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Abstract

In this dissertation, Social Identity Theory and Social Exchange Theory are used to examine
how Hellenic Police social media marketing activities (PSMMA) influence citizen
citizenship behaviour (CCB) in urban Greece, focusing on the intervening role of brand
relationship quality (BRQ). A deductive, quantitative, explanatory design was implemented,
using a structured Self-Administered Questionnaire distributed online, comprising nine
sections with items derived from established and validated scales. A non-probability
convenience sample of adult Greek social media users aware of official police accounts in
four major cities was recruited via social media, public forums, and email (N = 326).
Confirmatory factor analysis supported the measurement model. Hypotheses were tested
using Spearman’s rho and fitted polynomial equations to assess monotonic relationships
(H1-H3), mediation analysis to estimate BRQ’s indirect effect (H4), and moderation
analysis for education (H5) and age (H6). Multiple linear regression indicated that the
overall model was statistically significant, explaining 44.3% of the variance in CCB (R? =
.443). Overall, 4 of 6 hypotheses were supported. PSMMA relates positively to BRQ and
CCB; BRQ relates positively to CCB; and BRQ partially mediates the PSMMA—CCB link,
while both moderation hypotheses were rejected. The study extends a sequential SIT and
SET mechanism to policing and highlights practical/marketing priorities centered on
credible, interactive, two-way content that builds trust and satisfaction and promotes

voluntary cooperation for citizen-centric public and policing services.

Keywords

Police Social Media Marketing Activities (PSMMA), Brand Relationship Quality (BRQ),
Citizen Citizenship Behavior (CCB), Social Identity Theory (SIT), Social Exchange Theory
(SET).
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AIITAQOMATIKH EPT'AYIA

«Am6 v Kowvovikn Tavtomta oty Kowveovikn Avtaiiayn: 'Eva
Awdoyikd Osmpntikd Movtédo ¢ Empporg tov Mdapketivyk Mécwv
Kowoviumg Atktowong g Acstuvopiog Kot g Zvureprpopds tov [oltov
omv Aotk EALGSo»

ZonM Aalapidov
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Hepiinyn

2V mopovoo SmAOUATIKY epyacia, 1 Ocwpia g Kowvovikne Tavtotrog (SIT) kou n
Oewpio g Kowwvikng Avrariayms (SET) ypnowomolovvion yuo vo e€etaotel mmg ot
dpacTNPLOTNTES LAPKETIVYK TNG EAANVIKNG AcTuvopiog ota HéGO KOWMVIKNG OIKTHMONG
(PSMMA) ennpedlovv ™ cvumepipopd molrteldtrag tov moArtdv (CCB) omyv aotiky
EMGda, eotidlovtag otov mapeuPatikd poOAO TNG TOLOTNTOG TNG OYECNG UE TOV OPYAVIGUO
(BRQ). YwobBemoaue £€vov mopayoykd, TOCOTIKO Kol EXEENYNUATIKO  €PELVNTIKO
oxedlOGHO, HE TN YPNOT OSOUNUEVOVL OVTO-GUUTANPOVUEVOD EPMOTNUATOAOYIOV TOV
dtovepmOnKe SOIKTLOKA KOl OTOTEAOVVTOV Omd €vvéd €VOTNTES, WUE EPMTNUOTO TOV
mponAbav omd KaepOUEVES Kol EMKLPOUEVES KMUPOKES HETPNONG. XTO TAOIGLO
SEYHOTOAN YOG O1ELKOAVVONG, TO U TBOVOTIKO Oetypa evilikwv EAA VoV ¥pnotov tov
HECMV KOWMVIKNG OKTO®ONG, Ol omoiot yvadpllov Tovg EMIGNUOVS OOTUVOUIKOVS
Aoyoploopohs oe Téooeplc PeYdAeg TOAEIS, CLAAEXONKE LECH TOV UECHOV KOWVWOVIKNG
SIKTOH®ONG, ONUOCI®V OLUOTKTVAK®OV pOPOVL Kot NAEKTPOVIKOD Tayvdpopeiov (N =326). H
emPeParwtiky mapayovtiky oviivon (CFA) vrootpiée 10 poviého pérpnong. Ot
vrobécelg eAEyyOnkov pe Tov p tov Spearman Kol TPOGOPUOCUEVES TOAVMOVOLKEG
eflonoelg yuoo v aforoynon povotovikwv oxécewv  (HI1-H3), pe avdivon
dwpecorapnong ywo v ektipnon g éupeong enidpaonc g BRQ (H4) kot avaivon
tpomonoinong yww v ekmaidevon (HS) wor v nixia (H6). H moAlamhn ypoppikn
TaAVOpOUNon €0€1EE OTL TO GLVOAMKO HOVTEAD NTOV GTATICTIKG CNUOVTIKO, EENYMOVTOG TO
44.3% g dowxvpavong s CCB. ZuvoAikd, vrootnpiydnkav 4 and 11 6 vrobéceg. H
PSMMA oyetileton Oetikd pe tnv BRQ kot v CCB, 1 BRQ oyetileton Oetikd pe v CCB
kol 1 BRQ dwpecorafel pepikag m oxéon PSMMA—CCB, evd kol ot dvo vrobécelg
Tpomonoinomng dev vrootnpiydOnkav. H pedétn enexteivet évav dradoyikd punyoviopd SIT kot
SET o610 medio TG aoTUVOUELONG KOl AVOOEIKVVEL TPOKTIKES/ LAPKETIVYK TPOTEPULOTITES
mov €o0Tldlovv oe aEOMoTO, S10OPACTIKO, AUPIOPOUO TEPIEXOUEVO, TO OTOI0 O1KOdOouEl
EUTIOTOCVVT] KOl IKOVOTTOINGT KOt TPOAYEL TNV €0EAOVTIKT GUVEPYOGIN Y10l TOMTO-KEVIPIKEG

ONUOGIES KOl G TLUVOUIKES VTN PECTEG.
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Ag&gerg — Kierona

Apaoctnpotnteg Mapketivyk g Aoctovoupiog ota Méoa Kowvmvikng AKtdmong
(PSMMA), ITowdwtnrta Xyxéong pe tov Opyoviopd (BRQ), Zvuneprpopd IMolreidtntog toov
[MoAtav (CCB), Ocwpia Kowvwviking Tavtotmtoag (SIT), Oswpio Kowvovikig Avioiiayng
(SET).
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Chapter 1 — Introduction

1.1 Research aim and research problem

As the digital age began, people and organizations began interacting online (e.g., Martin &
Flew, 2022). Thus, through clicks, posts, and likes, people interact with institutions,

communicate, and form opinions (Mari et al., 2022; Weeks et al., 2017).

To theoretically and empirically examine how Greek Police social media marketing
activities (PSMMA) influence urban citizen citizenship behavior through the mediating
mechanism of brand relationship quality, by sequentially integrating Social Identity Theory
and Social Exchange Theory, while accounting for the moderating effects of educational
qualification and age in the urban context. Our research intention is to examine and validate
a model of police SMMA (content quality, credibility, interaction, eWOM) and citizen-

police brand relationship quality (trust and satisfaction).

Inadequate citizen cooperation in crime prevention and community safety, as well as
dwindling public trust in police institutions, are the two crises facing modern urban policing.
Recent economic downturns, austerity measures, and social unrest have worsened these
challenges in Greece and strained public trust in the police (e.g., Roché & Varaine, 2025).
While there is no direct research on Greek police digital marketing and citizen cooperation,
studies from other contexts consistently show that public trust in police is the strongest
predictor of cooperation behaviors, such as reporting crimes or assisting police efforts (e.g.,
Simpson & Pappas, 2024; H. Wang et al., 2024). The quality of brand relationships is
influenced by Social Media Marketing Activities (SMMA), which, in turn, shapes citizens'
citizenship behavior, according to the political marketing literature (Kumar & Sharma,
2024). This study aims to ascertain whether similar psychological processes apply to public
safety, specifically Greek urban policing. The Greek Police is increasingly using social
media platforms for public engagement, but little is known about the theoretical mechanisms

through which police SMMA affect urban citizenship behavior.

Postgraduate Dissertation 15



1.2 Research objectives and initial assumptions

The research objectives of this dissertation have been determined based on critical works

by Mulrooney et al. (2024) and Kumar and Sharma (2024).

This study aims to investigate the impact and nature of the relationship between
Greek Police Social Media Marketing Activities (PSMMA) and urban citizens’ citizenship
behaviors, independent of brand relationship quality. Furthermore, it examines how brand

relationship quality influences voluntary citizenship behaviors toward the police.

Second, we will investigate whether brand relationship quality mediates the
relationship between police SMMA and citizen citizenship behavior and assess whether this

mediation is full or partial.

Third, we will examine the moderating role of citizens' educational qualifications
and age on (1) the relationship between brand relationship quality and citizenship behavior,

and (2) the relationship between police SMMA and brand relationship quality formation.

Below, we set the initial assumptions of the study, which provide theoretical
foundation for the research and establish the framework within which the results should be

interpreted.

(1) Sequential Psychological Mechanism. Citizens first use police SMMA as identity
cues to form brand relationship quality (trust/satisfaction), then reciprocate with
citizenship behaviors. BRQ is the necessary mediating mechanism, not just an
enhancer. Direct PSMMA and CCB effects will be weak/non-significant. This

political marketing framework transfers to public safety contexts.

(2) Differential PSMMA Component Salience. Not all PSMMA dimensions equally drive
relationship quality. Credibility dominates, followed by Interaction, Content Quality
and eWOM. Trustworthy information matters most for police legitimacy. User
endorsements have limited impact in authority-based contexts. Resources should

prioritize credibility-building over content volume.

(3) Demographic Boundary Conditions. Age moderates identity formation. Younger
citizens respond more strongly to digital engagement. Education moderates

behavioral conversion. Higher-educated citizens more readily translate trust into
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cooperation. Moderators operate at different model stages. Other demographics

have negligible effects.

1.3 Research approach

To investigate and clarify the connections between the Hellenic Police's social media
marketing initiatives (PSMMA) and the ensuing growth of public satisfaction and trust, the
dissertation uses a deductive research methodology. It also looks at how citizenship
behavior is formed because of these actions. This method is based on well-known theoretical
frameworks, especially Social Identity Theory and Social Exchange Theory. The study
focuses on whether citizens' behavior is directly impacted by the police's social media
activity or if this is a result of the trust and satisfaction that the police have built up with the
organization. Testing the developed hypotheses (H1-H6) derived from the theoretical
framework is the aim of this quantitative, explanatory study. To illustrate the possible
variations in how citizens react to police SMMA, it also accounts for the moderating
demographic effects of age and education. Questionnaires will be used to gather primary
data to validate the suggested model and make final conclusions. Additionally, the study
places the research within the Greek urban context, which increases the findings' practical

relevance and offers insights into local citizen-police digital engagement.

1.4 Importance of the topic, expected contributions and justification for

the focus of the study

Although the Hellenic Police has been using social media platforms since 2010 (Hellenic
Police, 2011), the effects these activities have brought about on urban citizenship behavior
remain poorly understood. User satisfaction and engagement are influenced by the
effectiveness of influencers on social media, based on the source's perceived authority,
expertise, and reliability (Wellman, 2022). Social media can improve police engagement
(Triantafillidou & Yannas, 2024). Urban residents' reactions to police social media activity

are influenced by these opinions, which relate to the caliber of brand relationships.

Three important knowledge gaps stand in the way of progress in this field. First, the
Theoretical Transfer Gap questions whether the sequential integration of Social Identity

Theory and Social Exchange Theory—validated in political marketing—applies to police-
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citizen digital relationships in the public safety domain. Second, the Mediation Mechanism
Gap concerns whether brand relationship quality (trust and satisfaction) mediates the
relationship between police SMMA and citizenship behavior, or whether direct effects
dominate, and how these pathways compare in strength. The Boundary Conditions Gap, the
third gap, examines how individual characteristics, such as age and educational attainment,
shape these relationships and explain differences in the effectiveness of police social media
across urban citizen groups. This theoretical and empirical gap hinders the development of
targeted approaches for diverse demographics, hinders evidence-based optimization of
police social media strategies, and limits our understanding of how digital engagement

translates into genuine cooperation.

There are important theoretical, methodological, practical, and contextual ramifications
to solving this issue. The study develops citizenship behavior construct for police contexts
and applies political marketing frameworks to the field of public safety by progressively
integrating Social Identity and Social Exchange Theory. It also tests cross-contextual
validity in Mediterranean Europe. In terms of methodology, it creates validated Greek-
language tools for police SMMA, operationalizes citizen behavior toward police, tests
mediation and moderation using regression-based path analysis, and offers a comparative

baseline for upcoming cross-national research.

It provides the Greek Police with evidence-based guidelines for content strategy,
resource allocation, training, and performance metrics; empowers citizens through
improved responsiveness, transparency, and collaboration; and provides policymakers with
data for democratic governance frameworks, affordable engagement options, and digital
policing policy. This study, which addresses European policing issues in a Mediterranean
context and advances knowledge of digital governance in Greece and Southern Europe, is

the first systematic investigation of the Greek Police's effectiveness in digital engagement.

1.5 Structure of the dissertation

The dissertation is organized into eight distinct chapters.

The first chapter describes the research aim, objectives, and approach, presenting the
main research problem and highlighting the significance of examining police social media

marketing in relation to urban citizen citizenship behaviour in Greece. It identifies the key
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theoretical and empirical gaps in the literature, explains how the study intends to address
them, and outlines the originality and expected contributions to both theory and practice,

setting the foundation for the subsequent chapters.

The second chapter presents the definitions of the dissertations’ main concepts, such
as: Police Social Media Marketing Activities (PSMMA), Brand Relationship Quality
(BRQ), Citizen Citizenship Behaviour (CCB), Digital Engagement and Digital Policing

The third chapter provides a comprehensive analysis of current police social media
engagement practices and citizen responses in urban Greece, the strategies employed, the
effectiveness of content and interaction, and the challenges faced by the police in fostering

active citizenship behaviours.

The fourth chapter presents the theoretical framework, Social Identity and Social
Exchange Theories, the hypotheses and assumptions, the research model, and the literature

support organized around each research hypothesis.

The fifth chapter describes the research methodology, which includes the study's
approach and motive, the research method, the sample, strategy, process, and data

collection, and the research itself.

The sixth chapter of the dissertation presents the research results, including
descriptive statistics, reliability analysis, and frequencies, questionnaire interpretation,
confirmatory factor analysis, hypothesis testing, correlation and regression analyses,
mediation and moderation analysis, and a summary of the research results with the support

of the research hypotheses.

The seventh chapter discusses the research results compared to previous similar
studies and provides deeper insights into the literature, discussing theoretical and practical

implications and future research directions.

The eighth and last chapter concludes and presents the final conclusions organized

around each research objective and a concise summary of the Discussion.
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Chapter 2 - Definition of the concepts

This chapter critically discusses the fundamental concepts related to this dissertation. These
are considered vital for comprehension. The chapter structure follows and presents the
definitions of the dissertation’s main concepts, which are: 2.1 Police Social Media
Marketing Activities (PSMMA), 2.2 Brand Relationship Quality (BRQ), 2.3 Citizen
Citizenship Behaviour (CCB), and 2.4 Digital Engagement and Digital Policing

2.1 Police Social Media Marketing Activities (PSMMA)

Brands implement PSMMA as a major practice to maintain closer links with their
audience (Ibrahim, 2021). Through this setup, keeping track of how the public perceives
different online initiatives becomes much easier (Koay et al., 2020). Everything from basic
networks and blogs to wikis, virtual environments, and web hubs plays a part in this
process. Ultimately, such channels serve to simplify direct, personalized communication

with the customer base.

Traditional advertising does not always work well in many industries compared to
methods that create strong trust and two-way dialogue (Kim & Ko, 2011). This method is
effective in achieving such results by emphasizing five different areas: keeping content
trendy, being interactive, being entertaining, being personalized, and encouraging word of
mouth. Mixing these factors will naturally improve a company’s reputation while keeping

buyers satisfied and engaged.

Social platforms have evolved and PSMMA has much room to grow. The popularity
of live streams and short video clips have changed the way regular people interact with
businesses and peers, making the interaction more natural. Since this type of content is
closely related to users’ thinking and feelings, it easily motivates the public to comment,

like, and chat during live feeds (Zheng et al., 2022).

The main antecedent and independent variable in the dissertation's sequential
theoretical model, which initiates the process of citizen-police relations, is Police Social
Media Marketing Activities (PSMMA). It is regarded as a Higher-Order Construct and is
the measurable part of the Greek Police's digital engagement strategy. Given its hypothesis
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that initial trust-building necessitates an emphasis on PSMMA quality (e.g. Shahbazi &
Bunker, 2024).

2.2 Brand Relationship Quality (BRQ)

Consumers tend to develop emotional bonds with brands that include live, vivid, human
characteristics. These connections lead people to become emotionally attached to brands,
just as they do to people. Brand Relationship Quality reflects this emotional and
motivational attachment that is more complex than simple reviews or buying intentions. It
comprises emotional relationships, behavioral bonds, and cognitive beliefs that support
trust, intimacy, and cooperation quality. People with a strong BRQ tend to view the brand’s
actions positively, even when they are controversial, while those without that special bond

are not affected in the same way (Kim et al., 2013).

People with strong bonds are more likely to engage in civic duties such as providing
feedback, fostering a favorable perception of the police, and helping the community. They
are more likely to react favorably to initiatives and actions, even if they demand personal
time and dedication, if they have a higher level of trust and satisfaction with the police.
Mulrooney et al. (2024) believe that the Gendarmerie Directorate's "mobile office" strategy

will promote long-lasting relationships with the public.

Effective complaint management is a crucial strategy to attract and increase citizens'
loyalty, as complaints can be seen as opportunities to address their changing needs and thus
become an asset to service quality. Because it depends on the quality of past experiences,
feelings of intimacy, influence, and trust, developing such a relationship is essential,
particularly in law enforcement. Additionally, human communication—rather than just

advertising—must be the foundation of this relationship (De Matteis et al., 2025).

The key BRQ construct serves as the critical mediating mechanism that transforms
the police's digital engagement initiatives into citizen action in a sequential model examined
in the dissertation. Conceptually speaking, BRQ is the essential psychological prerequisite
that links Police SMMA to the desired CCB outcome. Effective PSMMA, especially
credible and interactive content, produces quantifiable results by encouraging citizens to

identify with a "police-based community", which in turn fosters initial satisfaction and trust.

As a mediating construct, BRQ is defined by two dimensions: Trust (confidence in

police dependability and integrity) and satisfaction (positive affect from interactions and
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met expectations). In a high BRQ, it is hypothesized to create the reciprocal obligations

necessary for voluntary cooperation, as per Dobson et al. (2025).

2.3 Citizen Citizenship Behaviour (CCB)

CCB refers to voluntary, discretionary actions that citizens take to promote
community safety and police effectiveness (Hurst et al. 2024). Its foundation is the literature
on customer citizenship behavior and organizational citizenship behavior theory (e.g., Van
Steden & Hartog, 2024). The construct used in this study was created especially for the
context of police-citizen relations. CCB includes actions that citizens decide to take because
they value their relationship with the police institution, as opposed to actions mandated by

law or formal requirements.

Since social media and online communication have made these behaviors more
common in the digital age, they are particularly relevant to comprehending how police
digital marketing campaigns foster sincere cooperation (e.g., Nweke and Anim-Wright,
2023; Elphick et al., 2021). In Greece's urban setting, the concept is particularly relevant.
This is because voluntary cooperation is both more difficult and crucial for successful

community policing (Roché & Varaine, 2025).

The construct comprises three distinct but interrelated dimensions: (1) feedback
(providing crime-related information, reporting suspicious activities, and sharing
community safety concerns with police), (2) advocacy (defending police reputation,
generating positive word-of-mouth, and publicly supporting police initiatives both offline
and on social media, and helping (voluntary participation in crime prevention programs,
cooperation during investigations, and engagement in community safety activities like
neighborhood watch programs), (e.g., Kumwenda et al. 2024; Turner & Milburn, 2025).
These dimensions reflect progressive levels of citizen engagement, from information-

sharing to active promotion to direct participation in safety initiatives.

Since CCB is the ultimate behavioral outcome that police social media marketing
efforts seek to foster—converting passive followers into active partners in public safety—
understanding it is essential. (e.g., Bullock et al., 2021). By examining how police SMMA

influences these voluntary citizenship behaviors through brand relationship quality, the
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dissertation addresses a critical gap in understanding the mechanisms that convert digital

engagement into real-world cooperative action in the public safety domain.

The dependent variable—the primary behavioral outcome of interest—is a
fundamental component of CCB and represents the observable outcomes of police efforts
to engage citizens digitally (e.g., Neumann & Schott, 2023; Leppert et al., 2022). CCB refers
to voluntary, non-contractual contributions that urban citizens make to the Greek Police.
Social Exchange Theory, which holds that the high-BRQ created through social media
creates reciprocal obligations and encourages citizens to "return benefits" to the police,
theoretically explains its existence. The dissertation aims to empirically examine whether
the police's digital marketing initiatives ultimately translate into these "actual citizen

cooperation behaviors".

2.4 Digital Engagement and Digital Policing

The term "digital engagement" refers to interactions between the public and law
enforcement on digital platforms, including information sharing and community discussions
(Kumwenda et al., 2024). However, by relying on digital literacy and trust, police social
media marketing limits true empowerment, undermining this notion (Zhang et al., 2024) and

leaving people vulnerable to deceitful influence campaigns.

Police social media marketing turns natural conversations into strategic marketing
objectives by leveraging customized messaging for information sharing and surveillance
(Horgan et al. 2025), and this approach views public participation as a "police force
multiplier" (Turner & Milburn, 2025). When people believe they are participating in safety
initiatives voluntarily, it becomes difficult to distinguish genuine communication from
manipulation. This is due to the important questions it raises, such as whether involvement

benefits the police alone or the community at large.

Algorithmic campaigns known as "influence policing" are used in digital policing to
"nudge citizen behavior and shape community culture" and deter crime (Horgan et al.,
2025). Digital policing shapes public perceptions and behaviors on a scale through
unidirectional marketing-driven communications (Horgan et al., 2025), radically altering
the relationship between the public and the police from mutual communication to one-way

advertising campaigns.

Postgraduate Dissertation 23



Influence policing uses data analytics and surveillance to deliver customized
messages, frequently without the citizens' express consent (Horgan et al., 2025). Police
power extends into digital domains by eschewing traditional surveillance checks and
developing systems that gently influence behavior. Because it makes it difficult for citizens
and oversight organizations to assess the appropriateness and risks involved, this

algorithmic opacity compromises democratic accountability.

Citizen behavior is significantly influenced by police social media marketing
(Kumwenda et al., 2024). Although citizen participation can promote accountability (Turner
& Milburn, 2025). To influence public opinion, police employ marketing strategies such as
"cop-baiting" (Huey et al., 2024), which can weaken accountability and create a
contradiction. According to Yilmaz et al. (2025), police are a "double-edged sword" due to

the increased surveillance and control that participatory technologies entail.
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Chapter 3 — Situation Analysis

Chapter 3 presents a situation analysis of the digital engagement, brand relationship quality,
citizenship behavior and social media marketing influence in the policing context. The
chapter is structured as follows: 3.1 Greek police digital engagement and social media; 3.2
Current Greek citizenship behavior toward police; 3.3 Brand relationship quality,
citizenship behavior and social media marketing influence in the Greek policing context;

and 3.4 Concluding remarks.

3.1 Greek police digital engagement and social media

The Hellenic Police (ELAS) no longer use paper-based systems for communication, crime
analysis, and personnel management; instead, they use the Police Online (POL) platform.
There is a proficiency gap because, although 52.3% of officers use digital tools regularly,
only 36.4% feel fully conversant with them. The integration of digital governance with Gov
. gr is the result of this evolution. 50.5% of respondents believe that digital services enhance

inter-service cooperation, while 40.2% identify significant drawbacks (Ztalios, 2025).

Many employees face productivity barriers: 46% are dissatisfied with their training,
and 82% feel they need more (Ztalios, 2025). In rural areas with poor internet, 40% report
inadequate equipment, while 57% regularly experience technological issues
(Asimakopoulos et al., 2025). Despite these issues, 65.1% of officers want greater
effectiveness and transparency, emphasizing the value of communication in building strong

bonds (Asimakopoulos et al. 2025; Ztalios, 2025).

Greece has a high social media usage rate, with 56% of the population using it for
news, according to the Eurobarometer Social Media Survey 2025 (Business Daily, 2025).
Short posts and videos are preferred by 65% of users aged 15-24 and 57% of those aged 25-
39. The Greek Police have used social media since 2010. The accounts are managed by the
Press and Communications Office of the Ministry of Citizen Protection, within a framework
of updated policy that defines publication rules and guidelines for each platform. Platforms
include Facebook, Instagram, X, YouTube, and LinkedIn. The posts, which emphasize two-
way communication while complying with data protection and legal requirements, provide
information on police actions, social initiatives, road safety, citizen guidance, and human

trafficking (Hellenic Police, 2016).
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The Hellenic Police demonstrate their commitment by monitoring user messages
and comments in accordance with policy and by providing leadership with important
information (Hellenic Police, n.d.-a). Short films, like the Stay Informed campaign on
scams, are frequently shared by major news organizations like ANT1 News (2025).

Hashtags help categorize posts for easier user engagement (Hellenic Police, 2016).

When the first official Facebook page was launched, it gained 10,000 followers in
its first month (Hellenic Police, 2016). Subsequently, the Hellenic Police created 13 new
Facebook pages for some of its regional divisions (General Regional Police Directorates) to

inform citizens about police activities and public safety matters (Hellenic Police, 2018).

The Greek Police update its content on X 2-10 times a day and on Instagram 1-3
times a week, mainly using photos and videos to inform citizens about operations, safety,
community initiatives, and traffic conditions in the streets of Athens. YouTube and LinkedIn
are used for press conferences, training, and other announcements. The timing and content
of posts are relevant to the current news and public interest, showing how social media is

used to both inform and engage the public (Hellenic Police, n.d.-a).

3.2 Current Greek citizenship behaviors toward police

The lack of public trust in the police is more an issue that has beset societies across the
world throughout history than a problem unique to a specific nation (Bradford et al., 2022),
even though the police are precisely the institution tasked with bridging these trust gaps for

the proper functioning of organized societies (Jenkins, 2023).

The Greek economic crisis of 2009, along with the financial difficulties it brought
to the country, revealed the eroded foundations on which political and institutional
structures were built, further undermining the already fragile trust, cooperation, and
confidence in fundamental institutions (Maris et al., 2021), resulting in a slightly above-
average percentage of citizens (55.3%) expressing confidence in the Greek police, according
to a 2023 survey conducted by Hellenic Foundation for European and Foreign Policy (2024).
As indicated by the Public Issue survey (2024), disappointment reached 54% in 2024, with
citizens reporting that they do not trust the police. Because of the Greek economic crisis,
the police experienced high staff turnover, few new hires, and wage cuts. The insecurity that
followed forced some individuals to choose a career in policing primarily for financial

stability rather than a sense of public service. Moreover, due to insufficient funding police
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departments also face shortages in equipment, like vehicles and other consumables. On the
positive side, latest technological advancements have modernized police equipment,
introduced biological methods, and streamlined procedures. Elements that contribute to

more effective crime prevention and control (Mouzaki, 2025).

