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ABSTRACT

Brandsaresupposedtoprovidetheconsumerswithaspectsof“bothtangibleand
intangible,functionalandhedonistic,visibleandinvisible–underviableeconomic
conditionsfortheirbusinesses.Thisendeavoraimstodetermineifsocialmedia
marketinghasaneffectonbrandawarenessinthecontextofEthiopiabytaking
KidameBeerasacasestudy.OnlineCommunities,Interaction,SharingofContents,
Accessibility,and Credibilitywere used as independentvariables whilstbrand
awarenesswastreatedasthedependentvariable.Thisstudyhasanexperimental
researchnaturewhoseprimaryobjectiveistoanalyzeandobservetheeffectofthe
independentvariablesonthedependentvariableandtoaidtheresearcherindrawing
areasonableconclusionregardingtherelationshipbetweenthesetwovariabletypes.
Theresearcherusedthesamplesizerecommendedforunknownpopulationsby
Corbetta(2003)whichis384.AConveniencesamplingmethodwasemployedto
surveyduetotheneedfortheselection(screening)ofthetargetpopulationbasedon
theirsocialmedia presence.Questionnaires were distributed to around 384
respondentsthatarelocated in AddisAbaba and outsideand responseswere
analyzed.Descriptivestatisticsandinferentialanalysiswereusedtoanalyzethedata
anddraw conclusions.Socialmediacannotworkefficientlybythemselveswithout
expandingitwithotherconventionalmediachannels;however,theproductivityand
usageoftheconventionalmediahavebeenreportedtohavedroppeddramatically.
Socialmediaisapopularandeffectivemarketingtool;itcanbebothariskandan
opportunityforbusinessestoquicklyspreadtheopinionsofunhappycustomers.The
consequencesarethatonlysocialmediacaninfluencebrandrecognition.

Keywords:SocialMedia,BrandAwareness,socialmediamarketing,brandrecognition,
brandrecall
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CHAPTERONE

1.INTRODUCTION

1.1 BackgroundoftheStudy 

Abrandisafairlywidetopicthatmayencompassthingssuchaslogo,publishing,

mentalillustration,andcrisismanagement.Theoriginalname-brandstemsfrom the

practiceofbrandingcattlebyhotirontodesignateonefarmer'sanimals.(Clow &

Baack,2014).Nowadaysalmosteverythinghasabrand;acompany,acountry,city,

politician,anartist,andsoon.Marketingandadvertisingabrandisaform ofsales

(Sounio,2010).Overtheyears,thebrandconcepthasevolvedsincetheeconomic

climatehasalsoevolved.Whileabrandwasrecognizedseveralyearsagoasalogo

ortrademark,theemphasisnowisonbothintangibleandmentalqualities.(Novitsky,

2007).Abrandisnotwhatyousayitis,it’swhattheysayitis(Walker,2014).The

maingoalofanybrandingactivityistobeabletocreatetrustandloyaltywhichoften

leadstothepossibilityofchargingahigherpricefortheproduct.Abrandisbuiltto

createaction(Goward,2015).Marksshouldsupplycustomerswiththephysicaland

immaterial,functionaland hedonistic,visible and invisible components oftheir

depeenterprisesunderfeasiblebusinesscircumstances”(Kapferer,1998).

Ineverydaylife,brandawarenessmanifestsasacustomerthatselectedanindividual

coffeebrandrecognizabletoitselfinsteadofaweirdmarkinafoodshop.brand

awarenessmaybedeterminedinseveralmethods.Thephysicalabilitytobeawareof

abrand,knowthebrand,andultimatelypreferthebrandcomparedtoothersisbrand

awareness.

Acontinuousprocessofactivebusiness,publicity,service,andotherpublicrelations

achievebrandrecognition.Therefore,therealbrandawarenessprocessisfrequently

referredtoasbrandingorbranding(Sounio,2010).Thegoalistogetthebrand

knownwithafavorableimagetoasmanypeopleaspossible.Unfortunately,the

amountofmoneyyouhaveincreatingabrandisalsoassociatedwithit.

AccordingtoKeller(2008),Brandawarenessisrecognizedbythebrandandthe

brand'sperformancerecall.Themajoraimsofbothofthesearetodevelopastrong

brand image,with a long-term connection thatsignals brand resonance,in



2|Page

partnership.Inthefieldofbrandequity.Brandrecognitionisdefinedasthecapacity

oftheconsumertoverifyearlierinformationforthebrandwhensuppliedasasignof

brandreclamationisthecapacityofthecustomer,giventheproductgroup,to

retrievethebrandfrom thememory.Brandawarenessisthefirstandessential

aspectofthe complete brand knowledge system in the minds ofcustomers,

demonstratingtheircapacitytorecognizethebrandunderdiverseconditions:the

probabilityofhavingabrandnameanditssimplicityofuse.(Keller,2008).

Asthebrandawarenessoutlinedearlieriscrucialtothesuccessofallcompaniesin

acompetitiveenvironmentandisthefirstandvitalstepindevelopingastrongbrand

stock.Theconceptisregardedasanindicationofsuccessfrom insideaswell-

establishedbrandrecognition.Theawarenessaboutthebrandisnotjustabout

knowingthebrandorifitwasknowntothecustomer,butalsoaboutwhatitstands

foranditstraitsaswellasitsphysicalqualitieslikelogo,brandname,quality,

performance,placeoforigin,pricing,etc.(DePelsmacker,PGeuens,M.&VanDen,J,

2013).

Brandawarenessisalsousedtoassesstheefficiencyandefficacyofmarketing.The

moresuccessfulabrandisinthethoughtsofcustomers.Theeffectivenessand

successofabrand maybedetermined bythestrength ofthebrand.Onlyan

integratedpromotionalandadvertisingmixcanproduceagoodandwell-established

brand recognition.Iforganizations employ integrated communication tools for

marketing,theywillprobablyachievetheiraim anddevelopastrongbrand.

Socialmediaisaphenomenonthathasbroughtagreatdealofattentiontothe

networkinglandscapebothoforganizationsandindividuals.However,theknowledge

ofthephraseisrelativelylittlewhenitcomestoofferinganobviousdescriptionof

whatsocialmediais.Managersandacademicacademicsappeartodivergefrom the

interchangeableWeb2.0andUserGeneratedConceptinhow socialmediaare

(Kaplan,A.M.,&Haenlein,M,2009).

Acomprehensivegraspofconnectedconceptsmaybedrawnfrom thehistoryofthe

internet,from whichsocialmediamayhaveoriginated.In1979,TruscottandEllisof

DukeUniversitysetupUsenet,aglobalsystem fordiscussingpubliccommunications

forusers.Usenetisamixturebetweene-mailandwebforumsandisthesubjectof

discussionwithcontemporarynewsreadersoftware.(http://nzblord.com/usenet/).
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User-Generated Contententered usage in 2005;itcovers a variety ofmedia

informationavailable.Itincludesalldigitalmediatechnologiessuchasdigitalvideo,

blogging,podcasting,forums,review sites,socialnetworking,mobile phone

photography,andwikis.HenceUserGeneratedContentisasum ofallwaysinwhich

peoplemakeuseofsocialmedia(Kaplan,A.M.,&Haenlein,M,2009).

Accordingtorecentstatisticalreports,morethan4.3billionpeopleacrosstheworld

usetheinternet.Whileoverhalfoftheworld’spopulationissaidtobeonline,the

numberofactivesocialmediausersreached3.4billionin2020(Kempa,n.d.).

Becauseoftheincreasingtrendsininternetuseandthecommitmenttosocialmedia,

companieshavestartedeasilyusingsocialmediatechnologytomarketproductsand

servicesonsocialmediaplatforms.(NripendraP.Rana,2020).

Since the adventofsocialmedia,the marketing funnelhas been dramatically

transformed from a simple to a highlycomplicated form (Haven etal.,2007).

Improvingthelevelofbrandawarenessisoneofthemarketers’challenges.To

achievethedifferentlevelsofbrandawareness,recognition,recall,topofthemind,

anddominance,brandsneedtomakeastrongassociationwithcustomers.Basedon

the existing researches,the online communities,theirinteraction,the sharing

contents,accessibility,andcredibilityarethefactorstobeusedforevaluatingthe

impactofsocialmediaonbrandawareness.

Socialmediamarketinghastremendouspotentialforbreweryfactoriestobenefit

from whichwilltransform thecompany'sbrandimage.Additionally,socialmedia

marketingstrategy,despitetheuncertaintiesaboutthefuture,willbeanimportant

partofthebreweryfactory'soverallmarketingstrategy.Itisclearfrom theextant

literatureinbrandmanagementthatthesignificanceofonlinemarketinghasbeen

recognizedinbuildingbrandimage.Therefore,onlinemarketingasamarketing

communicationprogram isusedtodevelopbrandimage(Keller,2003).Thishas

marketingeffectsthatareuniquelyattributabletoabrand(Keller,2001).

Onlinemarketingcanfunctionasabasisforsocialmediamarketing.Boththeoretical

literatureandotherstudieshavelaidalogicalbasisfortheroleofsocialmedia

marketingforbrandawareness.Oneofthemostvaluableaspectsofsocialmedia,

andspecificallyconcerningtheroleofsocialmedia,isitsabilitytoprovideaclear,

detailedpictureofwhatthepeoplesayingaboutitandwhattheyaretellingtoothers
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(Evans,2008).Asaresult,thispaperaimstoinvestigatetheeffectofsocialmedia

marketing in building brand awareness,with a specificfocuson Kidame beer.

Therefore,thepurposeofthisresearchwastoexaminetheeffectsofabrand’s

onlinepresenceonbrandawareness. 

1.2 StatementoftheProblem 

“Whetherornotyourbrandisonsocialmedia,yourconsumersare.”(VenkeSharma,

andHushidarKharas,2017).Thefoodandbeverageindustryinotherpartsofthe

world is using socialmedia as the main means ofcommunicating with their

customersandbrandawarenessbuildingandtheageofsocialmediahasgivena

completelynewmeaningtobrandmanagement.Theypostevents,andprogramsand

eventheycollectfeedbackfrom theirguestsabouttheirexperience,asitisverycost-

effective,however,inEthiopiathispracticeisnotmorethanjustopeningasocial

mediaaccountwithasinglebrandnameandthereisalackofwell-researched

contentonthistopic.Thefoodandbeverageindustrytendstobeverycustomer-

centricandalsoonethatpridesitselfbyreachingouttoitscustomersandproviding

apersonalizedexperience.Intraditionalmarketing,ourlivesaresaturatedbyprint

media,radio,andtelevision.Thedownsideoftraditionalmarketingisthehighcost

anditisone-waycommunication.Socialmediaencouragescustomerengagement,

anditbeingontheWeb,promotestwo-waytraffic.Itallowsforafasterresponseand

alow-costinvestmentthantypicallyachievedwithtraditionalmarketing.

Socialmediaisrelativelyyoungandtheobjectiveforcorporationstoinvestand

participate in social media platforms is to offer an alternative mode of

communication and also ithelps to cultivate long-term relationships with their

customers;promotionalcampaignsandnew informationcanbepushedthrough

socialmediachannels.AsstatedabovethefoodandbeverageindustryinEthiopiais

notengaginginthesocialmediaactivitieslikeupdatedposting,tweeting,linking,or

havinganactiveblog,itjustmeansthattheindustryparticipantsaremissingouton

thehugeopportunityindigitalmarketing.Tostaycompetitiveinthedigitalworld,the

company has to be engaged orbe involved with theirintended audience by

participating in online discussions,podcasts,RSS feeds,and service review

commentarywhileincreasingawarenessandbuildingrelationshipswithbothnew

andloyalcustomers.
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Socialmediaisanemergingtrendamongmarketersaswellasacademiciansdueto

itspotentialtoinfluencemarketingelementsandbrandawareness.Itisbeingused

forbranding purposesextensively.Nevertheless,thisfield ofresearch isin its

introductionstage,researchersareoptingtoconductstudiesintheparticularfield.

Ontheotherhand,brandawareness,brandpersonality,andbrandassociationasa

resultofinternet-basedcommunicationsaretakingplaceonsocialmediaplatforms.

Itisofequalimportanceandverymuchresponsibleforbranding.Socialmedia

communicationandbrandawarenesscomplementeachother.Manystudiesare

showing the relationship between socialmedia and brand awareness with its

dimensions.

Ethiopia,AccordingtoInternetWorldStatistics,reportforexampleinJune/2017

numberofFacebookusersinEthiopiaisover4millionwitha4.3%penetrationrate

(InternetWorldstatistic,2017).However,toofew beerfactorieshavesocialmedia

marketingstrategicplansformanagingtheircompanybrandandshapingbrand

awareness.Despitetheroleofsocialmediamarketing,itisdetectedthatthereare

limitedresearchesintheEthiopiancontext,andthatstrengthforthebeerfactories

arenotbeingcommittedtosocialmediamarketingactivities.

Ethiopiathroughthenumberofsocialmediamarketinghasincreasedstill,it’satthe

beginningphase.Beerbrandsworldwidehavealreadytakenadvantageofsocial

media.Nonetheless,thereisanabsenceofclear,comprehensive,rigorous,and

empirically-basedstudiesontheroleofsocialmediamarketinginEthiopianbeer

factoriescontextthatprovideanimportantanalysisandrecommendationstouse

socialmediaasamaincost-effectivemeansofbuildingbrandawareness.Thus,the

studyisdesignedtoidentifytherolesofsocialmediamarketingonbrandawareness

acaseinHabeshabreweryofitsrecentlyintroducedproduct,KidameBeer.

1.3 ResearchQuestion 

Socialnetworksrefertotheconnection,relationships,andinteractionsthathappen

within the socialmedia platforms.From a marketing perspective,these are

interactionsbetweenthemarketersand thoseinteracting withintheconstructs.

Concerningthis,theresearchproblem ofthisstudycanbeformulatedtoassessthe

effectofsocialmediaonthecreationofbrandawareness.Withinthecontextofthe

abovebackgrounddiscussedtheresearchfocusesonprovidinganswerstothe
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followingquestions:

1.Whatistheeffectofonlinecommunitieson socialmediaon thebrand

awarenessofKidamebeer?

2.Whateffectdoessocialmediaadengagement/interactionwithfollowershave

onKidamebeerbrandawareness?

3.How sharingthecontentoftheproductonsocialmediagivesasignificant

impactonthebrandawarenessofKidamebeer?

4.Inwhatwaysocialmediaaccessibilityhaveasignificantimpactonthebrand

awarenessofKidamebeer?

5.Towhatextentsocialmediacredibilityhaveasignificantimpactonthebrand

awarenessofKidamebeer?

