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Summary 

It has become increasingly more important for companies to implement social media marketing in the 

last decade, because of the increased social media use amongst the population. Companies also have 

to invest more in social media as it is crucial for companies to understand what factors affect the 

attitude of the consumers towards social media marketing to be successful. 

This study was performed to increase the knowledge of how different factors affect brand 

engagement. We did this by using quantitative research with a questionnaire, data analyses, and 

support from previous studies. The regression analysis results revealed that the independent variables 

motivation/intention and user behavior had a significant effect on brand engagement. The user 

characteristics of trust and word of mouth were also found to have a mediating effect. 

The result of our thesis gives an understanding of the factors that affect brand engagement. It can be 

used by marketers that aim to increase the effect and success of their social media marketing. The 

thesis also suggests areas for further research.  
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Introduction and motivation 

In the last 20 years the internet has gone through a major change. With the change, new ways 

to communicate have sprung into life making it possible for people across the world to 

communicate with each other. New terms have been developed in the marketing industry 

with terms such as digital marketing, social media, and social media marketing. The digital 

evolution has changed the way firms communicate with their customers, by moving their 

advertising to social media which is a part of billions of people's daily life across the globe, 

and marketing through social media has given companies the opportunity to market their 

products or services at a lower cost than before. As people spend more and more time on 

social media, searching for information on products and services and experiences with 

companies, social media marketing has become an important part of any marketing plan.  

Theme 

Since the first social media platforms were launched, about three decades ago, social media 

has, with time, gained a wide acceptance (Icha & Agwu, 2015). In almost 20 years social 

media platforms have reached 4,67 billion users from all over the world (Datareportal, 2023). 

Social media networks therefore bring along the opportunity to communicate with the 

consumers on a more personal level (Assad & Gòmez, 2011). Data collected from SSB 

(2023), from the Norwegian population, shows an increase in social media use from 57% in 

2011 to 88% in 2022. In all age groups it was found that there are a higher number of female 

users on platforms like Snapchat, Facebook and TikTok (Statistisk Sentralbyrå, 2023). 

Because consumers now rely more on social media to make purchase decisions (Shankar et 

al., 2011, retrieved from Bala & Verma 2018) it is important for companies to engage with 

the users (Bala & Verma, 2018). 

Because of this, our aim in this thesis is to take a closer look at social media marketing and 

brand engagement. 

Problem and research question 

Based on the chosen theme of social media marketing and brand engagement we have 

formulated the following research problem: 

What factors affect consumers brand engagement towards social media marketing, and what 

is the effectiveness of the factors. 
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With this problem we want to investigate how the different platforms of social media affect 

the brand engagement and if there are other variables that have an impact on the engagement, 

for example demographic variables, user characteristics, user behavior, word of mouth and 

consumers motivation/intention, and last the characteristics of the social media platforms. 

Based on this problem we have chosen the following research questions: 

Which characteristics cause a significant effect on the brand engagement? 

Which variables affect the brand engagement the most, positive, and negative? 

Which platform, based on the data from the analysis done, would be the most suitable to 

focus a company's social media marketing on? 

Structure of the thesis 

This paper is separated into eight chapters including the introduction. The areas we will cover 

is described below:  

Chapter 2: Theory 

Based on our research problem and research question, we have in this chapter chosen to focus 

on the theory of marketing, digital marketing, social media marketing, Facebook, Instagram, 

TikTok, digital marketing’s influence on buyer behavior and digital marketing’s influence on 

brand engagement. 

Chapter 3: Conceptual framework 

In this part we will be going over the conceptual framework of our study. Here we will look 

at the conceptual models and the process of developing the hypotheses. 

Chapter 4: Method 

In this chapter, we will go into the methodological approach we have used to in our work 

with this thesis. This is where we will go into research design, choice of design and survey 

method, sample size, and the information gathering process. In this last part we will go 

further into the different variables we will be looking at during our analysis and the testing 

methods we are using. 

Chapter 5: Data 
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Here we will walk through the efforts made from harvesting the results of the questionnaire 

to finishing the last of the analyses. We will also be reviewing the processes surrounding the 

work of cleaning the data and our work with SPSS. 

Chapter 6: Results 

In this part of the thesis, we will present the results we have gotten from our analyses, and we 

will be testing our hypotheses. 

Chapter 7: Interpretation and discussion 

In chapter seven we will interpret and discuss the results of the analyses based on the 

literature. 

Chapter 8: Conclusion 

In the last chapter we will give a brief conclusion and summary of our research problem and 

questions. Here we will also look at practical recommendations as well as look at future 

research and limitations. 
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Theory 

In this chapter we present the literature that we are going to use as a basis for the rest of this 

thesis. We have chosen to focus on these main areas: marketing, digital marketing, social 

media marketing, Facebook, Instagram, TikTok, digital marketing’s influence on buyer 

behavior, and digital marketing’s influence on brand engagement. 

Marketing 

Marketing can be defined in different ways, but the definitions we have decided to use state 

that marketing is: “the process by which companies create value for customers and build 

strong customer relationships in order to capture value from customers in return” (Kotler & 

Armstrong, 2009, p.30), and “marketing is the process, which is used to determine what 

product or services can be of interest to customers” (Assaad & Gòmez, 2011, p.15). Both 

definitions show that the idea behind the process of marketing is to capture the customer's 

interest and by doing that create value for the customer that again will create value for the 

company. According to Kotler & Keller (2007), one of the most well-known definitions is: 

“Marketing is the social process by which individuals and groups obtain what they need and 

want through creating and exchanging products and value with others” (retrieved from Bala 

& Verma, 2018, p.327). This definition also builds on the same idea as the others with the 

thought of creating value.  

Marketing is a dynamic business activity that is constantly changing. And due to various 

reasons, such as technological change, economic recession, and dying industries and 

companies, the change has been dramatic the last few years. This has led today’s marketing 

executives to become even more market driven in their strategic decision making, meaning 

they work harder to acquire information about customers, products, the marketplace, and the 

environment (Bala & Verma, 2018). To meet the needs of customers more precisely and 

therefore be more successful, businesses must combine online marketing with traditional 

marketing according to Parsons et al. (1996) (retrieved from Bala & Verma, 2018) as online 

marketing is a powerful marketing tool for accomplishing success by increasing traffic and 

brand building (Song, 2011, retrieved from Bala & Verma, 2018). This has only become even 

more true as the internet has grown even more, making internet marketing even more popular 

than it was when it started in the beginning of the 1990s with text-based websites with 

product information to now selling products, information, software, advertising and so much 

more (Bala & Verma, 2018). 
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Digital marketing 

Marketing through the internet has been described as “achieving marketing objectives 

through applying digital technologies” (Chaffey et al., 2009, reetrieved from Bala & Verma, 

2018, p.323). Hence its name. Digital marketing consists of the use of online promotional 

techniques, like banner advertising, search engines, email, and links or services from other 

web sites to gain new customers. Digital marketing is the interconnection between the site 

portal, search engine, customers, partner sites, other site linking, B2B partners, outsource 

partners and more. Therefore, no matter what kind of marketing it is, it’s essential to have a 

large audience (Bala & Verma, 2018). It is the marketing services or products that use digital 

technologies such as the internet, mobile phones, display ads, or other digital mediums that is 

called digital marketing, and its development has changed the way businesses and brands do 

marketing (Desai, 2019).  

Encompassed in digital marketing is also all efforts that uses electronic devices or the 

internet, as well as channels that are non-internet, such as callback, mobile phones (SMS and 

MMS), and on-hold mobile ring tones that provide digital media (Desai, 2019). Digital 

channels such as social media, email, search engines, and their own websites are used by 

businesses to connect with potential and current customers (Desai, 2019). And it is the use of 

these various digital channels and tactics to connect with consumers online that defines 

digital marketing, which can also be referred to as “online marketing”, “internet marketing” 

or “web marketing” (Desai, 2019). According to Wind & Mahajan (2002) the ability to create 

virtual communities for consumers who share common interests is a unique aspect of digital 

marketing. This unique aspect comes from the fact that digital marketing is focused on how 

companies use digital media, mobile media, and the web to interact with their audience to 

achieve their marketing goals (Bala & Verma, 2018), which then again reaches a specific 

community of consumers who share the same interests. As a part of a broader relationship 

marketing strategy, companies systematically engage in multichannel relational 

communication, by sending personalized content to existing customers through separate 

channels, in an effort to build long-term, profitable relationships (Godfrey et al., 2011). 

Tools that business can benefit from when using digital marketing is search engine 

optimization (SEO), influencer marketing, search engine marketing (SEM), content 

automation, e-commerce marketing, campaign marketing, social media marketing (Bala & 

Verma, 2018, retrieved from Desai, 2019), content marketing and data-driven marketing 
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among others (Desai, 2019). Because of this, technology such as e-books, social media 

optimization, optical disks, e-mail direct marketing, games and display advertising has 

become more common (Bala & Verma, 2018, retrieved from Desai, 2019).  A digital 

marketing tool that has been tested and came out as successful in making sites more popular 

is the use of word of mouth (WOM) on social media (Trusov, 2009, retrieved from Bala & 

Verma, 2018). According to Bala & Verma (2018), word of mouth is known to increase the 

gain of new members and the level of traffic to a website, which in return increases a 

company’s visibility online. Other benefits that businesses can have from digital marketing is 

that it is cost effective and has a great commercial impact (Bala & Verma, 2018). Digital 

marketing is in theory powerful enough that it can initiate possibilities for both companies 

and governments to function more efficiently as well as helping revive the economy (Munshi, 

2012, retrieved from Bala & Verma, 2018). There are even firms in Singapore that testes how 

one can accomplish better results by using different digital marketing tools correctly (Teo, 

2005, retrieved from Bala & Verma, 2018). 

After recognizing the importance of social media, marketers have started investing 

significantly more financial resources in the development and implementation of it 

(Weinberg & Pehlivan, 2011; Zhao & Shu, 2010, retrieved from Tiago & Verìssimo, 2014). 

In a study done by Tiago & Verìssimo, 50% of the respondents said that digital advertising 

was a priority area of investments, showing that marketers have been investing more money 

in this area. 45% of the responding firms also stated that they intended to increase the number 

of employees that focuses on digital marketing, since the employees play a key role in digital 

marketing as it is the employees that implement the strategy of the firm (Tiago & Verìssimo, 

2014). This increase in the focus on digital marketing and social media comes from the rapid 

increase in the number of social networks that humans interact with. The growth of the web-

based platforms that facilitates for online social behavior has altered the nature of human 

activities, interactions, and habitats, making the social relationships from the “real” world 

shift to online and the virtual world, leading to online communities bringing people from all 

over the world together (Tiago & Verìssimo, 2014).  

As a result of technological growth and customers access to it, the customer has become 

empowered and is now in control of the interactive online media content and its 

communication. Marketers have therefore been forced to operate in a complex and changing 

world where they don’t fully control the media and its message. And again, becomes harder 

by the fact that the customer behavior is also changing as they are now more informed, loses 
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trust easier, and are more critical. Therefore, new knowledge, skills and approaches are 

required to understand the changes and the technology empowered marketing environment, 

as well as for comprehending and communication with customers (Bala & Verma, 2018). 

When making the decision to use digital media for the purpose of marketing in a firm 56% of 

the managers, in a study by Tiago & Verìssimo (2014) rated that the most important factor 

was the external competitive pressure. Which might be one of the reasons that when market 

managers fail to see the importance of the internet in their marketing strategy they will be at a 

disadvantage as the internet has changes both brand, distribution, pricing, promotion, and 

marketing strategies (Bala & Verma, 2018).  

According to Bala & Verma (2018), some examples of areas of opportunities where digital 

marketing has advantages is: 

- Digital marketing works in real time, as compared to traditional marketing where you 

need to wait a certain time frame before finding out the customers response. 

- Because of the advantage above, it is easier to see if a marketing campaign for a 

product is working based on real time feedback, and it is then possible to make 

appropriate changes, if necessary, which would not have been possible in traditional 

marketing. 

- It is hard for small retailers to compete with larger competitors in the market by using 

traditional marketing due to costs and strategy making expertise. However, with 

digital marketing you can reach the target audience through websites with better 

service assurance. 

- Businesses can make low-cost digital marketing strategies and replace the high-cost 

advertising methods of traditional marketing such as print media, television, 

magazines, and radio. 

- A business promotional idea has higher reach and coverage through digital marketing 

because it then can be seen in any part of the world with only one marketing 

campaign. 

- With digital marketing there is also an opportunity to create options to stimulate the 

targeted audience to make favorable actions, visit the website, learn about the product 

and service, make buying decisions and corresponding feedback. With this the 

marketer gets an effective opportunity to engage with the customer. 

- Brand development can be done better through digital marketing as a website that is 

well designed with quality information will target the customers and create value, and 
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by using digital marketing through websites and social media platforms the content 

and message is shared quickly to a larger audience. 

