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Abstract  
 

One of the biggest phenomenon that appeared and grew on the 21st century is social media. Due to 

their enormous and fast development information can be shared faster than ever. The purpose of this 

thesis is to examine the influence that social media exert during the formation of brand attitude. In 

order to be able to do so, I have decided to focus on the specific social media of Facebook and also 

to use the Starbucks brand, a brand that has strong presence on Facebook and has also managed to 

create brand attitude through it. On the theoretical extent, the importance of social media in regards 

with the formation of brand attitude will be explained. Regarding the research method, six 

independent variables was chosen, each of which is related to brand attitude, and their influence on 

brand attitude was tested. A survey was developed and distributed on participants that were both 

Facebook users and in the same time Starbucks fans.  Subsequently, the data were collected and 

analyzed with the Statistical Package for Social Sciences v. 20 (SPSS) program. The hypothesis 

were tested by using a one way variance ANOVA test with additional post hoc tests when necessary 

like  the Tukey’s range test and the homogenous subsets. Furthermore, correlations analysis was 

conducted in order to find the relationship between the independent variables and brand attitude. 

The results revealed that fans who engage more in social media activities and also in brand related 

social media activities, have strong brand associations and perceive social media as important for 

their lives, tend to develop a more positive brand attitude that those fans who do not. Two main 

limitations that came up due to the rejections of the hypothesis and need to be further researched are 

the effect of long time awareness on brand attitude and the influence of the length of social media 

usage on brand attitude.  
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1. Introduction 

 
1.1 Social Media 
 

From the moment it appeared in our lives till now, Internet has shown a vast growth and spread. 

Although in the beginning consumers were reluctant towards that new development, they started   

getting more and more familiarized with it. After witnessing not only its growth, but also the 

enormous use that is being done by the consumers, companies acknowledged the need of a new way 

of reaching their audience. One of the latest additions in the process of reaching the consumers is 

social media. The result of recent research regarding social media usage are astonishing. The 

average daily time spend in social media is 118 minutes (Statista, 2017) with people spending a 

total of five years and four months of their lifetime on social media (Asano, 2017). That being said, 

social media managed to become not only  the most common online phenomenon, but also a useful 

toll  is being widely used by both consumers and companies for a two way interaction.  

 

Social media give the opportunity to users to create and share content that becomes available to all 

users.   Blogs, cooperative projects, business networks, forums, microblogs, social networks, 

content communities, virtual worlds, all constitute group of users that generate content which is the 

lifeblood of social media. As mentioned above, the average adult spends almost two hours a day 

online, establishing social media one of the best ways to share information and influence consumers 

(Asano, 2017). Taking that into consideration it does not surprise us that 42% of the marketers 

believe that Facebook is critical for their business (State of Inbound Marketing, 2012). That also 

explains why in  one of the most recent researches “The 2016 State of Inbound Marketing report” 

made by HubSpot, 39% of the businesses are currently working on adding  Facebook in their 

upcoming  marketing campaigns  as an additional  content distribution channel. All these evidence 

indicate that companies are capable of using social media as a more promising communication 

strategy.  Therefore marketers should take into account that online communities have a great 

potential of being a very effective and relatively inexpensive way to reach consumers, compared to 

other traditional marketing tools. 

 

There are plenty of examples of companies’ successfully utilizing social media. It is worth 

mentioning that big companies like IBM and McDonalds have managed to acquire considerable 

benefits thanks to a well implemented social media strategy (Fisher, 2010).  According to the senior 
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marketer of IBM, Ed Linde II, the company earned millions through social media by enforcing a 

simple strategy of identifying and reaching potential leads. Another example of huge success is 

McDonalds. In collaboration with Foursquare, they launched a promotion for a single day that 

increased their foot traffic 33% (Keane, 2010).  

 

The newly emerged nature of social media make the available research limited. Of course there is 

literature like Kaplan and Haenlin (2010), that analyze the importance of social media and also 

suggest ways to approach this new phenomenon, but they expand on a more theoretical level with 

less experimental evidence to support it, thus there is still room for research.  

 

1.2 Problem Statement  
 

In our modern society it is widely known that the enormous penetration of internet and the rapid 

spread of information have such a big influence on peoples’ life that makes social media and their 

effects on brand attitude a very interesting topic for research. Over the last couple of years, we have 

witnessed several brands suffering not only due to economic crisis but also due to their inadequacy   

to cultivate a positive brand attitude in a world with constantly changing consumers’ preferences. 

The most familiar example of that is MySpace. A social networking platform  which although had  

a very dynamic kickoff  and achieved  maintaining a strong brand during the first  a couple of years, 

was at last overtaken by  an alternative that managed to cover the consumers’ needs in a  more 

simple and effective efficient way, Facebook. As a consequence, companies are in a constant 

process of   trying to stay updated with any swifts in consumers’ preferences and in the same time 

keep track in new technological developments that could possibly affect them. Among the strongest 

supporters of the importance of brand attitude is Keller (1993, p.9) who claimed, “Overall brand 

attitude is the most important aspect of the brand image that affects consumers”.  

 

 Social media is establishing an increasingly important position in businesses’ life. According to the 

“2016 Social Media Marketing Report” an astonishing 90% of the marketers said social media is 

important for their business and a significant 63% of them are using social media for six or more 

hours weekly (Stelzner, 2016).   Companies want to keep a regular track of the differentiations 

occurring in the consumers’ brand attitude, which will allow them to create and uphold a positive 

brand attitude which will eventually lead to future opportunities and facilitate their growth.  
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Consequently, the research of social media and how they could influence the brand attitude, could 

be of a great usefulness for those companies.  

The main research question is going to be:  

 

“How do the social media influence the consumers during the formation of brand attitude?” 

  

Based on that I also developed some sub questions that are directly linked with the main question:  

 

 What do we mean with brand attitude and how is connected to social media? 

 Are there any factors that in combination with social media affect the way brand attitude is 

formed? 

 Which factors affect the influence of social media in the development of brand attitude?  

 

 

1.3 Thesis Structure  
 

This master thesis consist of two main parts: the theoretical part and the research part. The 

theoretical parts is composed of the literature review, the conceptual model and a brief analysis of 

the chosen social media and brand.  The literature review begins with a review of Social Media and 

the way they are linked to marketing and branding and continues with a detailed explanation of the 

formation and change of brand attitude. That includes also brand knowledge, brand awareness, 

brand image and brand equity for which brand attitude is a key component for its development. The 

conceptual model is a global illustration and a summarized representation of the core concepts that 

affect brand attitude. Up next, Facebook and Starbucks will be briefly presented and analyzed in 

order to understand the reason they were chosen.  The research part includes the description of the 

methodology used for this research, the data collection, the data analysis and the research results. 

This master thesis ends with the conclusion, the research limitations and recommendations for 

further research.  
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2. Literature Review   
 

2.1 Social Media   
 

As we mentioned above social media is a newly emerged phenomenon that has started 

incorporating in people’s lives in a very fast and multidimensional way. As Kaplan and Haenlein 

(2010) explain, social media is a concept that emerged though the enormous growth of two core 

elements:  Web 2.0 and the User Generated Content. Web 2.0 represents the new way of operating 

World Wide Web and serves as a platform for the evolution of social media. This new concept 

allows individuals to continuously modify the content that is being shared in an innovative and 

collaborative way and can be seen as the technological foundation of social media.  User Generated 

Content on the other hand, a term that became known over the last decade,  can be defined as the 

summary of all the possible ways that people use social media and  represents all the content that is 

created and available to them. In order to get a better understanding of what actually is qualified as 

User Generated Content and what not, why need to keep in mind that three requirements need to be 

met: it needs to be shared on a website that is publicly accessible or at least to be accessible to a 

group of people, it needs to show creativity and last it should be done outside the professional 

routines (Kaplan and Haenlein, 2010).  Based on those two components, Kaplan and Haenlein 

defined social media as “a group of Internet-based applications that built on the ideological and 

technological foundation of Web 2.0, and that allow the creation and exchange of User Generated 

Content” (Kaplan and Haenlein, p.61, 2010).  

 Information can be shared in a very different way due to the different types of social media that 

exist. The classification of social media is based on its two key elements: media research, that 

consist of social presence and media richness and social processes that embodies self-presentation 

and self-disclosure (Kaplan and Haenlein, 2010). The combinations of those dimensions has given 

us the following six types of social media.   

1) Collaborative projects allow users to add, remove and modify content simultaneously. The 

idea behind collaborative projects is that a joint effort from multiple users can lead to better 

results than the attempt of an individual. It is also worth mentioning that an information that 

has been offered by the collaboration of different users is perceived as more reliable and true 

from the rest of the users. The biggest example of a collaborative project is Wikipedia, a free 

online encyclopedia, that is accessible to anyone who has internet access and its content is 
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being written by the join efforts of users.  

 

2) Blogs are websites or web pages usually run by an individual who give to other the 

possibility to interact through comments consumers (De Pelsmacker, Geuens & Van den 

Bergh, 2013). Blogs are one of the first developed form of social media. The constantly 

evolving nature of blogs give the opportunity to companies to share knowledge with their 

employees and some of them also encourage employees to be active on blogs. This can lead 

to both positive and negative results since it enables not only positive feedback back also 

complaints (Kaplan and Haenlein, 2010).  

 

3) Content communities aim to facilitate the share of media content among the users without 

users having to create a personal page. Media content that is most commonly shared 

includes photos (e.g. Flickr, Snapchat, and Instagram), videos (e.g. YouTube, Vimeo) or 

even PowerPoint presentations (e.g. Slideshare). The biggest problem of these communities 

is the illegal share of copyrighted material but their popularity enlist them as a very 

successful contact channel for the companies (Kaplan and Haenlein, 2010).  

 

4) Social networking sites requires users to create a personal profile with their information and 

then enables them to invite friends to share information with. Content can include any kind 

of information like photographs, videos or files. Social networking sites are a core element 

of this master thesis, thus are of a great importance.  According to Statista the most popular 

social networking sites are currently Facebook with 2047 million active users, followed by 

YouTube with 1500 million active users (Statista, 2017).  

 

5) Virtual game worlds offer a manufactured three dimensions environment where users create 

a personalized avatar and have the chance to interact with other users in the same way as 

they would in real life. Among all the social media, virtual game worlds require the highest 

degree of both social presence and social richness, making it the ultimate expressions of 

social media (Kaplan and Haenlein, 2010).  

 

6) Last category of social media is virtual social worlds. They are similar to virtual game 

worlds, in the sense that users also create a personalized avatar but in this case they get to 
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choose their behavior, having the chance to replicate their real life. Their interactions are 

free of rules and restrictions, excluding physical laws like gravity (Kaplan and Haenlein, 

2010).   

 

2.2 Marketing & Branding in Social Media  
 

2.2.1 Marketing 

 
Since social media became a big part of our lives, it was inevitable that marketing will turn towards 

the same direction. Social media marketing is a natural evolution of the traditional marketing. 

Social media marketing introduced a totally different way of communicating with the target 

audience. Consequently, the traditional marketing strategies changed and the Integrated Marketing 

Communications (IMC) has emerged. IMC is a concept that by combining the different elements of 

the promotional mix (like advertising, direct marketing, sales, promotions, personal selling, 

sponsorship, public relations) causes the maximum communication impact on the users (Blech & 

Blech, 2001).   In contrast with the traditional one way communication, it established an interactive 

both ways communication between the company and the customers. According to Soler-Labajos 

and Jimenez- Zarco (2016) this dynamic nature of communications enables to:  

 Not only meet the customer, but also acknowledge his needs, preferences and expectations. 

 Through sharing information and content that is relevant to the customer and dialogues 

gives the chance to strengthen the link with the customer.  

 Develop and maintain a user community and will encourage the participation and the 

involvement with the brand.  

 Provide to the customers only the information that are interesting to them and in the same 

time free them from the vast amount of irrelevant information that are exposed to, by 

customizing their relationship.  

 Establish long lasting relationships between consumer and brand that leads to consumers’ 

loyalty.   

 

In this new social media era, consumers’ ability to re-create content and interact with other users 

has set a limit on the amount of control that companies can exercise regarding the content of 

information (Mangold & Faulds, 2009). This change of the flow of information had a significant 
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impact on the way consumers interact on marketing information (Ramsey, 2006). As it was only 

natural, marketers acknowledged the power and the importance of the social media conversations 

done by users and had to find a way to incorporate this change into their IMC planning. According 

to Mangold and Faulds (2009), the influence of consumers’ interaction on the development of IMC 

can be presented in four points: 

 The internet is the main way consumers use to communicate. 

 Consumers have turned away from traditional advertising and they now demand to have 

access on the information they need.  

 Consumers base their buying decisions on information gathered from social media more 

frequently. 

 The trustworthy aspect   of social media has dramatically increased compared to traditional 

information channels.  