1.4 ResearchObjectives 

1.4.1Generalobjective 

Inlinewiththeabove-discussedproblem andresearchquestion,thegeneralobjective

ofthisresearch isto examine the effectofsocialmedia marketing on brand

awareness. 

1.4.2Specificobjective 

 Toassesstheeffectofonlinecommunitiesonsocialmediatowardsthebrand

awarenessoftheKidamebeer

 To assess the effectofsocialmedia ad engagement/interaction with

followersonKidamebeerbrandawareness

 Toexaminetheeffectofsharingthecontentofsocialmediaonthebrand

awarenessofKidamebeertowardtheconsumers.

 Toinvestigatetheeffectofsocialmediaaccessibilityonthebrandawareness

ofKidamebeer.
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 Todescribeandmeasuretheeffectofsocialmediacredibilityonthebrand

awarenessofKidamebeer.

1.5 SignificanceoftheStudy 

Thisstudyisundertakentoexaminetheeffectofsocialmediamarketingincreating

brandawareness,whichinfactwillenrichtheexistingknowledgeinthearea.Further,

thestudyhasapracticalsignificancetobeusedasabaseorreferencebyother

researcherswhoareinterestedtocarryoutfurtherresearchintheareaortoshed

lightforfurtherstudies. 

Besides,thestudyisaimedatcontributingtotheacademicliteraturebyinvestigating

the effectof socialmedia marketing on brand awareness.The resultand

recommendationofthestudywillbeofimmensebenefittothemarketingandsales

team ofHabeshabrewery,asitwillprovideaguideonhowsocialmediamarketing

willaffectbrandawareness.

1.6 ScopeoftheStudy 

1.6.1.Geographical

Forthisstudy,anexperimentwastakenplaceinAddisAbabaandotherswholivein

regionalcitieswithinternetaccess.Allparticipantswouldberecruitedattheselected

barsbasedontheirwillingnesstoparticipateandwhethertheyareresponsiblefor

thebeverageshoppingoftheirhouseholdorwiththehelpofanothermemberoftheir

household.

1.6.2.Theoretical

Also,thisstudywaslimitedtostudytheeffectplayedbypopularandmostused

socialmediamarketingchannelslikeFacebook,Instagram,Linkedin,andTwitter.The

rationalebehindthisisthatsocialmediahaspositioneditselfatthecoreofdigital

marketing.Andit’snotjustcoretomarketing,butessentialforleadgenerationand

salestoo(WSI,2015). Therefore,theresultofthestudywaslimitedtoinvestigate

how socialmediamarketingaffectsbrandawareness,whichisthefirststageand

onepartofbrandbuilding.Besides,thisstudywouldnotassesstheimpactofsocial

mediamarketingonotheraspectslikeservicequality,customerbuyingintention,and
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customersatisfaction.

1.6.3.Methodological

Thestudyusedquantitativeandqualitativeresearchapproachesandbothprimary

and secondary data.The survey research method was chosen where the

questionnairewasusedtocollecttheinformation.Italsoemployedastructured

surveyandusedformallistsofquestionsaskedofallrespondentsinthesameway.

1.7 LimitationoftheStudy 

Regardingthesamplesizeoftherespondent,theresearchwouldonlyincorporatea

limitednumberofcustomerswholiveinAddisAbabaandoutside,withinternet

access.Whenitcomestoanonlinesurveyitisknownthattherespondentrateof

responsetendsto belower.Thiswould elongatedata collection timeand the

accuracyofdatatobecollected. 

Beyondtheabove-mentionedlimitations,thestudywouldnotincorporatesocial

mediamarketingtoolslikegoogleplus,email,andYouTube.Therationalebehindthis

isthatthefirsttwoarenotwellknownandusedamongtheinternetusersinEthiopia

andthethirdoneismostlyusedforentertainmentpurposes,from thecustomer’s

pointofview.

Additionally,sincesocialmediamarketing isgloballyanew conceptand inits

inception period in Ethiopia,itis difficultto find enough amountofresearch

conducted.Sector-wisethestudywouldonlybelimitedtoexaminetheeffectof

socialmediamarketingonbrandawarenessspecifictoKidamebeers.From the

researcher'sstand,therewouldbenoattempttoexaminetheeffectofsocialmedia

marketingonotheraspectsofbrandandothersimilarproductsinthesamesector.

1.8 DefinitionofTerms 

1.8.1Brand 

Thebrandisintendedtobeacombinationofintangibleaswellastangiblefeatures

aimedtogenerateidentificationandrecognitionandtodevelopthereputationofa

product,service,person,ororganization.Brandingisconsideredasalong-term

strategyintheholisticview and includesawiderangeofactionsthatinclude
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communicationonmarketingandproductcreation.(Sammut-Bonnici,2015). 

1.8.2Branding 

Theconstantprocessbywhichcustomersareexpectedtocreateagoodperception

ofacertainproductiscalledbranding.Brandingoffersadistinctiveidentitythat

enhancesthetradeprocessoneitherside.Itmakesitsimpleforbothpartiesto

purchaseandsell(Brassington&Pettitt,2006).

(Kotler&Keller,2006),Consider,ontheotherhand,brandingissomethingthatoffers

the dominance ofa certain brand to servicesand goods.Theyalso persuade

brandingtocreatedifferences.Itisessentialtoteachpeopleabouttheproducttobe

branded.Theymustknow"who"theproductis,"what,"andaboveall"why"itshould

attracttheconsumers.Brandingalsopertainstothecreationofthepsychological

constitutionandtohelpthecustomerinsystematizingone'scognitiveknowledge

aboutservicesandgoodstobringvaluetothefirm andtoenlightenthedecision-

making process ofthe consumer.To be successfuland effective in branding

strategiesleadingtovaluecreation,customershavetobeconvincedthatthereare

substantivedistinctionsbetweenbrandsdeliveringthesameproductorservice.

1.8.3Brandawareness 

The business dictionary defines brand awareness as the capacity to properly

combineaproductandbrandwithpotentialbuyers.Brandawarenessindicatesthat

thecompany'sbrandanditsgoodsorserviceshaveasenseofcustomerawareness.

Ifabrand,company,orproductisnotrecognized,potentialcustomersdonothave

informationonwheretheirrequestsandrequirementsaretobefulfilled.Thus,brand

recognitionisimportantforenterprises,sincewithoutthis,theprincipalobjectiveof

thefirm,inotherwords,tomakeaprofit,won'tberealized.(Swayne&Dodds,2011)

1.8.5Socialmedia 

Socialmediaisaweb-basedservicethatenablespeopletoconstructpublicorsemi-

public profiles,transmitthe users'links,and browse those links and those

establishedbyothersonthesystem (Boyd,DanahM,&Ellison,N.B,2007).According

tothedefinitionofKaplan(2010)whichismostpopular,socialmediacanbedefined

as “a group ofInternet-based applications thatbuilton the ideologicaland
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technologicalfoundationsofWeb2.0andthatallow thecreationandexchangeof

user-generatedcontent”(Kaplan,A.M.,&Haenlein,M,2009). 

1.8.6Socialmediamarketing 

(NishaAnupamaJayasuriya,2018)citing Socialmediamarketing isdefined by

Mathew&MunizandRishi&Sharmaastheprocessofpromotingwebsites,products,

and services using online socialmedia platforms.Itentails marketing-related

activitiessuchasblogging,photosharing,andinternetposting.Thetransformation

ofsocialmediafrom friends'networkstothemostdependableandfast-evolving

sourceofproductandserviceinformationhasresultedinsignificantshiftsinthe

marketingprofession.(NishaAnupamaJayasuriya,2018).

1.9 OrganizationoftheStudy 

Thisstudywasorganizedintofivechapters.Thefirstchapterstatesthegeneral

introductionofthestudy.Chapter2presentedtheliteraturereview regardingthe

researchareabothempiricalandthetheoreticalfoundationsfortheresearch.The

third chapteroutlined the research methodology.The research results were

presentedinchapterfour.Thelastchapterdrawsconclusionsandimplicationsand

windsupthereportbyhighlightingfutureresearchareas.
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CHAPTERTWO

2.LITERATUREREVIEW

Thepurposeofthischapteristocriticallyreviewliteraturerelatedtothetheoretical

conceptofthetopicofsocialmediamarketingandbrandawareness.Theliterature

reviewistodevelopatheoreticalframeworkforthestudy.

2.1.TheoreticalReview

2.1.1. IntegratedMarketingCommunication

Integratedmarketingcommunications(IMC)istheguidingprincipleorganizations

follow to communicate with their target markets. Integrated marketing

communicationsattemptstocoordinateandcontrolthevariouselementsofthe

promotionalmixi.e.advertising,personalselling,publicrelations,publicity,direct

marketing,andsalespromotiontoproduceaunifiedcustomer-focusedmessageand,

therefore,achievevariousorganizationalobjectives(Boone&Kurtz,2007,pp..488).

Marketerswere previouslyfocusing on promoting theirproduct/service through

traditionalmediums like TV,Radio,Newspapers,however,now the future of

marketersappearstobedigitalastechnologyhasbecomeanimportantpartofdaily

lives(Pall&McGrath,2009).

Marketingcommunicationchannelsarethemeansforcompaniestonotify,remind,

andconvincecustomersabouttheirbrands,products,orservices(Kotler&Keller,

2009),butchoosingefficientmeanstocarrythemessageisdifficult.Theadventof

theInternethascreatednewavenuesforfindingcustomers;especiallyusingsocial

mediachannelstofindandmaintaincustomersarethenewchallengeofmarketers.

2.1.2. DefinitionsofSocialMedia

Tospreadmediathroughsocialinteractionsutilizinghighlyavailableandscalable

publication strategies, Wikipedia defines social media as well. Web-based

technologiesareusedbysocialmediatoconvertanddiffusemediamonologsinto

social media discussion. They encourage knowledge and information

democratization and change individuals from content consumers to content

creators"(en.wikipedia.org/wiki/Social_media.Retrieved100420).
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Socialmedia,likenewspapers,television,andmovies,isdifferentfrom industrialor

conventionalmedia.Thesearerelativelycheapandavailabletoeverybody(even

privatepersons)incomparisonwithindustrialmediatopublishoraccessinformation

oftendemandconsiderableinformationresources.

Socialmedia includes blogs,picture-sharing,vlogs,wall-posting,e-mail,instant

messaging,multi-purpose,IP voice-to-name.Many socialnetwork services like

MyBlogLog and Plaexo may be incorporated via socialnetworking platforms

(en.wikipedia.org/wiki/Social_media.Retrieved100420).

Insteadofsocialmedia,Weberusestheterm "socialnetworks"anddefinessocial

networkingasthe"onlinespacewhereindividualsofsharedconcernmaycollecttheir

ideas,ideas,andcomments.SocialnetworkssuchasMySpace,Gather,Facebook,

BlackPlanet,Eons,LinkedIn,andmanyhundredmoreareincluded.Itincludesbrands

suchasAmazon,Netflix,andeBay.ItcoversbusinesssiteslikeIBM,BestBuy,Cisco,

Oracle,andothers.ThesocialInternetisanewrealm ofunpaidmediageneratedby

individualsorcompaniesontheInternetandcomprises:

-Reputationaggregators:SuchasGoogle,Yahoo!,Ask,andLivesearchesengines.

Theyaddsiteswiththegreatestproductorserviceandtypicallyarrangethingsin

order.

-Blogs:Onlinejournalsthatallow individualsto upload ideas,photographs,and

connectionstowebsitesorothersites.Someofthem arehostedbyBlogger,BlogHer

(forwomen),weblog,Tumblr,andotherbloggingplatformsonpersonalorbusiness

sites.(Weber,2009)

-Microblogs:Twitterisasocialnetworkandmicrobloggingservicewhichallows

userstopostandreadso-called"tweets"messages.Tweetsaretextpostswithupto

140charactersontheprofilepageoftheauthorandgiventoauthorswhoareknown

asfollowers.Senderscanrestrictdistributiontofriendsorenablebroadaccessby

default(http://help.twitter.com/forums/10711/entries/76460.Retrieved2010-04-25.

http://blog.twitter.com/2009/10/theres-list-for-that.html.Retrieved2010-04-25).

-Topic-Ingeneral,certaine-communitiessupportpublicity,whereassomearefree.

Forinstance,HewlettPackardofferscommunitiesonitssite,andtherearesports

communitiessuchasKayakMindforkayak-goers.Protectede-communitieswith
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passwordsareincreasingparticularlyfast.

-Socialnetworksarealocationwhereindividualswithasharedinterestorconcern

meet,expressthemselves,andengagewithotherswithsimilarinterests.Besidesthe

foregoing,forexample,Xanga,Stumbleuponisalsolisted.Othersitesareespecially

devotedtothesharingofimages,suchasFlickr,whilesomearededicatedtovideo

sharing.(Weber,2009).

2.1.3. MarketingStrategy

Differentauthorsdefinemarketingdifferentlyanditsdefinitionischangingfrom time

totime.Someofthem seeasonebusinessfunctionslikehumanresource,finance,

and accounting.Others see itas a process ofconception ofideas,planning,

executingofaproduct,andsellingactivities.TheAmericanMarketingAssociation

(AMA)alsorevisesthemarketingdefinitiontwicein1985and2005.In1985,it

definesasaprocessofachievingcompanies’goalsthroughanexchangeofideas,

goods,andservicesbygivingsatisfactiontocustomers.Itincludesplanningand

executingaprice,promotion,anddistribution.

However,in 2005 AMA revises its definition by giving stress to long-term

relationshipsand giving valueto customers.According to AMA 2005 definition

marketingisaprocessofachievingcompanies’goalbydeliveringvaluetocustomers

through building long-term relationships.Itis benefiting the stakeholders by

managingtherelationshipwithcustomersorachievingagoalbymeetingpeopleand

satisfyingtheirneeds(AMAcitedinFerrellandHartline,2011).

Ontheotherhand,thestrategyofmarketinghasalsochangedforthelasttwo

decadesbecauseoftheadvancementofinformationcommunicationtechnologies.

AccordingtoFerrellandHartline(2010,p.3)becauseofthischangeconsumersget

productinformationfrom differentsources,smallcompaniescompetewiththebig

ones,audiences,aswellasmedia,arefragmented.Inconsequence,themarketing

strategyprincipleischangedasawayofsatisfyingcustomersinthisatmosphere.

Marketingstrategyiscomposedofthetargetmarketandmarketingmix.Selectinga

customerfrom a group is marketsegmentation ortargetmarketing.Deciding

distribution,price,andcommunicationmethod,andproductstrategyisamarketing
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mix.Itisawayofdecidingthetargetmarketandthemarketingmixestofulfillthe

needsofcustomersinaverycompetitiveenvironmentbyusingfragmentedmedia.

Thecustomersmayincludestakeholders,employees,andsuppliers.