Social media marketing 

Social media has by Safko & Brake (2009, p.6) been defined as “activities, practices, and 

behaviors among communities of people who gather online to share information, knowledge, 

and opinions using conversational media”. Meanwhile according to Robinson (2007) “social 

media are the tools used for communication that have web 2.0 attributes – that is, they are 

participatory, collaborative, have knowledge sharing and user-empowering tools available in 

the Web” (retrieved from Erdoğmuş & Çiçe, 2012, p. 1354). In broad terms social media can 

be describes as “activities where people create content, share it, bookmark it and network at a 

phenomenal rate” (Bashar et al., 2012, p.89). Building on the same idea is Bashar et al. 

(2012) who described social media as a tool to share and discuss information, and as an 

online media that encourages members to give feedback and contribute. Social media is in 

marketing considered as a platform where people can share information and/or sentiments as 

well as build networks (Kaplan & Haenlein, 2010, retrieved from Li et al., 2021). According 

to Hamilton et al. (2016) social media has contributed to an increasing empowerment of 

customers as they have taken control of the marketing communication process, as well as 

they have become collaborators, creators, and commentators (retrieved from Li et al., 2021).  

Social media has existed for about three decades and has in that time gained wide acceptance 

(Icha & Agwu, 2015) since the first platforms were launched. Together the social media 

platforms have reached 4,76 billion users from all over the world in almost 20 years 

(Datareportal, 2023). By 2018, more than 3,196 million people used social media worldwide, 

a number which is believed to grow at 13 per cent every year (Cooper, 2018, retrieved from 

Belanche et al., 2018). Social media has created platforms to socialize, and marketing 

opportunities for organizational marketers in order to reach customers, make brands more 

visible and to promote products and services (Icha & Agwu, 2015). In a study by Burson-

Marsteller, a public relation firm, it was found that 86% of the 100 largest American 

companies on the Fortune 500 list use at least one social media site such as Facebook 

(Pradiptarini, 2011). Increasingly more companies are actively becoming involved in social 

media as shown in a report from Social Media Marketing Industry Report, which showed that 

64% of marketers spent 5 or more hours per week on social media, and that 39% spent 10 or 

more hours weekly (Stelzner, 2009, retrieved from Pradiptarini, 2011).  
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Bala & Verma (2018) talks about how Vogus (2011) determined that large companies regard 

social media sites as strategic tools, and that those businesses therefore hired people to 

specifically handle their social media pages. They also mention how Mangold & Foulds 

(2009) came up with recommendations on how social media should be seen as an integral 

part of any organization's integrated marketing strategy and should therefore not be taken 

lightly. Research done by eMarketer shows that consumers use social media to keep up with 

brands products and campaigns (Mangold & Foulds, 2009; Leggat, 2010, retrieved from 

Erdoğmuş & Çiçe, 2012). This shows that having updated and relevant content is one of the 

most important strategies to making a successful social media for a brand (Erdoğmuş & Çiçe, 

2012). Social media’s role has, from being a single marketing tool, evolved to being a 

marketing intelligence source as firms can observe, analyse, and predict the customers 

behavior through social media. It has therefore become progressively important for marketers 

to take advantage of social media in order to achieve a competitive advantage (Lamberton & 

Stephen, 2016, retrieved from Li et al., 2021). An advantage when advertising to younger 

people is to consider using entertainment as part of the advertising campaign as it has been 

shown that younger people choose social media based on the criteria of entertainment, 

meanwhile older people consider the information value (Belanche et al., 2018). Younger 

people may therefore favour advertisements that are presented through Instagram stories 

(Hsieh et al., 2012) or by following TikTok trends.  

According to Li et al., (2021) there are three fundamental shifts in the marketplace that is 

generated by social media: 

- First, social media gives customers and firms a way to connect that was not available 

before.  

- Second, the way customers and firms influence and interact with each other has been 

transformed by social media. 

- Third, managing customer relationships and strengthening decision making has been 

made increasingly feasible by the expansion of social media (Libai et al., 2010, 

retrieved from Li et al., 2021). 

Therefore, it is more important than ever to understand the antecedents of social influence as 

it is important knowledge since it can provide managerial guidance in regard to how to make 

virtual communities influential and useful for the participants (Dholaika et al., 2003). It has 

been found through research that the type of social media platform does not have any direct 
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impact on loyalty, but that it is the personal variables such as age and gender that makes the 

difference on loyalty to certain products (Belanche et al., 2018).  

“Social media marketing is the use of social media platforms and websites to promote a 

product or service” (Ibrahim & Ganeshbabu, 2018, p.120), it is also about “understanding 

how technology is making it easier for people to connect socially with their social networks 

and how your business can profit from that understanding” (Bashar et al., 2012, p.88). Social 

media is also a component of online marketing, and they are therefore often used for each 

other (Icha & Agwu, 2015). 

Using social media can bring along many advantages for a firm (Tiago & Verìssimo, 2014) as 

the internet is the fastest way to get more customers and their attention especially through 

social media (Icha & Agwu, 2015). And a key factor for online marketing to be successful is 

knowing which social media site is the target market for the company (Bala & Verma, 2018). 

Social websites make it possible for organizations, businesses, and individuals to interact and 

build relationships and communities online, giving the consumers the chance to interact 

directly with them (Ibrahim & Ganeshbabu, 2018). Social networks therefore bring along the 

opportunity to communicate with customers on a more personal level, which is hard to do by 

using traditional marketing (Assaad & Gòmez, 2011). Increasing the use of social media can 

create new opportunities for digital marketers to engage customers through digital platforms 

(Bala & Verma, 2018). And by doing this companies can increasingly involve the consumers 

in the advertising development process and in other marketing actions (Thompson & 

Malaviya, 2013). 

With the internet and online social media the customers way of looking for, assessing, 

choosing, and buying products and services has changed (Albors et al., 2008, retrieved from 

Alves et al., 2016). These changes give marketers new challenges and choices to make on 

how to operate and it also affects the marketing practice, strategy, and tactics (Thomas, 2007, 

retrieved from Alves et al., 2016). Along with the challenges comes benefits that companies 

can achieve from social media. They can gain a better understanding of the needs of their 

customers and build an effective relationship with them (Assaad & Gomez, 2011). Stelzner 

(2014) also argued in his report that two of the best benefits of social media marketing are the 

increasing exposure of the brand and the increased traffic (retrieved from Icha & Agwu, 

2015). These benefits might be the reason why in the last couple of years, the use of social 

media sites in companies marketing strategies has significantly increased (Pradiptarini, 2011). 
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Social media marketing is about driving traffic to your website and business through social 

sites such as Facebook, Instagram, Twitter, Pinterest, LinkedIn, Google and more. The 

content needs to be created and customized for the different social media platforms as good 

content often is shared and liked more. A company therefore needs to engage with the users 

(Bala & Verma, 2018). Managers will therefore seek out to take advantage of word of mouth 

(WOM) by establishing a critical mass of consumers that regularly interact with their brand 

on social media sites (Chatterjee, 2011). The change in marketing tactic might come from the 

fact that the markets are changing in relation to young audiences' access to social media, 

making it more important that people adopt strategic integration approaches into 

organization’s marketing communication plans (Rohm & Hanna, 2011, retrieved from Bala 

& Verma, 2018). Pradiptarini’s study from 2011 found that the effectiveness of social media 

marketing was highly influenced by the quality of the content/message, the company’s 

involvement, and its association with other platforms for marketing. Now a day, consumers 

want to have information about a product before making a purchase or engaging with a brand, 

social media makes it very easy to keep informing and to influence customers purchase 

decisions, especially since users often trust other consumers opinions more than the 

marketing strategies (Bashar et al., 2012). Kietzmann and Canhoto (2013) argued for the 

same, that customers feel more comfortable when it comes to the other consumers instead of 

paid advertisement. This can be seen with the use of word of mouth, which is very important 

in marketing, even more so in online marketing (Gruen et al., 2006, retrieved from Erdoğmuş 

& Çiçek, 2012) as the internet brings along the ability to reach out to billions of people across 

the world, and this has given word of mouth an even more powerful voice (Ibrahim & 

Ganeshbabu, 2018). 

To get a better understanding of what influences people to create content about a brand it is 

important to be aware of a consumer’s motive. In Bala & Verma’s (2018) study they found 

support of this in Chu (2011), who examined the connection between advertising response, 

Facebook brand related group participation, and the psychological factors of self-disclosure 

and attitudes among non-members and members of Facebook groups. Chu’s (2011) found 

that users who are members of Facebook groups are more likely to reveal personal data than 

non-members are. It was also found that people who are members of Facebook groups have a 

more positive attitude towards advertising and social media. A tool for making customers feel 

exclusive, social media can offer exclusive deals or offers, as well as exclusive content 

(Bashar et al., 2012). But for this to work the marketing managers must have an 
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understanding of the online social media marketing campaigns and programs that already 

exists, as well as knowledge on how to do it efficiently with performance measurement 

indicators (Bala & Verma, 2018). According to eMarketer (2013) firms have adopted social 

media for different marketing actions, for example branding, market research, customer 

relationship management, service provision, and sales promotion, because of various studies 

that have found results of positive implications of using social media in firms marketing 

strategies (retrieved from Alves et al., 2016). Meaning that there are several uses, for brands, 

of being active on social media.  

All these methods can be used to better communication between the firm and its customers, 

which again can help build stronger brand loyalty, way more so than traditional methods 

(Jackson, 2011; Kaplan & Haenlein, 2010, retrieved from Alves et al., 2016). Making and 

keeping brand loyalty is one of the most important tasks for marketers (Erdoğmuş & Çiçe, 

2012). The results from a study from Erdoğmuş & Çiçe (2012) shows how customer brand 

loyalty is positively affected when the brand offers relevant and popular content, when the 

brand offers advantageous campaigns, when brands appear on different platforms and when 

they offer applications on social media. In return for the company brand loyalty brings 

market share, sales revenues, profitability and contributes to growing or maintaining their 

position in the marketplace (Erdoğmuş & Çiçe, 2012). Social media helps firms build brand 

loyalty through community building and networking (McKee, 2010, retrieved from 

Erdoğmuş & Çiçe, 2012). The results of Erdoğmuş and Çiçe (2012) study shows that the 

most powerful drivers of brand loyalty are advantageous campaigns then followed by 

relevant content, popularity of that content among friends, using different social media 

platforms, and providing applications. And it is this unprecedented reach that social media 

has that makes firms increasingly rely on it as a channel for communication and marketing 

(Kumar et al., 2016). 

Facebook 

Facebook is a free online social network service which is part of the multinational technology 

conglomerate Meta Platforms. The company was founded and launched in 2004 (Icha & 

Agwu, 2015) by Mark Zuckerberg, Chris Hughes, Eduardo Saverin, and Dustin Moskovitz 

(Hall, 2022). Facebook has become the largest social network in the world (Hall, 2022) most 

likely due to its characteristics that has caused it to receive a wider acceptance compared to 

other social medias (Icha & Agwu, 2015). According to a study on the use of social media 
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platforms among adults in the United States by Hruska & Maresova (2020) Facebook, along 

with Instagram was the dominant social medias in 2018/2019. Which makes sense since 

according to Trusov et al. (2009) around 150 million internet users in the USA have a 

Facebook profile (retrieved from Campbell et al., 2014) and that was back in 2009 and 

Facebook has only gotten bigger since. As of 2021 the company had nearly three billion users 

and almost half of those were using Facebook every day (Hall, 2022). 

Facebook allows users to create profiles, upload photos and post content, join or start groups, 

and much more. People are also able to interact with other users’ content, as well as private 

message and chat, and as the company is a free service, they have turned to advertisements to 

earn most of their money (Hall, 2022). Facebook works very well as an advertisement site as 

it has extensive biographical and locational data in order to target more specific consumer 

groups (Campbell et al., 2014). 

According to Leibowitz (2018) Facebook had an advertising revenue of 6,820 million USD, 

which is an increase of 59% since 2015 (Leibowitz, 2018, retrieved from Belanche et al., 

2018), and 2,200 million active monthly users (Kallas, 2018, retrieved from Belanche et al., 

2018). According to Perrin & Anderson (2019) both Facebook and Instagram show a higher 

population of female users compared to male users (retrieved from Marengo et al., 2020). 

Instagram 

Instagram is a free online social media platform that is built around the concept of sharing 

photos and videos with your followers (Delfino & Antonelli, 2022). It was first launched in 

2010 (Delfino & Antonelli, 2022), but was later acquired by Facebook in 2012 (McLaughlin 

& Holak, 2017), meaning that Instagram also is a part of Meta Platforms. The platform is also 

a tool for businesses where they offer companies the opportunity to promote their products 

and brand, and as of April 2017, Instagram had over 700 million active users (McLaughlin & 

Holak, 2017). In 2014 when there were only 150 million users, over 90% of them were under 

the age of 35, which is one of the reasons why the platform is attractive for media, 

entertainment and apparel brands that focus on the age group 18–34-year old’s (Smith, 2014). 