 

Taking into consideration the impact of consumers, and the fact that marketers cannot possibly 

control these discussions, marketers have found some ways to influence these discussions on their 

company’s favor. These methods are focused in four objectives: firstly they need to generate brand 

awareness, and trial but most important they need to shape brand image and brand attitudes by 

redefining and altering the associations that differentiate the brand (De Pelsmacker et al.  2013).  In 

social media marketing we still have marketers generating the initial message, but know they also 

need to find which is the most appropriate social media for their purpose, which is the best way to 

present their message to their audience and also they need to be prepared to receive possible 

feedback and criticism from their customer  

 

Among all the different channels that consumers can use to gather information, word of mouth is 

one of the most credible and interpersonal ones (Godes & Mayzlin, 2004). Since the early ’80 word 

of mouth has been constantly researched since it has always been a significant factor that influences 

consumers’ behavior. Due to rapid increasing use of Internet and social media, and since 

communication is now also being done online, it was only natural that the Electronic word-of-

mouth (eWoM) was also developed. Electronic word of mouth has also been shown to affect not 

only consumers’ behavior but also consumers’ attitudes towards a brands with an astonishing 68% 

of the users naming eWoM is as one of the top sources regarding recommendations (De Pelsmacker 
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et al., p. 503, 2013).  According to the research of Trusov, Bucklin, & Pauwels (2009), the impact 

of eWoM on consumers is considerably bigger compared to the impact of marketing events or 

media appearances.  They conclude that eWoM is among the most critical factors that companies 

should take into consideration when trying to gain new customers and that its impact is larger and 

also longer compared to traditional marketing alternatives (Trusov, et al., 2009).  As Godes and 

Mayzlin (2004), eWoM is capable of influencing not only the online but also the offline decisions 

of the consumers. Undoubtedly, social media marketing should not replace any existing marketing 

strategy but instead should be combine with such in a way that results a homogenous effort. In this 

way an integrated marketing plan will be implemented that will target the audience by all available 

means and channels causing an effective and efficient result (Mangold & Faulds, 2009).  

 

Although as we mentioned before social media marketing is possible to create a positive attitude 

towards the brand, a negative reaction cannot be excluded. Just as the off line word of mouth, word 

of mouth in social media is not controlled by the marketers, making it almost impossible to control 

the message. This can be extremely troublesome for the companies since dissatisfied customers are 

way keener on sharing their negative experience with others than satisfied people, leading to an 

overflow of negative comments (Chatterjee, 2001).  According to the research results of Bambauer-

Sachse and Mangold (2011), once dissatisfied customers start sharing their anger in social media, 

the formation of negative associations with the brand could cause dilution of the brand. According 

to a research of Nielsen (2013), 68% of the consumers trust online opinions by other consumers, 

making online opinion as the third most trusted source of acquiring information regarding a 

product.  These findings prove the importance of social media in marketing and confirm the need of 

traditional marketing adapting on the new market model which evolves around the consumer rather 

than only the product.  

 

Many researches have been made regarding the influence of social media. Most of them regarding 

the effect on sales, on return of investment or the decision making process of consumers. The 

influence of the social media in brand awareness was been also researched on a great extent, in 

contrast with the social media influence on the formation of brand attitude.  
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2.2.2 Branding  

 
Since the development of marketing, branding has always been of great importance. Branding 

strategies that invested on creating brand awareness and strengthened the brand image helped many 

brand to keep up with the changing marketing environment. Today, brands are used by the 

consumers as a symbol that allows them to distinguish the differences among different producers 

and their products. If companies want to hold a strong place in the competitive market they need to 

create a strong brand (Keller, 2012). Thus, it is only natural that when investigating the effect of 

social media on marketing we have to include branding in our research.  

 

Based on the definition of American Marketing Association (AMA), brand is “A name, term sign, 

symbol, or design, or a combination of them, indeed to identify the good and services of one seller 

or group of sellers and to differentiate them from those of competition”.  According to Keller 

(2012) bands provide the following important functions for both consumers and firms:  

 

 Consumers: they  can identify easier the source and the quality  of the product, they reduce 

the risk of decision making  and also create a relationship with  the maker of the product, 

companies  

 Firms: brand can signal a certain level of quality to satisfied consumers, can also enforce 

creating unique association, can lead to a competitive advantage towards the competitors 

and it can also be  a source of financial returns.  

 

Taking into consideration the important role of brands and the growth and spread of social media it 

is only inevitable that companies that companies saw that great opportunity for leveraging social 

media  has started using them  to develop and monitor branding strategies for their products (Gao & 

Feng, 2016). According to Yan (2011), social media have obvious limitations on brands, this occurs 

due to the default interfaces of social media that limit the possible branding efforts, leading to the 

decrease of the visual image of brands. Therefore, brand need to establish a connection with the 

consumers and strengthen their sense of belonging by engaging them (Yan, 2011). The brand can 

get noticeably stronger by encouraging participation and involvement of external audiences with in 

it (Yan, 2011).  The goal of branding on social media remains ultimately the same: to strengthen all 

the components of brand equity, and mostly create and maintain positive brand associations and 

consumers’ perceived brand quality (Aaker, 1991).  
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On his article, Yan (2011) concludes that social media branding can provide benefits for both 

consumers and firms. Consumers have access to constantly update information, can help in the 

development of brand strategy by providing feedback and can also affect the company’s way of 

thinking while firms are able to have direct communication with their customers, build stronger 

brand relationships and consequently develop a strong brand equity with greater brand awareness, 

strong and positive brand associations and perceived quality (Yan, 2011). Findings from so far 

social media branding initiatives show that social media branding can increase awareness, 

consideration, purchase intention, recommendation and also increase sales (De Pelsmacker et al., 

2013). Based on that we can agree that social media can be used as a platform for branding.  

 

 

2.3 Attitude formation  
 

Attitude is undeniable part of people’s personality. Even though attitude exists in every single one 

of us, they usually express in a completely different way.  According to Schiffman, Kanuk and 

Hansen (2012) “attitude is a learned predisposition to behave in a consistently favorable or 

unfavorable manner with respect to a given object” (Schiffman, et al., p. 248, 2012). Attitudes are 

not directly observable but they reflect on consumer’s values and have the ability to change the 

consumer’s behavior. According to Østergaard and Jantzen (2000, p. 15, 19), attitudes can cause 

affective, behavioral and cognitive responses, which basically explains the way people are guided in 

order to make a decision. Wu (2003), claims that attitude serves a connecting link between peoples’ 

characteristics and a consumption process that will satisfy their needs.  

 

One of the most popular models regarding the formation of attributes is the tri-component model of 

attitudes of Schiffman et al. (2012). According to that model, attitude consist of three different 

components. The cognitive component represent the beliefs that a person holds about an idea, an 

object or a brand, it includes the knowledge and the perceptions that a person has acquired by direct 

experience with the brand of by gathering information from various sources. . The affective 

component represents the emotions and feelings that a person has about a brand. The conative 

component represents the behavioral intentions of the person regarding the brand. The possibility 
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that the person will undertake a specific action or behave in a specific way with regards to the 

brand. 

 

 Brand attitude in specific, is the result of consumers’ evaluation of different brands. Not only 

because of its strength but also due to the dynamic nature of market that made it very easy to alter, 

brand attitude   considers to be the most important objective of online marketing (De Pelsmacker et 

al, 2013). Existing brand attitudes should aim be strengthened or modified in order to access a new 

target group and negative brand attitude should always be changed.  

 

A great number a researches have recognized the importance of brand attitude with the most 

significant recognition coming from Keller (2001)  who  claimed that brand attitude often serves as 

the base on consumers behavior and   is an essential part for the development of  a strong and 

lasting brand equity.  By building a strong brand equity numerous benefits can arise for a brand. A 

brand can increase its brand loyalty, can strengthen its position against its competitors, can deal 

with possible marketing crisis better and it can also gain the opportunity to extent the brand (Keller, 

2001).  

 

An additional factor that has a great impact on attitudes’ formation and change is brand awareness. 

Petty R. and Cacioppo J. were the first ones who understood that and developed the elaboration 

likelihood model (ELM) in 1986. ELM is a theory that describes the changes of attitudes and argues 

that especially when consumers have low involvement they make choices based on brand awareness 

(Petty & Cacioppo, 1986). The model proposes two ways of attitude change: the central, which 

occurs from a person’s careful consideration of the information in its possession, and the peripheral, 

that occurs from the person’s associations of nods that are elicited from a stimuli. The elaborations 

likelihood model can be applied in fields like marketing, advertising communication and social 

media, and it is one of the best representations of how attitudes change. For the purpose of this 

thesis I will no further analyze it, but the summarized graphic depiction that follows (Graph 1) will 

give us a more integrated image of how it works.  

 

The strong connection of not only brand awareness but also brand image on brand attitude was also 

confirmed by the research of Bruhn, Schoenmueller, and Schäfer, (2012). Their findings showed 
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that firm generated social media content affects users more than user generated content, and that in 

both cases brand awareness and brand image have a strong influence on brand attitude.   

 

Graph 1. The Elaboration Likelihood Model. Adapted from Petty and Cacioppo, p.126, 1986.  

 

Two of the most influential and important researchers who dealt with attitude was Fishbein and 

Ajzen.  Fishbein & Ajzen (1975) developed a model in which consumers’ attitudes regarding an 

object are based on their beliefs and feelings about it. His model took the form of the following 

equation:  

Ao=∑iBiEi  

Where:  

Ao= the person’s attitude towards an object  

Bi= the person’s beliefs that the object has specific attributes 

Ei= evaluation of person’s feelings towards these attributes  
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Both person’s beliefs and evaluation are measured in different scales and then combined in order to 

produce the overall person’s attitude regarding an object. In the current research, the Fishbein & 

Ajzen model will not be used, since my intention is not to measure attitude but find the relationship 

between attitude and social media, but I believe it was worth mentioning it since supports Keller 

argument regarding beliefs influencing attitude.  

 

When it comes to the impact of social media in attitude formation, Scheufele and Tewksbury 

(1995), claimed that they reinforce existing attitudes rather than change them. Taking advantage of 

the fact that people form their attitudes by taking into consideration the most accessible 

information, social media managed to affect consumers’ attitude formation by making specific 

information easier accessible (Scheufele & Tewksbury, 1995).  

 

 

2.3 Brand Knowledge 
 

 During the process of developing marketing plans that aim to change consumers; brand attitude for 

their benefit, companies should not neglect the importance of consumers’ brand knowledge 

regarding the brand. According to Keller (2003) brand knowledge is a multidimensional concept 

and each one dimension of it has the ability to affect the consumers’ response towards a brand. 

Thus, understanding brand knowledge is very important since it influences the way consumers 

perceive the brand and as a result their buying behavior.  

 

Due to the multidimensional and complex nature of brand knowledge, emerged the need for a more 

holistic and in depth approach that would offer a more breadth and in depth understanding of how 

brand knowledge is being created. Keller (2003) was the first one to acknowledge that brand 

knowledge can be created not only through a primary source, which is the direct encounter with the 

brand, but also through numerous secondary sources, as can been seen on the Graph 2 following. 

The most relevant of those sources for this research, as can be seen on the graph, excluding 

experiencing the brand, are people- in this case symbolizing other users and channels- in this case 

social media.  
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Graph 2. Secondary sources of brand knowledge. Keller, p. 598, 2003.  

 

Furthermore, Keller (2003) on his study about the dimensions of brand knowledge, identified an 

additional characteristic of brand knowledge.  Not only brand knowledge can be created but it can 

also be transferred from other entities linked to the brand. Any one of the entities can create a 

different effect on brand knowledge and in the same time, any of them can be associated with more 

than one dimensions of the knowledge, affecting brand in a multiple levels.  During the 

implementation of knowledge transfer from other entities three factors need to be taken into 

consideration by marketers. First, knowing what knowledge exist for the entity already and could be 

transfer to the brand. Second, knowledge of the extend that the entity’s knowledge might be 

relevant for the brand. Third, knowledge of what extend could actually the existing knowledge be 

transferred and linked to the brand (Keller, p. 598, 2003).  

 

The importance of brand knowledge for the development of a long term strong brand is also 

explained by Esch., Langner, Schmitt & Geus, (2006), although their research has shown that brand 

knowledge  should be supported by the development of brand relationship in order to be more 

efficient.  
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2.4 Brand Awareness 
 

Brand awareness is the first dimension of brand knowledge. It is defined as the extent to which a 

brand is recognized by the consumers under different circumstances. Brand awareness serves as an 

indication of how well do the brand identities like logo or name, work (Keller, 1993). It consist of 

two components brand recognition and brand recall (Keller, 2013).  Brand recognition refers to the 

consumers’ ability to recognize the brand when they are given a brand as a cue. For instance if the 

consumers will recognize a brand that has seen before during the buying process. Brand recall refers 

to consumers’ ability to retrieve a brand from their memory when they are given a product category 

as a cue. For instance, when they think a baby diapers will they be able to recall Pampers or another 

brand.  

 

Brand awareness is the first step towards establishing a strong brand equity as reported on Keller’s 

Customer-Based Brand Equity Pyramid (2001). According to same model, brand attitude can be 

found on the third level of the pyramid, thus cannot exist prior to the establishment of brand 

awareness.  The significance of brand awareness has also been acknowledged by the research of 

Esch., et al.  (2006), who also argued that brand awareness has a positive effect on brand image.  