During 2025, approximately 40.5% of Greek citizens participated in voluntary
activities over the past year, while this percentage rises to 66.3% when previous years'
participation is included. The main areas of involvement are social solidarity, environmental
protection, and health (Athens University of Economics and Business [AUEB], 2025).
However, when it comes to initiatives supporting community safety, little has been
displayed. The attempt for the construction of Local Crime Prevention Councils is restricted,
since these councils only function in a few municipalities, face scarcity in staff and
coordination, and often their communication with citizens is poor (Papos, 2025). Eighty-
two Local Councils for Crime Prevention operate in municipalities across Greece (Hellenic
Police, n.d.-b). Given that there are 332 municipalities across the country, this represents
approximately 24.7% of all municipalities and indicates that in most areas, citizens count

primarily on the police for crime prevention.

Citizens' feedback helps the public sector services to evaluate their processes. It is a
way for governments and organizations to better understand users' needs and perceptions
allowing more targeted interventions. Although modern tools make it is easier to collect and
analyze comments, the feedback is not always representative. According to survey, 70,8%
of the citizens in the province area of Komotini feel comfortable to communicate with the
police, while 29,2% do not, due to the police officers’ behaviour and efficiency
(Mavropoulos, 2020), emphasizing that those who provide input often constitute only a
small percentage of the overall population, and the usefulness of their comments can differ
a lot. Also, not really knowing how the system works can cause confusion and make the

conclusions less reliable (Kwon & Wortley, 2020).

In Greece, neighborhood police officers constitute a direct channel of
communication with the community, acting as recipients of information about citizens’
problems and concerns and channeling these to the administration and municipal services.
Additionally, the Local Crime Prevention Councils (LCCPs) gather feedback through
consultations, meetings, and surveys, integrating it into the planning and implementation of

preventive policies. A typical example is the BeSecure-FeelSecure programme, where
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information provided from residents and shop owners was leveraged for the establishment

of a victim support unit (Zarafonitou et al., 2024).

3.3 Brand relationship quality, citizenship behavior and social media

marketing influence in the policing context

A recent survey shows that trust in the Greek Police is low at 31%, compared to 58% for
the Armed Forces and +24% for universities, while political parties hold a rating of ~-70%
(Metron Analysis, 2025). Organisation for Economic Co-operation and Development
(OECD, 2024) data reveal that only 54% of Greeks are satisfied with administrative
services, below the OECD average of 66%. Staff behavior, timeliness, and transparency
affect satisfaction, which averages 3-4 out of 5 (Psomas et al., 2024). The U.S. Department
of State (2024) reports discrimination in U.S. police stations, while Kentro Merimnas

Oikogeneias kai Paidiou (2025) finds that 90% of Greeks see stereotypes as common.

With only 24% of respondents willing to reject bribes, stagnant Corruption
Perceptions Index scores raise serious legitimacy concerns (OECD, 2024; Transparency
International, 2024). The U.S. and the European Parliaments (Guittet et al., 2022) challenge
Tyler's (2004) procedural justice principles by denouncing discrimination and excessive
force. Some police officers hold far-right beliefs (Independent Police Complaints
Authorities’ Network, 2023). Hough et al. (2010) emphasize procedural justice as a source
of legitimacy. Czapska and Struzinska (2018) support that social media can build trust in
Southeastern Europe. Additionally, 96% of officers use social media to enhance their profile

(Walsh & O'Connor, 2019).

Greek police trust is highly susceptible to social and political shocks (Roché¢ et al.,
2025). Government-blamed crises often impact the police, undermining public confidence.
Adverse actions can reduce trust, while positive actions can enhance it (Roché & Varaine,
2025). Greece's low World Justice Project (2024) Rule of Law Index ranking (29th
regionally and 47th globally) indicates public mistrust and democratic regression. Events
like the Tempe Valley rail disaster in 2023, which raised questions about official responses,

have heightened this skepticism (Samaras, 2025).
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Much research has been devoted to engagement metrics (likes, shares and
comments) not relationship quality or trust. Meijer and Torenvlied (2016) emphasized social
media’s role in communication and did not find a significant correlation between social
media activity and performance metrics. Despite their research being outdated, Czapska and
Struzinska (2018) found that it reduces communication barriers. There is little data linking
social media use to civic engagement. According to Bullock (2018) engagement may be

representative of preexisting relationships rather than establishing trust.

Public trust in Greece is limited. Data shows only 32% of Greeks trust the
government and 31% trust social media, largely due to ongoing corruption and poor crisis
management (Samaras, 2025; OECD, 2024). Improving responsive and transparent services
can boost the customer satisfaction (Psomas et al 2024), but such efforts require major
adjustments, as social media can be a supplement but not a substitute for such initiatives.
The key question is whether social media marketing can improve relations between the
public and the police in places where legitimacy is lacking or if it further worsens the
situation. Research spanning from 2020 to 2025 provides conflicting results and leaves the

1ssue unresolved.

3.4 Concluding remarks

Greek law enforcement is associated with institutional challenges, digital transformation,
and public trust. Even though the Hellenic Police have been using social media since 2010,
problems like inadequate officer training and technical difficulties in rural areas still exist.
Several factors, such as the economic crisis, political unpredictability, and corruption,
contribute to low public trust. Social media improves visibility and communication, but it
cannot replace reforms pertaining to accountability and transparency. The main question is
whether it can enhance public-police relations since the data that is currently available
suggests that it mainly serves as a communication tool without addressing more fundamental

structural issues.
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Chapter 4 — Theoretical framework and literature review

The theoretical framework, research model, and hypotheses derived from literature review
are presented in Chapter 4. The chapter is organized as follows: 4.1 Frame of reference; 4.2
Social Identity Theory and Social Exchange Theory; 4.3 Theoretical model; 4.4
Assumptions; 4.5 Research model and research hypotheses development; and 4.6

Concluding remarks.

4.1 Frame of reference

Digital civic cooperation develops into Social Exchange Theory, according to Social
Identity Theory (Zhang & Zhang, 2025; Zhang et al. (2024). Social media and credible
content increase group salience, improve relationship quality, and shape collective identity
(Davidson et al. 2025; Kumar et al., 2024). By indicating membership, digital cues foster
respect and trust (Levine, 2025; Wang et al. 2024), since relationship quality is converted
into cooperative participation through exchange mechanisms, perceived benefits, and

reciprocity, and identity acts as the cornerstone (Kothari et al., 2025; Zhang & Zhang, 2025).

Citizenship follows this sequence; Social Exchange Theory explains cooperation
when benefits justify reciprocity (Zhang & Zhang, 2025), and Social Identity Theory
explains attachment from Social Media Marketing Activities (Kumar et al., 2024; Rather et
al., 2024). Quality of Brand Relationships: For extra role helping, advocacy, and feedback,
risk is decreased and expected returns are increased (Kumar et al., 2024). Citizenship is a
rational, reciprocity-driven choice that is influenced by trust, identification, and value, but
engagement effects are not strong in political, service, and digital contexts (Sadighha et al.,

2025; Su et al., 2025).

An integration of Social Identity Theory (SIT) and Social Exchange Theory (SET)
offers a much clearer picture than other theories can provide. For example, Procedural
Justice Theory connects police legitimacy to how fairly people feel they are treated (Tyler,
2006). However, because it focuses on these evaluations rather than deep-seated identity, it
falls short when trying to explain proactive digital engagement. Organizational Citizenship
Behavior addresses discretionary helping yet assumes hierarchical employment, which is

inconsistent with voluntary citizen—police collaboration (Organ, 1988). Relationship
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Marketing emphasizes long-term bonds but omits SIT’s group identification and SET’s
reciprocity norms and weakens its basis for relationship formation and motivation (Morgan
& Hunt, 1994). The SIT-SET synthesis, uniting identity and exchange-based mechanisms,

better explains digital civic.

The interpretative value of the proposed framework lies in the possibility of
distinguishing between identity-based and exchange-based pathways. A full mediation
pattern would suggest that the digital engagement is mainly driven by psychological
identification rather than instrumental persuasion. Moderators also have double theoretical
importance. Age, according to Social Identity Theory, has a clear effect on access to
digital identity and in-group alignment. From the perspective of Social Exchange Theory,
education enhances an individual’s capacity for cost-benefit evaluations, thereby
facilitating the transition from Brand Relationship Quality to Citizen Citizenship

Behaviour (Gouldner, 1960).

It is difficult to apply Social Identity and Social Exchange theories to policing
because of overlapping constructs. Social identification is not the same as self-
categorization; IATs are better to measure categorization and match-mismatch designs are
better to isolate identification (e.g. Huang et al., 2025). Whitham et al. (2024) argue that
reciprocity should be separated from trust in Social Identity Theory, because different
exchange structures have distinct effects on bonds and solidarity. Citizen-police trust is
distinct from satisfaction and legitimacy (Jonathan-Zamir et al., 2024). Civic cooperation
relies on moral obligations from the social contract and procedural justice within a

transactional reciprocity framework (Jonathan-Zamir et al., 2024).

4.2 Social Identity Theory and Social Exchange Theory as

complementary mechanisms

Social Identity Theory co-developed by Taifel and Turner in the late 1970s (Tajfel & Turner,
1986; Tajfel & Turner, 1979) posits that people’s self-concept is partly derived from their
memberships in social groups, leading them to categorize the social world into ingroups and
outgroups, identify with ingroups by adopting their norms and values, and compare groups
to achieve positive distinctiveness (Turner et al., 1987). Minimal, arbitrary grouping elicits

ingroup favoritism and outgroup derogation, intensified by salient, competitive boundaries
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(Brewer, 1999). Salient identity redirects behavior from personal preferences to ingroup

norms and prototypicality (Turner et al., 1987).

Regarding the Social Exchange Theory, according to Homans, based on his seminal
work outlining social behavior as exchanges of rewards and costs (Homans, 1958), with
Blau who extended the theory to macro-level structures of power and dependence, according
to the work of Blau in 1964 (Blau, 2017) explain social relations as ongoing exchanges in
which actors seek to maximize rewards and minimize costs, with interactions regulated by
norms of reciprocity, trust, and the gradual development of commitment (Blau, 2017;
Homans, 1958). Satisfaction and dependence stem from comparison levels and alternatives,
guiding persistence or exit (Kelley & Thibaut, 1978). Resource/alternative gaps create
power—dependence asymmetries, shaping influence and stability, according to the work of
Emerson, in 1962 (Emerson, 2019). In organizational and marketplace contexts, these
mechanisms underpin key outcomes such as relationship quality, citizenship behaviors, and
loyalty, as partners reciprocate perceived benefits and fair treatment over time (Cropanzano

& Mitchell, 2005; Blau, 2017).

Contemporary research shows that social identity and social exchange operate as
complementary mechanisms that promote cooperation and organizational justice. Shared
identity frames enhance generalized reciprocity beyond calculative self-interest (Harrell et
al., 2023; Whitham, 2021). Exchange norms drive task performance via reciprocity
obligations, while identity constrains counterproductive behavior and fosters citizenship
(Liao et al., 2024; Ohana et al., 2023). The relationship is reciprocal, since high-quality
exchanges and procedural justice build trust and team identification, and strong identity
sustains positive evaluations despite short-term inequities (e.g., Davlembayeva et al., 2021).
Together, these pathways maintain prosocial behavior through material returns and

symbolic belonging.

4.3 Theoretical model by Kumar and Sharma

Voter citizenship behavior (VCB) and political parties' social media marketing (SMMA) are
indirectly related through brand relationship quality (BRQ), according to Kumar and
Sharma's (2024) mediation model (see Figure 4.1 below). The association between BRQ
and VCB is thought to be moderated by educational attainment. Contributions are not

causal; they are theoretical. The argument, based on Social Identity Theory and Social
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Exchange Theory, is that before reciprocal dynamics are linked to civic behaviors, social

media use may first enhance relationships through identity-related processes.

The framework enhances understanding of political marketing in digital contexts,
but its scope and underlying assumptions appear constrained and require further
explanation. The model states that without cultivating high-quality relationships, social
media alone is unlikely to lead to civic behaviors. However, the psychological relationship
between identity formation and reciprocity remains unclear, particularly whether trust and
satisfaction serve as BRQ components independently or jointly. Operationally, SMMA is
seen as a second-order formative construct made up of interaction, word-of-mouth, content,
and credibility. BRQ (trust and satisfaction) serves as the mediator; commitment is not
included. VCB consists of feedback, assistance, and advocacy. Higher educational
attainment may be linked to a stronger conversion of relationship quality into citizenship

behaviors, as the model suggests that education moderates the BRQ—VCB link.

Educational Qualification

Brand Relationship
Quality

Trust, Satisfaction

Voter
SMMA* Citizenship
Content, Credibility, Beha‘.i our
Interaction, WOM

Figure 4.1: Model by Kumar and Sharma (2024, p. 5)

4.4 Assumptions

Social Identity Theory explains that group membership shapes how people see themselves.
When social identities are activated, people start to categorize, identify, and compare
themselves to others, which helps them feel unique and boosts self-esteem. Factors like
context, status, legitimacy, and stability affect how important these identities are. These
identities then guide behavior through group norms and examples (e.g., Hornsey, 2008;
Turner et al., 1987). In political marketing, Kumar and Sharma (2024) find that social media

marketing builds brand communities by sharing credible content and encouraging

Postgraduate Dissertation 33



interaction, which creates positive feelings. They also note that frequent engagement on
social media strengthens the bond between voters and political brands, and this predicts how

voters feel.

According to the Social Exchange Theory, people engage in social interactions to
maximize benefits and minimize costs. Relationship longevity is determined by how well
the results match expectations and available alternatives. These exchanges also create power
dynamics and set up rules for giving back. Behavior is influenced by rewards, either directly
or through broader exchanges (e.g., Emerson, 1976). Kumar and Sharma (2024) use this
theory to argue that voters who get value from credible content feel a sense of obligation to
do more. They also say that voters take on citizenship roles only when they see value, and
that reciprocal actions occur only after relationships are built, so Social Exchange Theory

comes after identity is formed.

Based on the theoretical assumptions of two complementary theories, Kumar and

Sharma's (2024) model relies on the following main assumptions:

(1) Political social media marketing activities—such as content, interaction,
credibility, and word of mouth—improve the quality of the relationship with the brand,

which then encourages voter citizenship behavior.

(2) Brand relationship quality (BRQ) fully mediates the influence of SMMA on voter
citizenship behavior (VCB), making the direct effect of SMMA on VCB non-significant.

(3) Social Identity Theory comes before Social Exchange Theory, meaning that

people need to form identity-based relationships before they start to act in reciprocal ways.

(4) Social media marketing activities and brand relationship quality are complex

concepts made up of different parts.

(5) Credibility is the most important part of social media marketing activities

(Kumar & Sharma, 2024, Hultman, Ulusoy, & Oghazi, 2019).

(6) Higher education levels strengthen the link between brand relationship quality

and voter citizenship behavior.

(7) Online and in-person interactions are expected to create the same level of

relationship quality.

(8) Citizenship behaviors are thought to help connect political parties with voters

who are not engaged, which can lead to more people participating.
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4.5 Research model and research hypotheses development

In this subsection, we conduct the literature review, and the research hypotheses derived

from the review.

Police social media marketing can increase visibility and project approachability,
but the relationship between social media marketing activities and brand relationship quality
is more fragile and controversial than initially believed. Officers claim that while visual
strategies like emojis and memes can increase approachability, tone, authenticity, and
platform appropriateness are frequently issues (Jones et al.,, 2025). Despite image
management efforts, viral controversies on sites like X/Twitter have actively undermined
police legitimacy by inciting anger and mockery; the notion that even short, one-way posts

increase legitimacy ignores serious backlash risks (Bullock & Dodsworth, 2025).

Furthermore, inconsistent measurements complicate claims of positive influence.
Experts are increasingly favoring outcome-based indicators, like sentiment-to-action ratios,
over engagement counts because metrics such as likes and follows don't accurately reflect
relationship quality (Tarifa-Rodriguez et al., 2024; Grive, 2019). Interpretation is further
distorted by selection effects, which increase the apparent strength of the social media
marketing activities-brand relationship by making people who already have positive
opinions more likely to believe police reports. Experimental designs with controlled
scenarios reduce these biases and yield stronger causal evidence (Wu et al., 2026).

Therefore, we can state that:

HI: Police social media marketing activities (PSMMA) positively influences brand
relationship quality (BRQ)

The relationship between social media marketing and civic engagement is neither positive
nor linear. Although social media marketing activities can make it easier to report issues and
attend events, it also risks fostering information bubbles, escalating polarization, and
disseminating counter-narratives that lead people to turn away from cooperation and toward
resistance (Hampton & Cotter, 2025; Nair et al., 2025). In crises, slow or poor responses

can worsen disorder and erode trust, meaning social media marketing activities may
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sometimes hinder rather than foster civic engagement (e.g., Shahbazi & Bunker, 2024;

Zheng, 2023).

Power dynamics also matter critically. When citizens perceive surveillance or
persuasive tactics as manipulative, this limits their sense of agency and discourages positive
citizenship behaviors (Nair et al., 2025). Assuming digital rituals and authenticity guarantee
participation overlooks how media literacy gaps and digital divides create unequal

engagement, especially among younger users (Siegel-Stechler et al., 2025).

Methodologically, equating expressive online actions (likes, shares) with
substantive civic behavior is problematic. Tarifa-Rodriguez et al. (2024) and Grive, (2019)
assert that researchers must distinguish between digital performance and verified outcomes,
such as actual event attendance, helpful guidance, or documented teamwork. Therefore, we

can state that:

H2: Police social media marketing activities positively influence citizen citizenship

behavior

Applying the concept of brand relationship quality to policing raises theoretical tensions.
Unlike consumer-brand ties, police-citizen interactions involve power asymmetries and
limited voluntariness, constraining the branding metaphor (Jones et al., 2025). Cooperation
relies on procedural justice and accountability, not just brand management—brand

relationship quality promotes citizenship only under these conditions (Ramli et al., 2025).

The relationship is also highly vulnerable to disruption. Negative viral content
quickly undermines brand relationship quality by highlighting perceived ineffectiveness,
eroding fairness expectations, and discouraging cooperation (Bullock & Dodsworth, 2025).
In settings marked by conflict or institutional distrust, branding may appear propagandistic,
diminishing both agency and legitimacy. It suggests brand relationship quality depends
more fundamentally on substantive fairness and transparency than on messaging strategies

(Hampton & Cotter, 2025; Nair et al., 2025).

Methodologically, to reduce selection bias, researchers should examine how brand
relationship quality interacts with perceived procedural justice and use designs that evaluate
actual behavioral outcomes rather than self-reported intentions (Wu et al., 2026). Therefore,

we can state that:
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H3: Brand relationship quality positively influences citizen citizenship behavior.

Only when dialogue is sincere and transparent does social media marketing promote civic
engagement through brand relationships; when dialogue is negative or viral content is poorly
managed, this effect vanishes. (Bullock & Dodsworth, 2025; Jones et al., 2025). Evidence
from the UK shows that unchecked online misinformation for police organizations quickly
erodes trust, highlighting the need for prompt, credible responses and a consistently positive

tone (e.g., Malhotra et al., 2025).

Further, platform culture and local trust baselines significantly moderate this
mediation process, making broad generalizations problematic. The relationship may follow
an alternative model, such as suppression effects, nonlinear patterns, or echo chamber
dynamics, that differ substantially from simple positive mediation (Hampton & Cotter,
2025). Distinguishing correlation from causation requires randomized vignette studies and

multi-source behavioral verification (Wu et al., 2026). Therefore, we can state that:

H4: Police social media marketing activities (PSMMA) positively influence citizen
citizenship behavior (CCB) through the mediating effect of brand relationship quality

(BRQ).

The moderating function of education is more nuanced and possibly conflicting than
previously thought. According to the World Economic Forum (2025) and Hampton and
Cotter (2025), media literacy increases skepticism in polarized or low-trust environments
while simultaneously improving the detection of manipulation, source verification, and
constructive engagement in fair conditions. In fact, higher literacy may lessen the impact of
brand relationship quality when police messaging seems more image-driven or biased than

substantively fair.

According to Siegel-Stechler et al. (2025), literacy among youth plays a crucial role
in promoting fact-checking and involvement, but it significantly diminishes in situations
where institutional trust is lacking. Education plays a dual role in regulating the relationship:
enhancing engagement when practices are truly fair, while decreasing it when

communication appears performative or manipulative.
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Measurement must consider interacting contextual factors and use actual literacy
assessments rather than educational attainment as a proxy. Research shows that while
excessive branding damages credibility regardless of literacy levels, co-created content and
transparent moderation effectively leverage the skills of educated citizens (World Economic

Forum, 2025). Therefore, we can state that:

H5: Educational qualification moderates the relationship between brand relationship

quality and citizen citizenship behavior.

Age moderation is substantially more complex due to platform dynamics, regulatory
environments, and content preferences. While younger cohorts may favor dialogic,
humanized content, algorithmic filter bubbles and age-verification policies actively shape
engagement patterns and may systematically exclude minors from police-public discourse
(e.g., Hampton & Cotter, 2025). Social media restrictions at the state level also affect how

various age groups view police outreach and equity.

Age and communication style also affect how legitimacy is perceived. Bullock and
Dodsworth (2025) claim that viral incidents, amplified by particularly appealing memes that
appeal to young people, quickly degrade the quality of brand relationships. However, with
younger users, personalized responsiveness boosts dependability. Curvilinear patterns in the
relationship can result from excessive posting that overwhelms younger audiences or from

fatigue effects that linear models ignore.

Selection biases are particularly acute for age moderation: police followers skew
toward already-positive youth, conflating pre-existing attitudes with social
media marketing activities’ effects. Research designs must take into consideration exposure
to moderation policies, segment by actual platform access, and test for nonlinear age-

conditioned effects. Therefore, we can state that:

H6: Age moderates the relationship between police social media marketing activities and

brand relationship quality.

The operational definitions of the key constructs are presented in Table 4-1.

Construct Short Definition Key Dimensions References
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The use of social media platforms

by police/political organizations

to promote their brand, interact  ||* Content Kumar & Sharma
Police Social Media S . . ‘

with citizens, share information, ||* Interaction (2024) adapted
Marketing Activities ' _ ' o

and build relationships through  ||* Credibility from: Hultman et
(PSMMA) o

content creation, interaction, * Word of Mouth ||al. (2019)

credible communication, and

word of mouth.

An indicator that defines the

strength, depth, and quality of the

relationship between an Kumar & Sharma

organization (political (2024) adapted
Brand Relationship ‘ - * Trust

party/police) and citizens, . ‘ from:
Quality (BRQ) * Satisfaction

characterized by trust in the
organization's dependability and
satisfaction with interactions and

experiences.

Farhan et al.

(2020)

Citizen Citizenship
Behaviour (CCB)

The voluntary and reciprocating
behavior of citizens to perform
extra-role activities including
providing feedback, advocating
for the organization, and helping
others, which increases
organizational effectiveness and

promotes civic engagement.

Kumar & Sharma
(2024) adapted

from:

Farhan et al.

(2020)

Table 4-1: The operational definitions of the key-constructs

The research hypotheses derived from the literature review that inform the research model

are presented in Figure 4.2.
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H2 Educational
8L alif r
Mediating Variable AR

Police Social Media H6 Brand Relationship HS Citizen Citizenship
Marketing Activities (SMMA) Quality (BRQ) Behaviour (CCB)
(Independent Variable) (Mediating Variable) (Dependent Variable)
- —> B
( ContentQualty ) H1 ( Trust ) H3
( Credibility ) ( Satisfaction )
( Interaction )
( Word of Mouth )
- » H4 : Mediation Effect
SMMA — BRQ — CC8 (indirect pathway)

Figure 4.2: Research model. Source: Lazaridou, Z. (2025), “Social Identity to Social
Exchange: A Sequential Theory Model of Police Social Media Marketing Influence
and Citizen Citizenship Behaviour in Urban Greece”

4.6 Concluding remarks

This chapter draws on Social Identity Theory and Social Exchange Theory. These effects,
influenced by platform dynamics, procedural justice, and authenticity, are often difficult to
explain how police social media marketing affects citizens' civic behavior through brand
relationship quality. Relationship quality is an important mediator, but messaging tactics are
less important than substantive fairness. Demographic factors linked to media literacy,
digital access, and institutional trust, add complexity. The research model introduces six
hypotheses that address direct, mediating, and moderating effects, while noting challenges
such as selection bias, measurement validity, and the limits of branding in policing.
Ultimately, the framework shows that relationship quality depends on transparency,

procedurally just practices rather than marketing alone.
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Chapter 5: Research Methodology

Chapter 5 presents research methodology and design. The chapter is structured as follows:
5.1 Research motive, research approach, and research method; 5.2 Sample, Sampling
Strategy, Process, and Data Collection; 5.3 Measures, measurement of variables and
variables' level of measurement; 5.4 Structure of the research instrument; and 5.5 Tools and

Statistical Analyses.

5.1 Research motive, research approach, and research method

The dissertation investigates the divide between the Greek Police’s growing presence
online and the knowledge of the role this presence can play in fostering citizen
cooperation. Since 2010, the Hellenic Police have embraced a number of social media
platforms, but it remains to be seen whether this has resulted in greater cooperation,
satisfaction, or trust with the public. This is particularly important in light of the urban
Greek context, where the level of public engagement in safety is patchy, police relations

are often fraught and trust in institutions is low.

This discrepancy is important because police departments are allocating limited
resources to social media without offering solid evidence that these strategies change
behavior. In Greece, where the Hellenic Police face financial limitations and legitimacy
issues, it is critical to comprehend how social media marketing impacts citizen cooperation.
We intend to provide policymakers and decision-makers with academic knowledge and

practical recommendations.

We use a deductive approach, drawing conclusions from Social Identity Theory and
Social Exchange Theory that can be tested empirically. We gather primary data from Greek
urban residents, operationalize constructs using validated measures, and use rigorous
statistical analysis to test relationships between police social media marketing efforts, brand
relationship quality, and citizen citizenship behavior. Our decision is supported by
established frameworks (SIT, SET) that have demonstrated explanatory power in related
fields, such as rural policing (Mulrooney et al.) and political marketing (Kumar & Sharma,

2024), which, in the urban Greek police-citizen context, calls for systematic testing.
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We use a structured, self-administered questionnaire to collect primary data because:
(1) our objectives require modeling relationships among latent constructs (PSMMA, BRQ,
CCB) using a two-stage approach, for which multivariate analysis is well-suited; (2)
hypothesis testing demands sufficient power to estimate and compare direct, mediating, and
moderating effects—beyond what qualitative methods can efficiently provide; and (3) our
explanatory focus on the strength and form of variable relationships aligns with a deductive

quantitative logic, utilizing regression-based path analysis.