Smith (2014) also found from Appdata that 68% of the users of Instagram were females. 

According to Belanche et al (2018) Instagram was found by recent research to be a powerful 

tool for reaching a younger audience and for increasing a brand's reputation (Sashitta et al., 

2016; Barry et al., 2016, retrieved from Belanche et al., 2018). According to Leibowitz 

(2018) Instagram has more than 1 million advertisers and more than 800 million active users 
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worldwide (retrieved from Belanche et al., 2018). Instagram is therefore not only one if the 

fastest growing social medias, but it is also a space where people spend longer periods of 

time (Sheldon & Bryant, 2016, retrieved from Belanche et al., 2018); according to Alter 

(2018) visitors stay 45 per cent longer on Instagram than on Facebook (retrieved from 

Belance et al., 2018).  

TikTok 

TikTok is a video-sharing application that gives users the ability to share and create short 

videos (Geyser, 2022). TikTok, unlike Facebook and Instagram has made it a priority to show 

you videos from creators you have never seen before, whereas the latter two mainly consists 

of posts from people or channels you already know (Chauhan, 2022). On TikTok you can 

find entertainment and dancing, but also educational content (Geyser, 2022). According to 

Choudhary et al., (2020) TikTok had more than 500 million users globally by the end of 2018 

and in line with the data collected by Apptopia, the app has been installed over 3 billion times 

(Iqbal, 2023). 

Some of the key features and capabilities of TikTok are: 
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Figure 1: "Key features of TikTok", 2022, Geyser W.( What Is TikTok? – Everything You Need to Know in 2023 

(influencermarketinghub.com)) 

Companies and small businesses have also taken to using TikTok to stand out, as it offers a 

unique way of engaging possible consumers. Because entertainment is one of the main 

reasons why people use TikTok, companies can stand out by publishing captivating content 

that hits the audience. As well as they can share educational content to enlighten the public in 

an entertaining way (Geyser, 2022). Some of the ways brands can leverage TikTok is: 

https://influencermarketinghub.com/what-is-tiktok/
https://influencermarketinghub.com/what-is-tiktok/
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Figure 2: "How Brand Can Leverage TikTok", 2022, Geyser W, (What Is TikTok? – Everything You Need to Know in 2023 

(influencermarketinghub.com)) 

By using brand takeovers, TikTok ads or posting videos of your product, there is a good 

chance that someone sees it and buy it (Chauhan, 2022). According an Adweek-Morning 

Consult survey 15% of all adults and 36% of Gen Z have made purchases based on TikTok 

(Lundstrom, 2021). The hashtag and phrase “TikTok made me buy it” has even become a 

social media trend (Chauhan, 2022) based around buying products that has been marketed, 

often by small businesses or by normal people on TikTok. 

Digital marketing’s influence on buyer behavior 

Purchase intention can be defined as “the decision to act of psychological action that shows 

an individual’s behaviour according to the product” (Wiest, 2011, retrieved from Ichah & 

Agwu, 2015, p.NA). This behavior that is performed by the customer has, with the recent 

technological developments, changed due to digital marketing. Some advantages that 

consumers now have from digital marketing is (Bala & Verma, 2018):  

- Consumers can stay updated on the product or service. 

- Higher engagement, through various activities, like visiting the website, reading 

information, making purchases, and giving feedback. 

https://influencermarketinghub.com/what-is-tiktok/
https://influencermarketinghub.com/what-is-tiktok/
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- Have access to clear information about products or services as the internet gives 

comprehensive information of the product to customers which they can rely on and 

make purchases based on. 

- It's easy to make comparisons with others, because of all the companies promoting 

their product or service with digital marketing, giving the customers an advantage as 

they can compare products and services from different suppliers, without having to 

visit many different stores. 

- Able to shop 24/7. 

- Share content of the product or service with others. 

- Enable instant purchase, meaning you can purchase a product or service instantly after 

watching the advertisement. 

With the new semantic analysis technologies, marketers can through this detect buying 

signals from the customers, for example content shared by people and questions that is posted 

online. Understanding these buying signals helps salespeople target relevant prospects and 

helps marketers do more targeted campaigns (Ibrahim & Ganeshbabu, 2018). It is the mental 

process of customers that gets affected by web experiences that can enhance their buying 

decisions online (Cetină et al., 2012, retrieved from Bala & Verma, 2018). One of these web 

experiences can be when social media network sites are easy to use, according to a study by 

Cha (2009) people are more willing to shop for items on social media if this is the case (Bala 

& Verma, 2018). A study by Shankar et al. (2011) reveals that promotion through social 

media such as Facebook, Twitter, LinkedIn, and Myspace has become more important as 

shoppers are relying more on them to make a purchasing decision (Bala & Verma, 2018). 

Over 80% of business managers have said that social media is now an integral part of their 

business, and retailers have seen an increase of 133% in revenues from social media 

marketing (Ibrahim & Ganeshbabu, 2018). This can be reflected in a study by Pradiptarini 

(2011), where participants were asked about the degree of influence between their 

activities/membership on social media and their buying decisions; 1% of the respondents 

reported being highly affected, meanwhile 20% were somewhat affected, 35% were neutral, 

12% were somewhat not affected, and lastly 31% were not affected at all.  

Digital marketing’s influence on brand engagement 

The digital marketing aims to get the consumers engaged. Digital marketing made it possible 

for companies to collaborate with consumers and create brand engagement (Febrian et al., 
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2020). The digital environment and interaction create a value process where the consumers 

develop brand engagement. Evidence has been found that digital influence has an impact on 

brand engagement, it was found that engagement is facilitated through social media, this 

contributes to explore the effectiveness social media has on creating consumer engagement 

(Jimènez-Castillo & Sànchez-Fernàndez, 2019). Brand engagement is also a problem in the 

digital marketing process when it comes to the digital communication that the customers are 

involved in (Febrian et al., 2020). The introduction of digital marketing is done to make 

customers involve or engage with the brands (Taiminen & Ranaweera, 2019). When using 

digital content marketing the aim is not necessarily at sales but rather to get the customers 

engaged on a long-term basis (Baumöl, Hollebeek, & Jung, 2016). Brand engagement needs 

to be seen as important by the companies because brand engagement means that the 

customers interact with the brands products (Hazari et al., 2016).  

Social media makes way for brand engagement, because of the possibilities of interactions 

and connectedness between the brands and consumers (Gòmez et al., 2019). Social media 

brand engagement is often described as including trust, commitment, involvement, and 

communication (Manser et al., 2017). “Brand managers can significantly improve the 

effectiveness of their brand engagement by enhancing the social media communications 

generated by their firms and users” (Gòmez et al., 2019, p.8). User generated content has a 

big impact on social media brand engagement (Gòmez et al., 2019).  

 

Conceptual framework 

In this chapter we will be going through the conceptual framework in our study. Here we will 

look at the conceptual model as well as be going through the hypothesis development process 

and the explanations behind each of our hypotheses. 

The conceptual model 

The conceptual model in this study aims to explain the purpose of our research as well as to 

help us build our hypotheses that we will use to answer the research question. Since our main 

ambition with this study is to investigate how marketing on different social media channels 

affects customers brand engagement, the conceptual map will help investigate whether trust, 

word of mouth, participation, openness, conversation, connectedness, community, gender, 
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age, or education have an impact on brand engagement. The conceptual model is built on the 

literature. 

 The purpose of the conceptual model is in our case to demonstrate how the independent 

variables, which are user behavior, characteristics of social media, motivation/intention, and 

usage affect the dependent variable, brand engagement. Also, the connections between trust, 

word of mouth, gender, age, education, and brand engagement.  

  

 

Hypothesis development 

The hypotheses in this study are based on the research questions presented earlier in the 

introduction. Together with the theoretical findings in the previous chapter, additional 

Figure 3 Hypothesis framework 1 

Figure 4 Hypothesis framework 2 
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literature and the research questions the hypotheses has been developed. We chose the 

hypotheses based on the following literature. 

Segmentation 

Both classic advertising research and recent social media studies has suggested that factors 

such as gender and age are factors that can alter commercial processing (Alalwan et al., 2017; 

Katz et al., 1974, retrieved from Belanche et al., 2018). In marketing, segmentation based on 

gender is already a key variable for shaping customers’ evaluation of services and products 

(Holbrook, 1986, retrieved from Belanche et al., 2018). A company can therefore better 

develop their brand by having a greater understanding of the segmentation variables, such as 

age, gender, occupation, or education, which have an impact on commercial processing. 

According to a study by Hruska & Maresova (2020), the use of social media decreases with 

age in adults in the United States. It was also found by Ilakkuvan et al. (2019) that a total of 

88% of 18-to-29-year-olds reported that they used social media, in comparison only 78-37% 

of older age groups reported the same (retrieved from Hruska & Maresova, 2020). The same 

study also found that people with higher education tend to use social media the most. Going 

back to look at age, Belanche et al. (2018) found that millennials tend to be more loyal to 

Instagram than Facebook. Based on the information above we have therefore made the 

following hypotheses: 

H1: Motivation/intention will have a positive or negative effect on brand engagement. 

H2: Usage will have a positive or negative effect on brand engagement. 

Social media characteristics 

Mayfield (2008) found five main characteristics for social media: Openness, Participation, 

Community, Conversation and Connectedness (retrieved from Chan-Olmsted et al., 2013). 

Participation can be seen as an action of interactivity (Chan-Olmsted et al., 2013), meanwhile 

conversation is the ability to have conversations on platforms (Pilch, 2009, retrieved from 

Chan-Olmsted et al., 2013). Connectedness is the “interpersonal community and general 

social ties” (Teixeira, 1992, p.36), while community is the possibility for people and 

organizations to communicate and identify with others, and lastly openness is the possibility 

for user feedback and participation by having few barriers to comment to access information 

(Chan-Olmsted et al., 2013). It is based on this information we have developed the next 

hypothesis: 
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H3: Characteristics of social media will have a positive or negative effect on brand 

engagement. 

User characteristics  

Based on research from both Jukka et al. (2018) and Buchanan (2020) engagement, usage 

frequency, trust, motivation, and preferences are the areas to focus on for user characteristics. 

Being a low or high “truster” makes a difference in how people are persuaded in the brand 

engagement and according to Tillery & McGill (2015) low “trusters” are more aware of a 

messages nature and believe that humans, more than partial humans, lack goodwill. They also 

mention that high “trusters” care less about who is trying to influence them, and they 

therefore respond similarly to human and anthropomorphized messengers. Yahia et al. (2018) 

found through literature reviews that trust plays a crucial role in stimulating online purchases 

(Wang et al., 2016; Cyr et al., 2010; Quelch & Klein, 1996, retrieved from Yahia et al., 

2018). Yahia et al. (2018) also found evidence of this is Featherman & Hajili (2015) where 

they found that trust is a crucial issue in online shopping as well as on social commerce 

platforms as the consumers capability to perceive as trustworthy and informative can create 

positive consumer engagement. Based on this argument we have developed these hypotheses 

to be tested: 

H4: User behavior will have a positive or negative effect on brand engagement. 

H5: Trust will have a mediating effect on the relationships between the independent variables 

and brand engagement. 

H6: Word of mouth will have a mediating effect on the relationships between the IVs and the 

DV, brand engagement. 

 

We also developed the following hypotheses based on the studies who found differences in 

age, gender, education, and occupation towards social media to test for moderation: 

H7: Age has a moderating effect on the relationships between the IV’s and the DV. 

H8: Gender has a moderating effect on the relationships between the IV’s and the DV. 

H9: Education has a moderating effect on the relationships between the IV’s and the DV. 

H10: Occupation has a moderating effect on the relationships between the IV’s and the DV. 
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Method 

In this chapter we explain the methodological approach of our thesis. First, we are going to 

present what a methodological approach is before we explain what our choice of approach is. 

Afterwards we are going to clarify how we have collected our quantitative data in order to get 

the best possible results for our analysis. Furthermore, we are going to distinguish between 

quantitative and qualitative methods before we describe how we are doing our analysis. Then 

in the end we are going to evaluate the data’s validity and reliability in addition to 

considering some ethical considerations. 

Research Design 

After coming up with the research problem we had to consider how we wanted to perform 

our study to answer our research problem and our research questions. It is the choice of 

research perspective and how one approaches theory and empiricism that determines whether 

one needs quantitative or qualitative data to illuminate and answer the questions. The type of 

data we then need determines whether we must choose a qualitative or quantitative method to 

collect and analyze the data.  