 

As we experience an enormous growth and use of social media, it was only natural that marketers 

will turn their efforts for creating brand awareness towards them as well.  In order to be able to 

familiarize consumer with their brand, marketers started also engaging to social media in an effort 

to increase brand awareness and in the same time reform or reinforce the brand attitude. More 

specifically, a research made by Hutter, Hautz, Dennhardt and Fuller (2013) showed that by 

successfully engaging users in fan pages on social media, brands can create a positive effect on 

consumers’ brand awareness that will also affect positively the eWoM and the purchase intention of 

the consumers’.  

 

2.5 Brand Image  
 

Once a sufficient level of brand awareness has been created, marketers focus their efforts in creating 

brand image. Thoughts, beliefs and feelings that occur during a product experience are stored as 
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knowledge in consumers’ mind, which become associations that ultimately lead to the creation of 

brand image (Krishnan, 1996).  Brand image constitutes the second dimension of brand knowledge 

and according to Keller (1993) can de be defined as the total perceptions that consumers hold 

regarding a brand that is reflected by the associations that consumers have in their memory. In 

general, consumers can create brand associations either by direct experience with the product either 

by indirect ways, like word of mouth (Krishnan, 1996). Brand image consist of three different kinds 

of associations. In order to establish a strong brand image strong, favorable and unique associations 

need to be created in consumers’ memory that will be linked to the brand (Keller, 1993). A research 

by Faircloth, Capella & Alford (2001) has shown that not only associations are important, but also 

by manipulating those managers have the ability to create a positive brand image and influence 

brand equity.  

 

In one of his later researches Keller (2001) argued that in order to succeed in creating brand equity, 

these three dimensions need to be established in consumers mind with that exact same order, since 

uniqueness is not sufficient unless it is also favorable and favorability is neither sufficient unless it 

is also strong, so that the consumers link it to the brand. Brand image shows how the consumers 

perceive the brand in comparison with the competitive brands and can influence their buying 

behavior. A strong brand image can help the brand to develop a more successful marketing plan, 

since their messages can be accepted easier by the consumers.  

 

In accordance with the amount of information that associations contain, they can be divided into 

three categories: attributes, benefits and attitudes. As per Keller (1993), brand attributes include all 

the features that distinguish a product or a service and depending to the degree or direct relevance to 

the product, can be categorized as product related that include all the elements that are necessary for 

the product to exist and non-product related that represent all the external characteristics related to 

the product’s purchase or consumption. Non-product related attributes include many types, out of 

which the most important and relevant for this thesis are user and usage imagery attributes. These 

attributes are formed through consumer’s experience with the brand and can also affect brand 

personality. Brand personality represents the character of the brand and is an important element of 

brand image and brand knowledge.  



20 
 

The second category of brand associations are brand benefits. They reveal what actually the 

consumers think that the product can offer them. Benefits can be classifies in three categories: 

functional, experiential and symbolic. Functional benefits are related with advantages linked with 

the product and its consumption, experiential benefits refers to the feeling elicited by using the 

product and symbolic benefits relate to the need of social approval and personal expression (Keller, 

1993).  The third category of brand associations is brand attitudes and since I have already present 

them in detail above, I will not further analyze them.  

 

The importance of brand image is also acknowledged by the research results of Faircloth et al. 

(2001) who also confirmed the theories of Aaker (1991) and Keller (1993) regarding the core 

elements of brand equity. They concluded that attitude directly influences brand image, which has a 

direct strong impact on brand equity. Brand attitude had an indirect but significant effect on brand 

equity.  This aligns with the Keller (1993) model which conceptualized attitude as part of brand 

image. Thus brand image is a more holistic term, since it represents the effect not only of brand 

attitude but also other associations that might influence brand equity.  

 

 

2.6 Brand Equity  
 

Brand equity is a term that has been discussed by a great amount of researches over the last 

decades. Among the first research to examine brand equity was David Aaker in his book “Managing 

Brand Equity” (1991). According to him brand equity consist of five elements: brand awareness, 

brand loyalty, perceived quality, brand associations and other proprietary assets.  Those elements if 

managed properly, can add value to the brand and provide benefits for the firm (Aaker, 1991).  

Since brand awareness and brand associations have already been analyzed on the previous sections, 

only the rest of the factors will be examined now. Perceived quality refers to the consumers’ 

opinion regarding the overall quality of a brand compared to the competitors. Perceived quality 

affects which brand are being considered during the buying process and which brand will finally be 

selected. A brand with strong perceived quality has a higher success chance than a brand with weak 

perceived quality (Aaker, 1991). Brand loyalty is defined as a favorable attitude towards a brand 

that occurs after purchasing continuously the brand over the time. It is developed only after the 
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consumers form the belief that only a specific brand can satisfy their needs due to its perceived 

quality or its attribute associations. The other proprietary assets can include patterns or intellectual 

property rights and channel relationships and serve as a competitive advantage.  

 

Aaker was not the only one that acknowledged the importance of brand equity. One of the 

researches that have dealt in a great extent with brand equity is Keller. Although much attention has 

been devoted to brand equity before Keller, he was the first one that conceptualized brand equity 

from the perspective of the individual consumer and defined brand equity as “the differential effect 

of brand knowledge on consumers’ response to the marketing mix” (Keller, p. 1, 1993). Later again 

he also developed the Customer-Based Brand Equity model which offers a unique perspective on 

what exactly brand equity is, and how it should be built, managed and measured. The basic 

principle of this model is that the power of the brand consist of what the consumers have known, 

seen and heard about the brand over the time (Keller, 2001). According to Keller (2001), the main 

problem that marketers encounter during this process is how to establish the right experience with 

products for the consumers in order to be able to link the right feelings, beliefs and perceptions with 

the brand. In order to illustrate the structure and sequence of this process, he created the Customer-

Based Brand Equity Pyramid that can been seen in Graph 3 that follows.  

 

Graph 3. Customer-Based Brand Equity Pyramid. Keller, p. 7, 2001.  

 

The first step towards creating brand equity has to do with developing the right brand identity and 

includes creating some kind of brand salience. Brand salience is the foundation of this model and is 



22 
 

related with brand awareness. The two dimensions of brand awareness depth and breadth are of 

high importance. Depth is the most known dimension since it represents how effortless the 

consumers recall or recognize the brand. Breadth on the other hand is an often neglected dimension 

that refers to the number of situations that the brand comes to consumers mind. A brand with high 

salience should have both dimensions in order for the consumer to think about the consumption of 

the brand in many different settings.  

 

On the second level of the pyramid, Keller sets the brand meaning, which is being represented by 

two categories of brand associations: brand performance and brand imagery. Both of those 

associations can be formed directly by contact and experience with the brand or indirectly through 

advertising or other external sources of information (Keller, 2001). Brand performance refers to the 

degree that the brand serves customers’ functional needs. Meanwhile brand image is related to the 

degree that the brand meet up the psychological and social consumers’ needs.  

 

On the third level the brand responses, or else the way that consumers react to the marketing plan, 

are illustrated. Brand response can be categorized in brand judgements, which includes opinions 

and evaluations that customers have towards a brand and brand feelings, which include emotional 

responses and reactions towards the brand, and are often related with brand attitude (Keller, 2001). 

Keller also argues that even though different kind of responses can be expected, only the ones that 

are positive are important for the companies.  

 

On the fourth and final level of the model brand relationships are being represented with the form of 

brand resonance which refers to the kind of relationship between consumers and the brand and also 

the level of identification with the brand. Brand resonance is described by the depth of the bond 

between the brand and the consumers and also by the activity that is generated by loyalty (Keller, 

2001). By completing all these steps, a company can usefully create strong brand equity.   

 

Since companies are using social media in a continuously increasing way in order to transform their 

business and improve their performance, it was only inevitable that researchers will start 

investigating how to social media affect brand equity.  One of the most recent researches is from 
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Luo, Zhang and Duan (2013).  On their research the effect of social media on brand equity is being 

compared with the effect of conventional online consumer behavioral metrics.  Their results 

suggested that social media are a more significant indicator of brand equity for the firm and 

therefore they should be used not only for short term goals but also for long term benefits that are 

closely linked with brand equity (Luo et al., 2013). Their findings are also supported by the research 

results of Severi, King and Nasermoadeli (2014) who concluded that more specifically eWoM is the 

characteristic of social media through which companies can create and increase their  brand equity 

and in the same time attract customers. Consequently, marketers should prioritize eWoM on their 

strategies since it has a strong and direct relationship with the brand equity elements (Severi et al., 

2014).  

 

 

3. Conceptual Model & Hypothesis Setting 
 

 

3.1 Development of Conceptual Model 

 
Considering the complexity of our research question, I think it is useful to develop a conceptual 

model that will help me examine all the possible factors that affect brand attitude. Although Keller 

was not the first one to address that topic, I believe his conceptual model of brand equity can be the 

base of my thesis. In the “Conceptualizing, majoring and managing customer based brand equity,  

 Journal of Marketing,” (1993). A graphical depiction of his conceptual model can be seen on the 

Graph 4 below.  

 

He acknowledged the need and the value for the marketers to have a deeper understanding of 

consumers’ behavior and more specifically of the existing knowledge that has been created already 

in consumers mind about the brand (Keller, p.2, 1993). The necessary and initial element for his 

model is the brand knowledge that a consumers already has for the brand. In order for the formation 

of attitudes to begin, it is necessary for the person to be familiar with the brand and be able to 

identify it. Once that step is done, the person start developing associations with the brand that can 

be linked with the brand’s attributes or some benefits that consumers’ attach to the product. 
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According to the most widely accepted approach, this is the point that brand attitude start existing, 

as a result of the associated attributes and benefits that are salient for the brand (Keller, 1993).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 4.  Dimensions of brand knowledge. Adapted from Keller, p. 7, 1993.  

In one of his later publication, “Building Customer-Based Brand Equity: A Blueprint for Creating 

Strong Brands” Keller (2001), created the Customer Based Brand Equity (CBBE) model in order to 

assist managers to achieve with the tasks of developing and managing brand equity. In this model, 

brand attitudes appear to be a key component of brand equity. According to Keller (p.9, 2001), the 

CBBE model consist of four interdependent steps:  

 

 First, you need to accomplish brand identification with the customers’ mind and affiliation 

with a specific product or need. 

 Second, you need to establish brand meaning with tangible and intangible association.  

 Third, to evoke customer responses that will align with the brand identity and meaning.  

 Forth, to establish brand loyalty or a strong relationship between the customer and the brand.  

 

To visualize those four steps and have a more clear view of the process, Keller (2001) assembled 

those steps into a pyramid. In this pyramid brand attitude can be seen on the third level, and it is 

fundamental for the formation of the consumer-brand relationship. Brand attitude is being 
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represented by two components: consumers’ judgements and consumers’ feelings. According to 

Keller (2001), all the four steps need to be successfully implemented with that exact sequence in 

order to achieve brand equity.  

 

The next factor that needed to be related with my conceptual model was social media. The Akar and 

Topcu on 2011, published a research regarding the factors that influence the consumers’ attitudes 

towards social media marketing. They examined in total seven factors of equivalent importance, out 

of which, only three of them are closely linked with the topic of this master thesis: social media use, 

social media knowledge and social media following/monitoring (Akar & Topcu, p. 45, 2011). As 

we mentioned before, social media is a newly developed phenomenon that still needs to be 

researched. Taking into consideration all the above, we can clearly see the managerial importance 

of this topic.  

 

Finally, all the above mentioned theories can be summarized and visualized on the Graph 5 of the 

final conceptual model following:  

 

 

Graph 5.  Conceptual model of research. Developed by the author.  
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3.2 Hypothesis  
 

In order to answer the research question, hypothesis were created. Those hypothesis were based on 

the literature review and were also linked with the questionnaire.  

Many researches have been made regarding brand awareness and social media. According to Kotler 

&Keller (2012), creating brand awareness is one of the main objectives of communication process. 

In order the consumer to be able to have any kind of contact with the brand, it is necessary that he is 

firstly aware of the brand. As it is already explained, brand attitude cannot form before brand 

awareness is established. Out of the two characteristics of brand awareness, brand recognition is the 

most relevant one when it comes to social media. Thus, the first hypothesis is:  

Hypothesis 1(H1): Users with a higher awareness of the brand hold a more positive brand attitude 

than users with low brand awareness.  

 

According to the research of Akar and Topcu (2011), one of the factors that influence consumers 

the most during the attitude formation is the social media usage.  Social media usage refers to what 

extent consumers use social media. Thus, the second hypothesis is: 

Hypothesis 2 (H2): Users who often engage with social media develop more positive brand attitude 

rather than users who randomly engage.  

 

As far it concerns the brands on social media, the research of  Hutter et al. (2013) showed that 

engagement with a brand on social media can have a positive effect on brand awareness and 

consequently on brand attitude of users.  The above factor that influence users can be summarized 

in the next hypothesis:  

Hypothesis 3 (H3): Users who often engage with social media brands develop more positive brand 

attitude than users who randomly engage.  

 

When it comes to social media marketing, time is of high importance. Time spent on social media 

could indicate the actual influence on users and also reflects on the social media monitoring/ 

following (Akar & Topcu, 2011). Zajonc’s theory (1968) regarding mere exposure claims that the 
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more time are people exposed to a specific stimuli, the more positive attitude they form. In this case 

social media has the role of stimuli.  Zajonc’s theory was partially supported by Miller (1976) who 

claimed that although long time exposure can have indeed a positive effect on the development of 

brand attitude, overexposure to it can have the opposite effect. That forms the forth hypothesis:  

Hypothesis 4 (H4): The longer time users spend on social media, the more positive brand attitude 

they form.  