Quantitative constructs are measured using multi-item scales adapted from validated
instruments in political marketing and consumer behavior (Kumar & Sharma, 2024; Farhan
et al., 2020; Hultman et al., 2019). PSMMA is modeled as a second-order construct
measured through its four reflective dimensions (Content Quality, Credibility, Interaction,
and Electronic Word-of-Mouth). BRQ is a reflective construct with dimensions of Trust and

Satisfaction. CCB is modeled as a single, non-dimensional construct.

Both mediation and moderation analyses are included in the study design. By using
these techniques, we can go beyond mere correlations and gain a deeper understanding of
how and under what circumstances police digital marketing affects civic cooperation.
According to the sequential theoretical logic of PSMMA, the mediation hypothesis first
promotes identity-based relationships, as suggested by Social Identity Theory, and then
encourages reciprocal cooperation, as explained by Social Exchange Theory. The
moderation hypotheses acknowledge that individual differences in digital platform
familiarity (age) and cognitive abilities (education) may create boundary conditions for the

suggested relationships.

5.2 Sample, Sampling Strategy, Process and Data Collection

The study employs a carefully designed self-administered questionnaire (SAQ) to gather
primary data. Google Forms was the platform employed, and the questionnaire was
distributed electronically via Greek public forums, social media platforms and email.
Participation was voluntary and respondents could withdraw at any time without
consequences. All answers are anonymous, and the data are securely stored, accessible only
to the research team. The sample includes Greek citizens, familiar with the police’s social

media accounts. The description of the sample is as follows:
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v Sampling unit: Adult Greek male and female citizens who use social media and
are exposed to content posted on official police social media accounts. Participants belong
to different age and education groups, in order to ensure a more reliable examination of the

mediating effects.

v/ Sampling area: Data was collected from citizens of four (4) major cities across

Greece.

V Period of data collection: January 28" to March 15%, 2026.

5.3 Measures, measurement of variables and variables’ level of

measurement

In our model, the combination of Social Identity Theory and Social Exchange Theory tests
how police social media marketing affect citizen citizenship behavior through brand
relationship quality. We use adapted, validated scales from political marketing and
consumer behavior, and we check reliability and validity during analysis. All items use a 5-
point Likert scale (1 = strongly disagree; 5 = strongly agree), chosen for its simplicity, lower
mental effort, and quicker responses. This ordinal scale also fits our planned confirmatory
factor analysis and captures views on marketing, relationship quality, and citizenship
behavior. The primary constructs examined are Police Social Media Marketing Activities
(PSMMA), which include content quality, credibility, interaction, and electronic word-of-
mouth; Brand Relationship Quality (BRQ), comprising trust and satisfaction; and Citizen

Citizenship Behavior (CCB).

(1) Police Social Media Marketing Activities (PSMMA) denotes police use of social
platforms for brand building, citizen engagement, information sharing, and relationship
development through content creation, credible communication, interactive engagement,
and electronic word-of-mouth (Kumar & Sharma, 2024; adapted from Hultman et al., 2019).
SMMA is modeled as a second-order formative construct with four first-order reflective
dimensions: (1.1) Content Quality (PSMMAco), which is the extent to which official content
is interesting, informative, and supports safety- and police-related decisions; (7.2)
Credibility (PSMMAcr), which is the perceived trustworthiness, reliability, and believability
that underpin digital legitimacy; (1.3) Interaction (PSMMA;), which is the degree to which

accounts enable information sharing, opinion expression, and two-way citizen—police
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conversations; and (1.4) Electronic Word-of-Mouth (PSMMAw), which is the citizens’
willingness to speak positively about, recommend, and direct others to police social media.

All PSMMA dimensions are measured at the ordinal level.

(2) Brand Relationship Quality (BRQ) is the strength, depth, and quality of the
relationship between the police organization and citizens, reflected in trust in organizational
dependability and integrity and satisfaction with interactions and experiences (Kumar &
Sharma, 2024; adapted from Farhan et al., 2020). BRQ is a second-order reflective construct
with two first-order reflective dimensions: (2.1) Trust (BRQ7), which is citizens’ confidence
in police dependability, institutional trustworthiness, honesty, and overall confidence in the
organization; (2.2) Satisfaction (BRQs), which is citizens’ evaluation of relationship quality,
happiness with police efforts toward responsible citizens, overall satisfaction, and the extent
to which experiences meet expectations. Trust captures cognitive and affective beliefs in
reliability, while Satisfaction captures evaluative and emotional judgments of relationship

quality. The measurement level for BRQ dimensions is ordinal.

(3) Citizen Citizenship Behavior (CCB) refers to voluntary, discretionary behaviors
that citizens perform outside formal legal obligations, including providing feedback to
police, supporting the police organization, and helping others in police-related contexts.
According to Kumar and Sharma (2024; adapted from Kanafa-Chmielewska, 2019; Spector
et al., 2010), these extra-role activities boost organizational effectiveness and encourage
civic engagement in public safety. CCB is operationalized as a reflective construct that
captures citizens' voluntary cooperative actions to support community safety and police

effectiveness. The measurement level for CCB is ordinal.

Further, we include two demographic moderator variables: educational qualification
and age. Educational qualification indicates the highest level of education completed, while
age is measured in years at the time of data collection. These variables are expected to

influence relationships in the research model.
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PSMMACO3: I believe the police’s
social media accounts are effective

in help me make my decision

PSMMACRI: Information shared
on the police’s social media

accounts 1s credible

5 = strongly agree

Constructs Variables Questionnaire Items Scale Variables’ References
level of
measurement
Police Social Media | PSMMACO=Content PSMMACOLI: The content of the 1 = strongly Ordinal
Marketing Activities PSMMACR=Credibility police’s social media accounts disagree
seems interesting
PSMMAI=Interaction 2 = disagree
PSMMACO2: The information
PSMMAW=Word-of-Mouth ) ) ) 3 = neutral
provided on the police’s social
. . _ Kumar &
media accounts was informative 4 = agree
Sharma (2024)
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PSMMACR2: Information shared
on the police’s social media

accounts is trustworthy

PSMMACR3: Information shared
on the police’s social media

accounts is reliable

PSMMACR4: Information shared
on the police’s social media

accounts is believable

PSMMAI1: The police’s social
media accounts enable information-

sharing with others

PSMMAI2: It is easy to provide my
opinion through the police’s social

media accounts

PSMMAI3: Conversation or
opinion exchange with others is
possible through the police’s social

media accounts
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PSMMAWI1: I would speak positive
things about the police’s social

media accounts

PSMMAW2: I would recommend
the police’s social media accounts

to my friends

PSMMAW3: If my friends are
looking for information regarding
current police-related issues or
safety, I would tell them to have a
look at the police’s social media

accounts

Brand Relationship
Quality

BRQT=Trust

BRQs=Satisfaction

BRQTI1: The police give me a

feeling of trust
BRQT2: I have trust in the police

BRQT3: The police give me a

trustworthy impression

BRQT4: The police is honest

1 = strongly
disagree

2 = disagree
3 = neutral
4 = agree

5 = strongly agree

Ordinal

Kumar &
Sharma (2024)
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BRQTS5: I have great confidence in

the police

BRQSs1: As a responsible citizen, I
have a high-quality relationship
with the police

BRQS2: I am happy with the efforts
the police are making towards

responsible citizens like me

BRQS3: I am satisfied with the

relationship I have with the police

BRQs4: My experiences with the

police meet my expectations

Citizen Citizenship

Behaviour

CCB

CCBI1: I assist other citizens if they
need my help
CCB2: I will provide information

when asked by the police

CCBa3: I teach other citizens to

fulfill their civic duties correctly

1 = strongly
disagree

2 = disagree
3 = neutral
4 = agree

Ordinal

Kumar &
Sharma (2024)
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CCB4: I try to keep updated with

the latest development of the police

CCBS: I help the police beyond

what [ am required to do

CCB6: I disseminate information
about the police that I find useful to

others

CCBT7: I give advice to other

citizens

5 = strongly agree

Table 5-1: Operational definitions of the key constructs, the measurement and questionnaire items of variables
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5.4 Structure of the research instrument

Our survey was conducted using a structured questionnaire consisting of 20 questions
organized in 9 sections. The questionnaire is available in English and Greek and is included

in Appendix A.
The questionnaire is structured as follows:

Section A consists of four questions (nos. 1-4) relating to the use of official police social

media accounts and the frequency of interaction.

Section B consists of four questions (nos. 5-8) regarding the demographic profile of the

respondents (gender, age, education, and city of residence).

Section C consists of one question (no. 9) relating to the content quality of police social

media and is based on Kumar & Sharma (2024).

Section D consists of one question (no. 10) about the credibility of the shared information

and is based on Kumar & Sharma (2024).

Section E consists of one question (no. 11) to the interaction on the police’s social media

accounts and is based on Kumar & Sharma (2024).

Section F consists of one question (no. 12) about word of mouth and is based on Kumar &

Sharma (2024).

Section G consists of one question (no. 13) about trust in the police and is based on Kumar

& Sharma (2024).

Section H consists of one question (no. 14) about satisfaction with the police and is based

on Kumar & Sharma (2024).

Section I consists of one question (no. 15) about citizen citizenship behaviour and is based

on Kumar & Sharma (2024).

5.5 Tools and Statistical Analyses

IBM SPSS Statistics 29 (PS IMAGO PRO 10.0) for Windows was used for reliability,
Spearman’s rank correlation, regression, mediation, and moderation analyses, while JASP

(version 0.96) conducted confirmatory factor analysis.
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Descriptive and Inferential Statistics

Descriptive statistics summarize the sample’s main features, using mean and median to
show common perceptions of police social media activity. Standard deviation and range
describe data dispersion and diversity of opinions. Inferential statistics draw conclusions
about the broader population using analytical tools like hypothesis testing and regression to
examine relationships among key factors. These techniques uncover patterns in citizen-
police social media interactions and indicate whether results reflect broader trends in online

engagement.

Spearman’s Rank Correlation Coefficient

The Spearman correlation coefficient was chosen for its robustness against outliers and its
use of ranks, thereby avoiding the inflation that extreme observations can introduce into the
Pearson correlation coefficient. This nonparametric test better suits non-normal data, such
as Likert scales, and looks for monotonic relationships, thereby strengthening findings by

tracking the direction of change.

Confirmatory Factor Analysis (CFA)

CFA determines if questionnaire items accurately reflect theoretical constructs by testing
how well empirical data fit a researcher-defined model structure, with each observed

variable loading on a single factor.

Social science measurements are prone to errors, so CFA estimates item-level error
variance to ensure construct validity. The model’s fit is evaluated using indices like CFI,
RMSEA, and SRMR. These indices compare the hypothesized model to actual responses.

Their values are checked against established limits to see if the model fits the data well.

Validity and Reliability analysis

Psychometric soundness is assured through reliability and validity checks. Reliability is
assessed with Cronbach’s alpha (0.70 limit) and Pearson index for internal consistency and
time stability. Validity checks confirm accurate construct depiction: construct validity by

CFA, convergent validity when AVE exceeds proposed limits and factor loadings remain

Postgraduate Dissertation 51



significant, and discriminant validity by comparing AVEs and variable correlations. Model
robustness is verified using goodness-of-fit indices and by keeping VIFs low to avoid factor

overlap (Hossan et al., 2025).

Regression Analysis

Regression analysis examines the impact of independent variables on dependent ones and
helps forecast trends. This study uses multiple regression to test factors influencing Citizen
Citizenship Behavior (CCB), focusing on how Police Social Media Marketing Activities
and Brand Relationship Quality interact to predict CCB. Coefficients indicate the direction
and strength of effects. Statistical significance tests the reality of associations, and R-

squared shows the model’s explanatory power.

Mediation Analysis

Mediation analysis examined how police social media marketing activities (PSMMA)
influence citizens' citizenship behavior (CCB), focusing on Brand Relationship Quality
(BRQ) as a mediator. The total impact (Path c) divides into direct and indirect (via BRQ)
effects: Path a (PSMMA on BRQ) and Path b (BRQ on CCB). Exposure to police social
media strengthens police-citizen connections, encouraging positive citizenship. The direct
effect reflects PSMMA’s influence after accounting for the mediator. Statistical validity was
assessed via Bootstrapping (5,000 samples); mediation is significant if the zero point falls
outside the 95% Confidence Interval, confirming the mediator’s role (Hayes & Preacher,

2013).

Moderation Analysis

Moderation analysis tested whether Age (H6) and Education (HS5) affect the model’s
primary relationships. Including an interaction term (Int_1) enabled the assessment of the
combined impact of the independent variables and demographics. Interaction coefficients,
p-values, and confidence intervals (LLCI-ULCI) evaluated these effects. A bootstrapping
method (5,000 samples) ensured statistical rigor (Memon et al., 2019)
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Chapter 6: Research results

Chapter 6 outlines the research findings derived from the questionnaire responses. The
chapter is organized as follows: Section 6.1 presents the sample characteristics and
descriptive statistics; Section 6.2 analyzes the interpretation of the questionnaire responses;
Section 6.3 focuses on the confirmatory factor analysis; Section 6.4 details the hypothesis
testing process. Section 6.5 summarizes the hypothesis testing outcomes; Section 6.6

presents the empirically validated research model.

6.1 Sample characteristics and descriptive statistics

From the 390 total responses collected, 326 were used for the final analysis. The reduction
from the initial number of responses was due to the application of the listwise deletion
method, ensuring that only questionnaires with complete data across all variables were
included to maintain the integrity of the statistical analysis. The sample was limited to
participants who use social media, follow the official accounts of the Hellenic Police, and

reside in the study’s target urban areas: Athens, Piraeus, Thessaloniki, and Patras.

All three variables (PSMMA, BRQ and CCB) displayed negative skewness,
indicating that the responses tend to cluster toward the higher rankings of the scale.
Regarding kurtosis, PSMMA and CCB are leptokurtic, demonstrating a high concentration
of responses around the mean. On the contrary, BRQ yielded a lower kurtosis value, closely

approaching a mesokurtic distribution (Table B-12).

The sample was almost equally divided in terms of gender distribution, with 163
men (50.0%) and 157 women (48.2%) taking part in the survey. Six people (1.8%) left the
gender question unanswered (Figure B.6 and Table B-7Table B-7, Appendix B).

In the age category, the 35-44 group is the most frequent, with 155 participants
(47.5%). The 25-34 group counts 42 respondents (12.9%). The 55-64 (6.7%, n=22), 18-24
(4.0%, n=13), and 65+ (3.7%, n=12) groups follow with smaller shares. These figures are
presented in Figure B.7 and Table B-8.

Higher education graduates make up 37.4% (n=122) of the sample, while another
104 people (31.9%) hold a postgraduate degree. Then there are 82 people (25.2%) with a

secondary education certificate. Only a small number of participants have basic education
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(n=12, 3.7%) or belong to the other group (n=6, 1.8%). All these data are in Figure B.8 and
Table B-9.

Regarding the city of residence, most of the respondents live in Athens, accounting
for 64.4% (n=210) of the total. Thessaloniki follows with 24.5% (n=80), while a smaller
group of 32 people (9.8%) 1s located in Piraeus. Finally, only 4 participants (1.2%) are from
Patras (Figure B.9 and Table B-10). The sample distribution follows Greece’s population
hierarchy (Hellenic Statistical Authority, 2023), with Athens, Thessaloniki, Piraeus, and
Patras being the four largest cities in descending order. The high percentage from Athens is
expected as it is the country's main urban and digital hub, while the small number of

respondents from Patras is a result of the different response rates across these cities.

Most respondents (44.2%, n=144) watch the content less than three times a month.
Weekly viewing was reported by 19.9% (n=65), while 45 people (13.8%) watch three to
five times a month. Finally, 39 respondents (12.0%) watch three to five times a week and

33 (10.1%) are daily viewers (Figure B.10 and Table B-11).

Potential outliers were screened through the inspection of the histograms and Q-Q
plots for all main constructs (Figure B.6Figure B.7 Figure B.8, Appendix B). All responses
were retained in the final dataset as they represented valid citizen opinions within the Likert
scale range. To further ensure data integrity and mitigate common-method bias, procedural

remedies were employed, most notably the guarantee of respondent anonymity.

6.2 Interpretation of questionnaire results

Data from the 326 questionnaires was handled by grouping related questions into categories.
To get a clear view of each topic, we used the average scores for these groups rather than
looking at individual items. A five-point Likert scale was used to evaluate the answers, with
1 representing the lowest level of agreement and 5 the highest. The calculated descriptive

statistics are summarized in Table B-12.

CCB has the highest values both in mean (3.888) and in median (4.000), while
PSMMA follows with a mean of 3.548 and a median of 3.615. BRQ recorded a mean of
3.460 and a median of 3.556. All three variables remain above the neutral score of 3.0,

showing a positive trend in the participants' responses.
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BRQ shows the highest dispersion (SD = 0.918), indicating more diverse user
perceptions. In contrast, CCB and PSMMA exhibited lower variability (SDs = 0.689 and
0.663, respectively), suggesting more consistent and unified responses regarding these two

factors.

PSMMA items generally saw high levels of agreement. Most respondents found the
accounts interesting (52.1%) and informative (59.2%), though their effectiveness in helping
with decision-making was primarily met with a "Neutral" response (42.6%). Credibility
items recorded strong agreement, ranging from 47.5% to 53.7%. Specifically, 53.7% viewed
the shared information as reliable, 48.2% found it trustworthy, and 49.1% agreed it is
believable. In the Interaction category, "Neutral" was the dominant response for all three
items; 42.9% were neutral regarding information-sharing, while 40.5% and 42.6% held the
same stance regarding the ease of providing an opinion and the possibility of conversation.
Lastly, Word of Mouth intentions were positive, as 49.4% would speak positively about the
accounts and 43.3% would recommend them to friends, while 56.1% agreed they would

refer others for safety information.

Brand Relationship Quality also showed a trend toward agreement. In terms of Trust,
most statements saw agreement levels between 32.8% and 41.4%. Notably, 41.4% of
respondents feel the police provide trust, with 40.8% stating they trust them. Regarding
"great confidence," 34.0% remained neutral. 41.1% reported a high-quality relationship and
44.5% expressed satisfaction, while 40.8% are happy with efforts toward citizens. For

expectations, 37.7% agreed and 33.7% stayed neutral.

On CCB, 55.5% of participants agreed they assist others, 49.7% provide information
to the police, and 53.7% teach civic duties. Additionally, 46% share information, 49.7%
give advice, and 46.9% stay updated. For extra effort, 35.3% were neutral and 34.7% agreed.
Additionally, 46% agreed they disseminate useful information, while 49.7% stated they give
advice to other citizens. Furthermore, 46.9% agreed they try to stay updated with police
developments. In contrast, the attempt to help the police beyond what is strictly required

saw a shift in the trend, as "Neutral" became the most frequent response (35.3%).
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6.3 Confirmatory factor analysis

6.3.1. Model specification

A confirmatory factor analysis (CFA) was conducted to assess the validity of the three
constructs of the research . The Confirmatory Factor Analysis (CFA) was conducted using
JASP, which operates on the lavaan package (Rosseel, 2012). While SMMA is common in
literature (e.g., Kumar & Sharma, 2024), it is operationalized here as PSMMA for contextual
alignment. The model was specified as a first-order multi-factor structure, where constructs
were analyzed through their sub-dimensions to ensure measurement integrity (Table B-37).
Although PSMMA and BRQ are conceptualized as higher-order constructs, they were
operationalized using aggregated composite scores for the subsequent path analysis. This
handling accounts for the sensitivity of fit indices to model complexity, such as the number
of factors and items (McNeish & Wolf, 2023), while maintaining a parsimonious approach

for hypothesis testing.

The model includes three main constructs derived from the theoretical framework: Police
Social Media Marketing Activities (PSMMA), Brand Relationship Quality (BRQ), and
Citizen Citizenship Behavior (CCB). These factors were measured using several variables,

as shown in detail in Table 5-1.

Factor one: PSMMA — Police Social Media Marketing Activities.
The PSMMA factor consists of four sub-factors:
Content (CO)

The Content factor consists of 3 indicators (PSMMACOI to PSMMACO3), with
standardized loadings ranging from 0.760 to 0.871 and standard errors ranging from 0.018
to 0.027.

Credibility (CR)

The Credibility factor consists of 4 indicators (PSMMACRI1 to PSMMACR4), with
standardized loadings ranging from 0.694 to 0.933 and standard errors ranging from 0.010
to 0.030.

Interaction (I)
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The Interaction factor consists of 3 indicators (PSMMAI1 to PSMMAI3), with standardized
loadings ranging from 0.706 to 0.877 and standard errors ranging from 0.022 to 0.033.

Word-of-Mouth (W)

The Word-of-Mouth factor consists of 3 indicators (PSMMAWI1 to PSMMAW3), with
standardized loadings ranging from 0.789 to 0.906 and standard errors ranging from 0.014
to 0.023.

Factor two: BRQ — Brand Relationship Quality
The BRQ factor consists of two sub-factors:
Trust (T)

The Trust factor consists of 5 indicators (BRQT1, BRQT2, BRQT3, BRQT4, and BRQTS),
with standardized loadings ranging from 0.898 to 0.946 and standard errors ranging from

0.007 to 0.012.
Satisfaction (S)

The Satisfaction factor consists of 4 indicators (BRQS1 to BRQS4), with standardized

loadings ranging from 0.863 to 0.926 and standard errors ranging from 0.010 to 0.016.

Following Kumar and Sharma (2024), these dimensions are integrated into a single

composite measure to ensure model consistency.
Factor three: CCB — Citizen Citizenship Behavior

CCB is treated as a single-factor construct in this study, following the approach of Kumar
and Sharma (2024). This choice focuses on the aggregate intensity of the voluntary actions
and is statistically supported by the CFA results, which confirmed that all indicators
converge into a single latent factor with high loadings. The factor Citizen Citizenship
Behavior (CCB) consists of 7 indicators (CCB1, CCB2, CCB3, CCB4, CCB5, CCB6, and
CCBY7). The standardized estimates for this scale range from 0.632 to 0.798 and standard
errors ranging from 0.024 to 0.037.

6.3.2. Model fit assessment

The estimates indicate that all of the variables load fit well onto their respective factors. The

standardized estimates were high, indicating strong construct validity. Additionally, the
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confidence intervals are narrow, and all p-values are significant (< 0.001), indicating high
statistical significance for each factor loading. The path diagram was created using Jasp and

is presented in summary in Figure 6.1: Confirmatory factor analysis (CFA) path diagram.

CFA results showed a satisfactory model, ¥* (356) = 864.816, p <.001. CFI (0.944),
TLI (0.936), and NFI (0.909) were above 0.90. GFI (0.963) was higher than the 0.95
threshold. SRMR (0.046) and RMSEA (0.066) were below the 0.05 and 0.08 limits
respectively. All factor loadings were significant at p < 0.001. The significant Chi-square

was expected because of the large sample size and does not indicate poor fit (Marsh et al.,

2004).

Detailed CFA results are shown in Figure 6.2 and Table B-37 through Table B-39
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Figure 6.2: Confirmatory factor analysis (CFA) path diagram

(PSMMA: Police Social Media Marketing Activities, BRQ: Brand Relationship Quality, CCB: Citizen
Citizenship Behaviour)

Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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6.3.3. Factor loadings and significance

A detailed overview of the loadings and standard errors for each latent variable is provided
in Table B-37(Appendix B). All indicator loadings reached statistical significance at the p
<.001 threshold, with none of the 95% confidence intervals containing zero, confirming the
robustness of the factor structure.

The overall mean loading across all 29 observed variables was 0.841. BRQT
demonstrated the highest average loading (0.928), followed by BRQS (0.898), PSMMAW
(0.867), PSMMACR (0.866), PSMMACO (0.822), PSMMAI(0.813), and CCB which
showed the lowest average (0.752).

Twenty-seven out of the twenty-nine indicators exceeded the 0.70 threshold. Only
two items, PSMMACR4 (0.694) and CCBI1 (0.632), showed loadings slightly below this
value. The highest individual loading was observed for BRQT2 (0.946).

The mean estimate values for each construct are presented in Table B-40.

6.3.4. Reliability and internal consistency

Reliability analysis was conducted using Cronbach’s o and McDonald’s o coefficients for
each construct factor. To test internal consistency, bootstrapping with 5,000 samples was

used for increased robustness.

The Cronbach’s o values across all constructs ranged from 0.900 to 0.968,
significantly above the generally accepted threshold of 0>0.70, and even surpassing the
more stringent threshold of 0.90. The highest a was observed for BRQ (0=0.968), followed
by PSMMA (0=0.927), indicating exceptional internal consistency.

The McDonald’s ® results further confirmed these findings, with values falling
between 0.904 and 0.969. Both reliability indices showed consistent results across all
constructs, with all values remaining well above the preferable levels. This stability
confirms that the measurement scales for PSMMA, BRQ, and CCB are highly reliable and

suitable for further statistical analysis.

Detailed results of the reliability analysis are presented in Table B-42
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6.4 Hypothesis testing

6.4.1 Correlation analysis

Preliminary analysis of the data distribution revealed significant negative skewness and
leptokurtic distributions for the main constructs, as evidenced by the descriptive statistics in

Table B-12 and the non-normal distribution patterns (PSMMA:

Figure B.6; BRQ:X@daipa! To apyeio mpoérevong g avapopdc ocv Bpédnke.Figure B.7,;
CCB: Figure B.8). Due to these deviations from normality and the subsequent violation of
parametric assumptions, Spearman’s rank correlation was preferred to investigate the
relationships between the variables. Values from 0.00 to 0.30 show a weak link, while those
from 0.30 to 0.60 indicate a moderate one and r from 0.60 to 0.90 is considered a strong

correlation.

While Spearman’s rank correlation was employed to assess monotonic relationships
given the ordinal nature of the Likert scales, fitted polynomial equations were also computed

to quantify the strength and direction of the monotonic trend between variables.

This dual approach is justified as the constructs were analyzed using composite
scores, which behave as interval data in social science research (Sullivan & Artino, 2013).
Furthermore, according to Norman (2010), parametric tests like linear regression are
remarkably robust against violations of ordinality, especially when the intent is to estimate
the magnitude of an association. Finally, diagnostic tests confirmed that the residuals follow
a normal distribution (Figure B.10 Figure B.11 ), a condition that ensures the validity of the
linear model regardless of the original scale of the data (Schmidt & Finan, 2017). The model
was checked for multicollinearity, yielding a VIF of 2.46 and a Tolerance value of 0.41,
both of which are well within the acceptable thresholds. These results confirm that the
independent variables are distinct and do not bias the regression outcomes.
Homoscedasticity was confirmed through the residual scatterplot (Figure B.13). The
residuals are randomly dispersed without any funnel-like patterns, satisfying the assumption
of constant error variance. Bootstrapping (5,000 samples) was applied throughout the
hypothesis testing process to further ensure the robustness of the findings and address the

non-normal distribution of the original variables.