The aspects that differ from each other when it comes to quantitative and qualitative research 

is that quantitative research can be defined as “an inquiry into a social or human problem, 

based on testing a theory composed of variables, measured with numbers, and analyzes with 

statistical procedures, in order to determine whether the predictive generalization of the 

theory hold true” (Creswell, 1994, p.1-2, retrieved from Sogunro, 2002, p.3). Quantitative 

research can also be defined as “empirical research where the data are in the form of 

numbers” (Punch, 1998, p.4, retrieved from Sogunro, 2002, p.3) or as “the collection of 

numerical data in order to explain, predict and/or control phenomena of interest” (Guy & 

Airasian, 2000, p.627, retrieved from Sogunro, 2002, p.3). 

Qualitative research on the other hand can be defined as “an inquiry process of understanding 

a social or human problem, based on building a complex, holistic picture, formed with words, 

reporting detailed views of informants, and conducted in a natural setting” (Creswell, 1994, 

p.1-2, retrieved from Sogunro, 2002, p.3). Qualitative research can also be defined as 

“empirical research where the data are not in the form of numbers” (Punch, 1998, p.4, 

retrieved from Sogunro, 2002, p.3) or as “the collection of extensive data on many variables 

over an extended period of time, in naturalistic setting, in order to gain insights not possible 
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using other types of research” (Guy & Airasian, 2000, p.627, retrieved from Sogunro, 2002, 

p.4). 

The main difference between quantitative and qualitative research is that quantitative 

research relies much on numerical data and statistical analysis, while qualitative research 

doesn’t have much use of numerical data, and rather relies on verbal data and subjective 

analysis (Gall et al., 1999, retrieved from Sogunro, 2002). 

After choosing between a quantitative and qualitative research method, we must also look at 

which approach to take. Here we can choose between an inductive approach or a deductive 

approach. The difference between these is if the reasoning goes from general to specific or 

the other way around. The inductive approach means going from general theories to specific 

observations, while deductive approaches imply forming a specific conclusion from general 

premises (Dictionary, 2021).  

Furthermore, we also have to choose between descriptive research and explanatory research. 

“The object of descriptive research is to portray an accurate profile of persons, events or 

situations” (Robson, 2002, p.59, retrieved from Saunders et al., 2009, p.140). Descriptive 

research can be an expansion of, or precursor to, a part of exploratory research or explanatory 

research. It is important to have a clear understanding of the phenomena before the collection 

of data (Saunders et al., 2009). 

“An explanatory study is a valuable means of finding out what is happening, to seek new 

insights, to ask questions and to assess phenomena in new light” (Robson, 2002, p.59, 

retrieved from Saunders et al., 2009, p.139). Exploratory research is helpful if the point is to 

clarify the understanding of a problem, for example if you are unsure of the nature of a 

problem (Saunders et al., 2009). There are three principal ways to perform exploratory 

research, the first one is to do a literature search, then one must interview experts on the 

subject before one in the end perform focus group interviews (Saunders et al., 2009). When 

performing exploratory research, you must be prepared to change the direction of the research 

if new data and insights presents (Saunders et al., 2009). 

“Studies that establish causal relationships between variables may be termed explanatory 

research” (Saunders et al., 2009, p.140). Explanatory research involves studying a problem or 

situation to be able to explain the relationship between the variables (Saunders et al., 2009). 

Most management and business research data that is collected with questionnaires will be 

used for explanatory research (Saunders et al., 2009). 
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Choice of research design and survey method 

As our research problem is what factors affect consumers brand engagement towards social 

media marketing, and what is the effectiveness of the factors, we decided to use a quantitative 

research approach for this study because of Punch (retrieved from Sogunro, 2002) and Guy & 

Airasian (retrieved from Sogunro, 2002) definitions. Because we are using a data collection 

technique that goes as passive interaction, as it is a questionnaire, our focus is on collecting 

data. The questionnaire is aimed at a large population, and we are going to use a statistical 

analysis. Our research findings are also deductive through inference from data characterizing 

it as quantitative research. The reason it has a deductive approach is because we first make up 

hypothesis based on general premises, then we test the hypothesis, and based on the test we 

form a conclusion about the hypothesis. 

This study also has exploratory research since we aim to provide new insights on social 

media marketing. Exploratory research explains the new phenomenon of how social media 

influences a customer’s brand engagement. 

Sample Size 

Before going ahead with the data collection, it is necessary to choose who we are going to 

study. This means who we want to send out our survey to so that we get the information we 

wish to receive. In our case, as we are doing a study, our aim is to get around 500 people to 

respond as it is not an advantage to have too big or too small of a sample size since that can 

create different types of problems for the study such as time consuming or use of wrong 

respondents, or missing out on valuable insights (Quantilope, 2022). As the sample size of a 

quantitative study is the amount of people that complete the survey, it also represents a 

sample of the target audience in which we are interested (Quantilope, 2022), the number 500 

is therefore our sample of the target audience that we worked out with our supervisor. The 

extent of the sample size should be determined so one is sure that the quantitative data from 

the survey is reflective of the target population, and that the decisions made based on research 

have a solid foundation (Quantilope, 2022). The choice of a sample size of 500 came because 

it is an ambitious number we hope to achieve since there will always be inadequate answers 

and outliers that will be removed during the analysis. 
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To find out what the correct sample size is for the study, there are some variables to keep in 

mind like population size, confidence interval, confidence level, standard deviation, 

population variability and project scope. To make an ideal sample size you should use a 

random sample of people that fit in the group of people you are interested in using. Since it is 

almost impossible to interview all people in the interesting group of people confidence 

intervals is helpful, before starting the research it should be decided how large margin of 

error that will be allowed between the mean number of the sample and the mean number of 

the total population of the group. The confidence level shows how likely it is, if the study was 

repeated several times with other random samples, that the results would fall in the same 

confidence interval. The confidence level chosen depends on whether the study demands a 

level that is almost completely reliable, or it would be fine to accept a broadly accurate set of 

data. The standard deviation tells you how much the results can vary from the mean number 

and from each other, if it is high, it means that it is a wide range of responses to the research 

questions and if it is low, it means that the response is more like each other and the mean 

number. A standard deviation of 0,5 is a good level to have to make sure that you have a 

large enough sample size.  

If you know something about your targeted population, you should see in what degree their 

opinions vary, population variability. The objectives and scope of the research will influence 

how big the population sample is. (Quantilope, 2022) 

It is important in a market research project to consider the sample size. A correct sample size 

will result in findings that can be used confidently when putting them into actions. Many 

factors are involved when determining the sample size like z-scores, confidence level, 

standard deviations, and margins of error. (Quantilope, 2022) 

The information gathering process 

For us to get the answers we are looking for in this thesis, we decided to a quantitative 

method by doing a survey to collect data as well as using literature to build our reasoning and 

find additional information surrounding our research problem. In our work we have chosen 

some areas to focus more on, such as segmentation of users and characteristics of users as 

well as we have chosen some subcategories under both to focus extra on, in order to get the 

data we need to do our analysis. 

To properly collect the data, we published our survey on our Facebook walls, had our 

mothers share it on their walls, sent it to work chats, published it on the Facebook and 
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messenger groups of our sports teams, published it on the universities Facebook page, shared 

it on the Facebook page “Survey Sharing – Survey Exchange/Swap – Find More Survey 

Participants”, shared it on “Surveyswap” and on “surveycircle”, and shared it on LinkedIn. 

We also asked people to share it with their networks as well. 

Segmentation of users 

For segmentation of users, we decided based on the literature in the theory chapter as well as 

the literature in the hypotheses chapter, that our focus areas was going to be on age, gender, 

occupation, and education. Reasons for choosing age and gender are because there are studies 

that are both recent social media studies as well as classic advertising research that has 

suggested that these factors can alter a person’s commercial processing (Alalwan et al., 2017; 

Katz et al., 1974, retrieved from Belanche et al., 2018). Another reason for choosing gender 

is because gender can play an intricate part in a customers’ evaluation of products and 

services as it is considered a key segmentation variable in marketing (Holbrook, 1986, 

retrieved from Belanche et al., 2018). Companies and advertisers can therefore, by 

understanding the differences in gender, develop more precise marketing and segmentation 

strategies that can better meet customers’ needs (Lee, 2011; Shi et al, 2016; Zhang et al., 

2015, retrieved from Belanche et al., 2018).  

We decided to segment based on age because there are several studies that show the effect 

age can have on use of social media. A study from Hruska & Maresova (2020) shows that 

among adults in the United States, social media use decreases with age. Which also lines up 

with what we have experienced ourselves. This means that we can get quite different results, 

depending on who our respondents are. Therefore, we must take that into account when 

looking at our results later in the thesis.  Based on our networks, chances are big that our 

respondents will be young adults in the age group 20-24. This might even be a good thing as 

another study by Ilakkuvan et al. (2019) found that a total of 88% of 18-to-29-year-olds 

reported using social media, in comparison to 78-34% of older age groups (retrieved from 

Hruska & Maresova, 2020). The same study also showed that people with higher education 

are amongst the segments that use social media the most, which is why we have chosen to ask 

about education level in our questionnaire. Another reason we chose to look at age is because 

Belanche et al., (2018) found that millennials tend to be more loyal towards Instagram 

compared to Facebook, which might be another aspect that can affect the results of our study, 

as well as older people tend to be more concerned about manipulation of advertisements 

(Gregorio & Sung, 2010). 
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Characteristics of social media  

For studying the characteristics of social media, we decided to use the five characteristics of 

social media found by Mayfield (2008), which are Openness, Participation, Community, 

Conversation and Connectedness (retrieved from Chan-Olmsted et al., 2013). We will be 

using these characteristics to see which variables affect consumers use of social media 

platforms, their attitude towards social media marketing and how they affect brand 

engagement. 

Participation: 

Participation has been defined as “the extent to which senders and receivers are actively 

engaged in the interaction as opposed to giving monologues, passively observing, or lurking” 

(Burgoon et al., 1999, p.36). Participation can therefore be seen as the action of interactivity 

(Chan-Olmsted et al., 2013). One of the most important characteristics of social media is its 

participatory culture allowing interested consumers the opportunity to engage in an 

interaction (Chan-Olmsted et al., 2013). Drury (2008) actually concluded that social media 

gives people an opportunity to share and engage with others and by doing that makes it 

possible to share content and make it more democratized. There are also several organizations 

that have joined social media in order to open the door for a participative culture (Chan-

Olmsted et al., 2013). 

Conversation:  

Traditional media is a one directional transmission of information to the audience, while 

social media offers a two-way communication environment, a non-linear environment 

(Rowley, 2004). Web 2.0 makes conversations a big theme of social media because of the 

capacity and speed of dialogs (Chan-Olmsted et al., 2013). Rafaeli (1988) claimed that 

“conversationality” is the ideal of interactivity, and thus an important virtue of social media 

(retrieved from Chan-Olmsted et al., 2013). The ability to have conversations varies 

depending on the different social media platforms. Facebook offers many communication 

components for users to have conversations between them, while blogging sites such as 

Twitter and YouTube have limited opportunities to have conversations and two-ways 

communication based on the structure of the social media platform (Pilch, 2009, retrieved 

from Chan-Olmsted et al., 2013). 
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Connectedness: 

Social connectedness can be defined as “interpersonal, community and general social ties” 

(Teixeira, 1992, p.36). It can be seen as a form of active and trustful interpersonal behavior 

where people who feel high levels of connectedness have feelings of being close to others, as 

they identify with them and engage in social groups. Connectedness lets people connect to 

the outside world and expand their horizons (Ha & James, 1998). Connectedness can be 

offered by linking to other websites, resources, or people. A social media platform can in this 

way give the users an opportunity to move from one point to another in the cyberspace 

(Chan-Olmsted et al., 2013). 

Community: 

Social media makes it possible for people and organizations to communicate and identify 

with others, which contributes to forming communities and developing relationships with 

others quickly. Social media is therefore an effective way of developing communities, as it is 

a tool that links individuals and organizations with individuals that have a commonality 

(Chan-Olmsted et al., 2013). 

Openness: 

A characteristic of social media is openness which is being open to user feedback and 

participation by not having many barriers that stands in the way of accessing information or 

commenting (Chan-Olmsted et al., 2013). The web is a “near-frictionless media channel 

along which anything can flow” (Meadows-Klue, 2008, p.246). Most of the social media 

channels have few flow barriers when it comes to application and technological 

transferability, making it easy for information to travel between sources and users (Meadows-

Klue, 2008). The openness of a social media platform is connected to the level of easy-to-use 

mechanisms for sharing and creating content. Some platforms of social media are more open 

than others. Online messaging sites and forums made by specific communities can be seen as 

less open, than for example Twitter, where anyone can sign up. Openness involves three 

kinds of behavior according to Roger (1987), requesting information, receiving information, 

and acting on the information received. To conclude openness can be seen as how easy it is to 

give and receive information, content, and comments for the users. 

Characteristics of users 

For characteristics of users we decided, based on research by Jukka et al. (2018) and 

Buchanan (2020), that the best areas to focus on in this category are engagement, usage 
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frequency, trust, motivation, and preferences. When it comes to behavioral variables, we are 

going to be looking at the behavioral outcome of a customer after exposure to advertising on 

a social media site.  