2.1.3.1. TargetMarket

Itistheprocessofmarketsegmentation.Ithelpsthecompanytofocusthewhole

energyi.e.timeandmoneyonacertainselectedgroup.Becauseoftechnology

advancementknowingthepotentialcustomerandfocusingonthisgroupdoesneed

biginvestment.Forinstance,acompanythatwouldliketoproduceanexpensive

perfumecantargetthecustomersontheirFacebookprofilepage.Thebusiness

companycantargetbasedonnationality,workplace,academicstatus,gender,and

age.A companythatusessocialmediaplatformsactivelycan differentiateits

potentialcustomers.Forinstance,mostFacebookusershavedetailedprofileson

theirpages.Theseprofilesareusuallypublic.Theseincludeage,sex,nationality,

academicstatus,interest,etc.

2.1.3.2. MarketingMix

Traditionally,marketersusethefourP’si.e.product,price,promotion,andplaceas

inputfortheirplanningactivities.ThefourP’s,itisalsoknownasmarketingelements

ormarketingmixorintegratedmarketingareusedtodifferentiateonecompany's

productfrom the other.Itisusuallyreflected bythe company’sdifferentiation

strategy.

Product:-Itcanbetangibleorintangible.Thetangibleproductscanbedifferentiated

bycolor,size,shape,form,components,andsoon.Theintangibleproductsare

services such as financialinstitutions,movies,and otherconsulting services.

Productsincludegoods,services,information,ideas,computersoftwareproducts,

etc.Bennett(2010,p.45)arguesproductsarethecenterofanymarketingactivity.

Changingtheproducttype,size,color,specificationchangeseveryothermarketing

mixespeciallypriceandpromotionexpense.Productdifferentiationisthemost

important ingredient for a company’s success. However, because of the

advancementofinformationsharingtechnologies,industriesarematuredandmany

companies find themselves in very few competitive product differentiation

advantages.
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Price:-itistheonlymarketingelementinwhichcompaniesgetrevenue.Thus,

decidingthepricecanmakeacompanyprofitableorbankrupt.However,decidingthe

priceoftheproductiscomplex.

Countrieshavenotonlytheirterritoriesbutalsohaveanindependenttaxsystem,

customslaws,financelaws,andotherlegallawsthatcontributetopricedecisions

(KotabeandHelsen,2008,p.407).Ontheotherhand,becauseoftheinteractivity,

simplicity,anduniversalityfeaturesofsocialmedia,customerscomparethepriceof

theproductindependentofterritories.Customersacceptnoorlittleincrementfrom

similarproducts.Theyalsoneedasimilarpricefrom othercountries.

Place/Distribution:-itisameansofmakingcompanies'productsavailabletothe

customers.Itsobjectiveistomakeproductsavailableattherighttimewithminimum

cost.Nowadaysproductscanbeavailabletocustomersbothvirtuallyontheinternet

andphysicallyinshops.Oninternetdistribution,thecompanyusuallysellsitsproduct

directlytoitscustomers.However,inphysicaldistributioncompaniesusually,sellits

producttoathirdparty.

Promotion:-Itincludesadvertisement,publicrelations,packaging,personalselling,

displays, press releases, and web design. It is an integrated marketing

communicationtopersuade,inform,andremindingcustomers(FerrellandHartline,

2011).

2.1.4. SocialMediaandMarketing

According to Weber,socialonline marketing involves an entirelynew style of

communicationinanelectronicenvironmentwithanaudience.Marketersshouldbe

aggregatorsforconsumercommunitiesinsteadofcontinuingasbroadcasters.It's

notaboutsellingmessagestoanincreasinglydisinterestedpublic.Instead,social

networksthatindividualsdesiretobepartofshouldbeincluded,organized,and

encouragedwhenmarketingtosocialwebmarketers.Marketersshouldtalktothem

insteadoftalkingtocustomers(Weber,2009).

Therearetwomethodstoaddconsumers:toprovideinterestingmaterialonyour

websiteandtocreateretailsettingsthatconsumerswishtovisitandtogetoutand

participateinthepublicarena.(Weber,2009).
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Marketingtothesocialwebisnotonlyforthelargestmultinationalcorporations;it

maybeeasierandmoreeffective,arguesWeber(2009),forarelativelysmallor

medium-sizedcompanytotakemaximum advantageofthesocialmedia.

Withtheintroductionofthesocialweb,themethodthesegmentationalsochanges

drastically.Demographicssuchasgender,age,education,andmoneyhavebecome

lesssignificant,andwhatmattersdependsonwhatindividualsdo,whattheyfeel,

whattheydo and whattheydo,and whattheirinterests are concerned.The

marketer'sobjectiveisto discovergroupsofclientsthatmaybereached and

impactedbymarketing(Weber,2009).

(Harris&Rae,2010)Seekingtobuildaninclusivemarketingstrategy,thefunctionof

socialnetworking.Theysaythatfrom theearlydaysofnewsgroupsandchatrooms

onlinecommunitieshavechangeddramatically.Ciscohas,forexample,developeda

clientcommunitythatenablesclientstoprovidetechnicalassistanceinformation

usingweb-basedcommunities.FollowingCisco'sonlinetechnicalsupportcapability,

theconsumersbegan competing to answerissuesposed byotherusers.This

methodhelpstocreateacommunityoflike-mindedpeoplewhowilltrustandreactto

othergrouprecommendations(Harris&Rae,2010).

HarrisandRaearguethatcompaniesacknowledgethepotentialtobuildbrand-

developmentonlinesocialnetworkslikeFacebookandMyspaceintheUKandthat

thishasbeenanextremelyrecenttrendintheUK(whichthedataderivesfrom)and

thatitisdifficulttoconcludehowcompaniesaresuccessfulinusingpartnershipsat

thisstage(Harris&Rae,2010).

2.1.5. In Which Phases OfProductLife Cycle Can

SocialMediaBeUsed?

Weberindicatesthatthesocialwebmayplayaroleinproductcreation,market

launch,andmarketacceptancethroughoutthelifecycle.Itillustratesbyclaimingthat

blogsandwikis(awikiisasitewhereanynumberofinterconnectedwebpagesmay

be created and edited using a web browser,eitherusing a simplified labeling

languageorWYSIWYGtexteditor.Wikisaretypicallypoweredbywikisoftwareand

areoftenusedtocreatecollaborativewebsites,topowercommunitywebsites,for

personalnote-taking,incorporateintranets,andknowledgemanagementsystems
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http://en.wikipedia.org/wiki/Wiki.Retrieved100420)andcommunitiescanbeused

duringthedevelopmentphaseonvariousproductfeatures.

Duringthelaunchofthemarket,podcastsandwebinars(aninteractive,web-based

seminar)canbeutilizedtoeducatepotentialbuyersontheadvantagesandusesof

thenewproduct.And,whentheproductbeginstosell,thesocialwebisleveragedto

solveproblems,solveproblems,providecustomerassistance,andgeneratethisbuzz

withvitalwordsofmouth(Weber,2009).

2.1.6. SocialMediaandBranding

Brandequityisaliveelementinanerainwhichsocialnetworkshavebecomea

majormediacanalandshouldnotbetakenasabrandrecall,butasdynamicmetrics,

such asconsumerword-of-phrase.Weberlikesbrand equityasa conventional

mannerofseeingbrandequityinbrandmemory.

A good brand should be founded on a conversation with its consumers and

prospects–themoreconversationthereis,themorethebrandbecomesstronger.

TheSocialWebmakesitpossiblefororganizationstoconductsuchdialogsmore

efficientlyandlesscostlythanbefore.(Weber2009).

Weber’s(2009)Viewofhowyourmarketingtoolshouldbeemployedfortheblogis

thatyourmessagecan'tbecontrolledbythismethodofcommunication.Butyoumay

give yourviewson a certain subjectand therefore you mayparticipate in the

discourse.Forseveralpurposes,blogscanbeemployed.

Fortinystart-ups,ablogisameansforamanagerinthecompanytotalkaboutthe

industry,talkaboutthemarket,createcredibilityandstartsearchengines.Notonly

assiststheconsumers,butitcontributestomediaandPReffortsbecausejournalists

andwritersalwaysgointotheblogstoquoteandinterview individuals.Bloggingis

usedasareference(Weber2009).

Ifyouareamanagerandwanttoimproveyourprofileandyourcompanyprofile,a

blogisaterrificapproachtoacquirespeeches,contributions,andquotationsin

mainstream media.Thisprovidescredibilityandcanultimatelyresultintheattention

ofnew consumerswhocanbuyotherbrands,products,orservicesbutcanfeel

betteratyourdisposal.Amanagercanalsochoosetoblogtoacquireanimpression
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ofwhatishappeninginthefieldandgetintouchwithyourconsumers(Weber,2009).

2.1.7. PopularSocialMediaChannelsbyMarketers

Thereareothersocialnetworkingsitesinthemoderndigitalenvironment,suchas

Facebook,YouTube,LinkedIn,Instagram,TikTok,andTwitter,whicharealsoused

forcorporateuseglobally.

Facebook

FacebookcreatedbyMarkZuckerberginFebruary2004isthemostpopularsocial

networkingwebsiteintheworldandhasatotalof2.27billionmembersaccordingto

aStatistianstudy(2018),ofwhich294millionpeoplecomefrom India.Marketers

maycreatetheirprofileorpagefortheirconsumersonthispopularwebsite,through

whichtheymaysubmitcomments,queries,orinformationabouttheproduct.Ontheir

Facebookprofile,marketersmaypublishphotosandvideosofitemsthathelpsell

theiritemsinternationally.

Twitter

ItwascreatedbyJackDorseyinMarch2016andwasthemostpopularsocial

networkingwebsiteafterFacebook.AccordingtoStatista,morethan326million

socialmediausersareactive.Userscanconnectorengagevia"tweets,"whereas

messagescanonlysendinformationin140characters.Withtheassistanceofthis

socialmediaplatform,e-commerceenterprisesmaydeliverinformationtotheclient,

offergoodsandservicesformoney.(McIntyreDA.2009).

YouTube

YouTubewasstartedbySteveChen,ChadHurley,andJawedKarim,threeformer

employeesofPayPal,inFebruary2005.Later,inNovember2006,itwasboughtby

GoogleInc.YouTubehasmorethan1.8billionviewersamonthasthemostpopular

socialnetworkingplatform focusedonvideo.Allusersmayupload,rate,share,and

commentonvideos.Withtheoptionofreviewingorcommentingonthevideo,

companiesmayreplytoconsumerremarksimmediatelyandpleasetheirconsumers,

leadingtocustomerloyalty.
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Instagram

In 2010,Instagram was established byKevin Systrom and todayis owned by

Facebookasawebsiteforvisualsocialnetworking.Outofthem,71millionareactive

usersfrom India,accordingtoastatisticalreport(2018).Thissocialnetworkisa

successfulcommercialplatform thatallows users to filterand modifyinternet

moviesandphotographswithmanyintriguingfeatures.Instagram hasanaverage

postcommitmentrateof3.31percentcomparedtoTwitterat0.07percent.

LinkedIn

LinkedInisacorporateandemploymentsocialnetworkwebsite.LinkedIn'sprimary

objective is to provide a professionaldigitalplatform networking.Itworks by

companieswhopostjobsonthesiteandjobseekerswhopublishtheirresumésfor

theirrespectivepositionsofinterest.(RussellandStutz,2014).Membershipinthe

LinkedIn(www.linkedin.com)onlinecommunityhasgrownexponentially(Gerard,

2011).Founded in 2003,LinkedIn hasover467 million members.Fortune 500

companiesrepresentcloseto 106 million activeusers,making itaverybroad

platform (LinkedIn,2017).Onemustbeatleast18yearsofagetobeamemberor

registeredmemberofLinkedIn.Registeredemployersandjobseekershavethe

opportunity,which maybe a genuine world ofprofessionalcontacts,to build

connectionswithotherusers.Inadditiontobuildingjobprofiles,somestudentsalso

buildLinkedInprofilesfortheiruniversityapplications.

InternetsaturationisquitehighinIreland,accordingtoInternetWorldStats.In2012,

nearly3.5millionInternetuserswereestimatedat80percent.Thisdemonstrates

thattheInternetisusedbythemajorityofpeople.Thisalsocoversonlinesites,like

LinkedIn.EmergingdatahaveanalyzedtheuseofsocialmediaforIrishconsumers,

showingthat24%ofIrishpeopleliveonLinkedIn.(Jencius&Rainey,2009).

TikTok

TikTokisoneofthesocialmedia'smostpopularapplications.InAsia,intheUSA,and

throughouttheworld,thisappistheworld'sleadingdestinationtoproduceshort-

form mobilevideos.TheappwasfoundedbyMusical.ly.Itappeared.TikTokwas

foundedinSeptember2016andismanagedbyByteDance,commonlyknownas

DouyininChina.(LaurenHallanan,2018).Thismediaappisaccessibleinover150
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marketplacesand75languages(MehvishMushtaq,2018).

TikTokcreatedatrendamongyoungpeopleandallowsuserstomakeshortvideos

ofbetween15and60secondsandtopicktunes,effects,orsoundbites.Another

goodthingisthattheymaymakea"duet"withapersonbyreactingtotheirvideoand

thereforecreateanunlimitedchainofanswers.InSeptember,onmonthlyinstallsin

theAppStore,itovertookFacebook,Instagram,YouTube,andSnapchat.Becauseof

500millioneffectiveusersthroughouttheworld,TikTokbecamesuchahitwithsix

millionUSdownloadsinNovember.TikTokhasearneditsfameasitgivesmany

morealternativesforproducersthansocialmediaapplicationslikeSnapchat,Vine,or

Dubsmash.TheGooglePlayStore'sTikTokisalso ahighlyrated 4.6 app that

combines artificialintelligence and picture capturing with this application well

qualified(“EnglishDepartment”,2018).

2.1.8. BrandandBrandingInGeneral,BrandingInFast

MovingConsumerGoodsSector

Whydoesthisstudymakebrandinginteresting?Brandsandbrandingareawide

rangeofconcepts.A brandwasusedfrom thestarttodenotecattleownership

(Bertilsson,2009).Inthemodernage,brandsworkedtoidentifyanddistinguisha

producerfrom another,withthecapacitytotrackagoodbacktotheproducerandto

makehim accountableforthequalityofit. (Bertilsson,2009),buttheyaretoday

ascribedwithalmostdivinecharacteristicsservingasastrategicbusinessasset

essentialforfirmstodevelopiftheyaretocompetesuccessfully(Bertilsson,2009).

Itleadstotheconclusionthatitmakessensetoconcentrateonthebrandingsector

insidemarketingwhenconsideringhowsocialmediainfluencesmarketinginalarger

perspective.