The results of the Spearman correlation are presented in Table B-43in Appendix B.
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Research Hypothesis 1 (H1): Police social media marketing activities (PSMMA) positively
influences brand relationship quality (BRQ)

The relationship between PSMMA and BRQ shows a strong positive trend, with a
Spearman’s rho of 0.739. Given that the p-value is under 0.01, we can be confident that this
connection is statistically significant and not just a coincidence. In terms of the actual
impact, the equation Y = 1.07X - 0.33 indicates that for every single unit PSMMA goes up,
BRQ follows with a 1.07-unit increase. The intercept sits at -0.33, which is the baseline for
BRQ when there is no PSMMA activity. Overall, the linear model fits the data well,
explaining 59.4% of the variance (R? = 0.5938), which leads us to support H1.

The equation explaining the relationship is:

Y=1.07-X-0.33 (6.1)

y =1.0674x-0.3263

PSMMA

Figure 6.2: Linear positive monotonic relationship between PSMMA and BRQ

Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Research Hypothesis 2 (H2): Police social media marketing activities positively influence

citizen citizenship behavior

The Spearman’s rho value is 0.575 (p < 0.01), indicating a moderate positive
relationship that is statistically significant. Both the 6.3 Figure and the equation show a clear
linear link, where PSMMA (X) and CCB (Y) move upward together. With a positive slope

of 0.67, it’s evident that higher levels of marketing lead to more participation from citizens.
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The 1.51 intercept shows the starting level of CCB even without marketing efforts. The
linear model explains 41.6% of the variance (R*=0.4158), providing enough evidence to

support hypothesis H2.
The equation explaining the relationship is:

Y=0.67-X+1.51 (6.2)

y =0.67x + 1.5109

CCB
w

PSMMA

Figure 6.3: Linear positive monotonic relationship between PSMMA and BRQ
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Research Hypothesis 3 (H3): Brand relationship quality positively influences citizen

citizenship behavior.

The Spearman’s rho value is 0.568 (p < 0.01), indicating a moderate positive
relationship that is statistically significant. Figure 6.4 and the regression equation confirm a
linear and positively monotonic relationship, meaning the link between BRQ (X) and CCB
(Y) 1s linear. The positive slope (0.45) indicates that as brand relationship quality increases,
citizenship behavior also increases. The intercept (2.33) is the baseline level of citizenship
behavior when brand relationship quality is zero. The linear model explains 36.2% of the
variance (R2=0.3622), leading us to support hypothesis H3. The equation explaining the

relationship is:

Y=0.45-X+2.33 (6.3)
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y =0.4515x + 2.3256

CCB
w

BRQ

Figure 6.4: Linear positive monotonic relationship between BRQ and CCB
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

6.4.2 Mediation analysis

Research Hypothesis 4 (H4): Police social media marketing activities (PSMMA) positively
influence citizen citizenship behavior (CCB) through the mediating effect of brand
relationship quality (BRQ).

The results show that the overall mediation model is statistically significant
(p<0.001). For the initial analysis, the model explains 59.4% of the variance in brand
relationship quality (R?=0.5938), with a highly significant relationship (p<0.001). Path a
(PSMMA and BRQ) is significant (coeff=1.0674,p<0.001), demonstrating that marketing

activities show a strong positive link with relationship quality.

Regarding the second part of the analysis, Path b (BRQ — CCB) is also significant
(coeff=0.1939,p<0.001), indicating that higher relationship quality relates to higher levels
of citizen citizenship behavior. The model at this stage explains 44.3% of the variance in

CCB (R*=0.4429).

The indirect effect of PSMMA on CCB through BRQ is 0.2069, which is statistically
significant. This is confirmed by the Bootstrapped 95% Confidence Interval [0.0786,

0.3280], which does not include zero.

Finally, the direct effect (Path ¢) of PSMMA on CCB remains significant
(coeff=0.4631,p<0.001) after accounting for the mediator. This indicates the presence of

partial mediation, as both the direct and indirect paths are significant.
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Figure 6.5 shows the mediation effect of BRQ on the relationship between PSMMA
and CCB, while the full PROCESS output is presented in Table B-44 Therefore, Hypothesis
4 is supported.

The results indicate a pattern of partial mediation, as both the indirect effect through
BRQ and the direct effect of PSMMA on CCB remain statistically significant., BRQ instead
of being a strictly necessary mediating mechanism appears to function more as a significant
enhancer of this relationship. This implies that although constructing trust and satisfaction
is important for fostering cooperation between the two parties, high-quality and interactive
social media content alone can also act as a functional trigger. Consequently, marketing
efforts can encourage public engagement both indirectly, by strengthening the police-citizen

bond, and directly, through the immediate impact of digital communication activities.

BRQ

1.0674 0.1939

PSMMA CcCB
0.4631

Figure 6.5: Mediation effect of brand relationship quality (BRQ) on the relationship between police
social media marketing activities (PSMMA) and citizen citizenship behavior (CCB)
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

6.4.3 Moderation analysis

Research Hypothesis 5 (H5): Educational qualification moderates the relationship between

brand relationship quality and citizen citizenship behavior.

The model explains 37.12% of the variance in CCB (R?>=0.3712, p<0.001). A significant
link exists between BRQ and the outcome here (p<0.001), while education does not seem
to moderate the relationship between BRQ and CCB (p=0.3116). Table B-45shows the

complete moderation output.
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The interaction between BRQ and education returned a p-value of 0.1444. Given
this result and the fact that the confidence interval ([-0.1284, 0.0189]) includes zero,
education doesn't seem to change how BRQ works. Essentially, the influence of BRQ on
CCB remains the same across all education levels. Consequently, H5 isn't supported. The

regression equation is:

CCB = 19104 + 0.6175-BRQ + 0.1360-education — 0.0548-(BRQ-education)
6.4)

BRQ
0.6175
Education 0.1360
-0.0548

BRQ x
education

Figure 6.6: Moderation effect of education on the relationship between citizen citizenship behaviour and
brand relationship quality

Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Research Hypothesis 6 (H6): Age moderates the relationship between police social media

marketing activities and brand relationship quality.

The results of the moderation analysis indicated that the overall model is statistically
significant (p<.001), accounting for a substantial 59.8% of the variance in BRQ
(R?=0.5981). Despite the robustness of the general model, the data does not provide

evidence to support the proposed moderation effect.

Specifically, while a significant relationship exists between PSMMA and BRQ
(coeff=1.0562,p<.001), neither age (p=.7056) nor its interaction with PSMMA (p=.9977)
reached statistical significance. These findings suggest that the impact of PSMMA on BRQ
remains uniform across various age groups, meaning age does not moderate this

relationship. Consequently, H6 is not supported.
The regression equation is:

BRQ=-0.5389+1.0562-PSMMA+0.0593-age—0.0001-(PSMMA-age) (6.5)
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age 0.0593 > BRQ

PSMMA x
age

Figure 6.7: Moderation effect of age on the relationship between police social media marketing activities
and brand relationship quality

Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

1.0562

-0.0001

The non-significant interaction terms for H5 and H6 suggest an absence of boundary
conditions in this sample, indicating that the model’s relationships remain stable. This can
be explained by restricted variance in the demographic profile, as the sample is heavily
concentrated in the 35-44 age group (47.5%) (Table B-8) and among highly educated
participants (69.3% holding a degree or higher) (Table B-9). Such concentration limits the
statistical power to identify significant differences between groups. Furthermore, regarding
H6, formal education may be an insufficient proxy for digital literacy. Academic
background does not necessarily reflect a citizen's fluency with social media marketing.

Therefore, the impact of PSMMA appears consistent across the surveyed urban population.

6.5 Summary of hypotheses testing
Figure 6.8 summarizes the research results.

Police Social Media HE[-] Brand Relationahip H5(-) Citizen Citizenship
Marketing Activities [SMMA) Cuality (BRO) ; Behaviour [CCB)
(Independent Variable] (Mipduating Varable (epe=dent Variabie)
" L
Content Quality H1[+) 1 Trust ] H3[+)
Credibility r_ Satisfaction ]
Interaction -
Word of Mouth

’ [ Hi [+): Mediation Effect
SARMA = iR} = CCB (et petmmy)

Figure 6.8: Research model including the research hypotheses results
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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In the following table (Table 6-1) we summarize the support of the research hypotheses

and the significance level.

Hypothesis Support Significance level

HI: Police social media marketing Supported a=0.01
activities positively influences

brand relationship quality

H?2: Police media marketing Supported a=0.01
positively influences citizen

citizenship behavior

H3: Brand relationship quality Supported a=0.01
positively influences citizen

citizenship behavior

HA4: Police social media marketing Supported* ** a=0.01
activities positively influence citizen
citizenship behavior through the
mediating effect of brand
relationship quality.

H5: Educational qualification Not Supported** a=0.05
moderates the relationship between
brand relationship quality and

citizen citizenship behavior.

H6: Age moderates the relationship Not Supported** a=0.05
between police social media
marketing activities and brand

relationship quality.

*Supported (partial mediation)
**H4: Indirect effect significant (BootCI excludes 0): partial mediation
HS5: Int(BRQx*Edu) p=.144; CI crosses 0
H6: Int(PSMMAxAge) p=.998; CI crosses 0
Table 6-1: Hypotheses’ results
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police Social
Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Based on the assumptions of the adopted theoretical model we can interpret the above

research results as follows.

e The model's Social Identity Theory premises that social media marketing cues
like credibility, interaction, content, and eWOM serve as identity signals that
improve citizens' perceptions of the quality of their relationship with the
institution is strengthened by the support for H1 (Kumar & Sharma, 2024). In

other words, stronger perceived police social media marketing is associated with
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higher levels of satisfaction and trust, exactly the "identity-based relationship
formation" the model anticipates before the emergence of reciprocity-based
behaviors.

e The support for H3 aligns directly with the model’s Social Exchange Theory
component: after a higher-quality relationship (trust and satisfaction) is
established, citizens are more likely to reciprocate through discretionary
cooperative behaviors (Kumar & Sharma, 2024). In this model, BRQ is the
psychological “exchange platform” that channels positive relational evaluations
into willingness to help, advocate, and provide feedback, citizens return
relational benefits with extra-role contributions.

e The model's sequential mechanism (SIT, BRQ, SET) is supported empirically
by H4, which shows that brand relationship quality partially mediates the impact
of social media marketing on citizenship behavior. The results indicate partial
rather than complete mediation, as H2 also shows a direct PSMMA-to-CCB
effect. In this dataset, BRQ is a crucial "relationship-first" pathway connecting
PSMMA to CCB, but it is not the only one.

e The evidence supporting H2 demonstrates that, regardless of relationship
quality, police social media marketing initiatives are also associated with
citizenship behavior. This calls into question rigid interpretations that, in the
absence of complete BRQ mediation, "social media alone is unlikely to lead to
civic behaviors". Instead, the data indicate that certain aspects of PSMMA might
encourage direct cooperative behaviors, and BRQ adds a relationship-based
effect (Aljarah et al., 2022). Relationship quality is still crucial, but there are
both relational and non-relational routes to citizenship behavior (Rasul et al.,
2024). This finding improves the model.

e The lack of support for H5 indicates that in this sample, the strength of the
relationship between relationship quality and citizenship behavior is not
consistently influenced by educational qualifications. This implies that either
educational attainment does not capture the pertinent mechanisms (such as
media literacy or civic efficacy) assumed by theory, or reciprocity-based
responses to BRQ are generally rather than education-level specific.

e The lack of support for H6 suggests that the relationship-building effect of

police social media marketing does not differ systematically by age in this
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dataset. Relative to the assumptions, this implies that identity-based relationship
formation from PSMMA cues (SIT stage) may be operating in a broadly similar
way across age groups, at least inside the observed sample composition, or that
age (as measured) does not adequately capture relevant differences in platform
practices/exposure that would create moderation.

e Assumption (4) that SMMA and BRQ are multi-component constructs is
consistent with the supported effects for HI-H4 since the overall composite
relationships exhibit the predicted behavior. However, HI-H6, as currently
developed and tested, do not directly evaluate Assumption (5) that credibility is
the most significant SMMA dimension (they treat PSMMA as an aggregate
predictor). Therefore, an interpretation that is consistent with the model is
conditional.

e Although the overall SMMA package is important (supported), additional
dimension-level analyses would be needed to determine whether credibility
predominates (e.g., by comparing eWOM, interaction, content, and credibility
pathways into BRQ and/or CCB).

e The current hypothesis results (HI-H6) do not examine whether online and in-
person interactions yield comparable relationship quality (Assumption 7) or
whether citizenship behaviors activate previously disengaged citizens

(Assumption 8).

The interpretations in this Chapter should not imply that these claims are proven;
rather, they are theoretical predictions for additional study (e.g., data from various sources

or longitudinal designs). This keeps the tested hypotheses consistent.

6.6 Empirical Tested Model

Following the detailed hypothesis testing, a linear regression analysis was performed to
determine how key predictors, namely Police Social Media Marketing Activities and Brand

Relationship Quality influence Citizen Citizenship Behaviour.

The specific effects of each variable on CCB are detailed in Table B-50and Table
B-51and Figure B.12(see Appendix B). Their individual explanatory power, represented

by R? values, is summarized in Table 6-2.
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Regression Variables

R? Value
(Dependent «— — Independent)
CCB «— — PSMMA 0.416
CCB « — BRQ 0.362

Table 6-2: Summary of individual Regression Analysis of CCB on each of the constructed variables
(PSMMA: Police Social Media Marketing Activities, BRQ: Brand Relationship Quality, CCB: Citizen
Citizenship Behaviour)

Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police Social
Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

The R? values for PSMMA and BRQ were 0.416 and 0.362, respectively. Based on
Miles (2014), these indicate a moderate (0.30—0.50) predictive accuracy. Thus, both
PSMMA and BRQ exhibit moderate accuracy in predicting CCB.

To estimate the combined effect of the predictors (PSMMA and BRQ) on (CCB), a
multiple linear regression was conducted. The model was highly significant,
F(2,323)=128.403, p<.001, with R®>=0.443, explaining 44.3% of the variance, a value

considered moderate in social sciences (Miles, 2014).

Both predictors, PSMMA and BRQ), significantly influenced CCB (p<.001 for both).
No variables were excluded from the model, as all p-values were well below the 0.001
threshold, residuals were normally distributed (Figure B.10), the Durbin-Watson statistic
(1.951) confirmed the absence of autocorrelation, and the VIF values (2.462) confirmed the
absence of multicollinearity issues (Table B-52). The final regression equation is shown

below, reflecting the weighted contribution of each variable:
CCB=1.574+0.194-BRQ+0.463-PSMMA (6.6)

The multiple regression model predicting Citizen Citizenship Behaviour (CCB)
from Police Social Media Marketing Activities (PSMMA) and Brand Relationship Quality
(BRQ) was statistically significant, accounting for a substantial proportion of variance in
CCB. This indicates that, taken together, PSMMA and BRQ provide strong explanatory
power for citizens’ citizenship behaviours, supporting the view that both communication

activities and relationship quality are meaningful determinants of CCB.
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Figure 6.9: Regression fitted line plot
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police
Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Therefore, based on the research results, the final model of our study is depicted in

Figure 6.1.
(Police Social Media BRQ ;
Marketing Activities) —— (Brand Relationship Quality) ———={ Citizen Citizenship Behaviour)

\_/'

Figure 6.10: Empirically tested model
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of Police Social
Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Chapter 7: Discussion

The chapter synthesizes the dissertation’s empirical results to evaluate how far the research
objectives were achieved and how strongly the initial assumptions were supported. Section
7.1 assesses the degree to which the objectives were met by clarifying the relationships
among Police Social Media Marketing Activities (PSMMA), Brand Relationship Quality
(BRQ), and Citizen Citizenship Behaviour (CCB), while also examining mediation and
moderation outcomes. Section 7.2 positions these findings within earlier scholarship.
Sections 7.3 and 7.4 outline the study’s theoretical and practical implications, respectively.

Finally, Section 7.5 acknowledges limitations and proposes directions for further research.

7.1 The degree of answering the research objectives and the support of

the initial assumptions

In the context of urban Greece, we pursued three interrelated research goals based on the
empirical model in Chapter 6 and the objectives and assumptions in Chapter 1. First, we
examine the relationships between PSMMA, BRQ and CCB. Second, we wanted to find out
if and how much BRQ mediates the connection between PSMMA and CCB. Third, we
sought to ascertain whether age and educational attainment function as boundary conditions

that moderate the connections between the main constructs.

Overall, the results show that the first research objective was substantially
achieved. The hypothesis-testing results support the view that PSMMA is meaningfully
associated with citizens’ cooperative and voluntary behavioral orientations. Specifically,
the evidence linked to H2 indicates that police social media marketing activities are
positively associated with citizen citizenship behavior, suggesting that digital police
communication can serve as a practical stimulus for cooperation outside formal
obligations. In addition, the evidence related to H3 showed that brand relationship quality,
operationalized through the key relational pillars of trust and satisfaction, reinforces

citizens’ willingness to engage in supportive, extra-role behaviors.

Importantly, the regression results offer more proof of these relationships'
predictive relevance. The model with PSMMA and BRQ as predictors of CCB was highly
significant, explaining 44.3% of the variance in CCB. This amount of variance explained

is relevant for behavioral research and shows that relationship quality and digital
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marketing activity together provide a strong explanation for why people act cooperatively

and discretionarily towards law enforcement, at least in the context of the study.

The results confirmed the conceptualization of BRQ as an important psychological
mechanism linking police communication with citizen cooperation and also clearly
addressed the second research objective. The mediation analysis (bootstrapping) for H4
using BRQ showed that PSMMA had a positive indirect effect on CCB. Police social
media campaigns improve the interpersonal environment, foster citizen satisfaction and

trust and enhance the likelihood of civic engagement.

However, interpreting the mediation pattern as partial rather than full is more
accurate. When there is a significant direct pathway from PSMMA to CCB, citizens may
respond to well-executed digital communication even in the absence of a strong relationship.
This suggests two parallel paths to citizenship behavior: (a) a direct functional path where
social media communication's quality, relevance, and credibility can accelerate cooperation;
and (b) an indirect relational path where BRQ fosters reciprocity and support, and PSMMA
enhances BRQ.

The third research objective was addressed, but the findings show that these
demographic variables did not perform as meaningful boundary conditions in the present
dataset. Both moderation hypotheses (H5 and H6) were rejected, showing that the core
relational links among PSMMA, BRQ, and CCB stay statistically stable across age and
educational background within the sample studied. This indicates that the model's
explanatory mechanism seems broadly consistent with the urban Greek context represented
in the data, with digital police marketing and relationship quality influencing citizenship

behavior in comparable ways across these demographic categories.

It may be more challenging to identify moderation effects if the sample's
demographics restrict the moderators' variance. However, the findings show that PSMMA
and BRQ affect a wide range of demographics, making the model more applicable to public-

sector communication design.

Taken together, the findings meaningfully address the dissertation’s initial
assumptions and clarify where the theoretical expectations are fully supported, partially

supported, or not supported.

The evidence provides partial support for the proposed sequential psychological

mechanism. BRQ clearly operates as a key platform that translates relational bonds into

Postgraduate Dissertation 73



cooperative behavior, consistent with the logic of exchange-based reciprocation. However,
the continued existence of a strong direct link between PSMMA and CCB indicates that
identity-based and exchange-based processes may not adequately explain the phenomenon;
instead, some digital marketing cues appear to promote citizenship behavior independent of
relationship quality. As a result, the central structure of the proposed sequence is validated;
however, the results suggest a dual-pathway mechanism rather than a single, mediated

pathway.

The Differential PSMMA Component Salience assumption is supported by the
measurement data. Certain aspects of the PSMMA construct are more psychologically
significant than others, according to the CFA results. The most significant factor was
determined to be credibility, suggesting that institutional legitimacy and perceived
authenticity support citizens' evaluations of police social media activity. Even though the
structural setup did not statistically rank the causal impact of each PSMMA dimension on
BRQ and CCB, the measurement results support the idea that citizens prioritize trustworthy,

dependable digital cues when forming assessments.

There was no confirmation of the assumption about the demographic boundary
condition. Age and educational background do not substantially alter the relationships
among PSMMA, BRQ, and CCB in the current study, as indicated by the rejection of H5
and H6. As a result, the model appears demographically sound within the population under
study, suggesting that successful digital marketing and relationship-building may serve as
broadly applicable levers of citizen cooperation rather than tactics tailored to age or

educational background.

7.2 Relating the findings to earlier work

The research results reveal two concurrent pathways and provide strong support for the
sequential SIT and SET framework, adapted from political marketing to policing. Although
a direct route from PSMMA to CCB is still important, Brand Relationship Quality,
expressed through trust and satisfaction, is a key mechanism through which Police Social
Media Marketing Activities shape Citizen Citizenship Behavior. Further, the data provide

no indication that these mechanisms are moderated by age or education.

Institutional social media as an identity signal that influences relational evaluations

is consistent with the literature and the strong positive correlation between PSMMA and
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BRQ. Although these effects may be brittle when authenticity or tone is disputed, well-
calibrated police communication can decrease psychological distance and increase
perceived approachability (e.g., Bullock & Dodsworth, 2025; Jones et al., 2025). The
current findings suggest that police social media serves as a significant source of
relationship-forming cues for the urban Greek audience, in line with this identity-to-
relationship logic. This pattern also addresses the methodological drawback of deriving
relationship quality from surface engagement metrics, and selection effects may inflate

engagement counts and fail to capture relational outcomes (e.g., Wu et al., 2026).

In our study, the idea that the most insightful results of police digital engagement
are relational and psychological rather than purely behavioral, as it measures BRQ directly
through trust and satisfaction and still finds a strong correlation with PSMMA, is fully
supported. Further, PSMMA predicts CCB, which aligns with the assertion that digital
communication can facilitate collaboration by reducing information barriers and offering
practical advice. Despite the fact that effects can be nonlinear and may backfire due to
polarization, worries about surveillance, or a poor crisis response (e.g., Hampton & Cotter,

2025; Nair et al., 2025).

Therefore, the findings lend credence to a dual pathway theory in which citizens can
react directly to trustworthy and pertinent content, while BRQ concurrently facilitates
reciprocity-based cooperation, thereby resolving the question of whether engagement
reflects only pre-existing relationships (Bullock, 2018). Acknowledging that branding in
policing is delicate because cooperation depends on perceptions of fairness and legitimacy,
the BRQ-CCB relationship supports the SET premise that relational judgments enable extra-
role contributions, particularly under uncertainty. (e.g., Jones et al., 2025; Ramli et al.,

2025).

The mediation pattern is less complete than in Kumar and Sharma’s (2024) study.
Although PSMMA raises BRQ, which in turn raises CCB, there is still a strong direct
PSMMA-to-CCB pathway. This aligns with the idea that institutional context and
immediate informational value can also motivate public safety cooperation, and it warns
against making overly simplistic causal claims in social media influence research (e.g., Wu

etal., 2026).

Lastly, the rejection of the moderation hypotheses deviates from predictions that age

conditions PSMMA to BRQ via digital familiarity and divides, and that education
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strengthens BRQ to citizenship conversion. (e.g., Siegel-Stechler et al., 2025; World
Economic Forum, 2025; Kumar & Sharma, 2024). In this case, limited demographic
variance and the possibility that formal education is insufficient as a proxy for digital or
media literacy, which may plausibly operate in opposing directions, are plausible

explanations for the null moderation.

7.3 Theoretical and research implications

The assumed causal architecture explains how police social media marketing results in
cooperative citizen outcomes in urban settings, drawing on Social Identity Theory and
Social Exchange Theory expanding the existing theoretical frameworks of sequence. Higher
brand relationship quality is positively connected with more active police social media
marketing (PSMMA). This outcome is consistent with previous sequential reasoning that
linked BRQ to PSMMA (Kumar & Sharma, 2024; Farhan et al., 2020). Interactivity,
credibility, content quality, and electronic word of mouth are examples of identity-relevant
signals. These signals promote a more favorable relational view of the police (Kumar &
Sharma, 2024; Hornsey, 2008). This perspective is characterized by increased satisfaction

and trust (Farhan et al., 2020; Kim et al., 2013).

Higher brand relationship quality is positively associated with citizenship behavior,
which supports earlier findings (Kumar and Sharma, 2024; Farhan et al., 2020) that strong
connections encourage extra-role, discretionary collaboration, thereby strengthening the
Social Exchange Theory element. Citizens are more inclined to engage in discretionary
collaboration when confidence and satisfaction are built (Blau, 2017; Cropanzano and
Mitchell, 2005). From a conceptual standpoint, brand connection quality serves as an
"exchange platform" for psychology. Positive relational assessments are followed by extra-

role cooperative outcomes.

The sequential logic is strengthened by the mediation pattern. Citizen Citizenship
Behavior is positively and closely correlated with police social media marketing. Even while
brand connection quality also has a significant indirect effect, this supports the dual-pathway
idea. This aligns with the sequencing and mediation logic proposed in the dissertation and
indicates partial mediation (Kumar & Sharma, 2024). Several elements of police social

media marketing can encourage cooperative attitudes, even when relationship quality isn't
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the only factor at work. But for long-term cooperation, the relationship-first strategy,
grounded in satisfaction and trust, remains crucial (Kumar & Sharma, 2024; Farhan et al.,

2020).

These results support an ontological-relational perspective on citizen-police
cooperation. According to this perspective, cooperation is not just a reaction to
communication cues but rather an emergent result shaped by the social meanings of group
membership and reciprocal obligation (e.g., Blau, 2017). From an epistemological
standpoint, the dissertation promotes a theory-driven, deductive method. This viewpoint
holds that citizenship behavior, happiness, and trust are measurable psychological
manifestations of identification and exchange mechanisms (Kumar and Sharma, 2024;

Farhan et al., 2020).

Neither the behavioral conversion from relationship quality to citizenship behavior
nor the relationship formation from police social media marketing activity to brand
relationship quality appears to be influenced by age or educational attainment in this dataset.
In the studied urban context, identity-based and reciprocity-based responses may operate
similarly across groups. Alternatively, the necessary mechanisms might not be reflected by
these demographic proxies (Hampton & Cotter, 2025; Siegel-Stechler et al., 2025). Care
must be used when deciding which aspect of social media marketing is most important. The
overall predictor of police social media marketing was examined. This limits claims at the
construct level while maintaining broad support for the multi-component assumption

(Kumar & Sharma, 2024; Hultman et al., 2019).

7.4 Practical implications

Police social media marketing activities are positively correlated with both brand
relationship quality and citizen citizenship behavior. Brand relationship quality also predicts
citizenship behavior. The empirical model suggests police social media should be regarded
as an operational public-safety capability. According to Social Identity Theory and Social
Exchange Theory (Blau, 2017; Cropanzano & Mitchell, 2005), police agencies can enhance
voluntary citizen cooperation by first offering identity cues through social media activities.

They should then maintain reciprocity.
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Police reports should, first and foremost, offer timely, accurate, and consistent
information at the operational level. This is particularly crucial when misleading
information spreads. Clarifications and corrections ought to be published. To maintain the
foundations of high-quality brand relationships, police should also publicly explain the
"why" behind their actions. Credibility is thus safeguarded by factual restraint, tone
discipline, and crisis-response protocols that steer clear of "image-first" messaging. These
techniques are particularly important when law enforcement's legitimacy is called into

question or when there is a risk of accountability and backlash.