For brand engagement we are going to measure the variable using the seven-item scale, 

adapted from Keller’s (2001) study on brand equity and adapted from Campbell’s (2014) 

study. In our questionnaire respondents are asked to what degree they agree or disagree with 

various statements of their engagement with social media advertising, where 1 = strongly 

disagree and 7 = strongly agree. 

To measure word of mouth we are going to be using the seven-item scale adapted from 

Campbell’s (2014) study, who again adapted their survey from a study by Smith et al. (2007). 

The questionnaire is made so that the respondents are asked to answer how likely they are to 

share a social media advertisement with others, where 1 = very unlikely and 7 = very likely. 

We also made a scale like that for purchase intention when exposed to social media 

advertisements. 

We used motivational variables as covariates, which can be used to find information about 

their subsequent behavior (Campbell et al., 2014). We also adapted our measuring of 

motivation of information, convenience, and entertainment from Ko et al. (2005) and 

Campbell’s (2014) studies, measuring this as well with the seven-item scale. Asking the 

respondents to choose between 1= strongly disagree to 7 = strongly agree. 

We measure trust as there is a difference in how people are persuaded in the brand 

engagement based on if they are low or high “trusters”. According to Tillery and McGill 

(2015) people that are skeptical in trusting other people are more influenced by 

anthropomorphizes messengers than by other human spokespeople because they care more 

about the nature of the messenger and they believe that humans, more than partial humans, 

have an absence of goodwill. They also mentioned that people that are more trusting are less 

caring about who is trying to influence them and therefore respond similarly to both 

anthropomorphized and human messengers. Yahia et al. (2018) found that trust plays a 

crucial role in stimulating online purchases (Wang et al., 2016; Cyr et al., 2010; Quelch & 

Klein, 1996, retrieved from Yahia et al., 2018). Yahia et al. (2018) also found evidence of 

this in Featherman & Hajili (2015) where it was found that trust is a crucial issue in online 

shopping as well as on social commerce platforms, as the consumers capability to perceive 

information as trustworthy and informative can create positive consumer engagement. 
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Dependent Variable 

For the dependent variable we landed on brand engagement as the best option for this 

analysis. From the research and analyses, we found brand engagement to be the most suitable 

dependent variable, as there were significant changes in the relationships between the 

independent variables and brand engagement, and more significant effects in the regression 

and from mediators and moderators. The choice also ended on brand engagement to be able 

to see what companies can do to get people to engage more with their brand, since exposure 

and engagement is what companies often want from a social media advertisement. 

Evaluation of data 

Within the quantitative realm of research, we are going to be looking at the reliability and 

validity of our thesis as these are criteria for good quality. We will also be having an ethical 

discussion surrounding the data collection in order to assess that we have followed ethical 

guidelines while working with our thesis. 

Reliability 

The reliability of our thesis is based on whether our result can be replicated by other 

researchers by using the same method as us. When writing and working on our thesis, we 

have put in extra work to be able to give a detailed description of our work throughout our 

analyses and the process with data collection so that it can be possible to replicate the 

processes and the analyses. We have also explained how and where we published our 

questionnaire so that it can be possible to see if one can get somewhat the same results by 

posting it on the same pages as the ones we chose. Because we have chosen to be highly 

descriptive of our processes, we would say that the reliability of our thesis is relatively good. 

Validity 

The validity of our thesis is based on the accuracy of our measurements, whether our results 

represent what they are supposed to measure. As part of our work with the data we have put 

in extra time to make sure we measure and analyze correctly in order to get the correct 

results. The methods used are targeted to measure exactly what we wanted to know to 

complete the analyses and based on existing knowledge as you can see in the questionnaire 

table (table 13 in the appendix) where previous studies were used to form our questions. We 

have put in time to check how the results correspond to already published theories of the 
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same topic and analyses. This study clearly defines the population we have based the research 

on, as stated in the limitations part of the introduction. 

Ethical discussion 

While working on a research project there are always certain ethical requirements that one 

should follow in order not to cause harm. As we did a quantitative data collection, we made 

sure that our questionnaire was completely anonymous and that we did not collect any 

personal information. It was voluntary to participate in the questionnaire and one could exit 

before finishing the questionnaire if one changed their mind about participating. Because of 

this we reckon that our data collection holds an ethical standard. 

 

Data 

In this chapter we are going to walk through the efforts made from harvesting the results of 

the questionnaire to finishing the last of the analyses. We are going to review the processes 

surrounding the work of cleaning the results of the questionnaire as well as the work with the 

analyses in SPSS.  

Questionnaire data 

After having our questionnaire out for almost a month we managed to collect a total of 259 

answers. A 100 of these came from the webpage Surveycircle while 88 come from the page 

Surveyswap. The rest of the answers came from either Facebook or LinkedIn. After closing 

the questionnaire, we had to start cleaning our answers. Since we had an attention question, 

we first started by removing all answers that belonged to respondents that chose wrong on 

that question. In total we had to remove 33 answers, 32 from answering the attention question 

wrong, and one answer that was blank. After cleaning our answers, we converted the results 

to Excel so that we could prepare the data. In excel we converted our non-numerical data into 

numerical data.  

Analytical software 

In SPSS we first conducted a frequency analysis on the data and variables surrounding social 

media usage and demographics before we performed descriptive statistics analysis on the rest 

of the data using the questions as variables to find the mean and standard deviation in total 

and by gender. 
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Continuing we performed a factor analysis of the descriptive data using dimension reduction 

and then choosing factor. The settings we used for descriptive were initial solution and 

coefficients, for extraction it was the principal component method, analyzing the correlation 

matrix, displaying the unrotated factor solution and the scree plot, extracted based on 

Eigenvalue and had the maximum iteration for convergence at 25. We suppress small 

coefficients and have an absolute value below .60.  

By doing this we got 6 factors loading. By looking at the total variance explained table we 

also found the Eigenvalue and percentage of variance of these factor loadings. To find the 

Cronbach’s Alpha of these factor loadings we had to do a reliability analysis. For the analysis 

we chose the variables for each factor loading to find the Cronbach’s Alpha. In the output we 

then looked at the Reliability statistics table in order to find each factor loadings Cronbach’s 

Alpha. 

After completing the factor analysis, we started on the regression analysis. We ran the factor 

analysis to find out if any of the factors had a significant effect on the dependent variable 

purchase intention. 

To see if there was an explanation on how or why two variables were related, we completed 

some mediator analysis. We also investigated if there was any moderator affecting the 

strength or direction of the relationship of the variables.  

 

Results 

The purpose of this chapter is to systemize the analyzed results gathered from our survey. We 

will first present the results of our analysis and then test our hypotheses.  

Analyses 

In this part of the thesis, we are going to walk through all the analyses we have performed. 

We will be looking at the results of the sample demographics, the descriptive statistics, the 

correlation matrix, the factor analysis, the regression analysis, and the mediation analysis 

summary. 

Sample demographics 

Looking at the sample demographics table we can see that we had a total of 167 females 

(73,9%) that answered our analysis and a total of 56 males, which corresponds to a 
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percentage of 24,8%. The age group with the most respondents is 20–24-year old’s which 

make up 49,6%. When looking at occupation a total of 62,4% of the respondents were 

university students. Lastly the biggest educational group in our questionnaire is people with 

college or university degrees with 53,1%. 

 

 

Descriptive statistics 

The descriptive statistics summarize the data and present it in a way that is easy to 

understand. Our tables (TABLE 14, 15, 16 in the appendix) present the mean, the average 

of the response for each question in our study. The standard deviation also presented in our 

table indicates how spread the data is from the mean. If the standard deviation is high, the 

bigger spread there is in the data. As you can see from our tables, we have also compared the 

data from different groups, female, and male. We did so to see the difference in the mean and 
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the spread of data for each gender. You can see the results of the different groups in the tables 

in the appendix. We have also divided the analysis into three parts, one for Facebook, one for 

Instagram and one for TikTok, to look at the differences in the social media platforms. 

Correlation matrix 

The correlation test gives a number between -1 and 1 that shows to what extent two 

quantitative variables are linearly related. A correlation of -1 means there is a perfect linear 

declining relationship, meaning higher values of one variable leads to lower values on the 

other. A correlation of 0 indicates there is no linear relationship between the two variables, 

but there can still be a non-linear relationship. If the correlation is 1 this means there is a 

perfect linear relationship, the higher on one variable is associated with higher values on the 

other variable. The correlation is statistically significant if the value is <0.05. 

Our tables show the Pearson correlation and the ones that are significant are shown in Bold 

writing. The significant value is not included in our tables as we have just marked the 

correlation values in Bold if they have a significant p-value. We have divided the correlation 

analysis into three groups, one for each of the social media platforms that we have been 

researching.  

The correlations that are significant for Facebook in TABLE 2 are between age and usage, 

education and age, and occupation and age. The correlation between age and education and 

occupation is not relevant for our study, as this correlation just shows that the higher the age, 

the higher education the respondents have and the higher the age the more people are 

working or eventually retiring. The relationship between age and usage is relevant to our 

study as this shows that the higher the score for age, the higher the usage is for Facebook, 

with a correlation of 0.241. 

On the correlation matrix for Instagram in TABLE 3, a significant correlation between age 

and motivation/intention, gender and motivation, age and usage, age and user behavior, 

education and age, and occupation and age are present. Again, the correlation between age 

and education or occupation is not relevant for our study. The negative correlation of age and 

motivation/intention of -0.139 indicated that the older a person is, the less 

motivation/intention they have for social media. As gender has the value of 0 for female and 

1 for male, the correlation of -0.16 with motivation/intention shows that males have less 

motivation/intention on social media compared to females. The negative correlation of -0.149 

between age and usage means that the older a person is the less they use Instagram for 
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different purposes. There is a positive correlation between age and user behavior of 0.144, 

which means as a person gets older the behavior of the user on Instagram changes. 

Correlation TABLE 4 for TikTok shows that there is significant correlation between usage 

and motivation/intention, age and motivation/intention, usage and purchase intention, age and 

usage, occupation and usage, age and user behavior, education and user behavior, education 

and age, and occupation and age. The higher score for either usage or motivation/intention 

impacts the other negative with -0.235. Same with age and motivation/intention by a score of 

-0.215. The higher level of usage positively correlates with purchase intention, meaning that 

the higher the usage of TikTok is, the more likely they are to purchase a product they see 

from a brand on the platform. Age correlates to usage negatively with a correlation of -0.204, 

the older a person is the less likely they are to use TikTok. Occupation also correlates to 

usage negatively. From our scale, that can be explained with the fact that the lowest 

occupations are different types of students, and they are the people that are uses TikTok the 

most, and when the occupation changes to being employed or retired, the less these people 

use TikTok. The higher the age also correlates negatively with the user behavior, with -0.325, 

the behavior changes for the use of TikTok the older the people are. Education has a negative 

correlation with user behavior with the same explanation as occupation and usage. Showing 

again that it is the youngest and students that use TikTok more for different purposes giving 

us a negative correlation when people get older. As the previous analysis, the education and 

occupation correlations with the age is not relevant. 
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Factor analysis 

The rotated factor table contains the rotated factor loadings, using the varimax rotation, 

which is easier to interpretate compared to the table that is not rotated, as it reduces the 

number of factors where the variable has high loadings, representing how that variable is 

weighted for each factor, as well as the correlation between the variables and the factor. In 

our study we excluded the values below 0.60 making the output easier to read by removing 

the low correlations that are not as meaningful.  

The tables give us a clear view of which factor describes which item, as we have used the 

rotated matrix where all the items only fall under the factor, they have the highest loading for. 

The first factor is called motivation/intention with items like, I feel I can help and support 

communities I care about, I feel I can offer useful information and I feel I can find and 

interact with people has high loadings on this factor. Next, we have called brand engagement 

as the items with high loadings in this second factor is, I enjoy talking about brands that are 

advertised, I am interested in gaining more knowledge about brands on social media and I 

use social media to browse through looking for brands and advertisements. The third factor 

we call purchase intention. The reason for this is because all the “I am likely to buy” 

questions have high loadings in this factor. Usage is the next factor, the items in focus here 

are targeting the use of the platforms, if it is easy to use, or why they use the social media 

platforms. We have a factor called Characteristics of social media. The last factor is user 

behavior, and the only item under this factor is time spent on social media. 

The percentage of variance determines the amount of variance that the factor explains. The 

percentage of variance in our tables are shown at the bottom of each of the factor analyses. 

The Cronbach Alpha measures the internal consistency, measuring how closely related items 

are as a group. If the Cronbach Alpha is α > 0.70 it is good and the higher the better. 