However,brandingitselfisawiderangeofconcepts,dimensions,anddifferent

definitions,asdiscussedbefore.Thisstudy,therefore,founditimportanttogivean

overviewofmajormarketerconceptsandtodeterminewhichbrandingconceptsto

focusonbasedonthisresearch.Inadditiontobrandingandbranding,brandstrategy,

brandequity,andbrandawarenessarethetopicsthatwillbeexaminedinthispart

andthemanagementofthebrandportfolio.

TheAmericanMarketingAssociationformulatedthetraditionaldefinitionofbrand
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nameusedintheliteratureonbrandsin1960,identifyingabrandasatypeof

"distinguishingnameand/orsymbol(forexample,thelogo,trademarkorpackages)

designedtoidentifyanddifferentiatetheproductsorservicesofasingleselleror

sellergroups.(Aaker,1991)(Bengtsson,1996).

Acentralconceptinclassicalbrandmanagementpresentedby(deChernatony,1998)

isthat“asaresultofaugmentingthecoreofferingwithconsumer-relevantadded

values,consumerswillbepreparedtopayapricepremium”.

Thebrandalsocontainsacollectionofperceptionsthatseparatetheproductfrom

thecompetitors.(Aaker,1996).Thestrengthofthebranddependsonhowconsistent,

favorable,andcustomerviewsare.Tostrengthenthebrandstrength,managersmust

moldthiscollectionofviewssuchthatthetargetpublicispositiveaboutthebrand.

(Aaker,1996).

AccordingtodeChernatonyandRiley(1997),Thebrandseemstobeconsidered

from thepointofview ofbrandmanagersasanameforshort-term salesand

objectives to be utilized.The consumer,however,could have the purpose of

consumingthebrandasthebrandwouldbringittotheconsumerorasHeilbrunnput

it(inBengtsson1996):"Abrandcannotonlybeviewedasasignaddedtoproducts

thatdistinguishthem from competitiveproductsbutasasemioticenginewhose

functionistoproducemeaningandvalueonanongoingbasis."

De Chernatony and McWilliam (1989)and McWilliam (1991)identify From a

customerstandpoint,fouradditionalviewpoints ofbrands:a visualidentity,a

constantqualityassurance,ashorthanddevice,andanexpressionofself-concept.

Thenotionisthatcompaniesmayaccelerateandsimplifyconsumerselectionsand

decrease any performance risk they believe (de Chernatony and Riley,1997).

Bengtsson(1996,Germany)takesasomewhatsimilarposition,whichassertsthata

brandmaybeseenasamulti-constructfrom aconsumerperspective,whichreflects

severalcharacteristicsthatareperceivedasbrandsbythecustomer.

(Apéria&Back,2004)Helookedatadifferentbrandingviewpoint.Hesaysbrand

constructionisaprocessbothinsidetheorganizationandinthemindsofconsumers.

AccordingtoMelin,thenotionofcorevalueisonekeyelementinthebrandcreation

process;itistheprincipaldistinctionadvantageofthebrandthatconstitutesthe
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basisforpositioningthecompany.Themainreasonisthatthebrandshouldbeable

tocompetewithdistinctivecoreprinciples.AllofMelin'sinvestigationsfocusedon

theconsumerandhis/herdesiresforfundamentalvaluechoices(Apéria&Back,

2004),andthisisverysimilartothetraditionalviewofbrandingfrom 1960.

Inbrandliterature,thefirm typicallyrecognizespowerfulbrands,whichleadtohigh

profitability,andwhichareappreciatedbycustomersbecausetheylesseninsecurity.

(Apéria&Back,2004)Therelevanceofbranchinginthefast-movingconsumergoods

(FMCG)fieldfordistributorsisyetadvanced;strongbrandsaregeneratingshops

salesforthem.

Inthelightofthedevelopmentofsocialmedia,Weberaddressesthesubjectofthe

brandingofthebrands.Brandingisdefinedascommunicationwithyourclient.The

morethediscourseisstronger,thestrongerthebrandwillbe.Hequestionsthevery

coreconceptoftraditionalmarketingandbrandingsothatintheageofthesocial

webinwhichwelivetoday,brandingandmarketingaremoreaboutparticipatingin

socialnetworksthatpeoplewanttobepartof,wheredialogwithcustomersand

betweencustomerscanprosper.(Weber2009)Transparencyiscrucialifyouwant

tobuildconfidenceandcommunicationwithconsumersandstakeholders.Theaim

istourgeclientstosendthem themessage.Messagescannotbe"forced"tobe

"forced."(Weber2009)

Afurtherapproachtoseewhatabrandis,thebrandisyourcustomer'spromise.It

teachesthem whattoanticipateofyourproductsandservicesanddistinguishes

theirofferfrom thatoftheirrivals.Yourbrandcomesfrom whoyouare,whoyou

aspiretobe,andwhoeveryoufeel.(www.entrepreneur.com.Retrieved100424)

Aaker(1996)thinksthatcontemporarily,Buildingabrandisdifficult.Thefragmenting

marketsandmedianowcomparedto30yearsagoareoneoftheelementscreating

it.Itwaseasiertoremainconsistentacrossmediaandmarketswithalimited

numberofmediapossibilitiesandonlyafewnationalmediavehicles.Therearemany

otheropportunitiesintoday'smedialandscape;Internetadvertising,interactiveTV,

eventsponsorship,etc.Coordinatingcommunicationsacrossmultiplechannelsisa

majorproblem,explainsAaker,withouthurtingthebrand.

Furthermore,firms splitthe population into smallerand more precise target
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audiencesandtypicallyapproachthem throughspecialistmediaanddistributors.For

someorallofthesenewtargetcategories,itistentingtoestablishseparatebrand

identities.However,thedevelopmentandmanagementofmanyidentitiesforboth

thebusinessandtheclientcauseissues.Becausemediaaudiencesarealways

overloaded,buyersmaybeexposedtomorethanonebrandidentity(Aaker,1996).

Sincemanynew mediachannelshavedevelopedsincethisbookwaswrittenby

Aakerin1996suchassocialnetworks,onlinecommunities,etc.Themediamarket

hasthereforegottenevenmorefragmented.AccordingtoAaker'sreasoning,then,it

is logicalto suppose thatbuilding and managing a brand have gotten more

challenging.Thesechangesareextremelyrecent,thusaspreviouslysaid,studieson

socialmediaaresomewhatrare.

ResearcherssayinFMCGitemsthatwell-knownbrandsaresignificantlymorelikely

tobedistributedsuccessfullyandthatthishelpstokeepalargeproportionofthe

market.FMCGitemsarecompetingforshelterspaceextremelystronglyandstrong

brands have a definite benefithere.The pullstrategy is centered on mass

communicationtoolsmostlyinthefieldofadvertisingandstrivesforthegeneration

ofhighconsumerdemandforbrandeditems.(Elliott&Percy,2007)and(Czinkota&

Ronkainen,2010).

2.1.9. BrandStrategy

"Thisisbasedonacharacterizationofthecharacteristicsofthetargetcustomers,

long-term supportforabrand marketing.Itincorporatesanawarenessofyour

preferencesandbrandexpectations"(http://www.businessdictionary.com.Retrieved

100424).

Prophet.com identifies the following aspects in a branding strategy:branding,

managingyourbrandportfolio,creatingandidentifyingyourbrand,andconsidering

potential brand expansions branding branded consulting services

(http://www.prophet.com.Retrieved100424)

Kapfererdescribesbrandingstrategyasaphraseforthedecision-makingprocess:

thenumberofbrandlevelstobeapplied;one,two,oreventhreeandthefunctionof

thecompanyincommunicatingonproductvalue;whetheritbemissing,presentina
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strongwayornot.Heexaminesalsotherelativeweightofthesebrandsaspartofthe

globalizationofarchitecture,andthegraphicalarrangementoftheircohabitationin

allpapersandpackingsandgoodsbutalsoinindustrialfacilitiesandsalesand

managers'officesandbusinesscards.(Kapferer,2008).

2.1.10.BrandEquityandBrandAwareness

Formanyyearsbrandshavebeenseenasaddingvaluetoaproduct,butinthe1980s

thisisassessedbytheassetvalueofbusinessesonlybecauseoftheenormous

waveofmergersandacquisitionsinmultinationalswithmajorandfamousbrands.

Including"goodwill"intheusualapproachofcalculatingassetvalueandnetincome.

(Elliott&Percy,2007).Whilethecustomaryaccountingtechniquedidnotallow the

additionofabrandnameonitsbalancesheettobetakenintoconsideration,thiswas

stillrecordedasaportionofthecompany'snetvalue.Thisisthecontextbehindthe

term brandequity.

There are severalbrand equity definitions established principally from two

perspectives:eitherfinancialorcustomerviewsofabrand.Someinstancesareas

follows:"Asetofbrandassetsandliabilitiesrelatedtoabrand,itsnameandits

symbolthatcontributeto ordeductvalueto acompanyand/oritsconsumers

throughaproductorservice"(Aaker,1991).

Inhisstudyofbrandequity,Aaker'sstartingpointisaconsumerviewbasedonbrand

connections based on consumermemory.He has defined the brand stock

comprehensively,namely:manybrandassetsandliabilitiesrelatedtoabrand,its

name,andsymbolwhichaddsorremovesthevaluegiventoacorporationand/or

customersbyaproductorservice.(AakerinPappuetal.2005)Aaker'sbrand

awareness,quality,andloyaltytobrands,thebrandpartnership,andotherexclusive

brandassetsform thefivefundamentalassetsofbrandshareholders.

Aakerbelieves,thatitbecomesincreasinglyhardertobuildthisbrandrecognition

withthemanynewmediathathaveevolvedandareanticipatedtogrowinthefuture.

Aaker(1996)Thecompanieswhocanoperatebeyond"conventional"mediachannels

andcoordinatemessagingacrossallthemediaarethosetobeawardedtofighting

toraisesbrandrecognition.(advertisingfornewspapers,TV,radio,Internet,event

sponsorship,directmarketing,tradeexhibitions).(Aaker,1996).
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Weber(2009)Contendsthatbrandshareis"conventional"intermsofbrandmemory

-andinsteadarguesthatbrandequityiscurrentlybeingassessedbydynamic

metricssuchaswordofmouthfortheconsumer,asitisadaptedintothesocial

mediaarena.Itisabouthowhighlyconsumersareinclinedtosuggestthegoodsor

servicestoothersratherthanbuildingbrandrecognitionthroughbrandrecall.Itis

abouthow probableconsumersstronglysuggesttheproductsortheserviceto

othersratherthanbuildingbrandawarenessthroughabrandcallback.(Weber2009).

Atightcorrelationalsoexistsbetweenbrandawarenessandbrandplacement.Fora

brandtobesuccessful,brandidentificationisnotenough:thebrandmusthavea

prominentplace in the targetaudience (top-of-mind reminderordominating

reminder).(Elliott&Percy,2007).Initsmarketingcommunicationabrandmustbe

positionedsothatwhensuchaproductisneeded,thatbrandisremembered.The

brandmustthenbeconnectedtoanadvantagethatoffersareasontotakethisinto

account.Thisconnectionbetweenthebrandandtheadvantagesitsatthefoundation

ofestablishingafavorablebrandattitudeandcreatesgoodbrandequityinturn

(ElliottandPercy2007).

AccordingtoKotler(2003),Thepositioningofabrandinthemindofthetarget

consumeristoallowittooccupya'differentandvaluableplace.'Theadvantagesofa

brandinapositioningstatementaretailoredtoaspecifictargetdemographicto

meetaspecificdemand.Brandplacementmaybeseenasanaspecttoconveytothe

potentialclientwhatthebrandisabout,forandwhatitdelivers(Elliott&Percy2007p

229).

Giventhehighimportanceofbrandawarenesscreatingbrandequityandthatrecent

researchquestionstheconventionalapproachtobrandawarenessandtheways,itis

beingalteredbysocialmedia,thefocusofthisstudyisonbrandingandonlookingat

brandawarenessasAakerhasdone.

Amongsttheother4assetsunderlyingbrandequity,perceivedqualityisdefinedby

Aaker(1996)Asabrandassociationwhichforseveralreasonsisraisedtoabrand

assetstatus:Onlyperceived qualityhas been found to contribute to financial

performance among allthe brand associationsand perceived qualityhasbeen

connectedtoothercharacteristicsofperceptionofabrand.(Aaker1996).
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Brandloyalty:Aaker(1996)definesthethirddimensionofbrandequityasbrand

loyalty,whichisnotrecognizedbysomeresearchers.Kellerforexample(1992)

definesconsumer-basedbrandequityintermsofbrandknowledgeanduniquebrand

associations.

Aakersaysthatthevalueofabrandforafirm ismostlybasedonthecustomer

loyaltythatitcommands.Thenecessityofintegratingbrandloyaltyasthekeyasset

behindthebrandstock.Itarguesthatitstimulatesandlegitimizesloyaltyprograms

thatmaytherefore contribute to creating and improving brand shareholding to

considerloyaltyasanasset.

Anothermeaningofbrandloyaltyisthatitisbelievedthataveryloyalclientbase

wouldcreateaprojectedstream ofsalesandprofit.Abrandthatdoesnothavea

devotedclientbaseistypicallysusceptibleorhaslimitedvalueincreatingloyal

clients(Aaker1996).

Thatisalsotruebecauseretainingconsumersisfarcheaperthanattractingnew

onesmightcostfivetimesthepriceofgettinganewcustomer,ratherthanretaining

anoldone.(http://gmj.gallup.com/content/745/constant-customer.aspx.Retrieved

100419)

The brand loyaltyofexisting consumers also represents a majorobstacle to

competition;clients are frequently expensive to alterloyalties (Aaker1996).

Customerdatathatareavailablebyjoiningthefrequent-purchaserprogramsandthe

opportunityfordatabasemarketingaremeansofstrivingforgreaterbrandloyalty

(Aaker1996).

Brandassociations:dealwiththerealitythattheconnectionsthatcustomerscreate

withabrandlargelypromotebrandequity;theymightbeproductqualitiesora

specificemblem.Thebrandcompaniesaredrivenbythebrandidentity,forwhichthe

companywishestorepresentthebrandinthethoughtsofitscustomers.Developing

abrandidentityisfundamentaltodevelopingpowerfulbrands(Aaker1996).

Otheruniquebrandassetsincludeassetslikechannelpartnershipsandpatents

associatedwiththebrand(Aaker1996).
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2.1.11.ManagingtheBrandPortfolio

Whatistheplanformanagingthebrandportfolio?Aaker'sapproachistopromote

thebusinessplanofacompanyandtodeeplyaffecttheprofitabilityofthecompany.