Second, because mediation is only partial, agencies ought to employ a dual-pathway
content strategy. Through brand relationships, police social media marketing campaigns
have an indirect effect on citizenship behavior. As stated by Kumar and Sharma (2024) and
Aljarah et al. (2022), police must strike a balance between relationship-building strategies
and useful, action-triggering posts. Posts that prompt action encourage quick collaboration.
Relationship-building strategies increase satisfaction and trust. Longer-term collaboration

is stabilized by these.

Third, police departments should transition to two-way communication instead of
one-way broadcasting. This should include response guidelines, feedback loops for citizen
input, moderated Q&As, and clear escalation channels, and there is a need for training.
Policemen need to be trained in empathy, communication, and platform governance to make
communicative competence an institutional asset (Adamoniené et al., 2025). Training
expenditures support long-term implementation. It also tackles the deficiencies in Greek law

enforcement's digital competency.

Finally, in performance management, outcome-based indicators should replace
"vanity metrics". Tarifa-Rodriguez et al. (2024) argue that engagement counts may not show
sincere collaboration or relationship quality. Police organizations can use a unified and
consistent digital voice across urban publics, and they should allocate resources to ensure
dependability. Monitoring the quality of brand relationships, adopting preventive measures,
offering constructive criticism, and verifying tips is more effective than costly demographic

micro-campaigns.
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7.5 Further research and limitations

The results' generalizability is limited by the exclusion of other Greek cities. This limitation
suggests several directions for further investigation. Rather than representing more general
national trends, the observed patterns might represent localized digital practices and police-
citizen interactions. Future research should use stratified sampling across various Greek
regions and city types to ascertain whether elements like local trust, community conditions,

or policing styles affect how police social media affects relationships and cooperation.

The sample's low demographic variability may limit the moderation analyses. Since
most participants were in a small age range and had comparable educational backgrounds,
the study was unable to thoroughly evaluate whether age or education served as boundary
conditions. Younger digital natives, older infrequent users, and a larger range of educational
and occupational groups should all be included in future studies. Instead of being inferred
from educational attainment, digital or media literacy should be measured directly.
Differentiating between stated willingness and actual cooperative behavior is still a

methodological challenge due to the reliance on self-reported perceptions and intentions.

Survey data and objective indicators should be triangulated in future studies. The
modeling of policing and justice scenarios using decision sandboxes akin to Digital Twins
should be added to study designs. Researchers are urged to investigate how transparency
and narrative explanations affect trust and empathy (Asadi et al., 2025). Because algorithmic
justice systems raise issues with opacity, contestability, and equity, implementing such tools
requires governance safeguards (Mentxaka et al., 2026). As low-risk, data-driven platforms
for testing interventions before real-world implementation, digital twin techniques are

becoming increasingly popular.

Postgraduate Dissertation 79



Chapter 8: Conclusion

The research aim of the dissertation is to examine the theoretical and empirical facets of
Greek Police's social media marketing initiatives to comprehend how they affect the
citizenship behavior of urban residents via the mediating mechanism of brand relationship
quality. In addition to taking into consideration the moderating effects of age and
educational attainment in an urban setting, this study attempts to sequentially integrate
Social Identity Theory and Social Exchange Theory. We aimed to address the long-
documented fragmentation of social media marketing knowledge and investigate and
validate a model of police social media marketing activities and the quality of the citizen-
police brand relationship (trust and satisfaction) by explicitly linking inputs, mechanisms,

and outcomes in a single explanatory chain.

The study was directed by three research objectives. (1) Investigation of the impact
and nature of the relationship between Greek Police social media marketing activities and
urban citizens’ citizenship behaviors, independent of brand relationship quality. Further,
how brand relationship quality influences voluntary citizenship behaviors toward the police.
(2) Examination of whether brand relationship quality mediates the relationship between
social media marketing activities and citizenship behavior and assess whether this mediation
is full or partial. (3) Examination of the moderating role of citizens' educational

qualifications and age on several relationships.

The Discussion, which combines the empirical results with earlier research,
concludes that the observed effects are better understood as relationship-building processes
rather than isolated content impacts. Crucially, the observed ranges show no signs of abrupt
thresholds, reversals, or saturation, and the plotted patterns indicate steady, upward-sloping

correlations: evaluations and cooperative outcomes rise in tandem with perceived PSMMA.

The curves indicate a strong, positive, monotonic relationship with PSMMA inputs,
which are concluded to shape citizen evaluations in relation to the first research objective.
According to the fitted line, increases in perceived PSMMA are associated with consistent
improvements in relationship quality, as indicated by the upward slope of the line. The
relationship is best characterized as approximately linear rather than curvilinear because the
plot is straight and upward-sloping. This further supports the perception that SMM

effectiveness is contingent on how content is perceived and understood.
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The evidence supports a partial mediation curve consistent with the mechanism and
the explanatory role of relationship quality (trust/satisfaction) for the second research
objective. Although PSMMA's direct influence on outcomes persists, the mechanism
strengthens the pathway from PSMMA to behavioral outcomes. This means that the results
are a direct functional route in which PSMMA is associated with cooperation even without
relying entirely on relationship quality, and a relational route in which PSMMA builds
trust/satisfaction, which then supports cooperation. This contrasts with a single
"mechanism" route. Instead of a pattern in which one link disappears when the mechanism
is considered, this pattern is consistent with curves showing separate positive links among

the constructs.

According  to  the  proposition that  non-transactional  outcomes
(attitudes/engagement)  often  precede and enable transactional  outcomes
(intentions/purchases), behavioral outcomes are best understood as downstream
consequences of trust-enabled engagement for the third research objective. In line with
recent synthesis calls to model moderators rather than assume universal SMM impacts, the
effects for the last research objective are contingent, varying by platform and citizen/context
characteristics. To put it differently, the model's positive relationships in this dataset exhibit
resilience and remain stable across demographic conditions, indicating consistency rather

than segmentation effects.

In line with reviews emphasizing the need for integrated, mechanism-based
explanations of the effects of digital transformation in marketing practice of the public
sector, the study advances digital marketing by operationalizing a compact causal pathway
linking digital touchpoints to citizen/customer decision processes (Bartoloni & Ancillai,
2024; Cioppi et al., 2023). According to Ahmed and Shekhar (2026) and Bartoloni and
Ancillai (2024), it plays a crucial role in social media marketing by empirically establishing
the logic behind the inputs (contingencies) and outputs, as advocated in the most recent
major SMM SLR. This method also aligns the choices made at the platform level with the
outcomes of engagement and performance. Finally, it clarifies how citizens, as customers
of public services, convert social media stimuli into intention via trust/credibility and
engagement mechanisms, patterns that recent meta-analytic evidence in the marketing
literature identifies as central to influencer-driven persuasion effects (Pan et al., 2025; Leung
et al., 2022). This helps to shape customer behavior of public police organizations and more

generally to the public sector.

Postgraduate Dissertation 81



References

Adamonien¢, R., Milasitinaité, V., & Piraité, A. (2025). Bridging training and practice:
communication challenges and sustainable organizational behavior in policing.

Sustainability, 17(22), 9938. https://doi.org/10.3390/su17229938

Ahmed, W., & Shekhar, S. K. (2026). Emoji-based marketing in consumer behavior: A
systematic literature review. Cogent Business & Management, 13(1), 2669001.
https://doi.org/10.1080/23311975.2026.2669001

Aljarah, A., Dalal, B., Ibrahim, B., & Lahuerta-Otero, E. (2022). The attribution effects of
CSR motivations on brand advocacy: psychological distance matters! Service Industries

Journal, 42(7-8), 583—605. https://doi.org/10.1080/02642069.2022.2041603

ANT1 News. (2025, November 27). “Menoume Enimeromenoi”: campaign by Hellenic
Police against scams targeting the elderly [Video].

https://www.antenna.gr/Society/article/4/982718/-menoyme-enimeromenoi--kampania-tis-

elas-gia-tis-apates-kata-ilikiomenon-binteo-

Asadi, A. R., Akinremi, T. P., Appiah, J. K., Jayathilake, H. M., Ibitoye, O., & Said, H.
(2025). Bits, bytes, and bars: towards a digital twin of the US criminal justice system.
International Journal of Human-Computer Interaction, 41(19), 12050-12071.
https://doi.org/10.1080/10447318.2025.2452201

Asimakopoulos, G., Antonopoulou, H., Giannoukou, I., Golfi, A., Sataraki, I., &
Halkiopoulos, C. (2025). Virtual collaboration and e-democracy during the pandemic era:
Insights on digital engagement, infrastructure, and social dynamics. Information, 16(6),492.

https://doi.org/10.3390/info16060492

Athens University of Economics and Business. (2025). Quantitative & qualitative research
on volunteering in Greece: Motivating and discouraging factors of voluntary action

[PowerPoint slides]. https://www.aueb.gr/sites/default/files/aueb/Profil-Ethelontis-

AUEB.pdf

Bartoloni, S., & Ancillai, C. (2024). Twenty years of social media marketing: A systematic
review, integrative framework, and future research agenda. International Journal of

Management Reviews, 26(3), 435-457. https://doi.org/10.1111/ijmr.12360

Postgraduate Dissertation 82



Blau, P. (2017). Exchange and power in social life. Routledge.

Bradford, B., Jackson, J., Murphy, K., & Sargeant, E. (2022). The space between:
Trustworthiness and trust in the police among three immigrant groups in Australia. Journal

of Trust Research, 12(2), 125—-152. https://doi.org/10.1080/21515581.2022.2155659

Brewer, M. B. (1999). The psychology of prejudice: Ingroup love and outgroup
hate?. Journal of Social Issues, 55(3), 429-444. https://doi.org/10.1111/0022-4537.00126

Bullock, J., Dodsworth, F., Bullock, J., & Dodsworth, F. (2025). Law, order, and social
media: Perceptions of police effectiveness on X/Twitter. Crime Media Culture an

International Journal. https://doi.org/10.1177/17416590251394705

Bullock, K. (2018). The police use of social media: Transformation or normalisation?.Social

policy and society, 17(2), 245-258. https://doi.org/10.1017/S1474746417000112

Bullock, K., Garland, J., & Coupar, F. (2021). Police-community engagement and the
affordances and constraints of social media. Policing and society, 31(4), 373-385.

https://doi.org/10.1080/10439463.2020.1831498

Business Daily. (2025, April 17). Social media and television dominate as sources of

information in Greece. https://www.businessdaily.gr/koinonia/170422 _ta-social-media-

kai-i-tileorasi-kyriarhoyn-os-piges-enimerosis-stin-ellada

Cioppi, M., Curina, I., Francioni, B., & Savelli, E. (2023). Digital transformation and
marketing: A systematic and thematic literature review. ltalian Journal of Marketing, 207—

288 https://doi.org/10.1007/s43039-023-00067-2

Cropanzano, R., & Mitchell, M. S. (2005). Social Exchange Theory: An Interdisciplinary
Review. Journal of Management, 31(6), 874-900.
https://doi.org/10.1177/0149206305279602

Czapska, J., & Struzinska, K. (2018). Social media and community policing implementation
in South Eastern Europe: a question of trust. In Societal implications of community-oriented
policing and technology (pp. 47-54). Cham: Springer International Publishing.
https://doi.org/10.1007/978-3-319-89297-9_6

Davidson, L., Carter, H., Drury, J., Amlét, R., & Haslam, S. (2025). Exploring the
relationship between shared identity and interoperability: A mixed methods analysis of

discussion-based multi-agency emergency response exercises. Policing and Society, 35(1),

118-134. https://doi.org/10.1080/10439463.2024.2374834

Postgraduate Dissertation 83



Davlembayeva, D., Papagiannidis, S., & Alamanos, E. (2021). Sharing economy platforms:
An equity theory perspective on reciprocity and commitment. Journal of Business

Research, 127, 151-166. https://doi.org/10.1016/j.jbusres.2021.01.039

De Matteis, F., Blasi, S., Striani, F., & Borgonovi, E. (2025). Citizen satisfaction and Traffic
Police: theoretical, managerial, and policy implications of using a Telegram channel.

Administration & Society. https://doi.org/10.1177/00953997251345734

Dobson, K. S., Dittmann, A. G., & Yeager, D. S. (2025). A transparency statement improves
trust in  community-police interactions. Nature = communications, 16(1),  2285.

https://doi.org/10.1038/s41467-024-55709-6

Elphick, C., Philpot, R., Zhang, M., Stuart, A., Walkington, Z., Frumkin, L. A., Pike, G.,
Gardner, K., Lacey, M., Levine, M., Price, B., Bandara, A., & Nuseibeh, B. (2021). Building
trust in digital policing: a scoping review of community policing apps. Police Practice and

Research, 22(5), 1469—1491. https://doi.org/10.1080/15614263.2020.1861449

Emerson, R. M. (1976). Social exchange theory. Annual Review of Sociology, 2, 335-362.
https://doi.org/10.1146/annurev.s0.02.080176.002003

Emerson, R. M. (2019). Power-dependence relations. In Power in modern societies (pp. 48-

58). Routledge.

Farhan, A., Omar, N., Jannat, T. & Nazri, M. (2020). The impact of political brand
relationship quality and brand engagement on voters’ citizenship behaviour: Evidence from
Indonesia. The South East Asian Journal of Management, 14 (1), 124-144.
https://doi.org/10.21002/seam.v14i1.12593

Flew, T. & Martin, F.R. (Eds.). (2022). Digital platform regulation. In Palgrave global
media policy and business. https://doi.org/10.1007/978-3-030-95220-4

Gouldner, A. W. (1960). The norm of reciprocity: A preliminary statement. American
Sociological Review, 25(2), 161-178. https://doi.org/10.2307/2092623

Grive, J. F. (2019). What KPIs are key? Evaluating performance metrics for social media

influencers. Social Media + Society, 5(3). https://doi.org/10.1177/2056305119865475

Guittet, E.-P., Vavoula, N., Tsoukala, A., & Baylis, M. (2022, May 3). Democratic oversight
of the police (Study IPOL_STU(2022)703590). Policy Department for Citizens’ Rights and
Constitutional Affairs, European Parliament. Retrieved November 29,2025, from

https://www.europarl.europa.eu/thinktank/en/document/IPOL,_STU%282022%29703590

Postgraduate Dissertation 84



Hampton, K. & Cotter, K. (2025). Disrupting echo chambers? How social media is related
to social tolerance through network diversity: linked lives over a major life course
event. Information, Communication & Society, 28(1), 150-168.
https://doi.org/10.1080/1369118X.2025.2460556

Harrell, A., & Quinn, J. M. (2023). Shared identities and the structure of exchange distinctly
shape cooperation. Social Forces, 102(1), 223-241. https://doi.org/10.1093/sf/soad01 1

Hayes, A. F., & Preacher, K. J. (2013). Statistical mediation analysis with a multicategorical
independent variable. British Journal of Mathematical and Statistical Psychology, 67(3),
451-470. https://doi.org/10.1111/bmsp.12028

Hellenic Foundation for European and Foreign Policy. (2024, January 18). The evolution of
public opinion in Greece and Turkey (2021-2023): Dynamics and shifts in comparative

perspective. https://www.eliamep.gr/en/i-exelixi-tis-koinis-gnomis-stin-ellada-kai-stin-

tourkia-2021-2023-dynamikes-kai-metavoles-se-sygkritiki-prooptiki/

Hellenic Police. (2011). I Elliniki Astynomia sta nea Mesa Koinonikis Diktyosis (Social
Media): Stratigiki epilogi i/kai anagki prosarmogis? [The Hellenic Police on Social Media:
Strategic choice and/or need for adaptation?]. Astynomiki Analopisi, (264), 22-25.
https://www.astynomia.gr/file/2011/02/264 _asocialmedia.pdf

Hellenic Police. (2016). I Elliniki Astynomia enischyei tin parousia tis sta mesa koinonikis
diktyosis [The Hellenic Police strengthens its presence on social media]. Astynomiki

Analopisi, (326), 56-58. https://www.astynomia.gr/file/2016/03/299-elas.pdf

Hellenic Police. (2018). Neo vima tis Ellinikis Astynomias sta mesa koinonikis diktyosis
(social media) me dekatreis nees selides sto “Facebook” [New step of the Hellenic Police in
social media with thirteen new pages on “Facebook™]. Astynomiki Anaskopisi, (309), 88.

https://www.policemagazine.gr/sites/default/files/pdt/%CE%95%CE%91 2018-08-

0309.pdf

Hellenic Police. (n.d.-a). Politiki meson koinonikis diktyosis [Social media policy].

https://www.astynomia.gr/politiki-meson-koinonikis-diktyosis/

Hellenic Police. (n.d.-b). Dimoi tis choras stous opoious echoun systathei kai leitourgoun
Topika Symvoulia Prolipsis Egklimatikotitas (S.P.E.) [Municipalities in which Local
Councils for Crime Prevention have been set up and are operating].

https://www.astynomia.gr/vliko-archeiou/topika-symvoulia-prolipsis-egklimatikotitas-s-p-

Postgraduate Dissertation 85



e/dimoi-tis-choras-stous-opoious-echoun-systathei-kai-leitourgoun-topika-symvoulia-

prolipsis-egklimatikotitas-s-p-e/

Hellenic Statistical Authority. (2023). 2021 Population and housing census results.
http://dlib.statistics.gr/Book/GRESYE 02 _0101_00106.pdf

Homans, G. C. (1958). Social behavior as exchange. American Journal of Sociology, 63(6),
597-606.

Horgan, S., Collier, B., Stewart, J., & Thomas, D. R. (2025). Influence policing: domestic
digital influence campaigns and algorithmic strategic communications in UK Law
enforcement and homeland security. The British Journal of Criminology, 65(3), 480-503.
https://doi.org/10.1093/bjc/azae063

Hornsey, M. (2008). Social identity theory and self-categorization theory: A historical
review.  Social and  Personality  Psychology =~ Compass, 2(1), 204-222.
https://doi.org/10.1111/5.1751-9004.2007.00066.x

Hossan, D., Wolfs, B., Mansor, Z. D., Jesmin, N.-. S., & Petkovic, M. (2025). Bridging
theory and practice: theoretical, conceptual, and research frameworks. International Journal
of Business and Technopreneurship (IJBT), 15(3), 267-278.
https://doi.org/10.58915/ijbt.v1513.1652

Hough, M., Jackson, J., Bradford, B., Myhill, A., & Quinton, P. (2010). Procedural justice,
trust, and institutional legitimacy. Policing: a journal of policy and practice, 4(3),203-210.
https://doi.org/10.1093/police/paq027

Huang, A. X., Chen, J. M., & Degner, J. (2025). Being One or the Other, Both or Neither:
Self-Categorization Theory, Social Identity Theory and the Issue of Mixed
Identities. European Journal of Social Psychology, 55(4), 727743.
https://doi.org/10.1002/ejsp.3155

Huey, L., & Ferguson, L. (2024). ‘No one wants to end up on YouTube’: sousveillance and
‘cop-baiting’” in Canadian policing. Policing & Society, 34(7), 674-691.
https://doi.org/10.1080/10439463.2024.2329239

Hultman, M., Ulusoy, S. &0Oghazi, P. (2019). Drivers and outcomes of political candidate
image creation: The role of social media marketing. Psychology & Marketing, 36(12), 1226-
1236. https://doi.org/10.1002/mar.21271

Postgraduate Dissertation 86



Hurst, Y. G., Ilchi, O. S., Frank, J., & Dai, M. (2024). Juvenile willingness to report:
correlates and implications for procedural justice. Journal of Crime and Justice, 47(5), 566-

581. https://doi.org/10.1080/0735648X.2024.2311297

Ibrahim, B. (2021). Social Media Marketing Activities and Brand Loyalty: A Meta-Analysis
Examination. Journal of Promotion Management, 28(1), 60-90.

https://doi.org/10.1080/10496491.2021.1955080

Independent Police Complaints Authorities’ Network. (2023). Police/population relations:
Challenges and practices. https://ipcan.org/wp-content/uploads/2023/10/synth-ipcan-
police-pop-en_20200529.pdf

Jenkins, D. (2023). (Dis)trust and (defunding) the police. City, 27(5-6), 850—868.
https://doi.org/10.1080/13604813.2023.2269786

Jonathan-Zamir, T., Perry, G., Kaplan-Damary, N., & Weisburd, D. (2024). Police
compliance with the social contract as an antecedent of police legitimacy, of satisfaction
with the police, and of willingness to obey: Findings from a two-stage vignette
experiment. Journal of Experimental Criminology, 1-36. https://doi.org/10.1007/s11292-
024-09622-z

Jones, M., Ralph, L., Millie, A. & Rowe, M. (2025). Policing and social media: Exploring
police digital visibility. Criminology & Criminal
Justice. https://doi.org/10.1177/17488958251338572

Kanafa-Chmielewska, D. (2019). The two faces of an employee: exploring the relationships
between organizational citizenship behaviour, counterproductive work behaviour and job
satisfaction. Argumenta Oeconomica, 1(42), 317-336.

https://doi.org/10.15611/a0e.2019.1.13

Kelley, H. H., & Thibaut, J. W. (1978). Interpersonal relations: A theory of
interdependence. New York, NY: Wiley.

Kim, A.J., & Ko, E. (2011). Do social media marketing activities enhance customer equity?
An empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480—
1486. https://doi.org/10.1016/j.jbusres.2011.10.014

Kim, K., Park, J., & Kim, J. (2013). Consumer—brand relationship quality: When and how
it helps brand extensions. Journal of Business Research, 67(4), 591-597.
https://doi.org/10.1016/j.jbusres.2013.03.001

Postgraduate Dissertation 87



Kentro Merimnas Oikogeneias kai Paidiou. (2025, July 9). New research: 9 in 10

individuals believe stereotypes are widespread in Greece. https://www.kmop.gr/news-new-

research-9-in-10-individuals-believe-stereotypes-are-widespread-in-greece/

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived social media
marketing activities and consumer-based brand equity. Asia Pacific Journal of Marketing

and Logistics, 33(1), 53—72. https://doi.org/10.1108/apjml-07-2019-0453

Kothari, H., Choudhary, A., Jain, A., Singh, S., Prasad, K. D. V., & Vani, U. K. (2025).
Impact of social media advertising on consumer behavior: role of credibility, perceived
authenticity, and  sustainability. Frontiers in  Communication, 10,  1595796.

https://doi.org/10.3389/fcomm.2025.1595796

Kumar, A., & Sharma, A. (2024). Social media marketing activities for influencing voter
citizenship behaviour: brand relationship quality as a mediator. Journal of Marketing

Communications, 1-33. https://doi.org/10.1080/13527266.2024.2371832

Kumwenda, D., Tembo, M., Mphande, C., Nundwe, V., Chazema, T., Kaunda, D., &
Ahmad, Z. (2024). Impact of Citizens Do-It-Yourself activities on digital platform of
community  policing in  Malawi.  Social  Sciences,  13(4), 123-130.
https://doi.org/10.11648/1.ss.20241304.15

Kwon, J., & Wortley, S. (2020). Policing the Police: Public perceptions of Civilian oversight
in Canada. Race and Justice, 12(4), 644—668. https://doi.org/10.1177/2153368720924560

Leppert, K., Saliterer, 1., & Kora¢, S. (2022). The role of emotions for citizen engagement
via social media—A study of police departments using twitter. Government Information

Quarterly, 39(3), 101686. https://doi.org/10.1016/5.21q.2022.101686

Leung, F. F.,Gu,F. F.,Li, Y., Zhang, J. Z., & Palmatier, R. W. (2022). Influencer marketing
effectiveness. Journal of Marketing, 86(6), 93-115.
https://doi.org/10.1177/00222429221102889

Levine, M. (2025). A golden age of behavioural social psychology? Towards a social
psychology of power and intergroup relations in the digital age. British Journal of Social

Psychology, 64(3), €12896. https://doi.org/10.1111/bjs0.12896

Liao, Z., Wang, N., Zhu, J., Chen, T., & Johnson, R. E. (2024). Disentangling the relational

approach to organizational justice: Meta-analytic and field tests of distinct roles of social

Postgraduate Dissertation 88



exchange and social identity. Journal of Applied Psychology, 109(11), 1716—
1741. https://doi.org/10.1037/apl0001193

Malhotra, A., Evans, N., Gao, J., Du, J. & Zheng, C. (2025). The issues caused by
misinformation—How workers and organizations deal with it: A systematic literature
review. Journal of the Association for Information Science and Technology.

https://doi.org/10.1002/asi.25016.

Mari, S., Gil de Zufiiga, H., Suerdem, A., Hanke, K., Brown, G., Vilar, R., ... & Bilewicz,
M. (2022). Conspiracy theories and institutional trust: Examining the role of uncertainty
avoidance and active social media wuse. Political Psychology, 43(2), 277-296.
https://doi.org/10.1111/pops.12754

Maris, G., Sklias, P., &Maravegias, N. (2021). The political economy of the Greek
economic crisis in 2020. European Politics and Society, 23(4), 447-467.
https://doi.org/10.1080/23745118.2021.1895552

Marsh, H. W., Hau, K., & Wen, Z. (2004). In search of golden rules: Comment on
Hypothesis-Testing approaches to setting cutoff values for fit indexes and dangers in

overgeneralizing Hu and Bentler’s (1999) findings. Structural Equation Modeling a
Multidisciplinary Journal, 11(3), 320-341. https://doi.org/10.1207/s15328007sem1103_2

Mavropoulos, H. (2020). Meleti tis allilepidrasis ton politon me tin astynomia: I periptosi
tis Komotinis [Study of citizen interaction with the police: The case of Komotini].

University of Thessaly Institutional Repository. https://doi.org/10.26253/heal.uth. 12388

McNeish, D., & Wolf, M. G. (2023). Dynamic fit index cutoffs for confirmatory factor
analysis models. Psychological Methods, 28(1), 61. https://doi.org/10.1037/met0000425

Meijer, A. J., & Torenvlied, R. (2016). Social media and the new organization of
government communications: An empirical analysis of Twitter usage by the Dutch police.
The  American Review of  Public  Administration, 46(2), 143-161.
https://doi.org/10.1177/0275074014551381

Memon, M. A., Cheah, J., Ramayah, T., Ting, H., Chuah, F., & Cham, T. H. (2019).
MODERATION ANALYSIS: ISSUES AND GUIDELINES. Journal of Applied Structural
Equation Modeling, 3(1), i—xi. https://doi.org/10.47263/jasem.3(1)01

Postgraduate Dissertation 89



Mentxaka, O., Lopez-Montilla, J., Urrutia-Onate, D., Almazrouei, H., & Herrera, F. (2026).
Explainability gaps in Al-driven criminal justice governance: The RisCanvi case. 4] &

Society. https://doi.org/10.1007/s00146-026-03039-0

Metron Analysis. (2025, February 6). Metron Analysis poll: What citizens believe about
Justice and Tempi — Which institutions they trust. Real.gr.

https://www.real.gr/politiki/arthro/dimoskopisi metron analysis ti pisteuoun oi polites

gia_dikaiosyni_kai_tempi_poious_thesmous_empisteuontai-1088910/

Miles, J. (2014). R squared, adjusted R squared. Wiley StatsRef: Statistics Reference Online.
https://doi.org/10.1002/9781118445112.stat06627

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship
marketing. Journal of Marketing, 58(3), 20-38.
https://doi.org/10.1177/002224299405800302

Mouzaki, M. (2025, April). Oi epiptoseis tis oikonomikiskrisisstothesmo tis
EllinikisAstynomias [The effects of the economic crisis on the institution of the Hellenic

Police]. CrimeTimes. Retrieved December 2, 2025, from https://www.crimetimes.gr/oi-

epiptwseis-tis-oikonomikis-krisis-sto-thesmo-tis-ellinikis-astinomias/

Mulrooney, K., Bullock, K., Mouhanna, C., & Harkness, A. (2024). Police relationships and
engagement with rural citizens: perspectives of front-line police in the United Kingdom,
Australia, and France. Policing an International Journal, 47(3), 340-352.
https://doi.org/10.1108/pijpsm-12-2023-0173

Nair, P., Eberwein, T. & Sparkes-Vian, C. (2025). Social media and political participation:
unpacking the role of social media in contemporary politics. Frontiers in Sociology, 10.

https://doi.org/10.3389/f50¢.2025.1658996

Neumann, O., & Schott, C. (2023). Behavioral effects of public service motivation among
citizens: testing the case of digital co-production. International Public Management

Journal, 26(2), 175-198. https://doi.org/10.1080/10967494.2021.1937413

Norman, G. (2010). Likert scales, levels of measurement and the “laws” of statistics.