 

Figure 5 Cronbach Alpha Reliability table 
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The Cronbach Alpha is also treated as a measure of scale reliability. For the analysis of the 

platform’s factors (see TABLE 5) 1,2,3 and 5 have good Cronbach Alpha scores, as all these 

factors have a value over 0.8 as well. High values indicate that the questionnaire is more 

reliable, it also indicates that the response value for each participant throughout the 

questionnaire is consistent. The closer our Cronbach Alpha is to 1, the greater the internal 

consistency of the variables in the scale is. If all the items have a high covariance, the closer 

the Cronbach Alpha will be to 1. In other words, the higher Cronbach Alpha values in those 

factors, the more of the items have shared covariance and measure the same category. Factor 

4 of the analysis collected in TABLE 5 has a Cronbach Alpha of 0.647. The factors that have 

a Cronbach Alpha value of 0.00 are caused by the fact that they only have one item included 

in the factor, and therefore it cannot be any relation between items. 
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Multiple regression analysis 

 

 

Each b-coefficient indicates the average change in brand engagement with an increase of one 

unit in the predictor. As seen in the table above an increase of one unit on the seven-item 

scale of motivation/intention will decrease the brand engagement by 0,138 on the seven-item 

scale. A one increase of the characteristics of the social media, described in the method 

chapter, the brand engagement will decrease with -0,042 on the scale. As the usage of social 

media increases with one unit the brand engagement is lowered with -0,03 on the seven-item 

scale. A user behavior increase with one unit will increase the brand engagement with 0,477 

on the seven-item scale 

The significance in the coefficient table shows the p-value for each b-coefficient, which is 

statistically significant if the significance is p<0.05. The p-value determines if the 

relationship observed in our study exists in the larger population. The p-value for the 

independent variables tests the null hypothesis that the variable has no correlation with the 

dependent variables, meaning there is no association between the change in the independent 
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variables and the change in the dependent variable. There is no evidence to conclude that 

there is an effect at the population level. If our p-value for the variables is less than 0.05 the 

data provides enough evidence to reject the null hypothesis, supporting that there is a non-

zero correlation. Change in the independent variables changes the dependent variable. 

Motivation/intention and user behavior is, as you can see in the table above, statistically 

significant with p-values of 0.001. Characteristics of social media and usage are not 

significant as their p-value equals 0.128 and 0.261, which is greater than p<0.05. A change in 

motivation/intention or user behavior will therefore lead to changes in the dependent variable, 

brand engagement. 

The reason there is a significant relationship between motivation/intention and brand 

engagement is that the higher the motivation/intention to do something else or specific on 

social media is, the less they will engage in an advertisement from a brand that appears. As 

our result of the questionary support, most people use the different social media platforms to 

pass time, especially TikTok being used for entertainment purposes. The question about if 

people use the platforms to look for advertisements or brands strongly concludes that people 

does not have the intention to find brands and advertisements on social media, with only an 

average of 3,4% that strongly agree that they use social media to look for brands and 

advertisements. 

There is a significant relationship between user behavior and brand engagement. User 

behavior does affect brand engagement positively. Previous research supports this 

relationship. As seen in the method chapter a user behavior such as positive word of mouth 

affects people to engage more with a brand as people find other customers more believable 

and trustworthy. Word of mouth also contributes to a brand reaching out to more potential 

customers, leading to more brand engagement. The positive effect of user behavior on brand 

engagement is also supported by previous studies by the user behavior trust. Previous studies 

present that the more people trust a brand the more they will engage with it. If people find the 

brand reliable and trustworthy people will engage with it more. 

The negative relationship between characteristics of social media and usage on brand 

engagement cannot be used for the larger population as it is not significant. In our research, 

the relationship can be explained by the fact that when people find more characteristics like 

openness, participation, communality, conversation, or connectedness on the platforms it 

does not make them engage more with a brand, the more connected they feel to a community 
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the less they engage with brands on social media as they have another purpose of the 

platform. Therefore, social media usage does not affect brand engagement positively, caused 

by the fact that they use social media to, for example, pass time, entertainment, or connect 

with a community. 

The Beta coefficient is used for comparing the relative strengths of our predictors. The 

strongest predictor in our table is word of mouth with a beta of 0.676, then trust with a beta of 

0.459 and motivation/intention with a beta value of -0.221. 

The standard error (Std. Error) indicates the average distance that the observed values fall 

from the regression line, telling us how wrong the regression model is on average using the 

units of the response variables. The lower the standard error is the better, with our standard 

error variables being relatively low from 0.165 to 0.026, indicating that our regression values 

are close to the true values. 

We have also studied if there is a difference between female and male effects and 

relationships, with the results being presented in the TABLE 7 below: 

 

 

The results from each of the genders do not differ immensely from each other. The same 

relationships are significant, the coefficients showing the change in the dependent variable 

with a one unit increase in the independent variables does still have the same positive and 



48 
 

negative effect between the genders compared to the total coefficient table. And the 

coefficient beta is still relatively low even though there are some small changes. The same 

also goes for the standard error. 

Mediation analysis summary 

In this analysis we want to examine if the independent variables motivation/intention, usage, 

characteristics of social media and user behavior have an indirect effect through trust or word 

of mouth on the dependent variable, brand engagement.  In a mediation analysis, the goal is 

to test if there is a statistical significance for the indirect effect, which is a relationship that 

flows from an independent variable to a mediator, and then to the dependent variable. To test 

if the indirect effect is statistically significant, we need to use the Sobel Test, which is a 

method used to estimate the statistical significance of indirect effect in a mediation analysis 

(Sobel, 1982). In the Sobel Test we add the unstandardized coefficient beta and the standards 

error coefficient. The test will then calculate the p-value for the indirect effect X → M →Y. 

X is the independent variable, M the mediator and Y the dependent variable. If the p-value is 

less than 0.05 we can conclude that the indirect effect between the independent variable and 

the dependent variable via the mediator is statistically significant (p-value < 0.05). 

It is possible for the indirect effect to be positive when the direct effect is negative because 

the indirect effect is the product of two or more regression coefficients, and indirect effect is 

calculated by multiplying the paths of two effects. If the direct effect of X on Y is negative, 

while the mediation effect is positive, it will result in a weak positive or negative total effect.  

When we have different directions between the direct and indirect effect, we have 

competitive mediation. The direct effect might have a negative influence, while the indirect 

effect has a positive effect. With this type of mediation, the presence of the mediator can 

change the influences directionality (Research with Fawad1, 2023). A negative indirect effect, 

however, means that X is negatively related to Y through its effect on a positive M. The 

indirect effects are negative because X →M is negative, but M →Y is positive. 
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As can be seen in TABLE 8 as well as in the explanation above is that there are mediation 

effects on several of the relationships. The relationships that are affected by mediation can be 

seen in TABLE 8, a more comprehensive table of the mediation can be found in the 

appendix, TABLE 23. As described, all these relationships have a statistically significant p-

value on the relationship X on Y via M, meaning there is mediation. The mediation, however, 

is only a partial mediation because the p-value of the direct effect of X on Y is also 

significant (Research with Fawad2, 2023). Meaning that trust and word of mouth are both 

mediators in the relationships between the IV’s and DV’s mentioned. It is also competitive 

mediation as the direct effect and the indirect effects are with opposite signs. It is important 

to note that the effect between X on Y is the direct effect of the independent variable on the 

dependent variable with the mediator present, but not via the mediator. 

In our study we found that motivation/intention has a negative effect on brand engagement 

(direct effect), while motivation/intention via trust has a positive effect on brand engagement 

(indirect effect). The p-value is also significant for both motivation/intention on brand 
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engagement, and for motivation/intention via trust to brand engagement. This can be 

explained by the fact that there is competitive mediation because one effect is positive and 

the other negative. Motivation/intention is negatively related to brand engagement, the higher 

the motivation/intention to do something specific on social media the lower the brand 

engagement is, this can be explained by if the intention is to check something specific on 

social media, the user is less likely to engage with advertisements from brands, and rather just 

do what they had planned to do before entering. As the results of our questionnaire shows, 

most people do not use social media platforms with the motivation or intent to engage with 

brands or advertisements.  The response to the question I use Facebook/Instagram/TikTok to 

browse through looking for brands and advertisements show that on average 45% strongly 

disagree to have intentions to engage with a brand, and only 3,4% strongly agree. The 

indirect effect from motivation/intention via trust to brand engagement is positive meaning 

that one variable transmits an effect onto others through the mediator. The 

Motivation/intention via trust gives higher brand engagement, which can be caused by the 

fact that the more people trust a brand the more likely they are to have an intention to engage 

with it, as described in the paragraph about how trusts effect as a mediator. 

Usage has a negative effect on brand engagement (direct effect), and usage via trust has a 

positive effect on brand engagement (indirect effect), with a significant p-value for usage on 

brand engagement, and usage via trust on brand engagement. This has the same explanation 

as with motivation/intention as the independent variable with the competitive mediation. An 

explanation of why usage has a negative effect on brand engagement can be that the user just 

scrolls quickly by or just clicks past the advertisement without looking or clicking on it. The 

more people use social media, the more they use social media looking for entertainment to 

pass time as shown by our research. The results from our question I use 

Facebook/Instagram/TikTok to pass time shows that on average 53% somewhat agree, agree, 

or strongly agree to use social media to pass time for entertainment purposes. On average 

31% either strongly disagree, disagree, or somewhat disagree that they use social media to 

pass time. The reason usage via trust of a brand leads to more brand engagement is again that 

the more they use social media the more they trust the brand and therefore they are more 

likely to engage with the brand on social media. 

Characteristics of social media has a negative effect on brand engagement, but characteristics 

of social media via trust has a positive effect on brand engagement, but the p-value for 

characteristics of social media on brand engagement, and characteristics of social media via 
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trust on brand engagement is not significant. And since the confidence interval has a 0 

between the lower and upper bound there is no mediation. The characteristics of social media 

affects brand engagement negatively, but it is not significant. The positive indirect effect 

between characteristics of social media and more trust on brand engagement is not significant 

either. The more characteristics or features people find on a social media platform does not 

lead to more brand engagement. The feeling of openness, participation, connectedness, 

conversation, and communality of the social media platform with trust to the platform has no 

significant effect on the engagement of a brand. 

User behavior has positive effect on brand engagement (direct effect), while user behavior via 

trust has negative effect on brand engagement (indirect effect), with a significant p-value for 

user behavior on brand engagement, and user behavior via trust on brand engagement. User 

behavior is negative related to brand engagement through its effect on trust, The indirect 

effect is negative because user behavior on trust is negative, while trust on brand engagement 

is positive. User behavior affects the brand engagement positively. An explanation for this is 

that the more the user uses social media to look for brands or use social media to interact with 

brands the higher the brand engagement is, because people find the social media platforms 

easy to use and therefore use it to engage with the brand. Our question, 

Facebook/Instagram/TikTok is easy to use, find that on average 73% of the respondents either 

somewhat agree, agree, or strongly agree to the platforms being easy to use. Trust does not 

affect the relationship leading to more brand engagement, as the level of trust of a brand will 

not affect, for example, time spent on social media.  

Motivation via word of mouth has a positive effect on brand engagement. The indirect effect 

is positive, and the p-value is significant. An explanation of this effect is that the motivation 

and intention to a user can change to be more engaged to a brand, if another person comments 

about a brand or product the more likely the person exposed to the word of mouth is to 

investigate the product or brand leading to a higher level of brand engagement. Our question 

about how people feel they can receive other people’s comments on social media shows that 

on average 61% somewhat agree, agree, or strongly agree to it. This shows how social media 

can spread WOM and social media can be used to influence people’s intentions. 

Usage via word of mouth has a positive effect on brand engagement. The indirect effect is 

positive, and the p-value is significant. The explanation for this effect is similar to the 

previous with motivation/intention. The more a person hears about a product or brand on 
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social media from another, the more likely they are to use more time on social media to find 

what they have been told about from others, the higher the level of brand engagement will 

get. Our question about how likely people is to buy products when they see other people 

talking about them on social media shows how people get more engaged with a brand when 

others have provided feedback. An average of 46% are on some level likely to engage with 

and buy a product if they see others talking about it, meanwhile 35% are more unlikely to. 

Characteristics of social media via word of mouth have a positive effect on brand 

engagement. The indirect effect is positive, but the p-value is not significant, there is no 

mediation from word of mouth on the relationship between characteristics of social media 

and brand engagement as seen on the confidence interval as it has 0 between the lower and 

the upper bound. Word of mouth will not have a significant effect on the characteristics of 

social medias relationship with brand engagement, the higher level of word of mouth will not 

make people feel that a social media has more characteristics and will not lead to more the 

brand. 