Hearguesthatknowledgeandmanagementofthebrandportfoliomaybeakeyto

theformulationandeffectiveimplementationofasuccessfulbusinessstrategy.The

firstessentialaspectintheadministrationofthebrandportfolioisthatthescopeand

thefunctionorsetoffunctionsofanybrandshouldbeestablishedineachcontextto

whichitscontributionisexpected.

Second,a portfolio perspective helps make sure thatfuture brands have the

resourcestoflourish,ratherthanhigh-potentialcompaniesbecominghungryfor

resources,partlybecausetheirbusinessstillistiny.

Third,theportfoliocanhandlestrategicgrowthconcerns.Thisusuallymeansnew

markets,newgoods,orupmarketorvaluearenas.Theportfolioaimstodevelopthe

appropriatebrandstrategytousecurrentbrandstopromotesuchdevelopment

opportunities.

Fifthly,aquotationforbothconsumersandstaffmaybecomplexandperplexing.A

unified,well-defined brand portfolio is essentialunder competitive pressure.

(http://www.prophet.com.Retrieved100419).

AccordingtoKapferer(2008),Mostfirmsarerequiredtohandleawideportfolioof

brandsowingtohistoricalcauses.Duringtheexpansionofcompanies,thenatural

trendwastoaddnew brandswhenevernew marketsectorsornew distribution

channels were penetrated.This was done to preventconflicts with previous

categoriesandchannelsthatmayhavejeopardizedtheirpriorbrands.Thefusionand

purchaseofenterprisesinthe1990screatedmorebrandsthatmanagersrefusedto

sellorcombinewithotherbrands.Asaresult,thebrandportfoliohasincreasedin

size(Kapferer2008).

However,Kapferersaidthatthesetrendshadrupturedandcurrentlythetendencyis

tolowerportfoliosizesasfastaspossible,notablyintheFMCGmarket.Thereisjust

notenoughshelfspace,becauseitisdeemedimpossibletoencouragemanybrands

forshopsatthesametime.Somebrandsareencouragedtoobtainenoughmarket
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share,andtherestareleftout.

Kapfererfurtheremphasizesthatthefocusondistributionhasloweredthenumberof

merchants and nearlyeliminated certain smallfirms and retailchains.Brands

formerlyuniquetovariousdistributionchannelsandwhichwereexclusivelyoffered

incertainshopsarenow availableinasinglewholesaleorpurchasinggroup.The

numberofbrandshastendedtobereduced.Thecreationofdistributors'brandsis

also a prominenttrend in the FMCG business.In addition,to being limited in

supermarketshelfspace,thisreducestheareaprovidedtotheotherbrands.

Industrialproductionislikewiseconcentrated.Theinternationalrivalryhasplaced

focus on high productivity and low costs,leading to the consolidation of

manufacturing units and research and developmentoperations.Large brand

portfoliosarelessjustified,ifitemsoriginatefrom thesamemanufacturersoreven

from thesameproductionlines,albeittheyarediverse.

Ultimately,customers revealthatthe numerous brands are overwhelmed and

confused.Theproducersarerespondingbyrationalizingthenumberofbrands.

Brand internalization and theremovalofnationalobstaclesarealso underlying

motivesforKapferertoreducethenumberofbrandsinthebrandportfolio.Class,

lifestyle,andconsumptionrequirements,forexample,arenolongerrestrictedtoone

nationinEurope.Thecostnecessarytobuildamajorworldwidepresencemeans

thatcorporationscankeepjustasmallnumberofbrandsorevenasinglebrandfor

mono-brandcorporationslikeSiemens,Mitsubishi,andPhilip(Kapferer2008).

Abrandportfolioreflects,asclaimedbyElliottandPercy(2007),thevariousbrands

marketedbyacompanywithinaparticularproductcategory,andabrandlineisallof

theproductsmarketedunderasinglebrandname.Italsosuggeststhatahierarchy

mightbeseeninbrands.Afirm'sbrand,brandslikeDaimler-Benz,identifytheparent

firm.Agroupbrandisusedtoadvertisevarieditemssuchaspianoandmotorbikesin

overonecategory,brandssuchasYamaha.Underthehierarchy,therearesingle

brandsthathavethenamelimitedtoonecategoryofproducts(ElliottandPercy

2007).

Acollectionofbrandsandsub-brandsheldbyanorganizationhasbeenidentifiedas

theBrandPortfolio.Toguaranteeefficientbrandmanagement,thisportfolioshould
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beactivelycontrolled.Procter&GambleandUnilever,forinstance,bothhaveabroad

brand productrange;GeneralMotorshandlesBuick,Cadillac,Dodge,and other

brands;(http://www.prophet.com.Retrieved100419).

O'Donnellsaysthatawell-orchestratedbrandportfoliostrategymustbefullylinked

withthebusinessmodeloftheorganization,includingeconomicaspectssuchas

price strategies, the volume of production, and distribution strategies.

(http://www.prophet.com.Retrieved100419).

InWikipedia,threekeylevelsofmanagingthebrandportfolioareidentified:

- Corporatebrand/umbrellabrand/familybrand

Thesebrandsareconsumers,andalltheactionsofthecompanyarerecognizedby

thisnametoallitsplayers,customers,workers,shareholders,partners,suppliers,and

otherparties.Theyareaproductofhighquality.TheVirginGroupandHeinzare

examplesofthis.-Brandsandsubstitutesendorsed

Thesebrandsincludeaparentbrandthatmightbeacompanybrand,abrandname,

orafamilybrandtosupportasub-brandoraproductbrand.From theperspectiveof

consumers,theendorsementshouldgivecredencetotherecommendedbrand.E.g.

NestléKitKat,SonyPlayStation.

- Individualproductbrand

Theindividualbrandsarepresentedtoconsumersandtheparentcompanynameis

givenlittleornoprominence.Otherstakeholders,likeshareholdersorpartners,will

knowtheproducerbyitscompanyname.ExamplesareProcter&Gamble’sPampers

or Unilever's Dove. (http://en.wikipedia.org/wiki/Brand_architecture. Retrieved

100425)

2.1.12.SocialMediaMarketinginEthiopia

ManyfiguressuggestthatsocialmediainEthiopiaareincreasinglybeingused.

StudieshaveshownthatEthiopia'sInternetusersplayakeypartintheireveryday

lives.Ethiopiahasthe30thlargestviewershipintheworld.TwitterandYouTube

usageinEthiopiaisalsostrong,with31.82percentand15percentrespectivelyof

EthiopianInternetusers.(Stats,2021)Whilefiguresonsocialmediapenetrationare
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exceptional,theramificationsmustbeconsideredmoreclosely.Someresearchers

encouragecompaniestoimprovetheirsocialmediastrategyandtolinktheirbrands

online.Inaddition,severalcompaniesrecognizedtheimportanceofsocialmedia

marketingandtookeffortsearlytoadoptit.Socialmediamarketingoperations,asan

integratedmarketingmedium,increasecapitaleffectivelybybringingnewvaluesto

theirclientsratherthantraditionalmarketingmedia.Itwasthereforeestablishedthat

thesocialmediaplatformsofthecompanyprovideindividualsarangeofalternatives

forinteractingandcommunicatingwithotherpeople.Asdemonstratedbelow.Table

1demonstratestheresearchvariablesdefinitions.

Research
Variable
Name

Research
VariableType Definition

Online
Communities

Independent
Variable

Anycorporation orcorporation mayuse social

media to establish a community linked to its

products/company.

Interaction
Independent
Variable

A FacebookorTwitteraccountmayrapidlyand

simultaneouslytellallitsfollowersaboutacertain

topic.

Sharing of
Contents

Independent
Variable

Thisaspectconcernstheamountofexchange,

dissemination,andacceptanceofmaterialinside

socialmediaenvironmentsbyindividuals.

Accessibility
Independent
Variable

Socialmediaisfreelyaccessibleandchargesfor

theusearelittleornil.

Credibility
Independent
Variable

Theaim isfullytocommunicateamessageclearly

tothepeople,developcredibilityforwhatyousay

or do,emotionally connect with your target

audience,build motivation for the buyer and

generateloyalclients.
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Brand
Awareness

Dependent
Variable

Thestrengthandthecapacityofconsumersto

recognizebrandsundervariedsettingsreflectthe

traceofabrandinconsumermemory.

Table2.1.Researchvariablesdefinition.(ElAydi,2018)

2.2.EmpiricalReview

Theimportantsocialmediamarketingplaysinbuildingabrandimage;theinstance

ofcapitalhotelsandspas,AddisAbeba,Ethiopia,2018.PreviousResearchisdoneby

FasikaGenzebe.Researchdemonstratestheeffectsofsocialmediamarketingon

theawarenessoftheproductsofthefirm.Thishasconsequencesforthemarketing

strategyoftheorganization,particularlypromotionthroughadvertisingonsocial

media.Thisstudyshowsthatmarketingelementsinsocialmediaimpacttheimage

ofthebrand.Thisshowsthatthesocialmediamarketingcommunicationsofa

companyplayanessentialpartinthesaleofitemsofthefirm.Suggeststhatinternet

bannersandpublicityhaveamajorimpactonimageimprovement.Moreover,the

outcome ofthe correlation calculation suggests thatbanners and ads closely

correspondtothe0.517brandimage.Ithasover0.500,whichimpliesasignificant

effect.ThisstudyindicatesnotonlyastrongGuilfordassociationbetweenbrand

awarenessandbrandimageoftwovariables.

Socialmedia evaluation research on marketing strategy:Ethiopia The view of

Facebookusersshowsthatapositivebrandimage,memory,andconnectionsare

vitaltoanorganization'sgrowthandprosperity.Consumersmustfeelliketheyare;

theymustalsoberespected.Apowerfulbrandmayallowcompaniestodominatethe

market,targettheidealconsumerandprovidetheproperimage.Buildingastrong,

clearlydefinedbrandcanallowfirmstomeettheirneedsandenablesocialnetworks

tograsptheirmessageandreachtheappropriateindividuals.Italsomeansthatthe

brand-orientedhotelsneedtobepresentinEthiopia'ssocialnetworks.Asweliveina

fast-speedworld,ithasmerelybeenmadequickerbysocialmedia.Injust5years,

theoldmediatookdecadestoproduce.Theysawhoweverythingchanged.

Adoptionanduseofsocialmediamarketingbycompanies(e.g. Braojos-Gomez,

Benitez-Amado,& Llorens-Montes,2015;He,Zha,& Li,2013;Hsu,2012;Jussila,
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Kärkkäinen,& Aramo-Immonen,2014;Michaelidou,Siamagka,& Christodoulides,

2011;Phan,Thomas,&Heine,2011;Rodriguez,Peterson,&Krishnan,2012;Siamagka,

Christodoulides,Michaelidou,& Valvi,2015;Tsimonis& Dimitriadis,2014).This

categoryofresearchcentersonexecutive,decision-making,management,andthe

perception of companies regarding theirbusinesses'usage of socialmedia

marketing.This categorycomprises research on the motivations ordrivers of

enterprisestopromotesocialmedia.Twoprominentexamplesofthiskindofstudy

are Lorenzo-Romero,Constantinides,andAlarcón-del-Amo(2013) and Tsimonisand

Dimitriadis (2014). Lorenzo-Romero etal.(2013) Explanate thatformostsmall

retailers,themajorreasonforusingsocialmediaistheperceivedutilityofsocial

mediaforcustomerserviceandnetworkservices,whereas,formedium-sizedshops,

customersupportandbrandingarethekeyreasonsforthebrandbuildingofmajor

enterprises.TsimonisandDimitriadis(2014) Theexpansion,popularity,andviralityof

socialmedia,presenceofrivalsinsocialmedia,andpressuretodecreasecostshave

beenthemainmotivatorsforcompaniestobeactiveinsocialmedia.

Theresearchinthiscluster,thesocialmediaplatform,focusesontheuseofand

featuresofsocialmediaplacesandapps.Akeysubjectinthisresearchishowonline

brandsmightimpactconsumers'behaviorormarketingoutcomesusingsocialmedia

apps.Articles in this clusterinclude Brogietal.(2013), Dholakia and Durham

(2010), Laroche,Habibi,Richard,and Sankaranarayanan (2012), Kang,Tang,and

Fiore(2014),and Wirtzetal.(2013).Otherstudies,suchas Zaglia(2013),Exploring

howsocialnetworkstransform brandcommunities.Hsu(2012)examinesonesocial

networking site and its Facebook functions as part of the company's

commercialization plan. Finally,Podobnik (2013) sets criticalmeasures for

performancebasedonthequantityandfaninvolvementoffansontheFacebook

brandpage.

Socialinfluence from users’interactioninsocialmedia.Thesestudiesfocusonthe

effectofnetworkrelationships,andtheinfluenceexertedonusersbysocialmedia.

From thisperspective, Wang,Yu,andWei(2012) assesstheeffectofsocialmedia

peercommunication,while Heinonen(2011) studiesusers’informationprocessing

andsocialconnectionactivities,and Khong,Onyemeh,andChong(2013) focuson

networkeffectandcustomerorientationempowerment.Anotherstream ofstudiesin

thisclusterrelatesto theidentification and impactofonlinesocialmedia key
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influencers,marketmavens,andopinionleaders(Booth& Matic,2011;Freberg,

Graham,McGaughey,&Freberg,2011;LiandDu,2014).

Socialmediacontentexperience,thisgroupcomprisesstudiesthatfocusonhow

brand-generatedcontentformarketingcommunicationinfluenceconsumerbehavior.

Forexample, Chu,Kamal,and Kim (2013) examine socialmedia users’beliefs,

attitudes,andbehavioralresponsestowardsocialmediaadvertisingofluxurybrands,

and Hautz,Füller,Hutter,andThürridl(2014) compareagency-generatedvideosand

user-generatedvideos,andtheirimpactonconsumerbehavior.

ThebrandequitythesisofDavidA.Aakeristhebasisforseveralstudies.Brand

equity,basedonitsdefinition,istheassetsandliabilitiesofabrandthatmayraiseor

reducethevalueofproductsorservices(EuropeanInstituteforBrandManagement,

2009).Brandequitymayincreasetheefficiencyofthemarketinganddecreasecosts

byalteringtheperceptionsofthecustomertowardsabrand.Brandequitycomprises

fourelements:brand awareness,branding,brand loyalty,and quality(Aaker&

Joachimsthaler,2000).ThisresearchwillmakeuseoftheinitialpartsofAaker's

brandequitywhichfocusoncustomerbrandequity,orfrom acommercialpointof

view.

Flagler (2011) Suggest that “ media commercialization should be gradually

performedinacompany'sMarketingPlansratherthanasasubstitute.Hesaidthat

theincorporationofsocialmediamarketingwithothermarketingtechniqueswill

increasecompanyoutcomes.