 

In the process of creating brand attitude, brand image constitutes a necessary step. The current view 

of the consumers regarding the brand is heavily influenced by the brand associations. Not only 

Keller (1993) but also Aaker (1991) recognized the importance of brand associations as part of the 

brand attitude formation. That leads to the fifth hypothesis:  

Hypothesis 5 (H5): Users who hold strong associations with the brand have more positive brand 

attitude compared to users with weak associations.  

 

Akar and Topcu (2011) also named the last factor that I will take into consideration that influence 

the development of attitude in social media, social media knowledge. Social media knowledge 

refers to the perceived importance of social media in people’s lives. Thus the sixth and last 

hypothesis is:  

Hypothesis 6 (H6): Users who perceive social media as important part in their lives develop more 

positive brand attitude than users who do not.  

 

 

4. Methodology and intended research design 

 
 

4.1 Method and Approach  
 

In order to decide for the most appropriate methodology for this research, it is important to specify 

the purpose of the research first. It is known that a research can have any of these three purposes 

(Sreejesh, Mohapatra, & Anusree, 2014): 
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1. Exploratory: it is mainly used during the early stages of examining a hypothetical or 

theoretical idea and is an attempt to set the groundwork that will lead to future studies. It 

aims to explore and develop some rough understanding of some phenomenon in order to 

define the problem and suggest hypothesis.   

2. Explanatory or casual: the aim of this research is to test hypothesis and identify the cause 

and effect relationship between different variables. . During this research, the discovery and 

report of relationships among different aspects of a particular phenomenon takes place.  

3. Descriptive: it is used to answer questions like: “what, where, when, how” and it aims to 

describe or define a specific phenomenon. It is the precise measurement and reporting of the 

characteristics of the phenomenon that is under study.  

 

The aim of this study is to examine how social media influence the formation of brand attitude. 

Based on the previously stated argument that the relationship of social media and brand attitude is a 

newly emerged phenomenon that still needs to be studied and taking into consideration how 

Sreejesh et al. (2014) define the different purposes of studies, this research should aim to be 

exploratory. Nevertheless, this research does not only aim to explore the new emerged phenomenon 

of social media, but also focus on discovering, reporting and explaining the relationship between 

different independent and one dependent variable that are relevant to the topic. Most specific the 

independent variables derive from the behavior of users on social media and the dependent 

variables.  

 

Taking into account the interpretation of the aim of this study, I can conclude that the purpose of 

this research lies close to explanatory rather than exploratory.  

 

In regards with the approach used in this research, it is only natural to be deductive, as can be seen 

from the structure of this thesis so far. Thus the research progressively goes from the more general 

to the more specific. This master thesis started with the theoretical part of the literature review, in 

which different theories of different authors were examined. The formation of brand attitude and the 

most related topics were described in detail and contributed to the establishment of specific research 

questions. Through the combination of the most relevant concepts a conceptual model was 
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developed to assist my analysis. Afterwards, useful insights regarding the chosen brand and social 

media were given through a brief analysis. For the sake of the analysis, hypothesis were developed. 

Next steps were the collection and the analysis of the data. Finally, based on the findings the 

hypothesis were confirmed or rejected.  

 

Moving on towards the definition of the appropriate approach, a choice between quantitative and 

qualitative research had to be made.  As stated in Sue’s Greener “Business Research Methods” 

(2008): 

 Quantitative research is a way of generating numerical data that can be used in statistics. 

The information produced are used to verify the stated hypothesis.  It can be used to 

measure different defined variables and can use the results from a large sample to 

generalize.   

 Qualitative research on the other hand is mainly an exploratory research. It can be primarily 

used to get a better understanding of opinions and motivations and can assist the 

development of hypothesis for further quantitative research.  

 

For the purposes of this research a mixed approach will be used. The quantitative part of the 

approach will be used, which also align with the decided deductive approach, will assist in 

hypothesis testing. The developed hypothesis are of high importance, since it will it help to clarify 

the relationship between the users’ social media behavior and their brand attitude. The qualitative 

part will provide an additional insight regarding the users’ motives and reasons of using social 

media and engaging with brands on social media.  

 

An overview of the reasoning path followed for the determination of the methodology and research 

design can be seen on the following Graph 6:  
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Graph 6. Methodology overview. Developed by author.  

 

4.2 Research Strategy  
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popular research strategy that is used in order to collect information from a sample. An online 
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obtain of responses, significantly lower cost compared to traditional survey methods and faster 

delivery of questionnaires (Sreejesh, Mohapatra, & Anusree, 2014). Keeping on mind that a rather 

big sample of users need to be approached (due to the vast amount of users that have liked the 

Starbucks page on Facebook) and a large enough number of data needs to be gathered, an online 

survey is the optimal choice for obtaining enough and reliable data in a relative short time and for 

relative low price.  

 

One of the most well-known and widely used tools of the survey strategy is questionnaires 

(Saunders, Lewis, & Thornhill, 2014). This can be justified by the fact that they are a very efficient 

way of collecting data from a large sample. Questionnaires in general consist from a specific set of 
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questions that need to be answered by the responders in a specific given order (Saunders et al, 

2014). The goal of a questionnaire is to ensure that it will provide all the necessary data that will 

assist in answering the research question. Questionnaires tend to be used more in descriptive and 

explanatory research since they provide the opportunity to investigate and explain the relationships 

between different variables (Saunders et al., 2014). 

 

Before the implementation of the research strategy an in depth research regarding the most popular 

and frequently used social media platforms along with the brands with strong presence on them was 

conducted.  As stated earlier, the fast growth of internet and consequently of social media, left 

companies with no  other choice but to adjust their marketing efforts and include social media  into 

it in order be able to reach their audience in a more effective and efficient way.  By profoundly 

increasing the degree of interactivity, social media have changed the way communications is taking 

place and has become a promising way of reaching customers (De Pelsmacker et al., 2013).  

 

In this thesis I will focus on a specific social media that belongs in the social media networking 

category. It includes a social network that not only gained the favorability of individual users, but 

also managed to become an inseparable part of many companies.  Facebook is a social network that 

made its first appearance in 2004 has ended up having more than 2.01 billion monthly active users 

(Zephoria, 2017).  In order to have access to the site you need to register first using an email, a 

password, and some basic personal information like name, gender, birthday and so on. This way 

you create a basic profile page that you can alter and enrich with as many information as you want.  

This site offers people the possibility to modify their personal profile and share any information 

they want with other users that they have first added as friends. Having another user as friend means 

that both of you are bale to monitor each other activity on Facebook. As a user you can share in 

your profile any kind of personal information you want. You can upload pictures, share your 

personal interests, and add contact information and other personal information like employment 

details or relationship status.  Users have the ability to contact other users through private or 

common chat features, or by even posting messages publicly. People can also join groups they are 

interested in and “like” pages. This pages could have been made by the company itself as a part of 

their marketing strategy or by other users. 
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Due to the huge growth of Facebook, companies had no other choice but to acknowledge the power 

of it. Eventually companies established a dynamic presence on Facebook. Not only there is a 

remarkable 16 million new business pages created as of May 2013 but also an astonishing 42% of 

the marketers hold a favorable opinion towards it, stating that Facebook is critical for their business 

(Zephoria, 2017). According to DeMers’ articles on Forbes (2015), there are at least ten important 

reasons for brands need to exist on Facebook that can be summarized as following.  Facebook is the 

most popular social networking site for the marketers. With over two billion users and 40 million 

business pages, is no surprise that 80% of the marketers use it, and 62% of them plan on increasing 

their activities on Facebook. . Thus not having your brand on Facebook, gives your competitors 

advantage and in the same time you are deprived of the possibility to truly engage consumers. 

Facebook not only holds the largest share of social media referral traffic but also has the highest 

conversion rates among social media ecommerce traffic and drives an astonishing 85% of the social 

media sales (DeMers, 2015). Facebook is the most favorable social media for connecting with 

brand, with 76% of the consumers preferring it over other social media and nearly half of 

Americans point out Facebook as the number one factor that influence their purchase decisions 

(DeMers, 2015).   

 

The reasons that people use Facebook vary. They use it to stay in touch with their friends, to 

connect with new friends or even just out of boredom (Alexis Madrigal, 2013). When it comes to 

brands, the majority of people uses Facebook to learn about other peoples’ opinion regarding a 

brand (DeMers, 2015).  

 

According to a research contacted by Marvck marketing agency, Starbucks was ranked as the 

number one brand on Facebook. Being the top brand is not only determined by  the total Facebook 

fans which in this case are  36.008.149 but are significantly lower than the number of Coca Cola 

fans (96.231.318).  Starbucks has been named the top brand due to the  average influencer index of 

85.77,which basically represents “the amount of clicks and likes each of the brands micro 

influencer is driving on average” (Marvck, 2016) or in other words the fan’s ability to drive their 

friends to engage with Facebook posts.  
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The Starbucks Coffee, Tea and Spice Company, or how it is widely known “Starbucks”  first 

opened in 1971, in Seattle, USA. From then till today Starbucks had a rapid growth. At the 

moments Starbucks has more than 24.000 stores in 70 different countries all over the world, more 

than 300.000 employees (Starbucks, 2017) and a revenue of 21.32 billion US dollars for 2016 

(Statista, 2016). The company has established a strong social responsibility that is being shown 

through their activities and also try to enforce the involvement of their community by being 

constantly present in the market scene. Their social media strategy includes initiatives that are 

carried out by the company itself but also by third parties on the various social media (Facebook, 

Instagram, and Twitter).   

 

There has been established a very strong connection between Facebook and Starbucks, since 

Starbucks is not only frequently using Facebook to communicate its activities and news but also for 

a number of other purposes. The two main ways that Starbuck is using Facebook can be seen below:  

 

Starbucks is using Facebook in order to share content and communicate with their audience.  

 More than 36 million fans are connect through the Starbucks fan page.  

 Provides a platform to share photos, video, news for upcoming products and events. 

 Allows audience to stay informed for job openings at the company.  

 Keep the fans updated with posts regarding promotions days, special campaigns that support 

a cause, or simply posts that reflect the current social happenings (mother’s day, Halloween, 

Lesbian, gay, bisexual and transgender pride, and so on).  

Starbucks is using Facebook as a channel that will help them attract new customers, encourage the 

conversation among the existing ones and also increase engagement.  

 Starbucks replies to every comment made by their customers. They reply on complaints, 

questions and also makes sure to show appreciations for the positive and supportive 

comments.  

 The fan page wall is of great importance since it is being closely monitored.  

 Allows users to freely comment on their posts.  
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Last but not least, as it is only natural Starbucks is using Facebook to investigate how their 

customers behave on social media. Through their page they have the ability to:  

 Measure consumers’ reaction in the different campaigns they launch, including number of 

likes or frequency of consumers sharing their brand.  

 Collect data regarding the demographics of their audience and gain useful information that 

will help them identify better their target group.  

 Encourage users to participate in conversations by making it possible for them to see and 

make comments.  

 Monitor possible trends that might cause increase or decrease of their fans volume.   

 

For all those reasons it is very important for the Starbucks brand to try to connect with users on 

Facebook, since it can gain long term benefits. This can be achieved by attracting people that are 

non-fans, using the content of the Facebook brand page and show them that they miss a big part of 

the brand by not following the brand page. Users must believe that following a brand would open 

the doors to a whole new experience for them. On the other hand, fans, are already enthusiastic 

about the brand. These users are the most valuable ones for each brand, since they can provide word 

of mouth for the brand. Since the purpose of this research is to measure how social media influence 

consumers, the developed questionnaire will be targeting fans of the Starbucks page on Facebook.  

 

 

4.3 Data Collection & Sampling  
 

Due to the huge amount of Starbucks Facebook fans, creating a database that would include all of 

them considered to be impossible due to the limited processing power and also due to the time limit 

of this research. Thus sampling decided to be used that would allow the process of samples instead 

of all the data. More specific, a quota sampling technique was used. That means that the sample was 

chosen to include specific variables (Greener, 2008). In this research the sample chosen, had to be 

Facebook users that have liked the Starbucks page on Facebook. This means that the group would 

have at least a basic understanding of the terms social media and brands. Furthermore, being able to 

understand English was a necessary requirement since the whole questionnaire is structured in 

English. 
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The data collection process lasted two weeks and included two phases. First, a link that lead to the 

questionnaire, together with some short description about the research  was posted on multiple 

Starbucks fan pages, like Starbucks, Starbucks Greece, Starbucks UK, Starbucks Denmark, etc. 