User behavior via word of mouth has a positive effect on brand engagement. The indirect 

effect is positive, and the p-value is significant. As mentioned, the relationship of the 

behavior of a user and brand engagement can change when exposed to word of mouth to use 

social media more for the purpose of engaging with a brand. As to our question of how likely 

people are to share Facebook/Instagram/TikTok advertisements with others, on average 31% 

is very likely to, while 17% is very unlikely to do so. 
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Trusts effect as a mediator 

Companies nowadays have a greater focus on customer brand engagement and are therefore 

more aware of the potential benefits that a customer relationship has on the consumers 

marketplace behavior (Guerreiro & Pacheco, 2021). An important benefit connected to 

customer brand engagement is higher effectiveness of advertising (Bodie et al., 2011). They 

aim to increase trust among the customers as trust improves the brand engagement and 

loyalty of consumers (Guerreiro & Pacheco, 2021). “When customers believe a brand is 

trustworthy, they will show more brand engagement and loyalty” (Gurreiro & Pacheco, 2021, 

p.4). Customers that engage with a brand tend to be more trustworthy of the brand (Gurreiro 

& Pacheco, 2021). 

WOM’s effect as a mediator 

The more customers engage with brands the more likely they are to spread a positive word of 

mouth. Word of mouth can have a great impact on consumers as people tend to look for word 

of mouth to either engage with or avoid a brand or product (Gurreiro & Pacheco, 2012).  

Higher brand engagement makes consumers more interested in recommending and discussing 

Figure 6 Trusts effect as a mediator 
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the brand or product with others. A positive WOM is one of the main causes of brand 

engagement (Abbas et al., 2018). 

Age, gender, education, and occupation as moderators 

Age and gender are shown to have no significant effect as a moderator of 

motivation/intention, usage, and user behavior on brand engagement. None of the p-values 

are below 0.05, and therefore we don’t have sufficient evidence that the groups are different. 

The presence of the third variable does not change the nature of the relationship between the 

independent and dependent variable. This does not correspond to the theory from previous 

studies, as they show younger groups use social media more, and that females are more open 

for advertisements from brands opposed to men. 

Education and occupation show some significant moderating effect of usage, education also 

shows significant moderation between user behavior and brand engagement, as seen in 

TABLE 26 and 27 in the appendix. This corresponds to the previous studies that people with 

higher education use social media the most. Occupation has a significant negative moderating 

effect of usage to brand engagement, the explanation for this can be, based on the measuring 

scale in our study (0 = university student, 1 = employed, 2 = unemployed, but looking for 

work, 3 = self-employed, 4 = high school, 5 = retired, 6 = unable to work), that the highest 

Figure 7 WOM's effect as a mediator 
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groups on this scale is also the oldest people which uses social media the least according to 

previous research.  

Test of hypotheses 

To inspect whether our hypotheses can be accepted or must be rejected, we must perform a 

hypothesis test by using the multiple regression analyses. In the hypotheses tests, it is the null 

hypothesis that is the one to be tested, but if it is rejected it is the alternative hypothesis that is 

accepted.  

 

 

Hypothesis 1: Motivation/intention will have a positive or negative effect on brand 

engagement. 

The significance level of the independent variable motivation/intention is <0.001, it is 

acceptable at <99.9%, and the unstandardized effect is -0.138, therefore we reject the null 

hypothesis and accept the alternative hypothesis, H1. 
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Hypothesis 2: Usage will have a positive or negative effect on brand engagement. 

The p-value of usage is not significant with a value of 0,261 and the unstandardized 

coefficient is low at –0,03. Which means we can't make any conclusions about this variable, 

making us accept the null hypothesis and reject the alternative hypothesis H2. 

Hypothesis 3: Characteristics of social media will have a positive or negative effect on 

brand engagement.  

The significant level of the independent variable characteristics of social media is 0,128 and 

the unstandardized coefficient is low at a value of –0,042. Therefore, we must reject the 

alternative hypothesis here as well and accept the null hypothesis instead.  

Hypothesis 4: User behavior will have a positive or negative effect on brand engagement. 

The significance level of the independent variable user behavior is <0.001, it is acceptable at 

<99.9%, and the unstandardized effect is 0.477, we will reject the null hypothesis and accept 

the alternative hypothesis, H4. 

 

Hypothesis 5: Trust will have a meditating effect on the relationships between the 

independent variables and brand engagement. 

Trust has a mediating effect on three out of four relationships between the independent 

variables and brand engagement. We therefore need to split the hypothesis into four sub-

hypotheses.  
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Hypothesis 5.1: Trust will have a meditating effect on the relationship between 

motivation/intention and brand engagement. 

Hypothesis 5.2: Trust will have a meditating effect on the relationship between usage and 

brand engagement. 

Hypothesis 5.3: Trust will have a meditating effect on the relationship between 

characteristics of social media and brand engagement. 

Hypothesis 5.4: Trust will have a meditating effect on the relationship between user 

behavior and brand engagement. 

There is a significant mediation effect of trust on the relationship between 

motivation/intention and brand engagement (p<0.001, effect of 0,2497), usage and brand 

engagement (p=0.006, effect of 0,1301), and between user behavior and brand engagement 

(p=0.001, effect of –0,156). Therefor we can reject the null hypothesis and accept the 

alternative hypothesis of H5.1, H5.2 and H5.4. While we need to accept the null hypothesis 

and reject the hypothesis of H5.3 as the p-value is not significant at a level of 0,238. 

 

Hypothesis 6: Word of mouth will have a mediating effect on the relationships between the 

IV’s and the DV, brand engagement. 

Word of mouth has a mediating effect on three out of four relationships. We split the 

hypothesis into four sub-hypotheses. 
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Hypothesis 6.1: Word of mouth will have a meditating effect on the relationship between 

motivation/intention and brand engagement. 

Hypothesis 6.2: Word of mouth will have a meditating effect on the relationship between 

usage and brand engagement. 

Hypothesis 6.3: Word of mouth will have a meditating effect on the relationship between 

characteristics of social media and brand engagement. 

Hypothesis 6.4: Word of mouth will have a meditating effect on the relationship between 

user behavior and brand engagement. 

From the mediation analysis table in the results, we could see that there was a significant 

mediation effect of word of mouth on the relationship between motivation/intention and 

brand engagement (p<0.001, effect of 0,2398), usage and brand engagement (p=0.04, effect 

of 0,1069), and between user behavior and brand engagement (p=0.003, effect of 0,1547). 

Therefor we can reject the null hypothesis and accept the alternative hypothesis of H6.1, H6.2 

and H6.4. While we need to accept the null hypothesis and reject the hypothesis of H6.3 since 

the p-value is 0.3797, not significant. 

Hypothesis 7: Age has a moderating effect on the relationships between the IV’s 

(motivation/intention, usage, and user behavior) and the DV (brand engagement). 

Age has no significant moderating effect with p-values of 0,96 for motivation/intention, 0,18 

for usage and 0,46 for user behavior. We need to accept the null hypothesis and reject the 

alternative hypothesis H7. 

Hypothesis 8: Gender has a moderating effect on the relationships between the IV’s and 

the DV. 

Gender does not have a significant moderating effect with p-values of 0,65 of 

motivation/intention, 0,36 of usage and 0,18 of user behavior. We need to accept the null 

hypothesis and reject the alternative hypothesis H8. 

Hypothesis 9: Education has a moderating effect on the relationships between the IV’s 

and the DV. 

For this hypothesis we will create some sub-hypotheses.  
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Hypothesis 9.1: Education has a moderating effect on the relationship 

motivation/intention and brand engagement. 

The moderation of education has a significance value of 0,35 on the relationship between 

motivation/intention and brand engagement, and the value of the unstandardized coefficient is 

0,0482. This makes us accept the null hypothesis and reject the alternative hypothesis H9.1. 

Hypothesis 9.2: Education has a moderating effect on the relationship usage and brand 

engagement. 

The significance level of the education as a moderator of usage and brand engagement is 95% 

and the unstandardized coefficient is 0,0932. Therefore, we will reject the null hypothesis and 

accept the alternative hypothesis H9.2. 

Hypothesis 9.3: Education has a moderating effect on the relationship user behavior and 

brand engagement. 

The significance level of the education as a moderator of user behavior and brand 

engagement is 0,03 (97%) and the unstandardized coefficient is 0,1164. We will reject the 

null hypothesis and accept the alternative hypothesis H9.3 based on these values. 

Hypothesis 10: Occupation has a moderating effect on the relationships between the IV’s 

and the DV. 

For this hypothesis we will also create some sub-hypotheses as there is moderation for some 

of the relationships.  

Hypothesis 10.1: Occupation has a moderating effect on the relationship 

motivation/intention and brand engagement. 

The moderation of occupation has a significance value of 0,58 of the relationship between 

motivation/intention and brand engagement, and the value of the unstandardized coefficient is 

–0,0182. Therefore, we are accepting the null hypothesis and reject the alternative hypothesis 

H10.1. 

Hypothesis 10.2: Occupation has a moderating effect on the relationship usage and brand 

engagement. 
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Occupation as a moderator of usage and brand engagement has a significance level of 0,04 

(96%) and the unstandardized coefficient is –0,0708. Therefore, we will reject the null 

hypothesis and accept the alternative hypothesis H10.2. 

Hypothesis 10.3: Occupation has a moderating effect on the relationship user behavior 

and brand engagement. 

The moderation of occupation has a significance value of 0,26 of the relationship between 

user behavior and brand engagement, and the value of the unstandardized coefficient is 

0,0427. Making us accept the null hypothesis and reject the alternative hypothesis H10.3. 

 

Interpretation and discussion 

The purpose of this chapter is to systemize and discuss the findings from our analyses based 

on the theory we collected. The goal of the research is to increase the understanding of how 

marketing on different social media channels can affect customers brand engagement. First, 

we will discuss the results based on the three social media sites we have been studying, and 

then we will also take a closer look at all three platforms as a whole. Afterwards we will look 

closer at how our results affect what we know of marketing in social media as well as how it 

can be affected by what we found. We will also discuss our research question and problems. 

Discussion of social media results 

Our data material consists of the direct results we got from the questionnaire we performed as 

well as the analyses we executed with the results from the questionnaire. We will here present 

and discuss the results from each social media channel before we also discuss them together 

as social media platforms instead of just individual platforms.  

Facebook 

Facebook is according to Hall (2022) the largest social network in the world with nearly three 

billion users where half of those use the platform every day. According to our result however, 

only a percentage of 38,5% of our respondents use Facebook several times a day and 13,7% 

use it once a day, which makes a percentage of 52,2% that uses Facebook daily. Because we 

only have 226 answers this statistic may change if you have a bigger response group. Other 

factors that can have been attributed to this is the fact that the biggest age group in this study 

were university students between the ages of 20-24. Even if Facebook, along with Instagram 
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were the dominant social media channels in 2018 and 2019 (Hruska & Maresova, 2020), this 

might depend on the age of the users as the younger generations tend to move away from 

social medias that the older generation uses. We have found evidence for this in our study. In 

the correlation matrix we found that there was a significant correlation between age and 

usage, showing that the higher the age, the higher the usage of Facebook. From this we can 

understand that it is the older generations that mainly use Facebook, while the younger 

generations mainly use other social media. The literature also finds trough Perrin & Anderson 

(2019) that Facebook has a higher population of female users compared to male users 

(retrieved from Marengo et al., 2020). 

Instagram 

In 2014 there were 150 million users on Instagram, with 90% of them being under the age of 

35 (Smith, 2014). According to our findings we can see that there is a negative correlation 

between age and motivation/intention which indicates that the older a person gets, the less 

motivation/intention they have for social media. If we look at motivation/intention for gender, 

we can also see that males have less motivation/intention than females. As there is also a 

negative correlation between age and usage, we found that older people use Instagram for 

less purposes. Which can be supported by the correlation between age and user behavior that 

shows that with older age the behavior of the user on Instagram changes. 

Therefore, it makes sense that the platform is attractive to media, entertainment and apparel 

brands that focus on the age group 18–34-year old’s (Smith, 2014). Smith (2014) also wrote 

that according to Appdata, 68% of Instagram users are female, this can be seen in our 

correlation matrix which shows that the usage of Instagram decreases with -0,131 units when 

going from female to male. Which means that in our questionnaire more females than males 

use Instagram. 

Instagram is a place where people spend longer periods of time (Sheldon & Bryant, 2016, 

retrieved form Belanche et al., 2018); according to Alter (2018) visitors stay 45% longer on 

Instagram than on Facebook (retrieved from Belanche et al., 2018). According to our study 

people also spend more time on Instagram than Facebook. When asked how much time the 

respondents used on Facebook and Instagram, 61% of the respondents answered under 5 

minutes on Facebook, meanwhile only 23,9% on Instagram. There is therefore a bigger 

percentage of 59,2% that answered between 5-30 minutes on Instagram compared to the 

33,2% on Facebook. 
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TikTok 

In our correlation matrix we found that there is a negative correlation between age and use. 

This means that our findings show that the older a person is the less likely they are to use 

TikTok, something that fits with the theory that says that entertainment is one of the main 

reasons people use TikTok, and normally it is younger people that use social media for 

entertainment rather than for other purposes. 