(Chen,2011)Thestudyrevealedthatthereweresignificantproofsoftheeffectsof

internetwordofmouthonthecustomer'sattitudetowardsaproductorbrand.In

addition (Chen,2011)numerous researchers have latelypaid attention to and

investigatedtheimpactofsocialmediaoncustomerdecision-making,productsales,

andsalespredictions.Theinfluenceofsocialmediamarketingonthecompany's

existingmarketingplanisnotsimplythis,butalso.

Chu(2011)Inhisstudyheelaboratedthattheparticipationandparticipationof

groupsinonlineadvertisingdemandsahighdegreeofinformation,andthisis

becauseusersopenlydisclosetheirconnectionstoFacebookgroups;whenthey

sharetheiradswiththeirfriends,productsandbrandsareautomaticallypromoted.
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InChu’s(2011)Word"Facebookgroupsgivemeansthroughwhichcustomerswant

autonomyinaproductgroup,asdothetransmissionintotheirsocialconnectionsof

viralinformationaboutcompanies."Chu(2011)alsofoundthatmembersofthe

Facebookgrouphaveamoreadvantageousapproachtopublicityandsocialmedia.

Forthepromotionaleffortsandcommunicationsuserswithfavorableimagesare

morelikelytojointheFacebookgroupofthedistributororabrand.

(Mangold & Faulds,2009)Severalwriters have suggested thatsocialmedia

marketingisoneofthefinesttechniquesofconnectionbetweenthefirm andclients.

Companiesmayutilizesocialmediatoreachreceptivelyconsumers.Socialmedia

alsohasanenormousrangeofonlinemouthpieceplatformsincludingbusiness-

sponsored discussion boards,blogs,consumer-to-consumeremail,chatrooms,

product,andserviceconsumerratingwebsites,moblogs,Internetdiscussionboards,

andsocialmediawebsites.Theyalsohaveaninformativeoverview.

However,thegapinthestudyistheissuethesocialmediacangenuinelyimpactthe

customer knowledge about brands. The earlier research largely examined

corporations'contactwithcustomers.Makesocialmediaadsgenuinelyimportantfor

customersornot.Doesthemarketingofsocialmediaaffectcustomerawarenessor

not(Edelman,2010in(Hutter,etal.,2013).

2.3.ConceptualFramework

Based on a rigorous theoreticaland empiricalreview the following conceptual

frameworkhasbeendevelopedtoguidetheresearchstudy.
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Figure2.1:ConceptualFramework-“TheEffectofSocialMediaMarketingonBrand

Awareness”

Source:Adaptedfrom (ElAydi,2018)

2.3.1. OnlineCommunities

As a consequence of the advance of Internet access and communication

technologiesinandaroundorganizations,computer-supportedcommunicationhas

increased dramatically. It has spawned empirical interest in a variety of

communicationplatformssuchasemailexchange,discussionforums,Twitter,and

yammer.Theseplatformsarecharacterizedtoavaryingdegreeasconstitutinga

virtualsocialspacenextto,orinterwovenwith,face-to-facesocialinteraction.These

newplatformsdevelopintokeyassetsforthesupportoforganizationalprocesses.In

large corporations,computer-supported communication is employed to foster

knowledgecommunitiesortosupportdialogicinteractioninstrategicchange.While

thevarietyofonlinecommunicationplatformsincreases,onlinecommunitiesarestill

frequentedbythemajorityofInternetusers(BrianS.Butler&Wang,2011).

Thearchetypeofonlinecommunitiesistheonlinediscussioncommunityembodied

bytext-basedcommunicationbetweenindividuals(Rheingold,2000).Communities
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havealsobeenstimulatedbycompaniesasmarketingandinnovationtools,asis

documented in the well-studied case ofopen source software communities

(O’Mahony,2007;Shah,2006)orthe idea competition company InnoCentive

(Jeppesen&Lakhani,2010).Onlinecommunitiesalsoincreasinglyserveasabasis

forknowledgedevelopmentandinnovationinprofessionsandlargeorganizations

(Agterberg,vandenHooff,Huysman,&Soekijad,2010;Jeppesen&Lakhani,2010;

Shah&Tripsas,2007;Wasko&Faraj,2005).

2.3.2. Interaction

Forthe technologicalfactors,the interactivity ofthe technology and trustin

technologywereexamined.Technologiesareperceivedtopossessattributesthat

affectthedecisiontoadoptandhowtheywillbeimplemented.Previousstudieshave

foundthatthedesignandimplementationofthecomputingsystemsconsiderthe

successfulinteractionbetweenahumanandacomputerasakeyfactor(Lee&Kozar

2012).Amongthevariousdesigncharacteristics,interactivitystandsoutasakeyand

distinguishingfactorthatimpactsusers’responsetonew technologiesincluding

websites(Agarwal& Venkatesh2002;Jiang& Benbasat2007).Socialmediais

consideredinteractivemedia.Itenablestwo-waycommunicationratherthanone-

directionaltransmissionsordistributionsofinformationtoanaudience(Mayfield

2008).E-businesssiteshaverushedtointegratethesesocialnetworkingfeatures

into their websites,enabling enhanced interactive communications between

consumersorbetweenconsumersandorganizations(Lee&Kozar2012).Adding

socialnetworkingfeaturesalsoaugmentssitecredibility.Therefore,consideringthe

interactivenatureofsocialmedia,thisstudyinvestigatestheinfluenceofinteractivity

ontheusageofsocialmediainorganizations

Shoppermarketingisanewconceptthathasemerged,creatinganewtouchpointfor

theinteractionsbetweenbusinessesandconsumers.Shoppermarketingis“the

planningandexecutionofallmarketingactivitiesthatinfluenceashopperalong,and

beyond,theentirepathofpurchase,from thepointatwhichthemotivationtoshop

firstemergesthroughpurchase,consumption,repurchase,andrecommendation”

(Shankaretal.2011,29).Perceivedfitisanimportantfactorforretailerstoconsider

forshoppermarketing;perceivedfitistheamountofsimilaritybetweenanextension

productcategoryandexistingproductsaffiliatedwiththebrand(DelVecchioand
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SmithascitedinCha2009).

2.3.3. SharingofContents

MagrinoandSorrell(2014) studiedtheuseofblogsincombinationwithothersocial

mediaplatforms(FacebookandTwitter)inabusinessandtechnicalwritingcollege

classroom.Theyfoundthatstudentsbenefitedgreatlyfrom thecollaborativeand

engaging tools thatallowed forgreaterstudentinteraction,student-to-teacher

communication,anddistributionofcoursematerial.Furthermore,inhisfocusgroup

of53highschoolstudents, Crook(2012) foundthattheparticipantswereconcerned

withthelackofaudienceinschoolsandthatsocialmediaprovidedanincreased

audience forthem.According to McLoughlin and Lee (2007, 2008, 2010),this

interaction encourages information sharing, student-generated content and

discussionsaroundthiscontent,andimprovedsocialrapport.Withaninteractive

audience,studentscanmakethechoicesaboutwhentoreplyandwithwhat,how

theywanttousehashtagstocategorizetheirmultimodaltexts,andtheycancreate

new communicationenvironments(RobbinsandSinger,2014)ofwhichtheyare

largelyincharge.

2.3.4. Accessibility

Theconstructsystem usagecontinuestobedevelopedandtestedbyISresearchers

(Gelderman1998;Goodhue&Thompson1995;Guimaraes&Igbaria1997).Basedon

DeLoneandMcLean'sISsuccessmodel,toinvestigatetheusageofsocialmediain

organizations,theinformedeffectiveuseofsocialmediawasconsidered,asthis

wasanimportantindicationoftechnologysuccess,whichinturnhasanimpacton

organizations (DeLone & McLean 2003).The growth of various information

technologiesisprovidingvariousinformationalbenefitstoorganizations.Miraniand

Lederer(1998),intheirstudydividedtheInformationalbenefitsintoinformation

access,informationquality,andinformationflexibility.Oneofthemostimportant

impactsofsocialmediausageistheimprovementininformationaccessibility;the

organizations can getinformation abouttheirpotentialcustomers from the

conversationsonsocialmediasites.Similarly,theycanalsoobtaininformationabout

theircompetitorsandtheindustrydirectlyandeasilyviasocialmedia(Parveen,etal.

2015).Even though socialmedia provides an improvementin informational

accessibility,studiesinvestigatingthisrelationshipareverylimited.Thereforethis
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studyattemptstoexaminetherelationshipbetweensocialmediausageandits

impactoninformationaccessibility.

2.3.5. Credibility

Trustisoneoftheimportantfactorsthatwereinvestigatedbypreviousresearchers.

AccordingtoMcKnightandChervany(2002),institutionaltrustisthesubjectivebelief

withwhichorganizationalmemberscollectivelyassessthatfavorableconditionsare

inplace,andthatisconducivetothetransactionsuccess.Mcknightetal.(1998)

describedtwotypesofinstitution-basedtrust–situationalnormalityandstructural

assurance.Situationalnormalityrefersto thebeliefthatsuccessisanticipated

becausethesituationisnormal.WhereasStructuralassurancesrefertoabeliefthat

favorableoutcomesarelikelybecauseofcontextualstructures,suchascontracts,

regulations,andguarantees.Inthesocialmediacontext,theorganizationspostalot

ofinformationabouttheirorganization,products,services,andotherpromotional

activities.Sotheremightbeaneedforstructuralassuranceinsocialmediatouseit

andreachalargeaudience.Thereforetheimpactoftrust(structuralassurance)on

socialmediausageisexaminedinthisstudy.

2.4.HypothesisoftheResearch

Form literaturereview aswellasauthor’sintuition,thefollowinghypothesisforthe

researchquestionsthatareraised:

H1:OnlineCommunitieshasasignificanteffectonBrandAwarenessofthe

company’sproducts

H2:InteractionhasasignificanteffectonBrandAwarenessofthecompany’s

products

H3:SharingofContentshasasignificanteffectonBrandAwarenessofthe

company’sproducts

H4:Accessibility has a significanteffecton Brand Awareness ofthe

company’sproducts

H5:CredibilityhasasignificanteffectonBrandAwarenessofthecompany’s

products
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CHAPTERTHREE

3.RESEARCHMETHODOLOGY

Thischapterfocusedontheresearchmethodologyused,andjustifythereasonasto

whycertain methods were chosen overthe others.An in-depth discussion of

researchpurpose,strategy,researchapproach,themethodadoptedincollectingdata

wereoutlinedinthissection.

3.1.Researchapproach

Basedonthetypeofdatathatwasemployed,theresearcherwouldfollow mixed

approacheswhich are quantitative and qualitative.Qualitative research involves

studiesthatdonotattempttoquantifytheirresultsthroughstatisticalsummaryor

analysis.Itseekstodescribevariousaspectsofbehaviorandotherfactorsinthe

socialsciencesandhumanities.Quantitativeresearchersfavormethodssuchas

surveysandexperimentsandwillattempttotesthypothesesorstatementstoinfer

from theparticulartothegeneral.

3.2.Researchdesign

Foranyresearchtobecarriedouttheremustbeanobjectiveandapurposefordoing

so.Thisisthereasonthatresearchesarethreefold;exploratory,descriptive,and

explanatory.Whatmakesthedifferenceishow researchquestionsarestructured

(Saunders,etal.,2007).

3.2.1.Explanatorystudy

Explanatoryresearchtriestoestablishandclarifywhyandhowthereisarelationship

betweentwoaspectsofasituationorphenomenon(Kumar2011:11andSaunderset

al.2007,134).Thistypeofstudytriestoexplainwhycertainthingshappentheway

theydo.Forexample,aresearchermaycollectdatatoexplainthereasonswhysales

ofparticularproducts/servicessuddenlydropped.Thereasonmightbeprobably

becauseofanewbetterproduct/service,orrecessionmaybecatchingupwiththe

purchasingpowerofconsumers.
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Thestudyemployedanexplanatoryresearchmethodthatdescribesanycausallink

betweenindependentanddependentvariablesthatpertainstotheresearchproblem.

Sincethisstudyintendstoevaluatetheeffectofindependentvariablesoverthe

dependent variable,the method was suitable and helpfulin examining the

relationshipandconcludefrom thefindings.

3.3.Sources&methodofDatacollection

Forthisthesis,bothprimarydataandsecondarydatawereused.Secondarydatawas

collected through a literature review regarding socialmedia,branding,brand

awareness,andbrandequity.Themainadvantageofsecondarydataisitisless

costlyandtakeslesstimetoanalyze. Whenitcomestoprimarydata,itwascollected

using a survey and structured questioner.The survey employed closed-ended

questionsthatallowedtheresearchertoknow theopinionofcustomersaboutthe

socialmediamarketingactivitiesofHabeshabrewery.AccordingtoKothari(2004),

primarydataiscollectedafreshandforthefirsttime,andthishappenstobeoriginal.

Thiswillhelptoexaminetheimpactplayedbysocialmediamarketingincreating

brand awareness.The questionnaire aims to deepen the knowledge aboutthe

company’ssocialmediaactivity,procedures,andplans.

Thestudywasused adeductivemethod thatisappropriateto investigatethe

relationshipbetweenthevariablesinlinewiththeobjectiveoftheresearchwhichwill

betestingthedevelopedhypothesis.Deductiveapproachesaremorecommonly

associatedwithquantitativeresearch,however,therearenosetrulesandsome

qualitativestudiesmayhaveadeductiveorientation.

3.4.Samplingtechnique

Inthisresearch,theConveniencesamplingtechniquewasusedwherethepopulation

elementswereselectedinthesamplebasedontheeaseofaccessorrespondents

wereselectedbecausetheyhappenedtobeattherightplaceattherighttime.

Conveniencesamplingisdefinedasamethodadoptedbyresearcherswherethey

collectmarketresearchdatafrom aconvenientlyavailablepoolofrespondents.Itis

the most commonly used sampling technique as it’s incredibly prompt,

uncomplicated,andeconomical.Inmanycases,membersarereadilyapproachable
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tobeapartofthesample.TheresearcherhascontactedthetargetelementinAddis

Ababa,whowerewillingtoparticipate.

3.5.PopulationofthestudyandSamplesize

People,products,firms,marketsthatareofinterestto theresearcharecalled

population.Tobeprecise,apopulationmustbedefinedintermsofelements,units,

andtime.Theelementsthatmakeupthepopulationarecalledthesamplingunits.

(Dillon,1993).

Inconductingastudy,itisnotpossible,practical,andsometimesexpensivetogather

databyconsideringtheentirepopulation.Therefore,smallerchunksofaunitsample

arechosentorepresenttherelevantattributesofthewholeoftheunits(Graziano,

1997).  

Thetotalpopulationforthisstudywasunknownsinceitisverydifficulttodetermine

thetotalnumberofsocialmediausersasitisdynamic,complex,andincreasesdaily.