Advances in Health Sciences Education, 15(5), 625—632. https://doi.org/10.1007/s10459-

010-9222-y

Postgraduate Dissertation 90



Nweke, O. C., & Anim-Wright, K. (2023). Impact and Potential of Social Media in Policing
and Law Enforcement. Journal of Humanities, Arts and Social Science, 7(12).

https://doi.org/10.26855/jhass.2023.12.002

Ohana, M., Stinglhamber, F., &Caesens, G. (2023). Coworkers’ interpersonal justice and
team citizenship behaviors: mediation of social exchange and identity and moderation of
extraversion. European Business Review, 35(6), 924-940. https://doi.org/10.1108/EBR-08-
2022-0155

Organisation for Economic Co-operation and Development [OECD]. (2024). OECD survey
on drivers of trust in public institutions 2024 results—Country notes: Greece.

https://www.oecd.org/content/dam/oecd/en/publications/reports/2024/06/oecd-survey-on-

drivers-of-trust-in-public-institutions-2024-results-country-

notes 33192204/greece_431e14c7/56edc018-en.pdf

Organ, D. (1988). Organizational citizenship behavior: The good soldier syndrome.
Lexington Books.

Pan, M., Blut, M., Ghiassaleh, A., & Lee, Z. W. Y. (2025). Influencer marketing
effectiveness: A meta-analytic review. Journal of the Academy of Marketing Science, 53,

52-78. https://doi.org/10.1007/s11747-024-01052-7

Papos, 1. (2025). institution of local councils for crime prevention in Greece: Panteion

University. https://doi.org/10.26250/heal.panteion.uc.v6i1.382

Psomas, E., Bouranta, N., Koemtzi, M., & Keramida, E. (2024). Determining the impact of
service quality on citizens' satisfaction and the role of citizens' demographics. The case of
the Greek citizen's service centers. The TQOM Journal, 36(7), 1917-1935.
https://doi.org/10.1108/TQM-12-2019-0274

Public Issue. (2024, April). Empistosyni stous thesmous, 2024 [Trust in institutions, 2024].

https://www.publicissue.gr/institutions-2024/

Ramli, F., Nashril-Abaidah, T., & Ramli, S. I. (2025). Policy coordination in combating
human trafficking: A systematic review of institutional frameworks and multi-agency

collaboration. International Journal of Research and Innovation in Social Science, 9(11),

2553-2564. https://doi.org/10.47772/1JRISS.2025.91100205

Rasul, T., Nair, S., Palamidovska-Sterjadovska, N., Ladeira, W. J., De Oliveira Santini, F.,

& Elgammal, 1. (2024). The evolution of customer engagement in the digital era for

Postgraduate Dissertation 91



business: A review and future research agenda. Journal of Global Scholars of Marketing

Science, 34(3), 325-348. https://doi.org/10.1080/21639159.2023.2275798

Rather, R. A., Rasul, T., Khan, H., & Khan, 1. (2024). Unveiling the dynamics between
consumer brand engagement, experience, and relationship quality towards luxury hotel
brands: Moderating investigation of brand reputation. International Journal of Hospitality

Management, 116, 103572. https://doi.org/10.1016/].ijhm.2023.103572

Roché, S., & Varaine, S. (2025). Harmful or helpful? Trust in the police after a shock: a test
of (dual) expectancy disconfirmation theory. Policing and Society, 35(4), 528-559.
https://doi.org/10.1080/10439463.2024.2407984

Rosseel, Y. (2012). lavaan: AnRPackage for Structural Equation Modeling. Journal of
Statistical Software, 48(2). https://doi.org/10.18637/jss.v048.102

Sadighha, J., Pinto, P., Guerreiro, M., & Campos, A. C. (2025). Value reciprocity
mechanism in hotels: testing customer participation behaviour and value co-creation as
mediators and previous experience as a moderator. Journal of Hospitality and Tourism

Insights, 8(6),2206-2231. https://doi.org/10.1108/JHTI-06-2024-0627

Samaras, G. (2025). Derailing Truth: Tripartite Discourse and Public Outrage Over Greece's
Tempe Valley Disaster. Journal of Contingencies and Crisis Management, 33(3), €70062.
https://doi.org/10.1111/1468-5973.70062

Schmidt, A. F., & Finan, C. (2017). Linear regression and the normality assumption. Journal

of Clinical Epidemiology, 98, 146—151. https://doi.org/10.1016/j.jclinepi.2017.12.006

Shahbazi, M. & Bunker, D. (2024). Social media trust: Fighting misinformation in the time
of crisis. International Journal of Information Management, 77, 102780.

https://doi.org/10.1016/}.ijjinfomgt.2024.102780

Siegel-Stechler, K., Hilton, K., & Medina, A. (2025). Youth rely on digital platforms, need
media literacy to access political information. CIRCLE, Jonathan M. Tisch College of Civic
Life, Tufts University. https://circle.tufts.edu/index.php/latest-research/youth-rely-digital-

platforms-need-media-literacy-access-political-information

Simpson, R., & Pappas, L. N. (2024). Public perceptions of courts and cooperation with
police. Crime Science, 13(1). https://doi.org/10.1186/s40163-024-00207-9

Postgraduate Dissertation 92



Spector, P. E., Bauer, J. A., & Fox, S. (2010). Measurement artifacts in the assessment of
counterproductive work behavior and organizational citizenship behavior: Do we know
what we think we know? Journal of Applied Psychology, 95(4), 781-790.
https://doi.org/10.1037/a0019477

Su, L., Cheng, X., & Zarifis, A. (2025). Passengers as defenders: Unveiling the role of
customer-company identification in the trust-customer citizenship behaviour relationship
within ride-hailing context. Tourism Management, 107, 105086.
https://doi.org/10.1016/].tourman.2024.10508

Sullivan, G. M., & Artino, A. R. (2013). Analyzing and interpreting data from Likert-Type
scales. Journal of  Graduate Medical  Education, 54), 541-542.
https://doi.org/10.4300/jgme-5-4-18

Tajfel, H., & Turner, J. C. (1979). An integrative theory of intergroup conflict. In W. G.
Austin & S. Worchel (Eds.), The social psychology of intergroup relations (pp. 33—47).
Brooks/Cole.

Tajfel, H., & Turner, J. C. (1986). The social identity theory of intergroup behavior. In S.
Worchel & W. G. Austin (Eds.), Psychology of intergroup relations (pp. 7-24). Hall
Publishers.

Tarifa-Rodriguez, A., Virues-Ortega, J., Perez-Bustamante Pereira, A., Calero-Elvira, A. &
Cowie, S. (2024). Quantitative indices of student social media engagement in tertiary
education: A systematic review and a taxonomy. Journal of Behavioral Education, 33(4),

769-797. https://doi.org/10.1007/s10864-023-09516-6

Transparency  International.  (2024).  Corruption  Perceptions  Index  2024.

https://www.transparency.org/en/cpi/2024

Triantafillidou, A., & Yannas, P. (2024). Social Media Management, Communication Roles,
and Their Effects on Communication practitioners’ Involvement in Strategic Management
of Organizations in Greece. International Journal of Strategic Communication, 18(2), 150—

166. https://doi.org/10.1080/1553118x.2023.2274597

Turner, J. C., Hogg, M. A., Oakes, P. J., Reicher, S. D., & Wetherell, M. S. (1987).
Rediscovering the Social Group: A Self-Categorization Theory. Oxford, UK: Basil
Blackwell.

Postgraduate Dissertation 93



Turner, J., & Milburn, T. (2025). Citizen empowerment as a police force multiplier:
Reproducing social domination through a 21st century personal safety app. Crime, Media,

Culture, 21(1), 27-45. https://doi.org/10.1177/17416590241231232

Tyler, T. R. (2004). Enhancing police legitimacy. The annals of the American academy of
political and social science, 593(1), 84-99. https://doi.org/10.1177/00027162032626

Tyler, T. R. (2006). Psychological perspectives on legitimacy and legitimation. Annual
Review of Psychology, 57(1), 375-400.
https://doi.org/10.1146/annurev.psych.57.102904.190038

U.S. Department of State, Bureau of Democracy, Human Rights, and Labor. (2024). Greece
2023 human rights report. https://www.state.gov/wp-
content/uploads/2024/02/528267 GREECE-2023-HUMAN-RIGHTS-REPORT.pdf

Van Steden, R., & Hartog, J. D. (2024). Meaningful interventions: Applying a citizen-
centric approach to problem-solving in community policing. Policing a Journal of Policy

and Practice, 18. https://doi.org/10.1093/police/paac030

Walsh, J. P., & O'Connor, C. (2019). Social media and policing: A review of recent research.
Sociology Compass, 13(1), €12648. https://doi.org/10.1111/soc4.12648

Wang, H., Xiong, L., Xia, Y., Tang, Z. R., & Chen, M. (2024). Unraveling the prerequisites
of citizen engagement intentions initiated by mobile government social media during
emergencies: An integrative dual SEM-ANN analysis. International Journal of Disaster

Risk Reduction, 110, 104636. https://doi.org/10.1016/1.1jdrr.2024.104636

Wang, K. Y., Chih, W. H., Honora, A., & Wu, Y. P. (2024). Investigating antecedents of
brand value co-creation behaviors in social media based brand communities. Electronic

Commerce Research and Applications, 64, 101359.
https://doi.org/10.1016/j.elerap.2024.101359

Weeks, B. E., Ardévol-Abreu, A., & Gil de Zuiiga, H. (2017). Online influence? Social
media use, opinion leadership, and political persuasion. International journal of public

opinion research, 29(2), 214-239. https://doi.org/10.1093/ijpor/edv050

Wellman, M. L. (2022). Black Squares for Black Lives? Performative allyship as credibility
maintenance for social media influencers on Instagram. Social Media + Society, 8(1),

205630512210804. https://doi.org/10.1177/20563051221080473

Postgraduate Dissertation 94



Whitham, M. M. (2021). Generalized generosity: How the norm of generalized reciprocity
bridges collective forms of social exchange. American Sociological Review, 86(3), 503-531.

https://doi.org/10.1177/00031224211007450

Whitham, M. M., & Savage, S. V. (2024). Refusal and acceptance in reciprocal social
exchange. Social Psychology Quarterly, 8§7(4), 399-420.
https://doi.org/10.1177/01902725231218675

World Economic Forum. (2025). Rethinking media literacy: A new ecosystem model for
information integrity (Insight report). World Economic Forum.
https://reports.weforum.org/docs/WEF_Rethinking Media Literacy 2025.pdf

World Justice Project. (2024). WJP Rule of Law Index 2024: Country profile — Greece.

https://worldjusticeproject.org/sites/default/files/documents/Greece 2.pdf

Wu, Y., Qiu, B. & Swadish, S. (2026). Conducting online randomized experiments: Lessons
from a policing survey using Al-edited videos. Journal of Experimental Criminology.

https://doi.org/10.1007/s11292-025-09722-4

Yi, Y., Gong, T., & Lee, H. (2013). The impact of other customers on customer citizenship
behavior. Psychology and Marketing, 30(4), 341-356. https://doi.org/10.1002/mar.20610

Yilmaz, 1., Akbarzadeh, S., Abbasov, N., & Bashirov, G. (2025). The double-edged sword:
Political engagement on social media and its impact on democracy support in authoritarian
regimes. Political Research Quarterly, 78(2), 419-436.
https://doi.org/10.1177/10659129241305035

Zarafonitou, C., Karagiannidis, C. M., & Kontopoulou, E. (2024). Local crime prevention
policies: A critical approach to methodological and evaluation issues. Urban Crime — An

International Journal, 5(3), 4-30. https://doi.org/10.26250/heal.panteion.uc.v5i3.371

Zhang, B., & Zhang, Y. (2025). Exploring knowledge sharing intention of digitalization of
rural intangible cultural heritage (DRICH): Integrating stimulus-organism-response (SOR)
theory and social exchange theory (SET). PLoS ONE, 20(6),
€0325892. https://doi.org/10.1371/journal.pone.0325892

Zhang, J., Zamani, E. D., Gerli, P., & Mora, L. (2024). Co-constructing cooperative value
ecosystems: A critical realist perspective. Information Systems Journal, 35(2), 504—

544. https://doi.org/10.1111/is.12549

Postgraduate Dissertation 95



Zhang, Y., Zhang, W., & Wang, J. (2025). Effect of digital skills on citizens’ digital
participation: mediating effects of political interest, social issues concern and national

identity. Kybernetes, 54(5), 3000-3022. https://doi.org/10.1108/K-08-2023-1567

Zheng, Q. (2023). Restoring trust through transparency: Examining the effects of
transparency strategies on police crisis communication in Mainland China. Public Relations

Review, 49(2). https://doi.org/10.1016/].pubrev.2023.102296

Zheng, R., Li, Z., & Na, S. (2022). How customer engagement in the live-streaming affects
purchase intention and customer acquisition, E-tailer’s perspective. Journal of Retailing and

Consumer Services, 68, 103015. https://doi.org/10.1016/j.jretconser.2022.103015

Ztalios, G. (2025). Electronic government services in the Hellenic Police: Acceptance and
effectiveness [Master's thesis, University of Piracus]. Department of Economics, Program

in Applied Public Economics and Policy.

Postgraduate Dissertation 96



Appendix A: “Questionnaire”

COVER LETTER
Dear Madam/Sir,

For the research needs of the dissertation titled "Social Identity to Social Exchange: A
Sequential Theory Model of Police Social Media Marketing Influence and Citizen
Citizenship Behaviour in Urban Greece", we would like to invite you to participate in our
study.

The dissertation is prerequisite for the successful completion of the Master in Business
Administration (M.B.A.) Programme of the Hellenic Open University (H.O.U.). The study
aims to examine how Greek Police social media marketing activities influence urban
citizens' citizenship behaviors through the mediating mechanism of brand relationship
quality, by sequentially integrating Social Identity Theory and Social Exchange Theory,
while accounting for the moderating effects of educational qualification and age in the urban
context.

Based on the survey method, the responses of adult Greek citizens living in urban areas who
use social media and are exposed to content posted on official police social media accounts

are investigated.

Your participation in this study is of great importance to us. It is completely voluntary, and
you have the right to withdraw at any stage. It should only take you a few minutes to
complete the survey.

The collected data will be used for the research needs of this dissertation.
Feel free to contact us.

Thank you in advance for your cooperation.

Zoi Lazaridou Dr. George Spais

Postgraduate student, Hellenic Open Supervisor, Hellenic Open
University, MBA Programme University, MBA Programme
e-mail: [student email] e-mail: spais.georgios(@ac.eap.gr
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QUESTIONNAIRE
Section A: Use of Police Social Media
1. Do you use social media? (mark (X) one answer)
Ll Yes
U No
[If you answered '""No", please do not continue with the questionnaire. Thank you for
your time.]
2. Are you aware of the official social media accounts of the Hellenic Police (e.g.,
Facebook, Instagram, X/Twitter, YouTube)? (mark (X) one answer)
Ll Yes
U No
[If you answered '""No", please do not continue with the questionnaire. Thank you for
your time.]
3. Have you ever viewed content posted on the official social media accounts of the
Hellenic Police? (mark (X) one answer)
Ll Yes
U No
[If you answered '""No", please do not continue with the questionnaire. Thank you for
your time.]
4. How often do you view content on the Hellenic Police's social media accounts?
(mark (X) one answer)
O Daily
0] Several times a week
L1 Once a week
O Several times a month
L] Rarely

Section B: Demographic Profile of Respondents
5. Please select your gender (mark (X) one answer).

1 Male
0 Female

01 I prefer not to say

6. Please select the age group you belong (mark (X) one answer).

L] Under 18

018 -24

0125-34

0 35-44

[145-54

0155 - 64

L1 65 or over

[If you chose "Under 18", please do not answer the following questions.]

7. Please select the highest level of education you have completed (mark (X) one
answer).

L1 Basic Education
] Secondary Education
L] Higher Education
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L] Postgraduate Studies
O Other

Section C: Police Social Media Marketing Activities - Content Quality

8. The following statements relate to content quality of the police's social media
accounts. Please indicate to what extent you agree or disagree with the following
statements. Please tick (X) one answer for each statement.

Strongly .. Strongly
Disagree Disagree Neutral Agree Agree
The content of the polige‘s socﬁal 0 T O O =
media accounts seems interesting
The information provided on the
police's social media accounts was O O O O O

informative

I believe the police's social media
accounts are effective in helping me O O O [l [l
make my decision

Section D: Police Social Media Marketing Activities - Credibility

9. The following statements relate to credibility of the police's social media accounts.
Please indicate to what extent you agree or disagree with the following statements.
Please tick (X) one answer for each statement.

Strongly . Strongly
Disagree Disagree Neutral Agree Agree
Infc?rmatlop shared on j[he pOI.ICC S O O 0 0 0
social media accounts is credible
Infqrma‘uop shared on Fhe police's 0 0 0 0 0
social media accounts is trustworthy
Infc?rmatlop shared on j[he ppllce S 0 0 0 0 0
social media accounts is reliable
Information shared on the police's 0 0 0 0 0

social media accounts is believable

Section E: Police Social Media Marketing Activities - Interaction

10. The following statements relate to interaction on the police's social media
accounts. Please indicate to what extent you agree or disagree with the following
statements. Please tick (X) one answer for each statement.

Strongly .. Strongly
Disagree Disagree Neutral Agree Agree
The police's social media accounts
enable information-sharing with others = = = = =
It is easy to provide my opinion
through the police's social media O O O (| O

accounts
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Strongly
Agree

Strongly

Disagree Disagree Neutral Agree

Conversation or opinion exchange with

others is possible through the police's O O O U [l
social media accounts

Section F: Police Social Media Marketing Activities - Word of Mouth

11. The following statements relate to word of mouth about the police's social media
accounts. Please indicate to what extent you agree or disagree with the following
statements. Please tick (X) one answer for each statement.

Strongly .. Strongly
Disagree Disagree Neutral Agree Agree

I would speak positive things about the

police's social media accounts = = = = =

I would recommend the police's social

media accounts to my friends = - - - -

If my friends are looking for information

regarding current police-related issues or O 0 O O O

safety, I would tell them to have a look
at the police's social media accounts

Section G: Brand Relationship Quality - Trust

12. The following statements relate to frust in the police. Please indicate to what
extent you agree or disagree with the following statements. Please tick (X) one
answer for each statement.

Strongly . Strongly
Disagree Disagree Neutral Agree Agree
;Fhe police give me a feeling of 0 0 O O O
rust
I have trust in the police O O O O O
The poh'ce give me a trustworthy O 0 0 0 O
impression
The police is honest O O O [l [l
I have great confidence in the 0 0 O O O

police

Section H: Brand Relationship Quality - Satisfaction

13. The following statements relate to satisfaction with the police. Please indicate to
what extent you agree or disagree with the following statements. Please tick (X) one
answer for each statement.

Strongly .. Strongly
Disagree Disagree Neutral Agree Agree
As aresponsible citizen, I have a
high-quality relationship with the O O O O O

police
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Strongly
Disagree

I am happy with the efforts the police
are making towards responsible O
citizens like me

I am satisfied with the relationship I

have with the police =

My experiences with the police meet

. O
my expectations

Section I: Citizen Citizenship Behaviour

Disagree Neutral Agree

Strongly
Agree

14. The following statements relate to citizen citizenship behaviour. Please indicate to
what extent you agree or disagree with the following statements. Please tick (X) one

answer for each statement.

Strongly
Disagree
I assist other citizens if they need my 0
help
I will provide information when 0
asked by the police
I teach other citizens to fulfill their
. . (]
civic duties correctly
I try to keep updated with the latest 0
development of the police
I help the police beyond what I am
: (]
required to do
I disseminate information about the 0

police that I find useful to others
I give advice to other citizens

Thank you very much for your participation!
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YYNOAEYTIKH EIIIXTOAH
A&otiun xupia/A&otyue Kopie,

[Ma tic epevvnTiKég avayKes TG SWMAMUOTIKNG epYaciag pe Titho: «Ano v Koivwvikn
Tovtomyra oty Kowvawviky Aviaiioyn: Evo Adiadoyiko Oswpntiké Moviélo e Emippong
00 Mapretivyk Méowv Korvwvikng Aiktowong ts Aatovouiog kot tne LoUTEPIpopas twv
Holitapv oty Aotikn EALadoy, Bo BENape vo. 60C TPOGKOAEGOVIE VO, GUUUETAGYETE GTNV
£pevva oG,

H exnoévnon g Aumhopatikig Epyaciog aroteiel ootk mpodmdbeon yio v emttoym
oAokApwon tov Metamtuylaxol Tlpoypapupatog Xmovdmv ot Awiknon Emyyeipnoemv
(Master in Business Administration - M.B.A.) tov EAAnvikod Avoiktod Ilavemotnpiov
(E.A.IL). H pehétn amookomnel 6To vo TPOGOI0PIGEL TMG 01 HPACTNPLOTNTES LAPKETIVYK TNG
EMnvikng Actuvopiog oto LEco KOVmVIKNG SIKTOMONG EMNPEGLOVV TIG CUUTEPIPOPES TV
TOAMTMV GE OOTIKO KEVIPA HECH TOL SLOUEGOANPNTIKOD PUNYOVICUOD TNG TTOWOTNTOS TNG
oxéoNG HE TOV OPYOVIGHO, EVOOUOTOVOVTOG Oldoykd 1t Ocwpio g Kowwvikng
Tavtémrag kot ™ Oewpia g Kowovikng AvtoAloyng, Aappavovioc vmoyn Tig
HETPLACTIKEG EMOPAGELS TOV LOPPOTIKOD EMTEOOV Ko TNG NAkiog otnv actikn EAAGSa.

H perém Bacileton ot pnéBodo g Epevvag kat eEetdlet Tig amavinoelg evndikov EAAvov
TOALT®V, TOL KOTOKOVV GE OOTIKEG TEPLOYES, YPNOLUOTOOVV T HEGOH KOWVMOVIKNG
SIKTOMONG Kot EKTIOEVTOL OE TEPLEYOUEVO TOL OVOPTATOL GTOVG EMIGNUOVS AOYAPLOGLOVG
KOW®VIK®V OIKTO®V NG AcTuvopiog.

H ovpperoyn coag omv mapovca épevva £xel omovdaio a&io Yoo epds, eivor TANPOG
efedovtikn] Kot Olotnpeite TO SKOIMUO VO VTOVOYWOPNCETE ONOLONTOTE OTIYUN. Oa
YPELOCTOVV LOVO UEPIKA AETTA Y10 VO, OAOKANPMOETE TNV EPEVLVAL.

Ta dedopéva mov Ba cuidexBovv Ba ypnoioromBodv Yo TIG EPELVNTIKES OVAYKES TNG
TOPOVCOS OITAMUOTIKNG EPYOCIOC.

Mn diotdoete va emkovovioete poall pog.

20GC EVYOPIGTOVUE EK TOV TPOTEPWV Y10 T GLVEPYAGION GOG.

Zon Aaloapidov Ap. I'edpyrog Tmang
Metantuyiokn eortiepia, E.ALIL Emprénov kadnynmce, E.A.IL
MIIZ MBA MIIZ MBA

e-mail: std168972@ac.eap.gr e-mail: spais.georgios(@ac.eap.gr
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EPQTHMATOAOI'TO
Evéotnrta A: Xpion pécmv KOIVOVIKNG OIKTVMGTS TG AGTUVONING
1. Xpnowponoieite péca KOwvavikiyg oIkTvmong; (onpetwote (X) pia andavrnon)
L Nouw
O Oy
[AvV amravtioote <Oy, TOPUKIAOVUE 1] CUVEYIGETE IE TO EPOTNUATOLOYLO. OGS
EVYOPLOTOVUE Y10, TOV YPOVO cac.]
2. I'vopilete TOVG EMIONUOVG LOYUPLAGHOVS KOWVOVIKAV SIKTV®V TG EAAnviknig
Actovopiog (m.y. Facebook, Instagram, X/Twitter, YouTube); (onpewwote (X) pia
anmdvrnon)
0 No
0 Oy
[AV amavtiioate <Oy, TOPUKAAOVUIE I CUVENIGETE PIE TO EPAOTNUATOLOYLO. OGS
EVYOPLOTOVUE Y10, TOV YPOVO cac.]
3.’Eyete mapaxorovdnoel moté mepreydpevo mov avaptidnkKe 6Tovg ETioNROvg
AOYOPLIGHOVG KOVOVIKAOV SIKTVOV TS EAAnViKN g Actuvopiog; (onpeiwoTte (X) pia
amdvtnon)
L Nouw
O Oy
[AvV amtavtioote <Oy, TOPUKIAOVUE 1] CUVEYIGETE IUE TO EPOTNUATOLOYLO. OGS
EVYOPLOTOVUE Y10, TOV YPOVO cac.]
4. I16060 cvyva TaPaKOAOVOEITE TEPLEYONEVO GTOVG ETIGNLOVS LOYUPLAGHOVS
KOWOVIKAV SIKTOV®V )¢ EAAnvikiic Actuvopiog; (onpeidote (X) pia amdvrnon)
O Kanpepva
0 Tpeig ¢ mévte @opég v efdoudda
L Mia opd v efoopdada
O Tpeig ¢ mévte Popég ToV punva
L Aryotepeg amod Tpelg popég Tov piva

Evéotnrta B: Anpoypo@ikoé mpo@ik EpOTOUEVOV

5. Hopaxarovpe emiécte 10 QUAO oac. (Enpewworte (X) pia andavinon).

L Avtpag

O TNuvaiko

O Ipotud vo unv ovopépm

6. Hopaxarovpe emA£ETe TNV NAKLOKY] Opdd 6TV 0ol aviKeTE. (Enperworte (X)
pia anavrnon).

O Kéato tov 18

[118-24

025-34

[135-44

0145-54

L155-64

0 65 1 dve

[Av emréEate «Kato amd 18», mapaKkarloOpe p1| 6UVEYICETE OTIC EMONEVES
gpoToe.

