invest in customized, rele-
vant, and interactive content to maximi-
ze PV and strengthen client engagement.
The methodological approach, applying
PLS-SEM to test a theoretical frame-
work in a real-world, knowledge-inten-
sive setting, demonstrates the feasibility
of adapting established marketing
frameworks to new cultural and sectoral
contexts. Despite being limited to a Ger-
man sample and a cross-sectional de-
sign, the study provides a robust basis
for theory building and managerial deci-
sion-making. The key conclusion is that
social media, when used to deliver credi-
ble, user-centered value, becomes a
powerful tool for trust-building, diffe-
rentiation, and strategic client develop-
ment in professional service firms.
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Construct Item Statement
Customization Cust Searching for customized information on tax consultants' social media is
(cus) possible.
Cus2 The tax consultant's social media provides lively information | am
interested in.
Cus3 Tax consultant offers customized services through its social media.
Entertainment | ENT1 The content found in tax consultant’s social media seems interesting.
(ENT)
ENT2 Utilizing tax consultants' social media channels is exciting.
ENT3 Collecting product information through tax consultant’s social media is
fun.
Trendiness TRE1 The tax consultant’s social media content is up-to-date.
(TRE)
TRE2 Using tax consultant’s social media is very trendy.
TRE3 The content on tax consultant’s social media is the newest information.
Interaction INT1 I can easily share my opinions through this tax consultant’s social media.
(INT)
INT2 It is easy to convey my opinions or have conversations with other users
through tax consultants' social media.
INT3 Having two-way interaction through tax consultant’s social media is
possible.
Perceived PV1 The social media page of this tax consultant makes me feel more socially
Value (PV) accepted.
PV2 The tax consultant's social media page is useful and valuable to me.
PV3 The tax consultant's social media page is an important source of
information for me.
PV4 Tax consultant’s services have a consistent level of quality.
PV5 Tax consultant’s services represent excellent value for money.
Purchase PUR1 I plan to purchase these tax consultant services, which | have seen on
Intention (PUR) social media.
PUR2 I intend to purchase these tax consultant services that | like based on
social media interaction.
PUR3 I will likely purchase these tax consultant services recommended by my
friends on social media.
Willingness to WPP1 I would pay a higher price for this tax consultant than similar services.
Pay a Premium
Price (WPP) WPP2 I intend to purchase from this tax consultant even if another brand
advertises a lower price.
E-WoM E-WoM1 I will post positive comments about this tax consultant on my social
media.
E-WoM2 I recommend using this tax consultant through my social media.
E-WoM3 I recommend using this tax consultant with my social media

acquaintances.
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