WiththestudytitleintheEthiopiancontext,todeterminetheestimateofpandq,the

researcherwasusedtherecommendationbyCorbetta(2003)indeterminingthe

standarddeviation,95%confidenceinterval,and5%samplingerrorincalculatingthe

samplesize.

= ,wheren
0

pqZ2

e2

-Samplesizen
0

Z–zvalueatspecifiedconfidenceinterval,e.g.z=1.96at95%CI

p–Degreeofvariability(0.5)

q–Q=1-p(0.5)

e–Desiredlevelofprecision(±5%)

= = =384.16384respondentsn
0

pqZ2

e2

0.5)(1.96)2(0.5)

(0.05)2

Eachparticipatingcustomerwouldbeconsentedtounderstandtheaim ofthestudy

andquestionnaireswereadministered.
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Toillustrate,Itwasassumedtherewouldbealargepopulationthatwedidn’tknow

thevariabilityintheproportionthatadoptedthepractice;therefore,assumedp=.5

(maximum variability).Furthermore,itwasdesiredtohavea95% confidencelevel

and±5%precision

3.6.Reliabilityoftheinstrument

Reliabilityestimatestheconsistencyofthemeasurementormoresimply,thedegree

towhichaninstrumentmeasuresthesamewayeachtimeitisusedunderthesame

conditionswiththesamesubjects.Reliabilityisessentiallyaboutconsistency.Thatis

ifwemeasuresomethingmanytimesandtheresultisalwaysthesame,thenwecan

saythatourmeasurementinstrumentisreliable(Johnetal.,2010).

Researchreliabilityreferstothedegreetowhichresearchmethodproducesstable

andconsistentresults.Aspecificmeasureisconsideredtobereliableifitprovidesa

consistentresult.Inthisstudy,Cronbach‘salpha(α)wasusedtotestthereliabilityof

themeasure.Theresultobtainedfrom thereliabilityanalysisindictedthatitisinthe

rangeofacceptablelevelwhichisαof0.7.

3.7.Validityoftheinstrument

Validityishow thestrengthofourconclusions,inferences,orpropositionsare.It

involvesthedegreetowhichwearemeasuringwhatwearesupposedto,more

simply,theaccuracyofourmeasurement(Johnetal,2010).Thequestionnaireitems

wereadoptedfrom previousresearches(Sharma,K.&Das,S.2017)&(Ali,S.;Magati,

A.;Dosari,M.;Mandil,F.,2018)andrephrasedtosuitthestudy.

3.8.Methodsofdataanalysis

Thedatagatheredfrom thequestionnairewereenteredandalltheanalysiswouldbe

performedwiththeStatisticalPackagefortheSocialSciences(SPSSversion20).

Descriptiveanalysiswasusedtoorganizeandsummarizethedemographicdataof

therespondentswhichincludeage,gender,educationallevel,andmaritalstatus.On

theotherhand,correlationanalysiswasusedtoseeiftherewillbeanyrelationship

betweentheindependentandthedependentvariable.Inaddition,regressionanalysis

wasalsousedtoknow how muchtheindependentvariablehasinfluencedthe

dependentvariable.
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3.9.Ethicalconsiderations

According to Resnik (2015),many ofthe ethicalnorms help to ensure that

researcherscanbeheldaccountabletothepublic.Thereforethisresearchtookthis

intoaccount& beresponsibletokeeptheinterestsofthepublicitdealtwith.

Participantswillbeaskediftheyarevoluntarytoparticipateinthestudy.Inaddition,

theanonymityofindividualswhowereparticipatedinthefillingofthequestionnaires

remained anonymous throughout the study.Information collected from the

customerswouldbekeptconfidentialandnottobeusedforanyotherpurposesthan

thisstudy.

CHAPTERFOUR

4.DATAANALYSISANDINTERPRETATION

4.1.Introduction

Theprecedingchaptershaverespectivelyfocusedondefiningtheproblem statement;

the objective and relevance ofthe study;created the conceptualclarification

thorough review ofextantrelated literature and finally defined the research

methodologyadoptedfortheresearchunderstudy.

Thetotalpopulationforthisstudywasunknownsinceitisverydifficulttodetermine

thetotalnumberofsocialmediausersasitisdynamic,complex,andincreasesdaily

andthesamplesizeofthisresearchwith95% confidencelevelwas384.All384

respondentsaresocialmediauserswhoarelivinginAddisAbabaandoutside.The

totalnumberofresponsesfrom thesurveyquestionswas315.Therearetwokinds

ofquestionsthataresenttorespondents.Thefirstpartisthedemographicandthe

secondisquestionsaboutthesubjectmatter.

This chapternow seeks to analyze the data collected from the structured

questionnaire with the principalview oftesting the hypothesis and research

questions
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4.2.DescriptiveAnalysis

4.2.1. DemographicAnalysis

Nearly70percentwereinthe26-35(youngadults)agecategoryand22.9percent

wereinteenagers(18-25),theremainder(8.6percent)wereover36yearsofage

(Table4.1).ThatiswhythetargetdemographicofthebrandKidameBeerrepresents

enough

Table4.1:Ageofrespondents

Age

Frequency Percent ValidPercent

Cumulative

Percent

Valid 18–25 72 22.9 23.1 23.1

26–30 132 41.9 42.3 65.4

31–35 81 25.7 26.0 91.3

36–40 18 5.7 5.8 97.1

Above40 9 2.9 2.9 100.0

Total 312 99.0 100.0

Missing System 3 1.0

Total 315 100.0

Source:OwnSurvey,2021

Asfarasgenderisconcerned,thesamplemakeupismoremalethanfemale.While

61.0%ofresponderswerementheremaining38.1%werewomen(Table4.2)

Table4.2:Sexofrespondents
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Gender

Frequency Percent ValidPercent

Cumulative

Percent

Valid MALE 192 61.0 61.5 61.5

FEMALE 120 38.1 38.5 100.0

Total 312 99.0 100.0

Missing System 3 1.0

Total 315 100.0

Source:OwnSurvey,2021

Manyrespondentswerefirstdegrees(63,8percent),whichisthesameasthe

majorityagegroup(i.e.youngadults)whenitcomestoeducationlevels(Table4.3).

Andthesecond-highesteducationlevelwas2ndDegreeandabove(32.4%).The

numberofHighSchoolandDiplomaGraduatestakeupthelasttworankingswith

1.9%and1.0%sharerespectively.

Table4.3:Educationlevelofrespondents

EducationalLevel

Frequency Percent ValidPercent

Cumulative

Percent

Valid HighSchool 6 1.9 1.9 1.9

Diploma 3 1.0 1.0 2.9

1stDegree 201 63.8 64.4 67.3

2ndDegreeandabove 102 32.4 32.7 100.0
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Total 312 99.0 100.0

Missing System 3 1.0

Total 315 100.0

Source:OwnSurvey,2021

Asfortheemploymentoftherespondents,mostareprivateworkers(60%)followed

bygovernmentpersonnel21.9%,self-employed8.6%,NGO/InternationalCompany

employees6.7% andretirementstaff1.0%.Themajorityareemployees.Table4.4:

Employmentstatusofrespondents

Table4.4:Occupationofrespondents

Occupation

Frequency Percent ValidPercent

Cumulative

Percent

Valid BusinessOwner 27 8.6 8.7 8.7

GovernmentEmployee 69 21.9 22.3 31.1

Pensioner 3 1.0 1.0 32.0

NGO / International

Company
21 6.7 6.8 38.8

PrivateCompany 189 60.0 61.2 100.0

Total 309 98.1 100.0

Missing System 6 1.9

Total 315 100.0

Source:OwnSurvey,2021
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Asfarasthemonthlyincomerangeoftherespondentisconcerned38.1%ofthem

haveanincomeofmorethanbirr15,000,16.2% haveanincomeofbirrcategory

(9,001-12,000),15.2%oftherespondentshaveanincomeofbirrcategory(12,001–

15,000).Thelowestnumbersoftherespondentshaveanincomeofbirrcategory

(3,001–6,000)and(<3,000)whichcovers11.4% and2.9%respectively.Largely,the

majorityoftherespondentshaveagoodmonthlyincome.

Table4.5:MonthlyIncomeRangeofrespondents

MonthlyIncomeRange

Frequency Percent ValidPercent

Cumulative

Percent

Valid <3,000 9 2.9 2.9 2.9

3,001–6,000 36 11.4 11.7 14.6

6,001–9,000 45 14.3 14.6 29.1

9,001–12,000 51 16.2 16.5 45.6

12,001–15,000 48 15.2 15.5 61.2

>15,001 120 38.1 38.8 100.0

Total 309 98.1 100.0

Missing System 6 1.9

Total 315 100.0

Source:OwnSurvey,2021

Concerningbeerconsumption,thesamplecompositionrepresentsbeerusersmore

thanthosewhodonotdrink.While61.0percentoftheparticipantsdrankbeer,the

remaining38.1percentdranknotbeer(Table4.6).Thisindicatesthatmorethanhalf

oftherespondentsintendtopurchasethebeerinadditiontobeingawareofthe
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brand.Ofcourse,purchaseintentfollowstheretentionandcreationofthebrand

image;nevertheless,thecompany'smaingoalistonotonlyraisebrandrecognition

amongitsconsumersbutalsotopersuadethem tobuythegoods.Accordingtothe

tablebelow,theremaining38.1percentofparticipantshadraisedbrandawareness

eitherdirectly orindirectly,implying thateveryone who drank beerhas prior

experiencewithbeerandthebusiness.

Table4.6:Beerconsumingofrespondents

Beerdrinking

Frequency Percent ValidPercent

Cumulative

Percent

Valid Yes 192 61.0 61.5 61.5

No 120 38.1 38.5 100.0

Total 312 99.0 100.0

Missing System 3 1.0

Total 315 100.0

Source:OwnSurvey,2021

AsdepictedinFigure4.1,outofthetotal315respondents242(76.9%)ofthem are

currentlyusingFacebook,thesecondmajorityoftherespondentareonYouTube

socialmediaplatform userswhichaccount71.2% oftherespondents,whichisa

substantialnumberofrespondentsand therestofsocialmediums(Instagram,

Twitter,TikTok,etc.)sharethebelow50%%(Figure4.1)

Figure4.1:Platformsofsocialmediapresentlyinuse
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Source:OwnSurvey,2021

Keepcurrenteventsandnewsaboutclientsorpotentialcustomerswithmaterial

everydayuptodate–somethingthatcannotbeefficientlyaccomplishedwithfewer

resources.

Anotherfactorisfindinginteresting/entertainingeducationalcontentwhetheritis

throughFacebook,LinkedIn,orTwitter.Theserelationshipsbetweenabusinessand

apersonfollowingorconnectedtothebusinessonlinethroughsocialmediaarenot

definedandaresometimesnotgenuine,withnointentionsofbuyinganythingfrom

thebusiness.

Figure4.2:ReasonsforUsingSocialMediaplatforms

Source:OwnSurvey,2021

AsdepictedinTable4.7,outofthetotal306validrespondents261(82.9%)ofthem

haveaninterestinabrandoraproductafterwatchingpostsonsocialmedia.While

14.3% oftherespondentsafterviewingpostingsonsocialmediahavenobrand
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interestforaproduct.

Afterwatchingsocialmediapostings,14.3%ofrespondentshavenobrandinterestin

aproduct,whereas38%ofyourrespondentsarenotbeerdrinkers.Ofcourse,thereis

a distinction between brand awareness and purchase intent.192 ofthe 261

respondentsdrankbeer,buttheremaining69respondentshadafavorableopinion

towardtheKidamebeeradvertisements.

Table4.7:Interestforbrandafterwatchingpostsonsocialmedia

Interestinaproduct/brandafterseeingitonsocialmediaposts

Frequency Percent ValidPercent

Cumulative

Percent

Valid Yes 261 82.9 85.3 85.3

No 45 14.3 14.7 100.0

Total 306 97.1 100.0

Missing System 9 2.9

Total 315 100.0

Source:OwnSurvey,2021

The publicity that includes usefuladvice,expertise,or experience sharing,

showcasingtheessentialvaluesofthebusiness,advertising,andpromotions,and

displayingmanufacturingprocessesmayhavethecapacitytogeneratecustomer

interest.

Figure4.3:KindsofContentorMessagestylecalltheattentionthemostintoabrand

on Social media
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Source:OwnSurvey,2021

4.2.2. DescriptivestatisticsforOnlineCommunities,Sharingof

Contents,Credibility,Accessibility,andInteraction.

Table4.8MeanscoreandStandarddeviationforOnlineCommunities

Item Statistics Mean
Std.

Deviation

N

Valid

N

Missing

Likelytobuyaproductfrom theadsonsocial

media

3.24 1.208 306 9

Socialmediahelpstoremembernewproducts.
3.98 1.072 309 6

Knowing a lotofnew products from social

media.

3.64 1.224 309 6

Socialmediacanattractmorecustomerstothe

company'sproducts.

4.17 .978 309 6

Socialmediaisgoodtobeusedasamarketing

toolforcompanyproducts.

4.23 1.076 306 9

Feelingconfidenttousetheinternettolocate
3.91 1.111 303 12
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reliablesources.

Social media is a good candidate to be

recommendedforbeerusage.

3.56 1.320 306 9

Source:OwnSurvey,2021

Asyoucanseeaboveitem number5(X=4.23),4(X=4.17)and2(3.98)hasthe

highestmeanoutofthisparticularmeasurement,whichimpliesabrandnameor

businessKidameBeercanexploitthesocialmediatoform acommunityrelatedto

itsproducts/business.Moreover,someofthecharacteristicsoftheKidameBeer

exploitthesocialmediatothecommunityrelatedtoitsproductstothemajorityof

therespondents.Thelowestmeanwasonitem 1(X=3.24),7(X=3.56),and3(X=3.64)

respectivelywhichimpliesabrandnameorbusinessKidameBeerisnotableto

exploitthesocialmediatoform acommunityrelatedtoitsproducts/business.

Table4.9MeanscoreandStandarddeviationforSharingofContents

Statistics

Themessageofsocialmedia

advertising is easily

understandable.

The extentofthe company's

social media advertising

message is related to

customers'particularneeds.

The social media

advertising of the

KidameBeerisclearand

complete.

N Valid 306 303 285

Missing 9 12 30

Mean 4.09 3.21 3.40

Std.Deviation .952 .970 .946

Source:OwnSurvey,2021

Asstatedaboveitem number1(X=4.09)hasthehighestmeanoutofthisparticular

measurement,which suggests that most of the respondents are proud to

interchange,spreads,andacceptscontentinasocialmediasetting,thismightmainly
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comefrom thequestionnairewhich wasdistributed to theKidamebeerusers,

consideringthebeerandrespondentsareverytrustworthyisalsohigh,implyingthey

associate.Thelowestmeanwasonitems2(X=3.21)and3(X=3.40)whichsuggests

fortheparticipantsaren'tpleasedtobuyKidamebeerexchange,promoteandreceive

socialmediamaterial.Media,aswellaspublishedcontent,isusedtoinfluencebuyer

behaviorandstimulatecustomerrelationshipsleadingtocustomerrelationships.