After a week of constant uploads on the above mention websites, and after successfully getting a 

big number of responses, the phase two started. During the second phase, the same link was sent to 

all my friends on Facebook that have liked the Starbucks page, who were also asked to forward it 

on their friends who are fans of Starbucks. The link remained active until the intended amount of 

answers was reached.  According to Goodman (1961), when an individual who is part of the sample 

is asked to recruit other individuals to join the sample, a snowball sampling technique emerges. A 

snowball sampling is an effective way to contact participants that are in different locations, provides 

a higher response and offer a broad sample of ages (Benfield & Szlemko , 2006). As per Baltar & 

Brunet (2012), although a virtual snowball technique should not be used to generalize results, a 

representative sample is possible to be obtained. In this case, and due to the fact that I am only 

investigating the fans community of Starbucks that are Facebook users in specific and not Facebook 

users in general, the virtual snowball technique will give me the chance to have access to 

individuals of my interest and only. Since the purpose of this research is to examine the relationship 

between the social media and brand attitude, snowball sampling will not affect the research 

negative.  

 

 

4.4 Research Design & Measures  
 

The first three questions aim to give demographic information regarding the sample including age, 

gender and nationality. The next sixteen question try to investigate the behavior of the users on 

social media, their involvement in general and their level of brand knowledge. More specific the 

question four until fourteen measure frequency, reasons and types of social media usage by the 

respondents. The question fifteen to nineteen are used to give an insight on the relationship of the 

users with the brands on Facebook. The direct experience that consumers have with Starbucks will 

also be investigated with the next three question. The associations that users hold towards Starbucks 

and the elements that compose their existing attitude will also be taken into consideration. Finally, 

the importance of social media in users’ lives will be examined.  
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4.4.1 Independent Variables  

 
In order to be able to continue with the research, the independent variables that will be used in this 

case need to be defined. Independent variables will derive directly from the hypothesis and will also 

be linked with different parts of the questionnaire. The independent variables that are perceived as 

important and their influence will be examined are the following: 

 

 Longer brand awareness.  

 Engagement in social media activities.  

 Engagement in social media brand related activities.  

 Amount of time that users spend on social media.  

 Brand associations that users have. 

 Perceived importance of social media in users’ life. 

 

I hypothesized that the longer brand awareness is a factor that would strongly influence the brand 

attitude that social media users develop. This hypothesis is incorporated on the questionnaire by the 

following question: When did you hear for the first time about Starbucks? The variable was named 

“Brand Awareness” and was measured by a three point scale: 1 is for 3-5 years ago, 2 is for more 

than 5, 3 is for I am not sure. The assumption that was made was that the longer a user is aware of a 

specific brand, the more possible it is this fact to lead to the development of a stronger attitude 

towards the brand. After analyzing this variable, conclusions will be made. Every single variable 

that is an independent variable will go through the same steps as mentioned above.  

 

The second variable is the users’ engagement in social media activities. Based on the hypothesis 

that high engagement rate affects more the attitude formation. A total of seven questions will help 

in researching this variable. Each one of them will be measured with a five point Likert type scale, 

which will measure frequency. The format of the scale is the following: 1- very often (every day), 

2- often (every couple of days), 3- sometimes (every couple of weeks), 4-rarely (every couple of 

months), 5- never.  The results of those seven questions will be merged through the “compute” 

function of SPSS program, into one new variable called “Social media activities engagement”.  
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The third independent variable is the level of users’ engagement in social media brand activities. It 

is represented with four questions and will help to clarify in what degree users engage with brands 

on social media. The scale system will be the same Likert type, as used on the previous variable.  

The four questions will also be combined into one new variable with the “compute” function of 

SPSS program, under the name “Social media brand activities engagement”.   

 

The fourth variable is length of social media usage. The questions that reflect this were: first, how 

many hours do you approximately spent on the social media during the week, answered by a five 

point scale (1-less than 2, 2 -2 to 4, 3- 4 to 6, 4- 6 to 8, 5- 8 or more) and second, how long have 

you been using Facebook answered by a five scale also (1-less than 1 year, 2-1-3 years, 3-3-5 years, 

4- 5-7 years, 5-more than 7 years). These two questions have later been computed into one that gave 

me an average result of the responses  in order to help me answer the hypothesis that longer usage 

of social media the more their attitude is influenced. The new variable was called “Length of social 

media usage” and was coded as 1-less than 2 hours/less than 1 year, 2-2 to 4 hours/1-3 years. 3- 4 to 

6 hours/3-5 years, 4- 6 to 8 hours/5-7 years, 5-8 or more hours/more than 7 years.   

 

The fifth independent variable is not possible to be answered through a scale system like the 

previous ones. It is an open questions and refers to the associations users make with the brand. 

Users were asked to name at least one of the associations they have with Starbucks. After collecting 

the answered, I scanned though all of them to find the ones that are repeated the most. The most 

common associations that were collected are good/quality coffee, nice/cozy place, expensive, 

friendly staff and work/study meetings. A five point scale was constructed, assigning to each 

association a number from 1 to 5 with ascending frequency order. These answers were inserted in 

the program under the following order: 1-work/study meetings, 2-friendly staff, 3-expensive, 4-

nice/cozy place and 5-good/quality coffee. The summary of each person associations could vary 

from 0 to maximum 15. The variable was named “Brand Associations” and its value was computed 

based on the summary as such: 15-12: 1- very strong brand associations, 11-8: 2-strong brand 

associations, 7-4: 3-medium strength brand associations, 3-2: 4-weak brand associations and 1-0: 5-

very weak brand associations.  
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The sixth and last independent variable represents how important are social media in users’ lives. It 

was named “Importance of Social Media” and for its evaluation I only used one question that was 

measured with the following Likert style scale: 1-not at all, 2-not important, 3-neutral, 4-important, 

5-very important.  

The six mentioned independent variables, their link to the conceptual model, as well as the 

hypothesis and the way they are measured, can be seen on the following table (Table 1).  

Variable Name Conceptual Model Factor Hypothesis Measurement Scale 

Brand Awareness Brand Awareness H1 

Three point scale: 

1 is for 3-5 years ago 

2 is for more than 5 

3 is for I am not sure 

Social Media Activities 

Engagement 

Social Media Usage 

H2 

Likert type scale: 

1- very often (every day) 

2- often (every couple of days) 

3- sometimes  (every couple of weeks) 

4-rarely (every couple of months) 

5- never 

Social Media Brand 

Activities Engagement 
H3 

Length of Social Media 

Usage 

Social Media 

Following/Monitoring 
H4 

Five point scale: 

1-less than 2 hours/less than 1 year 

2-2 to 4 hours/1-3 years 

3- 4 to 6 hours/3-5 years 

4- 6 to 8 hours/5-7 years 

5-8 or more hours/more than 7 years  

Brand Associations Brand Associations H5 

Likert type scale: 

1- very strong brand associations 

2-strong brand associations 

3-medium strength brand associations 

4-weak brand associations 

5-very weak brand associations 

Importance of Social Media Social Media Knowledge H6 

Likert style scale: 

1-not at all 

2-not important 

3-neutral 

4-important 

5-very important  

Table 1.  
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4.4.2 Dependent Variable 
 

Once the independent variables are defined, it is necessary the dependent variable to be defined as 

well. It this research, the dependent variable is brand attitude. According to Keller (2001) and his 

Customer-Based Brand Equity Pyramid (Graph, 4), brand attitude consist of two elements: 

judgements and feelings. Their individual sub dimensions which are going to be used in this case to 

measure brand attitude were also developed by Keller (2001) and can been seen on the following 

graph (Graph 7).  

 

 

Graph 7. Sub dimensions of attitudes. Adapted from Keller, p. 6, 2001.  

 

In order to measure the dependent variable, a Likert scale was used. The respondents were asked to 

answer how much they agree or disagree with the sub dimensions of attitudes regarding the brand. 

Their answers were measured by a five point Likert scale: 1-srongly agree, 2-agree, 3-neither agree 

nor disagree, 4-disagree, 5- strongly disagree.  

 

4.4.3 Demographic Variables  
 

For the purpose of this research also demographic data were collected. Those include age, gender 

and nationality of the respondents and constitute the demographic variables in this analysis.    

Attitudes

Judgements

Quality

Credibility

Consideration

Superiority

Feelings

Warmth

Fun

Excitement

Security

Social 
Approval

Self Respect
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5. Research Results  
 

5.1 Descriptive Analysis 
 

The first step towards the results analysis is to present the demographic data. The number of the 

respondents that took part in the survey was 148, but only 146 of them completed the whole survey 

and answered every single question. All of the participants were Facebook users that have liked the 

Starbucks page. Out of the 146 respondents, 97 of them were female and the rest 46 were male. The 

age of the participants varied from 19 to 56 years old. A generation analysis of the participants was 

conducted according to the generational labels given by Oblinger and Oblinger (2006),   can be seen 

on the following table (Table 2) and an extended table of the ages can be seen on the Appendix B. 

The majority of the participants are millennials (78,8%), followed by generation  Z (17,1%), 

generation X (3,4%) and baby boomers (0,7%). Taking into consideration that Starbucks became 

well known and expanded their network on the early 2000, and also the fact that Facebook opened 

to everyone on 2006, the generation distribution of the participants is justified. As expected the 

majority of Facebook users that in the same time are Starbucks fans, are between 22 and 36 years 

old. 

Generation Frequency Percent Cumulative percent 

Baby boomers (born from 1947 until 1964) 1 0,7 0,7 

Generation X (born from 1965 until 1980) 5 3,4 4,1 

Millennials (born from 1981 until 1994) 115 78,8 82,9 

Generation Z (born from 1995 and later) 25 17,1 100 

Total 146 100  

Table 2.  

 

When it comes to the nationalities of the participants, a big variety of nationalities was observed. 

The sample consist of people from different cultures and different continents. More specific there 

are 38 different nationalities. Among them there are mostly Greek (n=29), Danish (n=23), Dutch 

(n=15), German (n=10), Romanian (n=10), British (n=9), American (n=7) and many more. A 

detailed graphical depiction of the nationalities can be seen on the following graph (Graph 8).  
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Graph 8. Frequency of participants’ nationalities.  

 

In order to give a more qualitative dimension to the research, I incorporated also question that 

would give me a better insight regarding the users’ motives and reasons of using social media and 

engaging with brands on social media. The results are next to be analyzed. First in an attempt to 

prove the favorability of Facebook over the rest of social media among the users, the respondents 

were asked which their most favorite social media is. The result confirmed the favorability of 

Facebook and can been seen in the following table (Table 3) and graph (Graph 9).  

 

Favorite social media  

 

 

 Frequency Percent Cumulative 

Percent 

 

  Facebook 84 57,5 57,5 

Instagram 42 28,8 86,3 

Twitter 7 4,8 91,1 

Pinterest 3 2,1 93,2 

Other 10 6,8 100,0 

Total 146 100,0 
 

Table 3 & Graph 9. 
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Users were also asked to approximately state the average amount of time they spent weekly on 

social media. The majority of them (35.6%) stated that they are using social media for more than 

eight hours per week showing that a significant amount of users are devoted to social media. 

Detailed percentages for each category and a graphical prediction of the results can be seen on the 

following table (Table 4) and graph (Graph 10).  

 

 

 

 Weekly average hours spent on social media 

 

Hours spend on average 

weekly 

Frequency Percent Cumulative 

Percent 

 

Less than 2 hours 

2-4 hours 

21 

16 

14,4 

11,0 

14,4 

25,4 

4-6 hours 30 20,5 45,9 

6-8 hours 27 18,5 64,4 

8 or more hours 52 35,6 100,00 

Total 146 100,0  

Table 4 & Graph 10.  

 

 

Additionally the continuance of social media usage was also investigated. A massive number of 

62,3% of the users reported more than seven consecutive years of social media usage, followed by 

24,7% who have been using social media for 5-7 years, a 12,3% for 3-5 years and only a 0,7% for 

less than a year (Table 5). 

 

Continuance of social media usage 

 Frequency Percent Cumulative Percent 

 

Less than 1 year 

1-3 years 

3-5 years 

1 

0 

18 

1 

0 

12,3 

0,7 

0,7 

13,0 

5-7 years 36 24,7 37,7 

More than 7 years 91 62,3 100,0 

Total 146 100,0  

Table 5.  
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Wanting to get an understanding of the motives for using social media, the participants were asked 

to choose the four most common reason they use social media for. The majority of them is using 

social media for social interaction, passing time and entertainment and less for sharing information. 

The results can be summarized on the following table (Table 6).  

 

 

Reasons of using social media 

 

 Responses Percent of Cases 

N Percent 

Reasons of using social media 

Social interaction 118 20,13% 80,82% 

Passing time 101 17,23% 69,17% 

Entertainment 96 16,38% 65,75% 

Information seeking 65 11,09% 44,52% 

Relaxation 60 10,23% 41,09% 

Knowing about others 54 9,21% 36,98% 

Sharing information 47 8,02% 32,19% 

Convenience  45 7,67% 30,82% 

Total 586 100,0% 401,36% 

Table 6. 

The relationship between users and brands was also necessary to be investigated. A topic of interest 

was not only how many brand they follow on average on Facebook, but also the reasons they decide 

to like a brand page. A massive 52.74% likes 15 or less brands on Facebook and only 12.3% likes 

more than 30 brands on Facebook,  showing that although branding is of high importance for the 

companies, the consumers do not seem to be so engaged with brands yet. When the participants 

were asked to choose the two main reasons for which they follow brands, some interesting results 

came up.  Despite the low likeability of brands by users, it appeared that they are committed to 

brands on Facebook since when they decide to like a brand they mainly do it to support the brand 

(65%) and receive regular updates regarding it (69.1%) and they do not do it to try to benefit from 

discount, coupons (28%) or occasional contests (22.6%).  
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The vast majority of the participants (83,56 %)  responded that they have been aware of the brand 

for more than five years, which was also a precondition for the hypothesis testing. Only an 8,22% of 

the respondents were aware of the Starbucks for 3-5 years, and the same percentage was also not 

sure for how long they have been aware of the brand (8,22%).  