7. Hopoaxarovpe emMAEETE TO VYNAOTEPO ETITEDO EKTAIOEVONG TTOV £YETE OAOKAPOOEL
(onpeawwote (X) pio awdvryon).
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[ Baown| ekmaidgvon

[ AevtepofdOuia ekmaidevon

L Avértartn eknaidgvon

[ MeTamtuylokés 6TovdEg

O Ao

8. Xg mowa wOA Swepévere; (Enperwote (X) pia andavinon)
0 ABnva

O Mewpandg

[l ®eccaiovikn

O Métpa

O Al

[Av emA&EaTe «KAAMYY, TOPAKAALOVUE PT) GUVEYICETE OTIC EMOPEVES EPMTNOELGS. |

Evotnra I': Apaostyprotyreg Mapketivyk g Actovopiog oto Méco Kowvmvikng
ATOmong - [Towtnta epreyopévov
9. O TaPUKATO ONAAOGELS GYETICOVTUL UE TNV TOIOTHTA TOV TEPIEYOUEVOD TOV
AOYOPLIGHAV KOIVOVIKAOV OIKTVOV TNG Aotuvopiog. Ilapakarodpe onpei@ote 10V
BaOpo copgoviag 1 oww@ovieg ocug Yo K40 pio amd T ax6lov0es ONLOGELC.
Xnpewworte (X) pia axdvinon o kade d1nimon.
AQoOve
Amdlvta

ZOpQOVO

A @OV OvoéTepo Lopemve OTOIOTa

To mepieyodpevo tv
AOYOPLOG OV KOWVOVIKMOV
OTH®V ™S AcTuvopiag
Qoatvetal evolapEpov

O O O O O

O tAnpogopieg mov

TOPEYOVTOL GTOVG

AOYOPLOGOVG KOWVOVIKDV O O O U O
SktH®V ™S Actuvopiog NTov

EVNUEPOTIKEG

[Motevm 611 01 Aoyaprocpol

KOWVOVIK®OV OIKTO®V TG

Aoctuvopiag pe ponbovv O O O U O
OTOTEAECLLOTIKA VO TTAPW

AmoPAcELS

Evéotnra A: Apaotnprotntes MapkeTivyk g Actuvopiog ota Méca Kowvavikig
ATOYOO1G - ASlomioTia

10. Ov TopaxkdTe INAOGELS oyeTilovTal pe TNV allomoTio TOV AOYUPLOCUOV
KOLVOVIK®OV SIKTOV®V TG Actuvopiog. [Tapakaiodpe onpermote tov fadpod
OVUPOVINS 1| SL0QPOVINS 060G Y10 KAOg pia amd Tig akOAov0eS INLOGES. XNUEIOCTE
(X) pia awavinon og kG0 o1 hoo.

AQPOVO , . , ZUROOVA
ATbIuTa AWw@ove Ovoétepo Zopeove PRSP N
O tAnpogopieg Tov 0 0 0 0 0

KOwomolovvIol 6T oG
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ZOpQeOVO
amélvTa,

Aw@ove

R A@@ve Ovdétepo Zopeove

AOYOPLo OV KOVOVIKOV

OKTO®V TG Actuvouiag etvat

aE10moTEG

O TAnpogopieg Tov

KOWOTOl00VTOL GTOVG

AOYAPLOGUOVE KOWVOVIK®OV O O O O O
OKTO®V TG AcTtuvouiag etvat

EUTIOTEG

O TAnpogopieg Tov

KOWOTOloOVTOL GTOVG

AOYAPLOGUOVE KOWVOVIK®OV O O O O O
OKTOOV TG AcTuvouiag etvat

Baoueg

O TAnpogopieg Tov

KOWOTOlo0VTOL GTOVG

AOYAPLOGUOVE KOWVOVIK®OV O O O O O
SIKTOOV TG AcTtuvopuiag etvat

ainBopaveig

Evotnra E: Apactnprotntes Mapketivyk g Acotovopiog ota Méoa Kowvovikig

AKTO®ONG - AMAnAemiopaon

11. Ov TopoKaT® INADOGELS OYETILOVTUL PUE TNV ALINIETIOPAGH GTOVG LOYUPLAGHOVS

KOLWVOVIKAV NIKTO®V 116 Actuvopioc. [Tapakaiodpe onperdote tov fadpo

oVUPOViIaS 1| SLHQPOViNS 60g Y10 KAOE pio amd Tig aKOAoVOES INAOGES. ZNUEIDOCTE

(X) pia awavinon og kG0 dNrhowon.
AQOve
Amndlvta

ZOpHQOVO

A@@ve OvoéTepo Zopeove TOITa

Ot Aoyaplacpol Kovovikov
OIKTOOV TG AcTuvouiog
EMTPETOLY TNV AVTOALOYN
TANPOPOPLOV HE AAAOVG

(| O (| O O

Eivar gbkolo va exkppdom v
dmoyn oL HECH TV
AOYOPLOG OV KOWVOVIKMOV
SkTH®V ™S AcTuvopiag

H ocvvopdia 1 n avradioym

amoyemVv pe GAAOVG elvar

duvath HEC® TOV AOYOPLICUOY O O O O O
KOW®VIKOV SIKTO®V TNG

Aoctouvopiog

Evéotnra XT: Apaoctyprotntes Mdpketivyk Tng Actuvopiog ota Méca Kowvaovikg
Awtvoong - [lIpogopikn Avddoon IIinpopoprov

12. Ov topaKaTO ONAOGELS GYETICOVTUL PE TNV TPOPOPIKI OLAOOGH TANPOPOPLOV
OTOVG AOYOPLOGHOVS KOLVOVIK®V OIKTVOV TN Aotuvopuiog. Ilapakarodpe onpuerwote
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10V BaBpé coppmviag 1 SreQviag cag Yo KG0e pia amwd TS akérovdeg dNAmosels.
Xnpewworte (X) pia axavinon o kade d1nimon.
Aw@ove
Amolvta

ZOpQOvVO

A@ove OvdETepo Lopemve TOIOTa

®a phovoa BeTIKA Yo TOVG
AOYOPLGHLOVS KOVOVIKOV O O O O O
OTH®V ™S AcTuvopiag

®o cVVIGTOVGH TOVG

Xquptacuoug KOWQVIKAOV O O 0 O O
SIKTO®V TG AGTLVOUING GTOVG

¢ihovg pov

Av ot ¢ilot pov avalntovv

TANPOPOPIES OYETIKA [LE

Tpéyovta BEpaTa TG

Acm)yopuag nmy acQAaAELD, Ora 0 0 0 0 0
ToVG éAeya vo pi&ovv ol pLotid

GTOVG AOYOPLOCHOVG

KOW®OVIKOV SIKTO®V TNG

Aoctouvopiog

Evéotnra Z: Ilowtntae Xyxéong pe tnv Actovopio - Epmotooivy

13. Ov TopaKATO dNAOGELS GYETICOVTUL NE TNV EUTIGTOGHVI] TTPOS TNV AGTUVONIC.
Mopaxaiovpe onuer®@ote Tov fadpé cvppovias )| dowpovias caog yio kG0e pia amwd
TI§ ak0Aov0eS ONrocers. Xnperwote (X) pio andvrinon og kabe dMimon.

Aw@ove , , . ZOHQOVA
AmbloTa A@@ve Ovdétepo Zopeove 6T
H Aoctuvopia pov
onuovpyet aicOnuo O O O U U
EUTIGTOGVVIG
‘Exo epmiotoohvn oty
Actuvopia = - - - =
H Actouvopia pov diver v
evtonmon 0Tt eivat O O O (] (]
agomo
H Aoctovopio givot éviun O O O (] (]
‘Exo peydin oryovpid oty
Aoctuvopia = - - - -

Evétnra H: Ilowdtyta Xyéong pe tnv Actuvopia - Ikavomoinon
14. Ov TopoKAT® INADOGELS GYETICOVTUL UE TNV IKAVOTTOINGH TTPOG TNV AGTUVONid.
Hoapaxkaiovpe onper@ote Tov fadpé cvppoviog ) dSwPovias caog yio KG0g pia amwd
TI§ ak0A0V0ES ONrocels. Tnperwote (X) pio andvrnon og kaBg dMimon.
AQoOve
Améivto

ZOpQOVO

AWw@ove Ovoétepo Zopeove JRLPS N

Q¢ vevhuvog ToMNG, £ LA

VYNNG TOOTNTOG GYECT e O O O U U
v Actuvopia
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AQoOve

Amndlvta
Eipon evyopiomnuévog/n pe tig
npoondOelec mov KoTafdAiel 0
Actuvopia mpog vrevhuvoug
TOAITEC GOV EUEVAL
Eipot wwavomompévog/n pe m
oY£0M TTOV EY® LE TNV O

Actuvopia

Ot gumepiec pov pe v

Aoctuvopio avtomokpivoviot O
OTIG TPOGOOKIES OV

Evétnra O: Zvpuneprpopd Mohterotyrog tov oMtodv

AQ@OVO OvdETEPO ZopPOVEO

ZOpQOVO
amoAVTA

O

15. Ov TopoKAT® INADOGELS GYETICOVTUL UE TN COUTEPIPOPA TTOMTEIOTHTOS TOV
molitoyv. llopaxkaiovpe onuer®@ote Tov fadpd cvppoviag 1 Srwpovics cag yro KG0e
pia 0o T ako6rov0eg dnAmoeis. Inuewworte (X) pia awavinon o kG0e o hwon.

AQPOVO
Amolvta
Bonbod dhlovg moAiteg av 0
ypedlovton ) fondetd pov
Ba TapAcK® TANPOPOPIES
otav pov {nmoei and v O
Aoctuvopia

KoaBodnyd dArlovg va

EKTANPAOVOLY COGTA TIG O
VIOYPEDGELS TOVG (O TOATES
[Ipoomabd vo evuepovopot

v TG Televtaieg eEeli&elg O
oYETIKA pe TNV Actuvopia

Bonbo v Actuvopia mépa

oo T VLOYPEDTIKA LLOV O
Kafnkovta

Alodid® 6g AAAOLG
TANPOoPOpiES Yo TNV O
Actuvopia mov ewpmd
XPIOWIES

Atvo oupfoviég og GAAOVG

ToATEG =

20 EVYUPLOTOVUE TOLD Y10 TT) CUUUETOYN G60G!
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Appendix B: “Tables and Figures”

Frequency for Gender

Cumulative
Frequency Percent Valid Percent Percent

Male 163 50.0 50.0 50.0
Female 157 48.2 48.2 98.2

| prefer not to say 6 1.8 1.8 100.0
Total 326 100.0 100.0

Table B-7: Distribution of respondents by gender

Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model
of Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban
Greece”

Frequency for Gender

200

150

Frequency

a0

Male Female | prefer not to say

Gender

Figure B.6: Distribution of respondents by gender
Source: Lazaridou, Z. (2026) “Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Frequency for Age group

Cumulative
Frequency  Percent Valid Percent  Percent

18 -24 13 4.0 4.0 4.0

25-34 42 12.9 12.9 16.9
35-44 155 47.5 47.5 64.4

45 -54 82 25.2 25.2 89.6
55-64 22 6.7 6.7 96.3

65 orover 12 3.7 3.7 100.0

Total 326 100.0 100.0
Table B-8: Distribution of respondents by Age group

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Frequency for Age group

200

150

18-24 25-34 35-44 45-54 55-64 65 or over

Frequency
g

Age group

Figure B.7: Distribution of respondents by Age group

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Frequency for Education

Cumulative
Frequency Percent  Valid Percent Percent
Basic Education 12 3.7 3.7 3.7
Secondary Education 82 25.2 25.2 28.8
Higher Education 122 37.4 37.4 66.3
Postgraduate Studies 104 31.9 31.9 98.2
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Other

6

1.8 1.8

100.0

Total

326

100.0 100.0

Table B-9: Distribution of respondents by Level of Education

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Frequency for Education

120

100

80

&0

Frequency

40

20

Basic Education

Secondary Higher Education

Education

Postgraduate Other

Studies

Education

Figure B.8: Distribution of respondents by Level of Education

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Frequency for City
Cumulative
Frequency Percent Valid Percent Percent

Athens 210 64.4 64.4 64.4
Piraeus 32 9.8 9.8 74.2
Thessaloniki 80 24.5 24.5 98.8

Patras 4 1.2 1.2 100.0
Total 326 100.0 100.0

Postgraduate Dissertation

110



Table B-10: Distribution of respondents by City of Residence

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Frequency for City

230

200

150

Frequency

100

a0

Athens Pirasus Thessaloniki

City
Figure B.9: Distribution of respondents by City of Residence

Patras

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Frequency for Regularity

Cumulative

Frequency Percent Valid Percent Percent
Less than three times a 144 44.2 44.2 44.2
month
Three to five times a month 45 13.8 13.8 58.0
Once a week 65 19.9 19.9 77.9
Three to five times a week 39 12.0 12.0 89.9
Daily 33 10.1 10.1 100.0
Total 326 100.0 100.0

Table B-11: Distribution of respondents by Regularity of Content Viewing

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Figure B.10: Distribution of respondents by Regularity of Content Viewing

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Descriptive Statistics for Constructed Variables

Descriptive Statistics PSMMA BRQ CCB
Valid 326 326 326
Missing 0 0 0
Mean 3.548 3.460 3.888
Std. Error of Mean 0.037 0.051 0.038
Median 3.615 3.556 4.000
Std. Deviation 0.663 0.918 0.689
Variance 0.440 0.843 0.475
Skewness -0.936 -0.544 -0.823
Std. Error of Skewness 0.135 0.135 0.135
Kurtosis 2.160 0.188 2.393
Std. Error of Kurtosis 0.269 0.269 0.269
Range 4.000 4.000 4.000
Minimum 1.000 1.000 1.000
Maximum 5.000 5.000 5.000
Percentiles 25 3.231 3.000 3.536
50 3.615 3.556 4.000
75 4.000 4.000 4.286

Table B-12: Descriptive statistics of response data for construct variables
(PSMMA: Police Social Media Marketing Activities, BRQ: Brand Relationship Quality, CCB: Citizen

Citizenship Behaviour)
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Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Histogram and Q-Q plot for Constructed Variables
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Figure B.6: Histogram and Q-Q plot of response data for construct PSMMA: Police Social Media
Marketing Activities

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Figure B.7: Histogram and Q-Q plot of response data for construct BRQ: Brand Relationship Quality
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Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Figure B.8: Histogram and Q-Q plot of response data for construct CCB: Citizen Citizenship Behaviour

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Frequencies for Police Social Media Marketing Activities
1. Content Quality

The content of the police's social media accounts seems interesting.

Frequency [Percent Valid Percent Cumulative
Percent

Strongly Disagree (10 2.6 3.1 3.1
Disagree 16 4.1 4.9 8.0
Neutral 96 24.6 29.4 37.4
Agree 170 43.6 52.1 89.6
Strongly Agree 34 8.7 10.4 100.0
Total 326 83.6 100.0

Table B-7: Distribution of respondents in the question: “The content of the police's social media accounts
seems interesting”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

The information provided on the police's social media accounts was informative.

Cumulative

Frequency Percent Valid Percent Percent
Strongly Disagree (12 3.1 3.7 3.7
Disagree 11 2.8 3.4 7.1
Neutral 60 15.4 18.4 2t
Agree 193 49.5 59.2 84.7
Strongly Agree 50 12.8 15.3 100.0
Total 326 83.6 100.0

Table B-8: Distribution of respondents in the question: “The information provided on the police's social
media accounts was informative”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I believe the police's social media accounts are effective in helping me make my
decision.

Cumulative
Frequency |Percent Valid Percent |Percent
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Strongly Disagree |25 6.4 7.7 7.7
Disagree 49 12.6 15.0 22.7
Neutral 139 35.6 42.6 65.3
Agree 87 22.3 26.7 92.0
Strongly Agree 26 6.7 8.0 100.0
Total 326 83.6 100.0

Table B-9: Distribution of respondents in the question: “I believe the police’s social media accounts are
effective in helping me make my decision”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

2. Credibility

Information shared on the police's social media accounts is credible.

Cumulative

Frequency Percent Valid Percent Percent
Strongly Disagree |11 2.8 3.4 3.4
Disagree 16 4.1 4.9 8.3
Neutral 68 17.4 20.9 29.1
Agree 155 39.7 47.5 76.7
Strongly Agree 76 19.5 23.3 100.0
Total 326 83.6 100.0

Table B-10: Distribution of respondents in the question: “Information shared on the police's social media
accounts is credible”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Information shared on the police's social media accounts is trustworthy.

Cumulative
Frequency |Percent Valid Percent [Percent
Strongly Disagree (10 2.6 3.1 3.1
Disagree 14 3.6 4.3 7.4
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Neutral 77 19.7 23.6 31.0
Agree 157 40.3 48.2 79.1
Strongly Agree 68 17.4 20.9 100.0
Total 326 83.6 100.0

Table B-11: Distribution of respondents in the question: “Information shared on the police's social media

accounts is trustworthy”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Information shared on the police's social media accounts is reliable.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree |8 2.1 2.5 2.5
Disagree 14 3.6 4.3 6.7
Neutral 61 15.6 18.7 25.5
Agree 175 44.9 53.7 79.1
Strongly Agree 68 17.4 20.9 100.0
Total 326 83.6 100.0

Table B-12: Distribution of respondents in the question: “Information shared on the police's social media

accounts is reliable”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Information shared on the police's social media accounts is believable.

Cumulative
Frequency |Percent \Valid Percent [Percent
Strongly Disagree |11 2.8 3.4 3.4
Disagree 19 4.9 5.8 9.2
Neutral 78 20.0 23.9 33.1
Agree 160 41.0 49.1 82.2
Strongly Agree 58 14.9 17.8 100.0
Total 326 83.6 100.0
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Table B-13: Distribution of respondents in the question: “Information shared on the police's social media
accounts is believable”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

3. Interaction

The police's social media accounts enable information-sharing with others.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree |9 2.3 2.8 2.8
Disagree 36 9.2 11.0 13.8
Neutral 140 35.9 42.9 56.7
Agree 122 31.3 37.4 94.2
Strongly Agree 19 4.9 5.8 100.0
Total 326 83.6 100.0

Table B-14: Distribution of respondents in the question: “The police's social media accounts enable
information-sharing with others”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

It is easy to provide my opinion through the police's social media accounts.

Cumulative

Frequency [Percent \Valid Percent [Percent
Strongly Disagree [12 3.1 3.7 3.7
Disagree 58 14.9 17.8 21.5
Neutral 132 33.8 40.5 62.0
Agree 109 27.9 33.4 95.4
Strongly Agree 15 3.8 4.6 100.0
Total 326 83.6 100.0
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Table B-15: Distribution of respondents in the question: “It is easy to provide my opinion through the
police's social media accounts”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Conversation or opinion exchange with others is possible through the police's
social media accounts.

Cumulative

Frequency [Percent \Valid Percent [Percent
Strongly Disagree [13 3.3 4.0 4.0
Disagree 50 12.8 15.3 19.3
Neutral 139 35.6 42.6 62.0
Agree 109 27.9 33.4 95.4
Strongly Agree 15 3.8 4.6 100.0
Total 326 83.6 100.0

Table B-16: Distribution of respondents in the question: “Conversation or opinion exchange with others is
possible through the police's social media accounts”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

4. Word of Mouth

I would speak positive things about the police's social media accounts.

Cumulative

Frequency |Percent Valid Percent |Percent
Strongly Disagree |7 1.8 2.1 2.1
Disagree 21 5.4 6.4 8.6
Neutral 106 27.2 32.5 41.1
Agree 161 41.3 49.4 90.5
Strongly Agree 31 7.9 9.5 100.0
Total 326 83.6 100.0

Table B-17: Distribution of respondents in the question: “I would speak positive things about the police's
social media accounts”
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Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I would recommend the police's social media accounts to my friends.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree [12 3.1 3.7 3.7
Disagree 28 7.2 8.6 12.3
Neutral 113 29.0 34.7 46.9
Agree 141 36.2 43.3 90.2
Strongly Agree 32 8.2 0.8 100.0
Total 326 83.6 100.0

Table B-18: Distribution of respondents in the question: “/ would recommend the police's social media
accounts to my friends”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

If my friends are looking for information regarding current police-related issues
or safety, I would tell them to have a look at the police's social media accounts.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree [12 3.1 3.7 3.7
Disagree 31 7.9 9.5 13.2
Neutral 59 15.1 18.1 31.3
Agree 183 46.9 56.1 87.4
Strongly Agree 41 10.5 12.6 100.0
Total 326 83.6 100.0

Table B-19: Distribution of respondents in the question: “If my friends are looking for information
regarding current police-related issues or safety, | would tell them to have a look at the police's social
media accounts”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Frequencies for Brand Relationship Quality

1. Trust

The police give me a feeling of trust.

Cumulative

Frequency |Percent \Valid Percent [Percent
Strongly Disagree |12 3.1 3.7 3.7
Disagree 36 9.2 11.0 14.7
Neutral 89 22.8 27.3 42.0
Agree 135 34.6 41.4 83.4
Strongly Agree 54 13.8 16.6 100.0
Total 326 83.6 100.0

Table B-20: Distribution of respondents in the question: “The police give me a feeling of trust”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I have trust in the police.

Cumulative

Frequency |Percent \Valid Percent [Percent
Strongly Disagree [20 5.1 6.1 6.1
Disagree 26 6.7 8.0 14.1
Neutral 89 22.8 27.3 41.4
Agree 133 34.1 40.8 82.2
Strongly Agree 58 14.9 17.8 100.0
Total 326 83.6 100.0

Table B-21: Distribution of respondents in the question: “I have trust in the police”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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The police give me a trustworthy impression.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree |16 4.1 4.9 4.9
Disagree 43 11.0 13.2 18.1
Neutral 87 22.3 26.7 44.8
Agree 129 33.1 39.6 84.4
Strongly Agree 51 13.1 15.6 100.0
Total 326 83.6 100.0

Table B-22: Distribution of respondents in the question: “The police give me a trustworthy impression”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

The police is honest.

Cumulative
Frequency |Percent \Valid Percent [Percent

Strongly Disagree [15 3.8 4.6 4.6
Disagree 41 10.5 12.6 17.2
Neutral 122 31.3 37.4 54.6

Agree 107 27.4 32.8 87.4
Strongly Agree 41 10.5 12.6 100.0
Total 326 83.6 100.0

Table B-23: Distribution of respondents in the question: “The police is honest”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I have great confidence in the police.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree [22 5.6 6.7 6.7
Disagree 42 10.8 12.9 19.6
Neutral 111 28.5 34.0 53.7
Agree 109 27.9 33.4 87.1
Strongly Agree 42 10.8 12.9 100.0
Total 326 83.6 100.0

Table B-24: Distribution of respondents in the question: “I have great confidence in the police”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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1. Satisfaction

As a responsible citizen, I have a high-quality relationship with the police.

Cumulative

Frequency |Percent \Valid Percent [Percent
Strongly Disagree |12 3.1 3.7 3.7
Disagree 29 7.4 8.9 12.6
Neutral 102 26.2 31.3 43.9
Agree 134 34.4 41.1 85.0
Strongly Agree 49 12.6 15.0 100.0
Total 326 83.6 100.0

Table B-25: Distribution of respondents in the question: “As a responsible citizen, | have a high-quality
relationship with the police”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I am happy with the efforts the police are making towards responsible citizens like
me.

Cumulative

Frequency [Percent \Valid Percent [Percent
Strongly Disagree [22 5.6 6.7 6.7
Disagree 34 8.7 10.4 17.2
Neutral 98 25.1 30.1 47.2
Agree 133 34.1 40.8 88.0
Strongly Agree 39 10.0 12.0 100.0
Total 326 83.6 100.0

Table B-26: Distribution of respondents in the question: “I am happy with the efforts the police are
making towards responsible citizens like me”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I am satisfied with the relationship I have with the police.
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Cumulative
Frequency |Percent \Valid Percent [Percent

Strongly Disagree |18 4.6 5.5 5.5
Disagree 19 4.9 5.8 11.3
Neutral 102 26.2 31.3 42.6

Agree 145 37.2 44.5 87.1
Strongly Agree 42 10.8 12.9 100.0
Total 326 83.6 100.0

Table B-27: Distribution of respondents in the question: “I/ am satisfied with the relationship | have with

the police”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

My experiences with the police meet my expectations.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree [23 5.9 7.1 7.1
Disagree 33 8.5 10.1 17.2
Neutral 110 28.2 33.7 50.9
Agree 123 31.5 37.7 88.7
Strongly Agree 37 9.5 11.3 100.0
Total 326 83.6 100.0

Table B-28: Distribution of respondents in the question: “My experiences with the police meet my

expectations”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Frequencies for Citizen Citizenship Behaviour

I assist other citizens if they need my help.

Cumulative
Frequency Percent Valid Percent Percent
Strongly Disagree |5 1.3 1.5 1.5
Disagree 2 5 .6 2.1
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eutral 130 7.7 9.2 11.3

Agree 181 46.4 55.5 66.9
Strongly Agree  [108 27.7 33.1 100.0
Total 1326 83.6 100.0

Table B-29: Distribution of respondents in the question: “I assist other citizens if they need my help”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I will provide information when asked by the police.

Cumulative

Frequency |Percent Valid Percent Percent
Strongly Disagree |6 1.5 1.8 1.8
Disagree 1 3 3 2.1
Neutral 26 6.7 8.0 10.1
Agree 162 41.5 49.7 59.8
Strongly Agree 131 33.6 40.2 100.0
Total 326 83.6 100.0

Table B-30: Distribution of respondents in the question: “I will provide information when asked by the
police”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I teach other citizens to fulfill their civic duties correctly.

Cumulative

Frequency |Percent Valid Percent |[Percent
Strongly Disagree |6 1.5 1.8 1.8
Disagree S 1.3 1.5 3.4
Neutral 54 13.8 16.6 19.9
Agree 175 44.9 53.7 73.6
Strongly Agree 86 22.1 26.4 100.0
Total 326 83.6 100.0

Table B-31: Distribution of respondents in the question: “I teach other citizens to fulfill their civic duties
correctly”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I try to keep updated with the latest development of the police.
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Cumulative

Frequency |Percent \Valid Percent [Percent
Strongly Disagree |7 1.8 2.1 2.1
Disagree 23 5.9 7.1 9.2
Neutral 85 21.8 26.1 35.3
Agree 153 39.2 46.9 82.2
Strongly Agree 58 14.9 17.8 100.0
Total 326 83.6 100.0

Table B-32: Distribution of respondents in the question: “/I try to keep updated with the latest
development of the police”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I help the police beyond what I am required to do.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree |10 2.6 3.1 3.1
Disagree 31 7.9 9.5 12.6
Neutral 115 29.5 35.3 47.9
Agree 113 29.0 34.7 82.5
Strongly Agree 57 14.6 17.5 100.0
Total 326 83.6 100.0

Table B-33: Distribution of respondents in the question: “I help the police beyond what | am required to
doll

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

I disseminate information about the police that I find useful to others.