As our findings on the theory chapter show, entertainment is one of the main reasons why 

people use TikTok, and that’s why brands that make this type of content often hit their 

audiences the best.  

Our results show that usage correlates positively with purchase intention, which can be 

correlated to the findings from the Adweek-Morning Consult survey which states that 15% of 

all adults and 36% of Gen Z have made purchases based on TikTok (Lundstrom, 2021). This 

is because the positive correlations indicate that the higher the usage of TikTok is the more 

likely one is to purchase a product they see from a brand on the platform. Which again can be 

connected to the negative correlation mentioned earlier between age and use. 

Occupation has a negative correlation with usage, which shows that if you are any kind of 

student, you are more likely to use TikTok more than if you are employed or retired. This 

also has a connection with the fact that age and user behavior have a negative correlation. 

Showing that with age the users behavior changes when it comes to TikTok, here there can be 

several reasons such as older people do not use TikTok, and if they use it, it is often for other 

reasons than the younger users. Parents may use it to understand and regulate what their kids 

watch on there or watch TikTok’s with their kids.  

As with occupation, education also has a negative correlation, but with user behavior. This 

again shows that it is the youngest along with the students that use TikTok for more purposes 

than the older generations do. 

Brand engagement 

In our analysis we found that there is a significant relationship between motivation/intention 

and brand engagement, the reason for this, is as mentioned, that the more focused you are on 

a specific goal when using social media, the less you will engage with advertisements. Since 

we found in the questionnaire that most people use social media to pass time, TikTok 

especially when it comes to entertainment. When advertising, using entertainment as a part of 
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the advertising campaign has been shown to be an advantage because younger people choose 

social media based on the criteria of entertainment, instead of the criteria information value 

as the older people do (Belanche et al., 2018). Because of this it might be advantageous to 

advertise through Instagram stories (Hsieh et al. 2012) or through TikTok. Since our 

questionnaire shows that on average only 3,4% strongly agree to having the intention to look 

for brands and advertisements on social media, it makes it even clearer that advertisers need 

to know their audiences in order to get their messages through, because if not there will be no 

brand engagement. Brands should therefore try to communicate with their customers on a 

more personal level, something that is hard to do using traditional marketing (Assaad & 

Gòmez, 2011). Therefore, by increasing the use of social media, digital marketers can create 

new opportunities for themselves where they can engage customers through digital platforms 

(Bala & Verma, 2018). Unlike other studies, seen under the discussion of each platform, our 

analysis show that age and gender does not have a statistically significant effect as 

moderators on the relationship between the independent variables and brand engagement. 

Which is probably caused by the fact that most of our respondents were in the same, or in 

close age groups and mostly female respondents. As discussed under each of the platform's, 

education and occupation has been found to influence social media use and brand 

engagement. This is supported by our study which shows that education and occupation have 

some significant moderating effect on some of the independent and dependent variables 

relationships making it stronger or weaker. 

During our analyses we also found that there is a significant positive relationship between 

user behavior and brand engagement. One type of user behavior is word of mouth which 

affects people to engage more with a brand because people have more trust in other 

customers opinions than just the information from the brand. According to the literature one 

of the digital marketing tools that comes out successful in tests for social media is word of 

mouth (Trusov, 2009, retrieved from Bala & Verma, 2018). So therefore, just as Bala & 

Verma (2018) found, word of mouth will increase the gain of new members and therefore the 

websites level of traffic, which again will increase a company’s visibility online, leading to 

more brand engagement. Consumers tend to look for word of mouth to either engage or avoid 

brands or products as word of mouth has a greater impact on their decision making 

(Guerreiro & Pacheco, 2021). Previous studies also found that the more people trust a brand 

the more they will engage with it, therefore if people find a brand reliable and trustworthy, 

they will engage more with it. Guerreiro & Pacheco (2021) found that trust improves the 
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brand engagement and loyalty of consumers, but also that customers that engage with a brand 

tend to be more trustworthy of said brand. As our research shows, trust and word of mouth 

have a mediator effect on the relationship between some of the independent variables and 

brand engagement. As the mentioned studies indicated, trust and word of mouth do lead to 

more brand engagement. Our study supports this as trust and word of mouth works as 

mediators for the relationship between some independent variables and brand engagement 

changing the effect of the relation and the direction of the effect on some of them. 

When it comes to brand engagement and characteristics of social media there is no 

significance, which can be explained by various reasons, but one of them can be, as 

mentioned earlier, that when people belong to a community, they use the platform to engage 

with that community, not necessarily engaging with brands or companies.  

 

Conclusion 

In this last chapter we will go through the most important findings of our thesis, and this will 

therefore be the conclusion of our paper. We will also look at practical recommendations, 

limitations, and ideas for further research. 

Through our research and analyses our conclusion should answer the following research 

problem and research questions: 

Research problem 

What factors affect consumers brand engagement towards social media marketing, and what 

is the effectiveness of the factors. 

To answer the research problem, motivation/intention and user behavior does affect 

consumers brand engagement towards social media marketing. Motivation/intention consists 

of multiple variables, information, convenience, and entertainment, it can therefore be 

difficult to see which contributes the most to the effect, future studies should try to 

investigate all variables. 

Research questions 

Which characteristics cause a significant effect on the brand engagement? 

Which variables affect the brand engagement the most, positive, and negative? 
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Which platform, based on the data from the analysis done, would be the most suitable to 

focus a company's social media marketing on? 

In our work we found that some characteristics have an effect on brand engagement, more 

specifically we found that user behavior, word of mouth affects brand engagement positively, 

meanwhile motivation/intention affect it negatively. Trust is mostly positive, as it is positive 

when in relation to motivation/intention, and usage on brand engagement, this is illustrated in 

figure 6. This is also supported in hypotheses 1, 4, 5.1, 5.2, 5.4, 6.1, 6.2 and 6.4 where we 

found proof for the significance effect of the mentioned variables through the regression and 

mediation analysis. Some characteristics of the user are also shown to have a significant 

effect on brand engagement. When education is used as a moderator the relationship between 

brand engagement and two independent variables, usage, and user behavior and also 

occupation as a moderator for the relationship between usage and brand engagement. Which 

is why the alternative hypothesis of 9.2, 9.3 and 10.2 was kept.  

The second research question is also answered by the same hypotheses as the first research 

question. By looking at the regression analysis we found that user behavior has the highest 

positive impact on brand engagement with a significance of 0,477. The variable with the 

highest negative impact in the regression analysis is motivation/intention with an effect of -

0,138. By looking at the mediation analysis the relationship that has the most negative impact 

is user behavior to brand engagement with trust as a mediator with a significance of -0,156. 

User behavior is negative related to brand engagement through its effect on trust, it is 

negative because user behavior on trust is negative, while trust on brand engagement is 

positive. The most positive here is motivation/intention on brand engagement via trust which 

has an indirect effect of 0,2497. The highest positive moderating effect comes from education 

with user behavior and brand engagement of 0.1164, while the most negative moderation 

effect comes from occupation with usage and brand engagement, with a value of –0,0708. To 

summarize, user behavior has the highest impact on brand engagement, and it has a positive 

impact.  

The answer to the last research question of which platform is the best to do the social 

marketing on we have found that it depends on which target group the advertisement is 

supposed to target. Our results prove that user behavior has the biggest impact on brand 

engagement, user behavior includes time spent on the social media platforms. 
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If the advertisement is meant for the younger age groups TikTok would therefore be the best 

option, because the younger age group uses TikTok the most and since that has the biggest 

effect on brand engagement this would be the best option. This can be seen from TABLE 17 

in the appendix of the descriptive statistics split between the age groups where age group 15-

19 responded they use the most time on TikTok. The youngest group also uses TikTok and 

Instagram the most to look for advertisements, and the older people are the less they use 

TikTok to look for advertisements. From the correlation matrix of TikTok we can see that an 

increase in age predicts a decrease in usage and user behavior. A decrease in user behavior by 

the age being higher is shown to lower the brand engagement as we talked about earlier. 

These findings and previous studies support the advice for companies to focus their 

advertising targeting the younger population to be done on TikTok.  

Altogether, the platform that should be the main focus for a company's advertisements is the 

one where user behavior is the highest, for example time spent on the platform. From the 

descriptive statistics we can see that Instagram is the most visited platform up to the age of 

34, time spent on Instagram is also the highest among the platforms of the people who are 

between 25-34 years, Instagram is the second highest platform for people between age 15-24 

to spend the most time on. The descriptive statistics demonstrate that Instagram is the 

platform people have a higher likelihood to use to look for ads or brands in the age gap 15-

44.  A company should also aim for the platform that creates the most word of mouth, since 

WOM makes the relationship between the independent variables and brand engagement turn 

to having a positive effect. From the mediation analysis we found that word of mouth creates 

a motivation/intention to engage with brands, it also created more usage of social media to 

interact with brands and more user behavior towards brand engagement on social media 

which again is the variable that creates the most brand engagement. Trust has the same effect; 

companies should therefore have a brand that is trustworthy but also use a platform where the 

consumers trust the social media platform as well. The result from the descriptive analysis 

presents Instagram as the most trusted platform, respondents also like talking about 

advertisements on Instagram the most. Comparing the results from the descriptive tables of 

each platform, all variables under brand engagement for Instagram have higher values 

compared to Facebook and TikTok. 
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Practical recommendations 

Based on the results of our study we would recommend companies to take into consideration 

which target group they are aiming for when choosing social media platforms for advertising. 

The most suitable platform for advertising depends on who the target audience is and what 

type of advertising one wants to do. There is therefore no correct answer that applies for 

every company and all kinds of advertising, it is rather based on target audience. Based on the 

results we found, after doing our analysis, that we recommend using Instagram advertising 

for most target groups. Our recommendation for the youngest group would, on the other hand 

be, to use TikTok for advertisements as they are more inclined to enjoy entertainment rather 

than informational videos. Our study also shows that the two oldest age groups do not really 

use Instagram or TikTok so if they are the targeted audience for an advertisement, one should 

rather use Facebook, as it is more likely they would see it there. For the oldest group at 55-64 

the use of social media is so low among these groups social media marketing may not be the 

best option. We would recommend using social media marketing for the generations that use 

social media in their everyday life as this would be most effective. Our study can be used as a 

guide for companies to find out which social media platform to advertise on in order to get 

the highest brand engagement. Using the analyses and tables that we present in our thesis one 

can see that young people engage more with ads, and females are more likely than males, and 

if students are your targeted audience our study may be representative of answering enough 

of the marketing questions that a company might have regarding brand engagement. 

Limitations 

Even though the findings in our thesis can help both practitioners and researchers working 

with marketing it still has its limitations. 

Firstly, our thesis only has a sample size of 226 usable answers, which means to get even 

better and more precise results one would have to have a bigger sample size, with a bigger 

range when it comes to demographics. Given that our questionnaire was distributed through 

social media and through survey sharing sites, it made it difficult to gather a large enough 

sample size as well as it made it harder to make sure the respondents covered a large enough 

demographic. Also because of time restraints it was hard to gather enough respondents, 

seeing as we only had time to have our questionnaire out for about a month. If given more 

time, we would have been able to gather more respondents and therefore also gained a larger 

usable sample size than 226.  
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Second, the respondent’s demographic was also a limiting factor, as it restricts the 

generalizability of our study. Because our social circle consists of mostly people our own age, 

it was hard to gather respondents outside this age group, as well as when posting the 

questionnaire on online survey sites it is mostly other students answering in exchange of you 

answering their surveys. Which is why our questionnaire mostly got answered by females 

ages 20-24 where a majority are university students.  This restricts our findings because the 

results will not be representative for the whole population. 

Based on our research problem and questions our thesis will only cover the social media 

platforms Facebook, Instagram and TikTok with no attention to all the other platforms. We 

have focused our thesis on areas surrounding digital marketing in social media by looking at 

the variables that may affect one’s trust and brand engagement on three social media 

platforms as we have experience with these and there are a lot of advertising happening on 

them. We also must take into account that the results may be affected by the possibility to 

answer neutral on most of the questions in the questionnaire. 

Future research 

Future research should look at the variation across other social media platforms and the 

optimal portfolio of social media channels. Future research could focus on how companies 

can affect consumers behavior and brand engagement through different actions. Our research 

does not focus on the effect of personalized advertising, future studies should focus on factors 

affecting the use of personalized advertising. Our study does also not look at the use of 

influencers by companies, which is common to use now, therefore research can be done to 

find out the effects on use of influencers by companies, and what factors affect the success of 

influencers. Our study does not take culture into account, future research should explore the 

use of social media marketing in different cultures. The respondents to our research were 

mostly between 20-24 with 49,6% and 25-34 with 29,2%, and 73,9% female, most of them 

were also students, future research should therefor focus on other groups of consumers. 
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Questionnaire data: 
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Descriptive statistics: 
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