 

In an attempt to have a better overview of participants’ associations with Starbucks, an open ended 

question was used asking users to name at least one association they have with the brand. In order 

to be able to code the responses, all the answers needed to be read and common themes had to be 

found. The five associations that came up the most were coded and inserted in the statistic program. 

The majority of the respondents 30,2% associated Starbucks with good/quality coffee. Following by 

a small difference is nice/cozy place with 29,1% and expensive with 22,5%. Almost equal 

percentage of participants associate Starbucks with friendly staff 9,9% and work/study meeting 

8,3% (Table 7). 

 

Starbucks Associations  

 

 Frequency Percent Cumulative Percent 

 

Good/quality coffee 

Nice/cozy place 

55 

53 

30,2 

29,1 

30,2 

59,3 

Expensive 41 22,5 81,8 

Friendly staff 18 9,9 91,7 

Work/study meetings 

Total 

15 

182 

8,3 

100,0 

100,00 

 

Table 7.  

 

 

In order to determine the internal consistency of the dependent variable, a Cronbach’s Alpha 

analysis was necessary. The alpha coefficient of ten sub-dimensions of brand attitude is 0.93, 

suggesting that the items have relatively high internal consistency.  
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5.2 Hypothesis Testing  

 

Hypothesis 1: Users with a higher awareness of the brand hold a more positive brand attitude than 

users with low brand awareness.  

 

The first hypothesis that needs to be tested is that longer awareness of the brand will have a positive 

effect on users’ brand attitude. To test it, the relationship between those two variables needs to be 

determined. The method chosen for that was a one way ANOVA test. The independent and 

dependent variables are the ones mentioned above.  The descriptive results can be seen on the 

Appendix C and the ANOVA results can be seen on the following table (Table 8).  

 

ANOVA 

 Sum of 

Squares 

df Mean Square F Sig. 

Between Groups 6,347 2 3,174 3,248 ,042 

Within Groups 139,714 143 ,977   

Total 146,062 145    

Table 8.  

 

A one-way between subjects ANOVA was conducted to compare the effect of longer brand 

awareness on formation of brand attitude in more than 5 years awareness, 3-5 years awareness and I 

am not sure conditions. There was a significant effect of longer awareness on brand attitude at the 

p<0.05 level for the three conditions [F(2,143) = 3,248, p = 0,042]. Because statistically significant 

results were found, a Tukey post hoc test was conducted to compare each condition with each other 

(Appendix D).  

 

Post hoc comparisons using the Tukey HSD test indicated that the mean score for I am not sure 

condition (M = 3,08, SD = 0,79) was significantly different than the more than 5 years condition (M 

= 2,36, SD = 1,02) having a relative big effect ( eta squared= 0,42). However, the 3-5 years ago 

condition (M = 2,66, SD = 0,77) did not significantly differ from the more than 5 years and I am not 

sure conditions. We could conclude, that there is not significant difference in the brand attitude 

developed after a 3-5 years period of awareness or after a more than 5 years awareness of the brand. 

However, when users’ are unable to recall when exactly they became aware of the brand, an effect 
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in brand attitude can be noticed. This could possibly be interpreted as an awareness period that 

exceeds the 5 years by a lot, which would confirm the hypothesis. 

 

To help us on the hypothesis testing, a Pearson correlation analysis was conducted to examine 

whether there is a relationship between long time awareness and brand attitude (Appendix D). The 

results revealed an insignificant, weak in strength and positive relationship (r = 0.086, N = 146, p = 

0.3). Based on the complexity of the results, the Hypothesis 1 cannot be confirmed or denied, put it 

has to remain open for future research.  

 

 

Hypothesis 2: Users that often engage with social media develop more positive brand attitude than 

users who randomly engage.  

 

To test the second hypothesis a one way ANOVA analysis were conducted between the social 

media usage engagement and the brand attitude (Appendix E). The effect of engagement on brand 

attitude is significant since p<0.05 [F(3,142) = 12,12, p<0,001] and  the effect size is small  (eta 

squared=0,20) thus a Tukey post hoc test is also required. A summarized explanation of it can be 

seen on the following table (Table 9).  The homogenous subsets also have shown that one of the 

conditions is significantly different. Finally, the correlations analysis (Table 10) also proved that 

there is a moderate towards strong and positive relationship between those two variables (r=0,41, 

N=146, p<0,001). Concluding, hypothesis 2 is confirmed.  

 

Test p-value 

(sig) 

Significance (means 

comparison) 

  Means  

Very often vs often 1,0 No   Very often 2,14 

Very often vs sometimes 0,56 No  Often 2,14 

Very often vs rarely <0,001 Yes (very often <rarely)  Sometimes 2,71 

Often vs sometimes 0,13 No   Rarely 3,40 

Often vs rarely <0,001 Yes (often<rarely)    

Sometimes vs rarely 0,03 Yes (sometimes<rarely)    

Table 9.  
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Correlations 

 Social media activities 

engagement 

Brand attitude  

Social media activities engagement 

Pearson Correlation 1 ,413** 

Sig. (2-tailed)  ,000 

N 146 146 

Brand attitude  

Pearson Correlation ,413** 1 

Sig. (2-tailed) ,000  

N 146 146 

Table 10, **. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Hypothesis 3: Users that often engage with social media brand develop more positive attitude than 

users who randomly engage.  

 

Moving on testing hypothesis 3, the independent variable is engagement in social media activities 

regarding a brand and the dependent one is brand attitude. A one way ANOVA analysis was used. 

The effect of engagement in social media activities regarding brands on brand attitude is significant 

since p<0.05 [F (4,141) = 16,37, p<0,001] and  the effect size is small  (eta squared=0,31) thus a 

Tukey post hoc test is also required.  Due to the big volume of conditions, a visual summarized 

depiction of the p-values, the significance and the mean comparison follows on table 11. Both the 

rarely and the never conditions, are significantly higher than the rest of the conditions. The 

homogenous subsets (Appendix F) shows that there are significant differences among the 

conditions. As it is shown on table 12, there is a significant and positive relationship between those 

two variables. Thus Hypothesis 3 is confirmed.   

 

P-value, significance and mean comparison 

Test p-value (sig) Significance (means comparison)   Means 

Very often vs often 0,254 No   Very often 1,2 

Very often vs sometimes <0,001 Yes (very often<sometimes)  Often 1,82 

Very often vs rarely <0,001 Yes (very often < rarely)  Sometimes 2,48 

Very often vs never <0,001 Yes (very often<never)  Rarely 2,88 

Often vs sometimes 0,10 No   Never 3,20 
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Often vs rarely <0,001 Yes (often<rarely)    

Often vs never  <0,001 Yes (often<never)    

Sometimes vs rarely 0,15 No     

Sometimes vs never  0,03 Yes (sometimes<never)     

Rarely vs sometimes 0,15 No     

Rarely vs never  0,68 No     

Table 11.  

 

 

 

Correlations 

 Brandadditude2 Engagementsocialm

ediabrand 

Brand attitude  

Pearson Correlation 1 ,555** 

Sig. (2-tailed)  ,000 

N 146 146 

Engagement in social media brand 

activities 

Pearson Correlation ,555** 1 

Sig. (2-tailed) ,000  

N 146 146 

Table 12. **. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Hypothesis 4: The longer time users spend on social media, the more positive brand attitude they 

form.  

 

Hypothesis four is the longer social media usage and it was tested in the same way as the previous 

hypothesis. There were no statistically significant results between group means as determined by 

the one way ANOVA at the p>0.05 level [F (4,141) = 0,891, p = 0,471]. The correlation analysis 

also showed that there is a very weak relationship (r=-0,152) between those two variables, and 

surprisingly, there is a negative correlation, meaning that longer social media usage is linked with 

not so positive brand attitude. Thus the Hypothesis four is rejected.  

 

 

Hypothesis 5: Users who hold strong associations with the brand have more positive brand attitude 

compared to users with weak associations.  
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Up next is the fifth hypothesis that investigates the relationship between brand associations and 

brand attitude. This hypothesis was represented with an open ended question. Thus common themes 

had to be found and coded in order to proceed.  A one-way between subjects ANOVA was 

conducted to compare the effect of associations on formation of brand attitude in very strong, 

strong, medium strength, weak and very weak associations’ conditions. There was a significant 

effect of associations on brand attitude at the p<0.05 level for the three conditions [F (4,141) = 

11,597, p<0,001].  

 

Because statistically significant results were found, a Tukey post hoc test was conducted to compare 

each condition with each other (Appendix G). Post hoc comparisons using the Tukey HSD test 

indicated that the mean score for very strong associations (M = 1,00, SD<0.001), strong 

associations (M=2,08, SD=0,78) and medium strength associations (M=2,12, SD=0,772) conditions 

were significantly different than weak associations (M=3,13, SD=1,1154) and very weak 

associations condition (M = 2,99, SD = 0,941) even though it had a small effect ( eta squared= 

0,248). 

 

To clarify these results, a homogenous subset was conducted (Appendix G), which showed that 

there is a significant difference between the very strong and the very weak& weak associations.  

 

The correlation analysis as presented on the following table (Table 13), show that there is moderate 

towards strong relationship between the strong associations and the positive brand attitude (r=0,438, 

N=146, p<0,001). Concluding, hypothesis five is confirmed.  

 

Correlations 

 Brand 

associations 

Brand atitude 

Brand associations 

Pearson Correlation 1 ,438** 

Sig. (2-tailed)  ,000 

N 146 146 

Brand attitude 

Pearson Correlation ,438** 1 

Sig. (2-tailed) ,000 
 

N 146 146 

Table 13. **. Correlation is significant at the 0.01 level (2-tailed). 
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Hypothesis 6: Users who perceive social media as important part in their lives develop more 

positive brand attitude than users who do not. 

 

Sixth and final hypothesis is that brand attitude will be influenced by the perceived importance of 

social media in users’ life. An one way ANOVA test was conducted (Appendix H) that determined 

that there is a significant effect of the perceived importance on brand attitude at the p<0.05 level 

[F(4,141) = 11,082, p <0,001]. Post hoc comparisons using the Tukey HSD test indicated that the 

mean score for very important (M=1,91, SD=0,808) and important (M=2,30, SD=0,834) were 

significantly different from not important (M=3,46, SD=0,0,967) and not at all (M=3,15, 

SD=0,957), but had a small effect (eta squared=0,23).  Additionally the condition very important 

was different from the condition neutral (M=2,76, SD=0,969). The significant difference is also 

proven by the homogenous subsets. The correlations analysis, has proved that there is a significant 

and positive relationship between those two variables (r=0,485).  Thus, the hypothesis six is 

confirmed.  

 

 

5.3 Correlations Analysis   
 

In order to complete the analysis and also because I believe it is interesting to investigate the 

relationship among the independent variables a correlations analysis was conducted. The 

correlations analysis showed that there is a moderate positive and significant relationship (r=0,543, 

N=146, p<0,001) between the social media activities engagement and the social media brand 

activities engagement. This makes sense since in order to develop a strong engagement is social 

media brand activities the user needs to be engaged with the mean itself first. Furthermore, there is 

a moderate and significant relationship (r=0,538, N=146, p<0,001) between the engagement in 

social media activities and the perceived importance of social media in users’ life.   This aligns with 

the research results of Rauniar, Rawski, Yang and Johnson (2014), who argued that social media 

usage engagement is affected by the attitude that users hold regarding social media. In this case, 

users who hold a positive attitude towards social media, perceiving them as important for their 

lives, tend to engage more in social media activities.  The rest of the variables appear to have weak 

and insignificant relationships with each other, thus they consider to be independent. Considering 

the fact that the correlations that came up are moderate, there is not difficulty on examining their 
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impact on the independent variable and the possibility of a sampling error is not high (Blalock, 

1963).   The detailed results of the analysis can be seen on the following table (Table 13).  

  

Table 13.  