Cumulative

Frequency [Percent \Valid Percent [Percent
Strongly Disagree |10 2.6 3.1 3.1
Disagree 22 5.6 6.7 9.8
Neutral 82 21.0 25.2 35.0
Agree 150 38.5 46.0 81.0
Strongly Agree 62 15.9 19.0 100.0
Total 326 83.6 100.0

Table B-34: Distribution of respondents in the question: “I disseminate information about the police that
I find useful to others”

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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I give advice to other citizens.

Cumulative

Frequency |Percent Valid Percent [Percent
Strongly Disagree |[8 2.1 2.5 2.5
Disagree 14 3.6 4.3 6.7
Neutral 78 20.0 23.9 30.7
Agree 162 41.5 49.7 80.4
Strongly Agree 64 16.4 19.6 100.0
Total 326 83.6 100.0

Table B-35: Distribution of respondents in the question: “I give advice to other citizens”

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Model fit

Chi-square test

Model X2 df p

Baseline model  9502.527 406
Factor model 864.816 356 <.001

Fit indices

Index Value
Comparative Fit Index (CFI) 0.944
Tucker-Lewis Index (TLI) 0.936
Bentler-Bonett Non-normed Fit Index (NNFI)  0.936
Bentler-Bonett Normed Fit Index (NFI) 0.909
Parsimony Normed Fit Index (PNFT) 0.797
Bollen's Relative Fit Index (RFI) 0.896
Bollen's Incremental Fit Index (IFI) 0.944
Relative Noncentrality Index (RNI) 0.944
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Other fit measures

Metric Value
Root mean square error of approximation (RMSEA)  0.066
RMSEA 90% CI lower bound 0.061
RMSEA 90% CI upper bound 0.072
RMSEA p-value 1.764x10%®
Standardized root mean square residual (SRMR) 0.046
Hoelter's critical N (o = .05) 152.2
Hoelter's critical N (o =.01) 159.7
Goodness of fit index (GFI) 0.963
McDonald fit index (MFI) 0.458
Expected cross validation index (ECVI) 3.315

Table B-36: Confirmatory factor analysis (CFA) - Fit Indices

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Factor loadings

95% Confidence
Interval
. Std. Std. z-
Factor Indicator estimate Error value Lower Upper
PSMMACO PSMMACO1  0.871 0.018 48.01 .001  0.836 0.907
PSMMACO2  0.834 0.021 39.37 .001  0.793 0.876
PSMMACO3  0.760 0.027 28.10 .001  0.707 0.813
PSMMACR  PSMMACRI 0.924 0.010 88.73 .001  0.904 0.945
PSMMACR2  0.933 0.010 96.05 .001  0.914 0.952
PSMMACR3 0913 0.012 78.12 .001  0.890 0.936
PSMMACR4  0.694 0.030 22.87 .001  0.635 0.754
PSMMAI PSMMAI1 0.706 0.033 21.65 .001  0.642 0.770
PSMMAI2 0.877 0.022 40.47 .001  0.835 0.920
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Factor loadings

95% Confidence
Interval

Factor Indicator S;g'ma te E:i’(rlé)r f/;ﬂue Lower Upper
PSMMAI3 0.856 0.022 38.07 .001  0.812 0.900

PSMMAW PSMMAWI1 0.906 0.014 66.69 .001  0.879 0.933
PSMMAW?2 0.905 0.014 66.15 .001  0.879 0.932

PSMMAW3 0.789 0.023 33.60 .001  0.743 0.835

BRQT BRQT!I 0.936 0.008 117.3 001 0.921 0.952
BRQT2 0.946 0.007 133.4 .001  0.932 0.959

BRQT3 0.928 0.009 107.0 .001 0911 0.945

BRQT4 0.898 0.012 76.73 .001  0.875 0.921

BRQTS5 0.930 0.009 108.1 .001 0914 0.947

BRQS BRQS1 0.863 0.016 54.52 .001  0.832 0.894
BRQS2 0.918 0.011 84.90 .001  0.897 0.939

BRQS3 0.926 0.010 91.16 .001  0.906 0.946

BRQS4 0.884 0.014 63.84 .001  0.857 0911

CCB CCBI 0.632 0.037 17.12 .001  0.560 0.705
CCB2 0.737 0.029 25.33 .001  0.680 0.794

CCB3 0.798 0.024 33.60 .001  0.751 0.845

CCB4 0.757 0.027 27.93 .001  0.704 0.810

CCB5 0.797 0.024 33.19 .001  0.750 0.844
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Factor loadings

95% Confidence
Interval

. Std. Std. z-
Factor Indicator estimate Error value P Lower Upper
CCB6 0.770 0.026 29.72 <.001 0.719 0.821
CCB7 0.773 0.025 30.33 <.001 0.723 0.823

Table B-37: Confirmatory factor analysis — factor loadings

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Factor Covariances

95% Confidence

Interval
Std. Std. z Lower Upper
estimate Error value P PP
PSMMA > BRQ 0.827 0.020 40.90 <.001 0.788 0.867
PSMMA > CCB 0.689 0.034 20.21 <.001 0.622 0.755
BRQ — CCB 0.633 0.037 17.03 <.001 0.560 0.705

Table B-38: Confirmatory factor analysis — factor covariances

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Factor variances

95% Confidence Interval

Factor Std. estimate ~ Std. Error  z-value p Lower Upper
PSMMA  1.000 0.000 1.000 1.000
BRQ 1.000 0.000 1.000 1.000
CCB 1.000 0.000 1.000 1.000

Table B-39: Confirmatory factor analysis - Factor Variances

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Factor Mean Estimate Value
PSMMACO 0.822
PSMMACR 0.866
PSMMAI 0.813
PSMMAW 0.867
BRQT 0.928
BRQS 0.898
CCB 0.752
All Factors 0.841

Table B-40: Confirmatory factor analysis - Mean Estimate Value for Constructed Variables

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Average variance extracted

Factor AVE

PSMMA 0.507
BRQ 0.770
CCB 0.578

Table B-41: Confirmatory factor analysis — factor average variance extracted

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Construct Questionnaire | Cronbach’s McDonald's w
items Alpha a

PSMMA PSMMACO1- 0.927 0.929
PSMMAWS3

BRQ BRQT1-BRQS4 | 0.968 0.969

CCB CCB1-CCB7 0.900 0.904

Table B-42: Results summary of reliability analysis

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Correlation Analysis
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Correlations
PSMMA BRQ CCB
Spearman's rho |PSMMA Correlation Coefficient [1.000 739" 575"
Sig. (2-tailed) . <.001 <.001
N 326 326 326
BRQ Correlation Coefficient [.739™ 1.000 .568""
Sig. (2-tailed) <.001 . <.001
N 326 326 326
CCB Correlation Coefficient 575" .568" 1.000
Sig. (2-tailed) <.001 <.001 .
N 326 326 326
**_ Correlation is significant at the 0.01 level (2-tailed).

Table B-43: Spearman coefficients

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Run MATRIX procedure:

Copyright 2013-2025 by Andrew F. Hayes. ALL RIGHTS
RESERVED.

This version of PROCESS requires SPSS version 26 or later
Workshop schedule available at haskayne.ucalgary.ca/CCRAM
In SPSS 29 and later, change default output font to Courier
New for tidier

output. More information about PROCESS at
processmacro.org/fag.html.

This beta release has not been completely tested. Use at
your own risk.

FrRx KK kkAxkkkkxxx* PROCESS Procedure for SPSS Version 5.0
Ea b b b b b b b b b b b b b b 4

Written by Andrew F. Hayes, Ph.D.
www.afhayes.com
Documentation available in Hayes (2022).
www.guilford.com/p/hayes3

ER i I g db dh Ib Ib b b b b b 4 4 db db db Ib Ib b b b b d 4 4R dh db Ib b b b b b b d JE dh  db Ib b b b b b b S I dh db Ib b b b b g 4

R A e g A dh db db i b b b 4

Model: 4
Y: CCB
X: PSMMA
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M: BROQ

Sample

Size: 326

ER i g g db dh Ib Sb b b b b b db 4 db db db Ib Ib b b b b d 4 db dh db Ib b b b b b b S JE dh db Ib b b b b b b S 2 dh db Sb b b b b 4
R e g dh dh db db i b b b 4

OUTCOME VARIABLE:

BRO

Model Summary

R R-sg MSE F dfl
df2 o)
.7706 .5938 .3437 473.6155 1.0000
324.0000 .0000
Model
coeff se t P
LLCT ULCI
constant -.3263 .1770 -1.8434 .0662
.6745 .0219
PSMMA 1.0674 .0490 21.7627 .0000
.9709 1.1639

R I A g dh db Ib b b b b S 2 db db g db I I b b b b S S dh dh g db b b b b b b S db I A A b b b b b b S d dh A S b b b b i 4
RE i b g db dh db Ib Ib b b b 4

OUTCOME VARIABLE:
CCB

Model Summary

R R-sg MSE F dfl
df2 P
.6655 .4429 .2660 128.4034 2.0000
323.0000 .0000
Model
coeff se t P
LLCI ULCI
constant 1.5742 .1565 10.0561 .0000
1.2662 1.8822
PSMMA .4631 .0677 6.8397 .0000
.3299 .5963
BRO .1939 .0489 3.9661 .0001
.0977 .2900

R e e A AR dh db db i b b b i g 3 g 4 DIRECT

AND INDIRECT EFFECTS OF X ON Y

Rk g A dh dh Ib Ib b b b b b b g gb 4
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Direct effect of X on Y
Effect se t P LLCT
ULCI
.4631 .0677 6.8397 .0000 .3299
.5963

Indirect effect(s) of X on Y:
Effect BootSE BootLLCI BootULCI
BRQ .2069 .0634 .0786 .3280

R 2 A IR dh Ib b b b b b db 4E db db \Sb \Ib b b b 4 ANALYSTIS NOTES AND ERRORS

R I A AR dh db i b b b b S 2 dh db g db I i b i 4

Level of confidence for all confidence intervals in output:
95.0000

Number of bootstrap samples for percentile bootstrap
confidence intervals:
5000

Table B-44: Mediation effect of BRQ on the relationship between PSMMA and CCB

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Run MATRIX procedure:

Copyright 2013-2025 by Andrew F. Hayes. ALL RIGHTS RESERVED.

This version of PROCESS requires SPSS version 26 or later

Workshop schedule available at haskayne.ucalgary.ca/CCRAM

In SPSS 29 and later, change default output font to Courier New for tidier
output. More information about PROCESS at processmacro.org/fag.html.
This beta release has not been completely tested. Use at your own risk.

3k 3k 3k 3k 3k 3k 3k %k 3k %k %k %k %k 5k %k k k PROCESS Procedure for SPSS VerSion 50 3k 3k 3k 3k 3k 3k %k %k 3k ok %k 3k %k %k k k ok

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com
Documentation available in Hayes (2022). www.guilford.com/p/hayes3
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3k 3k 3k 3k %k %k %k %k %k %k %k >k 3k >k >k >k 3k 3k 3k 3k 3k 3k 3k 3%k %k %k %k %k %k %k %k >k 3k 3k 3k 3k 3k 3% 3k 3k 3k 3% 3%k 3%k %k %k %k %k %k >k >k >k 3k 3k 3k 3 3% 3% 3% 3% % %k %k %k %k %k %k %k %k %k %k

3k %k %k

Model: 1
Y: CCB
X: BRQ
W: educ

Sample
Size: 326

3k 3k 3k 3k 3k 3k 3k 3k 3k 3k >k sk >k 3k 3k sk sk 3k 3k 3k sk 3k 3k 3k 3k sk sk 5k 3k %k >k 3k 3k 3k sk sk 3k 3k >k >k 3k 3k 3k k %k >k 3k 3k >k %k 3k 3k 3k >k >k 5k 3k %k %k 3k 3k %k %k %k >k >k %k k kkk

% k%

OUTCOME VARIABLE:
CcCB

Model Summary
R R-sq MSE F dfl df2 p
.6093 .3712 .3011 63.3735 3.0000 322.0000 .0000

Model

coeff se t p LLCI ULCI
constant 1.9104 .4341 4.4004 .0000 1.0563 2.7645
BRQ .6175 .1203 5.1327 .0000 .3808 .8542
educ 1360 .1342 1.0134 3116 -.1280 .4000
Int_1 -.0548 .0374 -1.4632 .1444 -1284 .0189

Product terms key:
Int_1 BRQ x educ

Test(s) of highest order unconditional interaction(s):
R2-chng F dfl df2 p
X*W  .0042 2.1409 1.0000 322.0000 .1444

3k 3k 3k 3k 3k 3k 3k 3k 3k 3k sk 3k %k 3k %k %k %k 3k 3k %k %k >k %k k

Level of confidence for all confidence intervals in output:
95.0000

------ END MATRIX ----

Table B-45: Moderation effect of Education on the relationship between Brand Relationship Quality and
Citizen Citizenship Behaviour

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Run MATRIX procedure:

Copyright 2013-2025 by Andrew F. Hayes. ALL RIGHTS RESERVED.

This version of PROCESS requires SPSS version 26 or later

Workshop schedule available at haskayne.ucalgary.ca/CCRAM

In SPSS 29 and later, change default output font to Courier New for tidier
output. More information about PROCESS at processmacro.org/fag.html.
This beta release has not been completely tested. Use at your own risk.

3k 3k 3k 3k 3k 3k 3k %k 3k %k %k %k %k 5k %k k k PROCESS Procedure for SPSS VerSion 50 3k 3k 3k 3k 3k sk >k %k 3k >k %k 3k %k %k k k ok

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com
Documentation available in Hayes (2022). www.guilford.com/p/hayes3

3k 3k 3k 3k 3k %k %k %k %k %k %k >k 3k >k >k >k 3k 3k 3k 3k 3k 3k 3k 3%k %k %k %k %k %k %k %k >k 3k 3k 3k 3k 3k 3%k 3k 3k 3k 3% 3%k 3%k 3%k %k %k %k %k >k >k >k 3k 3k 3k 3 3% 3% 3 3% % %k %k %k %k %k %k %k %k %k %k

3k %k %k

Model: 1
Y: BRQ
X: PSMMA
W: age

Sample
Size: 326

3k 3k 3k 3k %k %k %k %k %k %k %k >k 3k >k >k >k 3k 3k 3k 3k 3k 3k 3k %k %k %k %k %k %k %k %k >k 3k 3k 3k 3k 3k 3%k 3k 3k 3k 3% 3%k 3%k 3%k %k %k %k %k >k >k >k 3k 3k 3k 3 3% 3% 3k 3% % %k %k %k %k %k %k %k %k %k k

3k %k %k

OUTCOME VARIABLE:
BRQ

Model Summary
R R-sq MSE F dfl df2 p
7734 5981 .3421 159.7176 3.0000 322.0000 .0000

Model

coeff se t p LLCI ULCI
constant -.5389 .7024 -7673 .4435 -1.9208 .8430
PSMMA 1.0562 .1953 5.4080 .0000 .6719 1.4404
age .0593 .1569 .3781 .7056 -.2494 .3681
Int_1 -.0001 .0431 -.0029 .9977 -.0849 .0846

Product terms key:

Postgraduate Dissertation 137



Int. 1 : PSMMA x age

Test(s) of highest order unconditional interaction(s):
R2-chng F dfl df2 p
X*W  .0000 .0000 1.0000 322.0000 .9977

3k 3k 3k 3k 3k 3k 3k 3k 3k 3k 3k 3k %k 3k %k %k %k 3k 3k %k %k k %k k

Level of confidence for all confidence intervals in output:
95.0000

—————— END MATRIX -----
Table B-46: Moderation effect of Age with VR on the relationship between Police Social Media Marketing
Activities and Brand Relationship Quality

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Model Summary

Adjusted R Std. Error of the
Model R R Square  Square Estimate
1 7712 .594 .593 .58622

a. Predictors: (Constant), PSMMA

ANOVA?

Model Sum of Squares df Mean Square F Sig.

1 Regression  162.759 1 162.759 473.616 <.001°
Residual 111.343 324 .344
Total 274.102 325

a. Dependent Variable: BRQ
b. Predictors: (Constant), PSMMA

Coefficients?
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) -.326 177 -1.843 .066
PSMMA 1.067 .049 771 21.763 <.001

a. Dependent Variable: BRQ
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Model Summary

Adjusted R Std. Error of the
Model R R Square  Square Estimate
1 .645?2 416 414 .52734

a. Predictors: (Constant), PSMMA

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 64.124 1 64.124 230.593 <.001°
Residual 90.099 324 278
Total 154.224 325
a. Dependent Variable: CCB
b. Predictors: (Constant), PSMMA
Coefficients?®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.511 .159 9.489 <.001
PSMMA .670 .044 .645 15.185 <.001
a. Dependent Variable: CCB
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Model Summary

Adjusted R Std. Error of the

Model R R Square  Square Estimate
1 .6022 .362 .360 .55098
a. Predictors: (Constant), BRQ
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression  55.865 1 55.865 184.023 <.001°

Residual 98.359 324 .304

Total 154.224 325
a. Dependent Variable: CCB
b. Predictors: (Constant), BRQ
Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 2.326 119 19.520 <.001

BRQ 451 .033 .602 13.566 <.001

a. Dependent Variable: CCB

Table B-47: Regression models summaries

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Correlations

PSMMA |BRQ CCB

PSMMA |Pearson Correlatid 1,00|.771** |.645**

Sig. (2-tailed) 0,00 0,00

N 326,00f 326,00f 326,00
BRQ Pearson Correlatiq.771** 1,00|.602**

Sig. (2-tailed) 0,00 0,00

N 326,00f 326,00f 326,00
CCB Pearson Correlatiq.645** |.602** 1,00

Sig. (2-tailed) 0,00 0,00

N 326,00f 326,00( 326,00

**_Correlation is significant at the 0.01 level (2-tailed).

Correlations

PSMMA |BRQ CCB

PSMMA |Correlation Coefficie 1,00|.739** |[.575%*

Sig. (2-tailed) 0,00 0,00

N 326,00| 326,00| 326,00
BRQ Correlation Coefficie(.739** 1,00|.568**

Sig. (2-tailed) 0,00 0,00

N 326,00| 326,00/ 326,00
CCB Correlation Coefficie(.575%* |.568** 1,00

Sig. (2-tailed) 0,00 0,00

N 326,00| 326,00/ 326,00

Correlation is significant at the 0.01 level (2-tailed).

Table B-48: Comparison between linear and non-linear coefficients

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Figure B.9: Boxplots of response data for construct variables
(PSMMA: Police Social Media Marketing Activities, BRQ: Brand Relationship Quality, CCB: Citizen
Citizenship Behaviour)
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Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Bootstrap

Bootstrap Specifications

Sampling Method Simple
Number of Samples 5000
Confidence Interval Level 95.0%
Confidence Interval Type Percentile

Nonparametric Correlations

Correlations

PSMMA BRQ CCB
Spearman's rho PSMMA Correlation Coefficient 1.000 .739™ .575™
Sig. (2-tailed) . <.001 <.001
N 326 326 326
Bootstrap® Bias .000 -.002 .000
Std. Error .000 .031 .042
95% Confidence Lower 1.000 .673 .489
Interval Upper 1.000 .794 .655
BRQ  Correlation Coefficient 739" 1.000 .568"
Sig. (2-tailed) <.001 ! <.001
N 326 326 326
Bootstrap® Bias -.002 .000 .000
Std. Error .031 .000 .043
95% Confidence Lower .673 1.000 481
Interval Upper .794 1.000 .651
CCB Correlation Coefficient 575" .568" 1.000
Sig. (2-tailed) <.001 <.001
N 326 326 326
Bootstrap® Bias .000 .000 .000
Std. Error .042 .043 .000
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95% Confidence Lower .489 481 1.000

Interval Upper .655 .651 1.000
Correlations
CccB
Spearman's rho PSMMA Correlation Coefficient .575™
Sig. (2-tailed) <.001
N 326
Bootstrap® Bias -.001
Std. Error .043
95% Confidence Interval Lower .488
Upper .654
BRQ Correlation Coefficient .568™
Sig. (2-tailed) <.001
N 326
Bootstrap® Bias -.002
Std. Error .043
95% Confidence Interval Lower .481
Upper .648

**_ Correlation is significant at the 0.01 level (2-tailed).
b. Unless otherwise noted, bootstrap results are based on 5000 bootstrap samples

Confidence Intervals of Spearman's rho
95% Confidence Intervals (2-
Significance(2- tailed)®®

Spearman's rho tailed) Lower Upper
PSMMA - BRQ .739 <.001 .683 .786
PSMMA -CCB .575 <.001 495 .645
BRQ - CCB .568 <.001 487 .639

a. Estimation is based on Fisher's r-to-z transformation.
b. Estimation of standard error is based on the formula proposed by Fieller, Hartley,
and Pearson.

Table B-49: Detailed Correlation Analysis for all Constructed Variables

(PSMMA: Police Social Media Marketing Activities, BRQ: Brand Relationship Quality, CCB: Citizen
Citizenship Behaviour)

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Variables Entered/Removed?
Model Variables Entered  Variables Removed Method
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1 PSMMA® : Enter
a. Dependent Variable: CCB
b. All requested variables entered.

Model Summary®
Std. Error of the
Model R R Square Adjusted R Square Estimate Durbin-Watson
1 6452 416 414 .52734 1.987
a. Predictors: (Constant), PSMMA
b. Dependent Variable: CCB

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 64.124 1 64.124 230.593 <.001°
Residual 90.099 324 .278
Total 154.224 325

a. Dependent Variable: CCB
b. Predictors: (Constant), PSMMA

Coefficients?

Unstandardized Standardized 95.0% Confidence Interval
Coefficients Coefficients for B
Model B Std. Error Beta t Sig. Lower Bound Upper Bound
1 (Constant 1.511 .159 9.489 <.001 1.198 1.824
)
PSMMA .670 .044 .645 15.185 <.001 .583 .757

a. Dependent Variable: CCB

Table B-50: Regression Analysis of CCB on PSMMA

(PSMMA: Police Social Media Marketing Activities, CCB: Citizen Citizenship Behaviour)

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Variables Entered/Removed?

Model Variables Entered  Variables Removed Method
1 BRQ® ! Enter

a. Dependent Variable: CCB

b. All requested variables entered.
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Model Summary®

Std. Error of the

Model R R Square Adjusted R Square Estimate Durbin-Watson
1 .602° .362 .360 .55098 1.909
a. Predictors: (Constant), BRQ
b. Dependent Variable: CCB
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 55.865 1 55.865 184.023 <.001°
Residual 98.359 324 .304
Total 154.224 325
a. Dependent Variable: CCB
b. Predictors: (Constant), BRQ
Coefficients®
Unstandardized Standardized 95.0% Confidence Interval
Coefficients Coefficients for B
Model B Std. Error Beta t Sig. Lower Bound Upper Bound
1 (Constant 2.326 119 19.520 <.001 2.091 2.560
)
BRQ 451 .033 .602 13.566 <.001 .386 .517

a. Dependent Variable: CCB
Table B-51: Regression Analysis of CCB on BRQ
(BRQ: Brand Relationship Quality, CCB: Citizen Citizenship Behaviour)

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Descriptive Statistics

Mean Std. Deviation N
CCB 3.8878 .68886 326
BRQ 3.4605 .91836 326
PSMMA 3.5477 .66299 326
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Variables Entered/Removed?
Model Variables Entered

Variables Removed Method

1 PSMMA, BRQ

Enter

a. Dependent Variable: CCB
b. All requested variables entered.

Model Summary®

Std. Error of the

Model R R Square Adjusted R Square  Estimate Durbin-Watson

1 .666° 443 439 .51574 1.951

a. Predictors: (Constant), PSMMA, BRQ

b. Dependent Variable: CCB

ANOVA?®

Model Sum of Squares df Mean Square F Sig.

1 Regression 68.309 2 34.154 128.403 <.001°

Residual 85.915 323 .266
Total 154.224 325

a. Dependent Variable: CCB

b. Predictors: (Constant), PSMMA, BRQ

Coefficients®

Unstandardized Standardized 95.0% Confidence Collinearity
Coefficients Coefficients Interval for B Statistics

Lower Upper

Model B Std. Error  Beta t Sig. Bound Bound Tolerance VIF

1(Constant)1.574  .157 10.056<.0011.266 1.882

BRQ .194 .049 .258 3.966 <.001.098 .290 .406 2.462
PSMMA .463 .068 446 6.840 <.001.330 .596 .406 2.462

a. Dependent Variable: CCB

Casewise Diagnostics®

Case Number Std. Residual CCB Predicted Value Residual

176 -3.660 1.57 3.4588 -1.88737

217 -3.242 2.14 3.8150 -1.67214

261 3.461 4.86 3.0719 1.78522
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a. Dependent Variable: CCB

Residuals Statistics®

Minimum Maximum Mean Std. Deviation N
Predicted Value 2.2311 4.8588 3.8878 .45845 326
Residual -1.88737 1.78522 .00000 .51415 326
Std. Predicted Value -3.614 2.118 .000 1.000 326
Std. Residual -3.660 3.461 .000 .997 326

a. Dependent Variable: CCB

Table B-52: Regression Analysis Summary for Empirical model of CCB on BRQ and PSMMA

(BRQ: Brand Relationship Quality, PSMMA: Police Social Media Marketing Activities, CCB: Citizen
Citizenship Behaviour)

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Histogram
Dependent Variable: CCB

Mean = -3 93E-16
80 — Std. Dev. =0.997
M =326
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Regression Standardized Residual

Figure B.10: Regression Standardized Residual for Dependent Variable CCB considering BRQ, PSMMA as

independent variables
(BRQ: Brand Relationship Quality, PSMMA: Police Social Media Marketing Activities, CCB: Citizen

Citizenship Behaviour)
Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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Normal P-P Plot of Regression Standardized Residual
Dependent Variable: CCB

Expected Cum Prob

Do 02 04 06 08 1.0
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Figure B.11: Normal P-P Plot of Regression Standardized Residual for Dependent Variable CCB
considering BRQ, PSMMA as independent variables

(BRQ: Brand Relationship Quality, PSMMA: Police Social Media Marketing Activities, CCB: Citizen
Citizenship Behaviour)

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Scatter Plot of CCB by BRQ
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R2 Linear = 0.416
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Figure B.12: Partial Regression charts of CCB on BRQ, PSMM

(BRQ: Brand Relationship Quality, PSMMA: Police Social Media Marketing Activities, CCB: Citizen
Citizenship Behaviour)

Source: Lazaridou, Z. (2026) ““‘Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”

Scatterplot of Standardized Residuals vs. Predicted Values
Dependent Variable: CCB
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Figure B.13: Scatterplot of Standardized Residuals vs. Predicted Values

Source: Lazaridou, Z. (2026) ““Social Identity to Social Exchange: A Sequential Theory Model of
Police Social Media Marketing Influence and Citizen Citizenship Behaviour in Urban Greece”
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