 

 

 

Correlations 

 Brand 

awareness 

Social media 

activities 

enagegment 

Social media 

brand 

activities 

engagement 

Length of 

social 

media 

usage  

Brand 

associations 

Importance 

of social 

media 

Brand  

awareness 

Pearson 

Correlation 

1 -,018 ,047 -,133 ,197* ,053 

Sig. (2-tailed)  ,829 ,577 ,109 ,017 ,528 

N 146 146 146 146 146 146 

Social media 

usage 

enagegment 

Pearson 

Correlation 

-,018 1 ,543** -,105 ,210* ,538** 

Sig. (2-tailed) ,829  ,000 ,206 ,011 ,000 

N 146 146 146 146 146 146 

Engagement 

in social 

media brand 

activities  

Pearson 

Correlation 

,047 ,543** 1 -,214** ,263** ,472** 

Sig. (2-tailed) ,577 ,000  ,009 ,001 ,000 

N 146 146 146 146 146 146 

Length of 

social media 

usage 

Pearson 

Correlation 

-,133 -,105 -,214** 1 ,010 -,168* 

Sig. (2-tailed) ,109 ,206 ,009  ,908 ,043 

N 146 146 146 146 146 146 

Brand 

associations 

Pearson 

Correlation 

,197* ,210* ,263** ,010 1 ,297** 

Sig. (2-tailed) ,017 ,011 ,001 ,908  ,000 

N 146 146 146 146 146 146 

Importance 

of social 

media 

Pearson 

Correlation 

,053 ,538** ,472** -,168* ,297** 1 

Sig. (2-tailed) ,528 ,000 ,000 ,043 ,000  

N 146 146 146 146 146 146 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 
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6. Conclusions 
 

The purpose of this research was to investigate the influence that social media exert during the 

formation of brand attitude. More specific, this issue was examined through Facebook and the effect 

it has on the fans of Starbucks. After establishing the research question, the development of a 

conceptual model was necessary that would give a better structure to the research. For the 

construction of this model theories of Keller (1993), Aaker (1991), Akar & Topcu (2001) were 

mainly used. To answer my research question six different hypothesis were established. Each one of 

them represented a different independent variable that influenced the dependent variable. The 

hypothesis were created after an extensive literature research regarding authors and articles that 

have already dealt with marketing and branding issues both on social media but also on traditional 

channels and have tried to answer the question of what factors affect brand attitude and how social 

media influence the development of brand attitude [Aaker (1991), Akar & Topcu, (2001), Hutter et 

al. (2013), Keller (1993), Kotler &Keller (2012), Miller (1976), Zajonc (1968)]. Brand attitude was 

set as the depended variable, and was measured with the help of Keller’s (2001) theory by a five 

point Likert scale. The relationship between the independent and dependent variables gave a clearer 

insight on how brand attitude is influenced.  

 

The research sample includes 146 respondents between the ages of 19 and 56. The vast majority of 

the respondents (95,9%) belongs in the age group between 22 and 26- the age group that uses social 

media the most.  The results showed that indeed there is a relationship between brand attitude and 

five of the independent variables. More specifically, brand awareness, engagement is social media 

activities and also brand related activities, brand associations and perceived importance of social 

media have a positive connection with brand attitude. The correlations of these variables were 

positive, indicating a positive relationship with brand attitude. The variable called “length of social 

media usage” was the only one with a negative correlation, indicating a negative relationship 

between length of usage and brand attitude.  

 

The assumption that users with a higher awareness of the brand will have a more positive brand 

attitude, has been rejected based on the results of this research. Although brand attitude appeared to 

have a positive relationship with brand awareness, which sides with the theory of Keller (1993) who 

argued that brand awareness is the first step towards the development of brand attitude, there was 



53 
 

not enough differentiation among the various levels of awareness and brand attitude that could 

confirm the hypothesis.  The result that distinguished was the lack of ability to recall when the users 

became aware of the brand, which could be interpreted in more than one ways.  The complexity of 

the results lead to the development of a recommendation for future research.  

 

Regarding the social media usage, two hypothesis were made related to the engagement in social 

media activities and engagement is social media brand activities. Both of them were confirmed with 

the findings of this research. Users who appear to engage often in both types of activities proved to 

have a more positive brand attitude compared to users that randomly engage.  

 

Moving on, the four hypothesis which claimed that longer social media usage will have a positive 

effect on brand attitude gave some pretty interesting results. Not only had the hypothesis rejected, 

but it revealed a negative relationship between those variables, meaning that the longer social media 

usage lead to the development of a negative brand attitude. This is contradictory with Zajonc’s 

(1968) theory but it is justified  by Miller’s  (1976) research who argued that overexposure to a 

stimuli can affect brand attitude in a negative way.  

 

The importance of brand associations during the formation of brand attitude was ratified by both 

Aaker (1991) and Keller (1993). Thus, in order to get a better overview of not only the strength but 

also the kind of associations that users have, an open ended question was used. After summarizing 

and analyzing the results, the hypothesis was confirmed. The correlations analysis showed that there 

is a positive, medium towards strong relationship between the brand associations and the brand 

attitude.  

 

The last hypothesis was based on the claim on Akar and Topcu (2001), that the perceived 

importance of social media affects the formation of brand attitude. My research also confirmed their 

theory. The more important users believe social media are in their life, the more positive attitude 

they developed toward the brand.  

 

In addition to the hypothesis testing, this research provided some interesting findings. During the 

implementation of this research, I argued that Facebook is the most favorable social media, fact that 

confirmed also through the results, with 57,5% of the respondents naming Facebook as their 
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favorite social media.  The reasons people use Facebook was also part of the research. The majority 

of the participants are using Facebook for social interaction (20,13%), passing time (17,23%) and 

entertainment (16,38%).  These results agree with Madrigal’s (2013) perspective regarding the 

reasons for using Facebook.  

 

Overall, the findings emphasize the strong influence that social media have during the formation of 

brand attitude. The effect of social media varies among users and it depends on a number of 

variables like engagement with social media, perceived importance of social media and length of 

social media usage. Moreover, factor such as the level of brand awareness of users, and existing 

brand associations also influence the formation of brand attitude. The results of this research also 

confirm the great length of penetration of social media in people’s lives. This is expressed by the 

big amount of time that users spent on social media, and by the increased number of social media 

that they use. When it comes to the user-brands relationship on social media, it appears that even 

though users are engaged with a small number of brands, they seem to be driven by interest for the 

brand and desire to support it, rather than expecting to have an actual gain like a discount or a 

coupon. 

 

The importance of social media should be acknowledged by the companies, which should not only 

monitor them, but should also try to find a way to influence their target group through them, by 

developing new communication and marketing strategies. Based on the finding of this research, 

companies should aim to create strategies through which they can increase users’ engagement with 

social media in order to influence users’ brand attitude. Additionally, companies should try to build 

strong brand related associations in consumers’ mind. Unique and strong brand associations will 

influence the development of brand attitude, build a competitive advantage for the company and 

cause an increase on brand equity.  According to Keller’s (2001), customer based brand equity 

pyramid, the development of a strong and positive brand attitude is the third step towards the 

development of brand equity. Only by succeeding in this, the brands can form a strong relationship 

with the consumers that will lead to the ultimate goal of every brand, the increase of their brand 

equity.  
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7.  Limitations and recommendations  
 

 

An important part of this research are the given limitation and recommendations for future research. 

In order to conduct this research a quota sampling technique was used. This means the chose 

sample had some specific characteristics. In this case the participants were required to be Facebook 

users and additionally fans of Starbucks. Furthermore, although the survey was first posted to 

several independent Starbucks fan pages on Facebook, it was also sent to all my friends that have 

liked the page of Starbucks, and they were also asked to forward it on their friends with the same 

characteristics. I assume that this action, has possibly caused a snowball effect, which I was unable 

to verify or control since I did not know if actually the selected participants forwarded it and if the 

potential new receivers of the survey decided to take it. This technique was acceptable for 

researching this specific group of Facebook users and in the same time Starbucks fans, but under no 

circumstances could be generalized for the whole population of Facebook users or for the Starbucks 

fans. A suggestion for a future research would be to obtain results from completely independent 

participants, avoiding this way the snowball effect and also include non-fans but social media users 

to get a better overview of the social media influence on both groups.  

 

Even though the purpose of this research was to examine the influence of social media during the 

development of brand attitude, only a single social media (Facebook) was used, out of the great 

number of different social media that exist. Moreover, a single brand was chosen (Starbucks), 

which represents the category of coffee and snacks and could be considered as a low involvement 

category (Petty and Cacioppo, 1986). This means, that consumers develop their attitudes based 

more on their associations and on perceived stimuli, rather than carefully considering all the 

available information. Therefore, consumers could be more influenced by social media in this case, 

compared to having to formulate an attitude for a high involvement decision. Hence, this results 

cannot be generalized for every social media and every product category. Future researchers could 

possibly include more social media and more brand categories in order to get more generalized 

results.  

 

During the development of the survey, every possible effort was made to create a survey that would 

not make the participants feel restrained, would give them enough space to express their opinion 

and would not cause any kind of appropriation issues. Despite that, there were reported cases that 
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participants felt that there was a gender appropriation and a lack of ability to freely express 

themselves, which lowered the response rate.  Future researchers should take that into consideration 

while developing a survey and formulate the structure of the questions in a different way in order to 

avoid those issues.  

 

In relation to the rejection of two hypothesis, two remarks need to be made. Firstly, the results for 

the effect of long time awareness were complex. There was a positive relationship between longer 

awareness and brand attitude but with not enough differentiation to confirm the hypothesis. This 

could be a result of how relative close were the possible answers (3 to 5 years, 5 or more, not sure 

how many years), that did not allow the answers to differentiate enough. The result that was 

differentiated enough was when users could not recall the duration of brand awareness. This could 

possibly be translated to “I am aware of the brand for so long that I do not even remember when it 

first happened” and in that case it could lead to confirmation of hypothesis. For this reason, on a 

future research the possible answers could be formulated in a different way and more clear and 

accurate results could emerge.  

 

In this master thesis only the number and the strength of brand associations were researched. This 

method was based on the argument that more brand associations will lead to a stronger brand which 

consequently implies the establishment of a positive brand attitude (Krishnan, 1996).  Under the 

restriction of time for writing this thesis, these were only two of the features of brand associations 

that were researched. In order to get a more complete view of the how brand associations influence 

brand attitude, additional associations features should be taken into consideration. These features 

include the relationship among the associations and the importance of associations which derives 

from the direct or indirect connection with the brand. All those elements could lead to a more 

complete conceptual model for measuring brand associations.  

 

Finally, the hypothesis of longer social media usage was rejected but its rejection was justified by 

Miller’s theory (1976) about the negative effect of overexposure on the development of brand 

attitude. Thus, on a potential future research the maximum level of exposure in order to have a 

positive effect on brand attitude could be investigated.   
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Appendices  
 

 

Appendix A:  Questionnaire 

 

1) How old are you? 

2) What is your gender? 

3) Which is your nationality?  

4) What is your favorite social media application?  

1-Facebook, 2-Instagram, 3-Pinterest, 4-Twitter, 5-Other 

5) Why do you use social media for? (Choose the 4 more important)  

1-social interaction, 2-information seeking, 3-passing time, 4-entertainment, 5-relaxation, 6-

knowing about others, 7-convenience, 8- sharing information.  

6) How many hours do you approximately spent on the social media during the week? 

(Assumption is: longer social media usage more influenced).  

1-less than 2, 2-2 -4, 3-4-6, 4-6-8, 5-8 or more.  

7) How long have you been using Facebook? (assumption is: longer social media usage more 

influenced) 

1-less than 1 year, 2-1-3 years, 3-3-5 years, 4- 5-7 years, 5-more than 7 years 

Engagement is social media activities questions 7 till 13 –reasons types and frequency of social 

media usage, possible answers are:  1-very often (every day), 2-often (every couple of days), 3-

sometimes (every couple of weeks), 4-rarely (every couple of months), 5-never  

8) How often do you use social media?  

9) How often do you share content on social media?( includes uploading pictures, videos, 

music, etc)  

10) How often do you like-share-comment other users’ content? (includes pictures, status, 

videos, etc) 

11) How often do you use social media to socialize and/or network? 

12) How often do you use social media to collect information you might need? 

13) How often do you use social media to share your experience regarding a used 

service/product? 

14) How often do you actively participate in groups and/or fan pages?  
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Engagement is social media activities in regards to any brand (questions 14-19) with 4 questions  

possible answers are:  1-very often (every day), 2- often (every couple of days),  3- sometimes 

(every couple of weeks), 4-rarely(every couple of months), 5-never 

15) How often do you like/follow brand pages? 

16) How often do you share content regarding a brand?  

17) How often to you directly interact with a brand on Facebook? 

18) How often do you like brand posts on Facebook? 

 

19) How many brands do you approximately like on Facebook?  

1- less than 10, 2- 10 to 15, 3- 15 to 20, 3-20 to 25, 4-20 to 30, 5-more than 30 

20) Why do you choose to like a brand on Facebook?  

possible answers: 1-to support a brand I like, 2-to get a discount/coupon, 3-to participate in a 

contest, 4-to receive regular updates from the brands I like, 5-other 

21) How important are social media in your life? 

1-not at all, 2-not important, 3-neutral, 4-important, 5-very important 

22) When did you hear for the first time about the Starbucks? (assumption is: longer awareness  

stronger influence on attitude) 

1 is for 3-5 years ago, 2 is for more than 5, 3 is for I am not sure 

23) What do you associate Starbucks with? This includes associations with the physical stores, 

the products or the brand. Please write at least one association.  

 

Dependent variable   

24) Rate your agreement (or disagreement) with the following elements that compose our 

attitude towards Starbucks:  

Possible answers: 1-srongly agree, 2-agree, 3-neither agree nor disagree, 4-disagree, 5- strongly 

disagree 

 

My opinion regarding Starbucks is based on the following: 
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It is a better quality brand.  

The company is credible.   

I am interested on the product and might actually buy it.   

The brand is superior to others.  

 

Possible answers: 1-srongly agree, 2-agree, 3-neither agree nor disagree, 4-disagree, 5- strongly 

disagree 

 

Starbucks can create the following feelings to me: 

 

A sense of calm or peacefulness.  

A fun, playful, joyful feeling.  

Excitement and/or feeling cool.  

Safety, comfort, elimination of worries.  

Social approval by other people.  

Makes me feel better about myself. 
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Appendix B: Age Statistic Analysis 

 

Age 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

19 3 2,1 2,1 2,1 

20 6 4,1 4,1 6,2 

21 7 4,8 4,8 11,0 

22 9 6,2 6,2 17,1 

23 5 3,4 3,4 20,5 

24 11 7,5 7,5 28,1 

25 15 10,3 10,3 38,4 

26 14 9,6 9,6 47,9 

27 25 17,1 17,1 65,1 

28 6 4,1 4,1 69,2 

29 6 4,1 4,1 73,3 

30 6 4,1 4,1 77,4 

31 7 4,8 4,8 82,2 

32 3 2,1 2,1 84,2 

33 3 2,1 2,1 86,3 

34 5 3,4 3,4 89,7 

35 4 2,7 2,7 92,5 

36 5 3,4 3,4 95,9 

37 1 ,7 ,7 96,6 

38 2 1,4 1,4 97,9 

41 1 ,7 ,7 98,6 

51 1 ,7 ,7 99,3 

56 1 ,7 ,7 100,0 

Total 146 100,0 100,0  
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Appendix C: Descriptive analysis of ANOVA test (Hypothesis 1) 

 

 
Appendix D: Multiple comparisons, Tukey test & Correlations (Hypothesis 1) 

 

Multiple Comparisons 

Dependent Variable: Brand attitude   Tukey HSD 

(I) Brand awareness (J) Brand awareness Mean 

Difference 

(I-J) 

Std. Error Sig. 95% Confidence Interval 

Lower 

Bound 

Upper Bound 

1 3-5 years ago. 
2 More than 5 years ago. ,30601 ,29904 ,563 -,4022 1,0143 

3 I am not sure. -,41667 ,40353 ,558 -1,3724 ,5390 

2 More than 5 years ago. 
1 3-5 years ago. -,30601 ,29904 ,563 -1,0143 ,4022 

3 I am not sure. -,72268* ,29904 ,044 -1,4309 -,0144 

3 I am not sure. 
1 3-5 years ago. ,41667 ,40353 ,558 -,5390 1,3724 

2 More than 5 years ago. ,72268* ,29904 ,044 ,0144 1,4309 

 

 

Correlations 

 Brand awareness Brand attitude 

Brand awareness 

Pearson Correlation 1 ,086 

Sig. (2-tailed)  ,304 

N 146 146 

Brand attitude 

Pearson Correlation ,086 1 

Sig. (2-tailed) ,304  

N 146 146 

 

 

 

 

 

Descriptives 

 N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum 

Lower Bound Upper Bound 

1 3-5 years ago. 12 2,6667 ,77850 ,22473 2,1720 3,1613 2,00 4,00 

2 More than 5 years ago. 122 2,3607 1,02098 ,09244 2,1777 2,5437 1,00 5,00 

3 I am not sure. 12 3,0833 ,79296 ,22891 2,5795 3,5872 2,00 4,00 

Total 146 2,4452 1,00365 ,08306 2,2810 2,6094 1,00 5,00 
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Appendix E: One way ANOVA analysis (Hypothesis 2) 

 

Descriptives 

Engagement in social media activities/Brand attitude 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence Interval for Mean Minimu

m 

Maximu

m Lower Bound Upper Bound 

1,00 Very often/every day 28 2,14 ,901 ,170 1,79 2,49 1 4 

2,00 Often/everycouple of 

days 
60 2,14 ,907 ,117 1,91 2,38 1 4 

3,00 Sometimes/every 

couple of weeks 
38 2,71 ,654 ,106 2,50 2,93 2 4 

4,00 Rarely/everycouple 

of months 
20 3,40 1,188 ,266 2,84 3,96 2 5 

Total 146 2,46 ,990 ,082 2,30 2,62 1 5 

 

ANOVA 

 

 Sum of Squares df Mean Square F Sig. 

Between Groups 28,953 3 9,651 12,118 ,000 

Within Groups 113,090 142 ,796   

Total 142,043 145    

 

 

Multiple Comparisons 

Tukey HSD 

(I) Engagement in social 

media activities 

(J) Engagement in social 

media activities 

Mean 

Difference (I-J) 

Std. 

Error 

Sig. 95% Confidence Interval 

Lower Bound Upper Bound 

1,00 Very often/every day 

2,00 Often/everycouple of 

days 
,001 ,204 1,000 -,53 ,53 

3,00 Sometimes/every 

couple of weeks 
-,568 ,222 ,056 -1,15 ,01 

4,00 Rarely/everycouple 

of months 
-1,257* ,261 ,000 -1,94 -,58 

2,00 Often/everycouple of 

days 

1,00 Very often/every day -,001 ,204 1,000 -,53 ,53 

3,00 Sometimes/every 

couple of weeks 
-,569* ,185 ,013 -1,05 -,09 

4,00 Rarely/everycouple 

of months 
-1,258* ,230 ,000 -1,86 -,66 

1,00 Very often/every day ,568 ,222 ,056 -,01 1,15 
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3,00 Sometimes/every couple 

of weeks 

2,00 Often/everycouple of 

days 
,569* ,185 ,013 ,09 1,05 

4,00 Rarely/everycouple 

of months 
-,689* ,247 ,030 -1,33 -,05 

4,00 Rarely/everycouple of 

months 

1,00 Very often/every day 1,257* ,261 ,000 ,58 1,94 

2,00 Often/everycouple of 

days 
1,258* ,230 ,000 ,66 1,86 

3,00 Sometimes/every 

couple of weeks 
,689* ,247 ,030 ,05 1,33 

*. The mean difference is significant at the 0.05 level. 

 

 

Homogenous subtests 

Tukey HSD 

Engagement in social media activities N Subset for alpha = 0.05 

1 2 

2,00 Often/everycouple of days 60 2,14 
 

1,00 Very often/every day 28 2,14  

3,00 Sometimes/every couple of weeks 38 2,71 
 

4,00 Rarely/everycouple of months 20 
 

3,40 

Sig.  ,062 1,000 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 31,081. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not guaranteed. 

 

Appendix F: Homogenous subsets (Hypothesis 3) 

Homogenous subsets 

Tukey HSD 

 N Subset for alpha = 0.05 

1 2 3 4 

Very often/every day 10 1,20    

Often/everycouple of days 30 1,82 1,82   

Sometimes/every couple of weeks 42  2,48 2,48  

 Rarely/everycouple of months 49   2,88 2,88 

 Never 15    3,20 

Sig.  ,127 ,087 ,533 ,726 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 20,474. 
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 b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not guaranteed. 

 

Appendix G: One way ANOVA test (Hypothesis 5) 

 

Descriptives 

 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence Interval for Mean Minimum Maximum 

Lower Bound Upper Bound 

1 Very strong 2 1,00 ,000 ,000 1,00 1,00 1 1 

2 Strong 33 2,08 ,708 ,123 1,82 2,33 1 4 

3 Medium 53 2,12 ,772 ,106 1,91 2,34 1 4 

4 Weak 24 3,13 1,154 ,236 2,64 3,61 1 5 

5 Very weak 34 2,99 ,941 ,161 2,66 3,31 2 5 

Total 146 2,46 ,990 ,082 2,30 2,62 1 5 

 

 

ANOVA 

 

 Sum of Squares df Mean Square F Sig. 

Between Groups 35,162 4 8,790 11,597 ,000 

Within Groups 106,881 141 ,758   

Total 142,043 145    

 

 

Multiple Comparisons 

Dependent Variable: Brand attitude 

 Tukey HSD 

(I) Brand 

associations 

(J) Brand 

associations 

Mean Difference 

(I-J) 

Std. Error Sig. 95% Confidence Interval 

Lower Bound Upper Bound 

1 Very strong 

2 Strong -1,076 ,634 ,439 -2,83 ,68 

3 Medium -1,123 ,627 ,383 -2,86 ,61 

4 Weak -2,125* ,641 ,010 -3,90 -,35 

5 Very weak -1,985* ,633 ,018 -3,74 -,23 

2 Strong 

1 Very strong 1,076 ,634 ,439 -,68 2,83 

3 Medium -,047 ,193 ,999 -,58 ,49 

4 Weak -1,049* ,234 ,000 -1,69 -,40 

5 Very weak -,910* ,213 ,000 -1,50 -,32 

3 Medium 
1 Very strong 1,123 ,627 ,383 -,61 2,86 

2 Strong ,047 ,193 ,999 -,49 ,58 
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4 Weak -1,002* ,214 ,000 -1,59 -,41 

5 Very weak -,863* ,191 ,000 -1,39 -,33 

4 Weak 

1 Very strong 2,125* ,641 ,010 ,35 3,90 

2 Strong 1,049* ,234 ,000 ,40 1,69 

3 Medium 1,002* ,214 ,000 ,41 1,59 

5 Very weak ,140 ,232 ,975 -,50 ,78 

5 Very weak 

1 Very strong 1,985* ,633 ,018 ,23 3,74 

2 Strong ,910* ,213 ,000 ,32 1,50 

3 Medium ,863* ,191 ,000 ,33 1,39 

4 Weak -,140 ,232 ,975 -,78 ,50 

*. The mean difference is significant at the 0.05 level. 

 

 

Homogenous Subsets 

Tukey HSD 

Brand associations N Subset for alpha = 0.05 

1 2 

1 Very strong 2 1,00  

2 Strong 33 2,08 2,08 

3 Medium 53 2,12 2,12 

5 Very weak 34  2,99 

4 Weak 24  3,13 

Sig.  ,078 ,116 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 8,061. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not guaranteed. 

 

 

Appendix H: One way ANOVA test (Hypothesis 6)  

Descriptives 

 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence Interval for Mean Minimum Maximum 

Lower Bound Upper Bound 

1 Very important 32 1,91 ,808 ,143 1,62 2,20 1 4 

2 Important 64 2,30 ,834 ,104 2,10 2,51 1 4 

3 Neutral 33 2,76 ,969 ,169 2,41 3,10 1 5 

4 Not important 13 3,46 ,967 ,268 2,88 4,05 2 5 

5 Not at all 4 3,75 ,957 ,479 2,23 5,27 3 5 
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Total 
14

6 
2,46 ,990 ,082 2,30 2,62 1 5 

 

ANOVA 

 

 Sum of Squares df Mean Square F Sig. 

Between Groups 33,974 4 8,494 11,082 ,000 

Within Groups 108,069 141 ,766   

Total 142,043 145    

 

 

Multiple Comparisons 

Dependent Variable: Brand attitude  

 Tukey HSD 

(I)Importance of social media (J)Importance of social 

media 

Mean Difference 

(I-J) 

Std. 

Error 

Sig. 95% Confidence Interval 

Lower Bound Upper Bound 

1 Very important 

2 Important -,398 ,190 ,225 -,92 ,13 

3 Neutral -,851* ,217 ,001 -1,45 -,25 

4 Not important -1,555* ,288 ,000 -2,35 -,76 

5 Not at all -1,844* ,464 ,001 -3,13 -,56 

2 Important 

1 Very important ,398 ,190 ,225 -,13 ,92 

3 Neutral -,453 ,188 ,118 -,97 ,07 

4 Not important -1,157* ,266 ,000 -1,89 -,42 

5 Not at all -1,445* ,451 ,014 -2,69 -,20 

3 Neutral 

1 Very important ,851* ,217 ,001 ,25 1,45 

2 Important ,453 ,188 ,118 -,07 ,97 

4 Not important -,704 ,287 ,107 -1,50 ,09 

5 Not at all -,992 ,464 ,209 -2,27 ,29 

4 Not important 

1 Very important 1,555* ,288 ,000 ,76 2,35 

2 Important 1,157* ,266 ,000 ,42 1,89 

3 Neutral ,704 ,287 ,107 -,09 1,50 

5 Not at all -,288 ,501 ,978 -1,67 1,09 

5 Not at all 

1 Very important 1,844* ,464 ,001 ,56 3,13 

2 Important 1,445* ,451 ,014 ,20 2,69 

3 Neutral ,992 ,464 ,209 -,29 2,27 

4 Not important ,288 ,501 ,978 -1,09 1,67 

*. The mean difference is significant at the 0.05 level. 
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Homogenous subsets 

Tukey HSD 

Importance of social media N Subset for alpha = 0.05 

1 2 3 

1 Very important 32 1,91   

2 Important 64 2,30   

3 Neutral 33 2,76 2,76  

4 Not important 13  3,46 3,46 

5 Not at all 4   3,75 

Sig.  ,116 ,271 ,924 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 12,373. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not 

guaranteed. 

 

 

Correlations 

 Brand attitude Importance of social media 

Brand attitude  

Pearson Correlation 1 ,485** 

Sig. (2-tailed)  ,000 

N 146 146 

Importance of social media 

Pearson Correlation ,485** 1 

Sig. (2-tailed) ,000  

N 146 146 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

 

 