Whenpeopleclick-throughtoKidamebeercontentfrom multipleplaces,beitsocial

media,emails,textmessages,andmore,Googleunderstandsthatasastrongbrand

signal,thusincreasingthetrustinyourwebsite.

Table4.10MeanscoreandStandarddeviationforCredibility

Item Statistics Mean
Std.

Deviation

N

Valid

N

Missing

The Socialmedia ad message is credible;it

influencescustomerstoremembertheproduct.

3.64 1.027
300

15

When the advertising of Kidame beer is

produced by individuals who are credible,it

enhancesitscredibility.

3.61 1.044
297

18

SocialmediaadvertisementsofKidamebeerare

exaggerated.

3.21 1.042
282

33

SinceSocialmediaadsarealwaysunrealistic,

They cannot consider them as an honest

informationsource.

2.94 1.198
297

18

Theinformationonsocialmediaiscredible.
3.09 1.042

300
15

Theinformationonsocialmediaisaccurate
2.98 1.046

297
18
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Theinformationonsocialmediaisinfluential
4.08 .925

300
15

Source:OwnSurvey,2021

Asstatedaboveitem number7(X=4.08),1(X=3.64),and2(3.61)hasthehighest

mean outofthis particularmeasurement,which suggests thatmostofthe

respondentsareconfidenttoexperiencethisbrandofbeer.Thelowestmeanwason

item 4(X=2.94)6(X=2.98),and5(X=3.09)whichsuggestsforanimportantnumber

ofrespondentsthebrandisnotassociatedwithhonesty,notdeliveringamessagein

aclearwaytotheindividuals,foundingnotcredibleforwhatthecompanysayordo,

linkingemotionallywiththetargetaudience.

Asstatedbelow item number7(X=3.82),2(X=3.73)and3(3.57)hasthehighest

mean outof this specific measurement,which proposes thatmostof the

respondentshaveaccessto thebeer.Similarly,mostoftherespondentshave

respectandadmirationforthebeer,thisisrelatedtothepreviousimage.Thethird

highestmeanisContentisbrief,concise,andhelpscertainfunctionality(X=3.57)

whichindicatesmostofthem liketheContentofthebrandisconcise.

Thelowestmeanisonitems5(X=3.29),4(X=3.44),and6(X=3.49)whichsuggests

theimportantnumberofrespondents.Itmakesnosensetousethebrandinsteadof

anyotherbrand,eveniftheyarethesame,ifthereisanotherbrandgoodasKidame

Beer,theydonotprefertouseKidameBeer.

Table4.11MeanscoreandStandarddeviationforAccessibility

 

The social
media
advertising
of the
Kidame
Beer is
reachable.

Fontsizeis
readable
and
spacing is
appropriate

Content is
brief,
conciseand
helps
certain
functionality

Consistency
and
existenceof
the back
button on
every
screen

Keyboard
buttons
are thick
enough
for fat
fingers

Adequately
described
animation
in a text
form when
possible

Clear
language
used in
icons for
easy
accessibility

N Valid 288 288 288 288 282 285 291

Missing 27 27 27 27 33 30 24
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Mean 3.51 3.73 3.57 3.44 3.29 3.49 3.82

Std.
Deviation

1.111 .975 .876 .776 1.008 .858 .932

Source:OwnSurvey,2021

Table4.12MeanscoreandStandarddeviationforInteraction

 

A social media
can notify allits
followers of
specific subject
quickly and
simultaneously.

Some
features of
the Kidame
beer brand
cometomind
quickly

Social media
marketing of
Kidame beer
is seen
frequently

Socialmediaad
which uses
music to
transmit the
message
influencemore

Colors
used
reflect
good
contrast

Colors
useddoes
notaffect
readability

N Valid 300 276 279 300 297 294

Missing 15 39 36 15 18 21

Mean 3.90 3.30 3.28 3.71 3.81 2.88

Std.
Deviation

.987 1.113 1.022 1.145 .983 1.200

Source:OwnSurvey,2021

Asyoucanseeaboveitem numbers1(X=3.90),5(X=3.81)and4(3.71)havethe

highestmeanoutofthisparticularmeasurement,whichimpliesthatmostofthe

respondents are notified bythe Kidame beerforspecific subjectquicklyand

simultaneously.

Thelowestmeanwasonitems6(X=2.88),3(X=3.28),and2(X=3.30)respectively

whichimpliesthatmostoftherespondentswerenotnotifiedbytheKidamebeerfor

specificsubjectsquicklyandsimultaneously.

4.3.CorrelationandRegressionanalysis

4.3.1. Correlationanalysis

Table4.13Pearson’sCorrelationMatrix

Correlations
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Online
Communities

Sharing of
Contents Credibility Accessibility Interaction

Brand
Awareness

Online
Communities

Pearson
Correlation

1 .332** .447** .185** .320** .258**

Sig.(2-tailed)   .000 .000 .002 .000 .000

N 306 303 297 285 297 279

Sharing of
Contents

Pearson
Correlation

.332** 1 .383** .236** .298** .310**

Sig.(2-tailed) .000   .000 .000 .000 .000

N 303 306 300 288 300 282

Credibility Pearson
Correlation

.447** .383** 1 .249** .420** .343**

Sig.(2-tailed) .000 .000   .000 .000 .000

N 297 300 300 288 300 282

Accessibility Pearson
Correlation

.185** .236** .249** 1 .332** .469**

Sig.(2-tailed) .002 .000 .000   .000 .000

N 285 288 288 288 288 282

Interaction Pearson
Correlation

.320** .298** .420** .332** 1 .281**

Sig.(2-tailed) .000 .000 .000 .000   .000

N 297 300 300 288 300 282

Brand
Awareness

Pearson
Correlation

.258** .310** .343** .469** .281** 1

Sig.(2-tailed) .000 .000 .000 .000 .000  

N 279 282 282 282 282 282

**.Correlationissignificantatthe0.01level(2-tailed).



58|Page

Source:OwnSurvey,2021

Eachvariablecorrelatesperfectlywithitself,asevidencedbythecoefficientsof

+1.00attheintersectionofaparticularvariables’rowandcolumn.Accordingtotable

4.13,allthevariablesarepositivelycorrelatedwitheachother.Pearsoncorrelation

matrixshowsAccessibilityhavestrongassociationswithBrandAwarenesswitha

valueof0.469.

Aspertheperson’scorrelation,thevaluerangesfrom >0.50showsvariablesare

stronglycorrelated.Allthecorrelationresultsinthisstudyarebelow0.50.Asaresult,

Credibilityhasastrongrelationshipwithavalueof0.343,andsharingofcontenthas

strongassociationswithsocialmediamarketingwithavalueof0.310.Forinstance,

research shows the impactofSocialMedia marketing on brand awareness

(Misikir,2015)foundthatPearsoncorrelation(r)betweenengagementandbrand

awarenesswasstatisticallysignificant;r=0.629,p<0.01.ThecorrelationbetweenE-

WOM andbrandawarenessisalsorevealedstatisticallysignificant;r=.541,p<0.01.

Thecorrelationbetweenbrandexposureandbrandawarenessisalsopresentedto

bestatisticallysignificant;r(406)=0.625,p<0.01.

4.3.2. Regressionanalysis

Allassumptionslikelinearitythroughthescatteredplot,modelsummary,ANOVA,co-

linearityweretestedbeforetheregressionmodelisappliedasthefollowingmodel

specification.

ThedependentvariableisBrandAwareness(BA)andthefiveindependentvariables

are Online Communities (OC), Sharing of Contents (SC), Credibility (C),

Accessibility(A),andInteraction(I).Thesevariablesareusedinthemultiplelinear

regressionmodels:

BA=β0+β1OC+β2SC+β3C+β4A+β5I+e

whereeistheerrorterm

ModelSummary
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Model R RSquare

Adjusted R

Square Std.ErroroftheEstimate

1 .401a .160 .151 1.071

a.Predictors:(Constant),OnlineCommunities,SharingofContents,Credibility,

Accessibility,andInteraction.

b.DependentVariable:BrandAwareness

Forinstance,research shows the impactofSocialMedia marketing on brand

awareness(Misikir,2015)usestheoutputmodelsummary,topresentthestrengthof

therelationshipbetweentheindependentvariablesofmultipleregressionsandthe

dependentvariablewhichismeasuredbytherelationR.Regardingtheresultsof

analysis,R=0.794whichshowsareasonablepositivecorrelation.TheRSquarevalue

(=0.630)showstheindependentvariablesexplain63%ofthevarianceinadoption.It

meansabout63% ofthevariationinbrandawarenesscanbedescribedbythe

variationinbrandexposure,customerengagement

andE-WOM.

ANOVA

Model Sum ofSquares Df MeanSquare F Sig.

1 Regression 60.298 3 20.099 17.515 .000b

Residual 315.573 275 1.148

Total 375.871 278

a.DependentVariable:Brandawareness
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b.Predictors:(Constant),Online Communities,Sharing ofContents,

Credibility,Accessibility,andInteraction.

Table4.14:EstimatedUnstandardizedandStandardizedRegressionCoefficient

Coefficients

Model

UnstandardizedCoefficients

Standardized

Coefficients

t Sig.B Std.Error Beta

1 (Constant) 1.194 .312 3.823 .000

OnlineCommunities .090 .061 .093 1.477 .141

SharingofContents

Credibility

Accessibility

.233

.248

.438

.075

.074

.062

.192

.221

.401

3.111

3.346

7.097

.002

.001

.000

Interaction -.031 .073 -.026 -.423 .672

a.DependentVariable:BrandawarenessforKidamebeerisinfluencedbysocialmediaadvertisements

Theobjectiveoftheregressioninthisstudyistofindsuchanequationthatcouldbe

usedto findtheimpactofpredictorsonthedependentvariable.Thespecified

regressionequationtakesthefollowingform:

BA=β0+β1OC+β2SC+β3C+β4A+β5I+e

Where

OnlineCommunities=OC

SharingofContents=SC

Credibility=C
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Accessibility=A

Interaction=I

Therefore,equationcomesas

BrandAwareness(BA)=1.194+0.090(OC)+0.233(SC)+0.248(C)+0.438(A)-0.031(I)

The significantlevels ofOnline Communities,Sharing ofContents,Credibility,

Accessibility,andInteractionis0.141,0.002,0.001,0.000,and0.672respectively.

4.4.SummaryofHypothesisTest

Hypothesis testing is based on unstandardized coefficients B,standardized

coefficients beta and P-value to checkwhetherthe hypothesis are rejected or

accepted.

AsstatedbyregressionmodelH3,H4,andH5weresupportedoracceptedwitha

standardized coefficientsbeta of.192,.221,and .401 forSharing ofContents,

Credibility,andAccessibilitywithasignificancelevelp-valueoflessthan0.05

respectively.However,H1andH2wererejectedwithstandardizedcoefficientsbeta

of.093and-.026forOnlinecommunitiesandInteraction,andsignificancelevelofP-

valuegreaterthan0.05respectively.

Therefore,thehypothesistestingforH1,H2,H3,H4andH5wereacceptedor

rejecteddependingontheabovediscussionasshownbelow.

Table4.15SummaryofHypothesisTesting

Sig.test

result

Independent

Variable

Dependent

Variable

Ho Rejected

orAccepted

H1 OnlineCommunitieshassignificant

effectonBrandAwarenessofthe

company’sproducts

.141 Online

Communities

Brand

Awareness

Rejected

H2 Interaction has significant effect

BrandAwarenessofthecompany’s

products

.672 Interaction Brand

Awareness

Rejected

H3 SharingofContentshassignificant

effectonBrandAwarenessofthe

.002 Sharing of

Contents

Brand

Awareness

Accepted
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company’sproducts

H4 Accessibilityhas significanteffect

on Brand Awareness of the

company’sproducts

.000 Accessibility Brand

Awareness

Accepted

H5 Credibilityhassignificanteffecton

BrandAwarenessofthecompany’s

products

.001 Credibility Brand

Awareness

Accepted

Source:OwnSurvey,2021

Thesignificancelevelofsharingofcontents,accessibility,andcredibilityare.002,

.000,and.001respectively.Thisshowsthatthecoefficientsofthepredictorare

staticallysignificantatlessthan5%levelofsignificance.However,thesignificance

leveloftheonlinecommunitiesandinteractionare.141and.672respectively.This

showsthatthecoefficientofthepredictorisstatisticallynotsignificant.

Thentable4.15showsthattheonlinecommunitiesandinteractionhavenopositive

influenceandsignificantrelationonbrandAwarenessforKidamebeer.
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CHAPTERFIVE

5.CONCLUSIONANDRECOMMENDATION

5.1.Conclusion

Theanalysisstartswiththefoundationandthemotivationfortheresearcherto

perform theinvestigationonthesubjectofsocialmedia.Wenoticedthatsocial

mediagradedintoakeymarketingtechniqueofferingbusinessestheoption,unlike

mainstream media,suchasRadioorPrintChannels,toconnectwiththeirmarkets

andlearnaboutthedemandsofclientgroups,criticalsections,andprofiles.The

impact,however,isthatbusinessesdon'tcontrolthisunregulatedenvironmentand

soasolidsocialmediaplanneedstobeadoptedthatalsohandlesfavorableor

negativeconsumers'remarks.

Closeto70percentofadultsintheagegroupof26-35(youngadults)and22,9

percentofadulthoodwereadolescents(18-25).Intermsofgender,thecosmetics

sampleismoremasculinethanfeminine.Althoughtheremaining38.1percentwere

women,61.0percentweremenIntermsofemployingresponses,themajorityare

private(60%)workersfollowedbypublicemployees21.9%,self-employed8.6%,NGO

/InternationalCompanyemployees6.7%,andrecruitment1.0%.

261(82.9%)ofthem haveaninterestinabrandoraproductafterwatchingpostson

socialmedia.Thevaluerangesbetween>0.50andthevariableissignificantlylinked

accordingtothecorrelation.Allthefindingsofthisinvestigationarelessthan0.50.

Consequently,credibilityhasastrongconnectiontoavalueof0.343,andcontent

sharinghassignificantlinkstothemarketingofsocialmediawithavalueof0.310.

The significantlevels ofOnline Communities,Sharing ofContents,Credibility,

Accessibility,andInteractionis0.141,0.002,0.001,0.000,and0.672respectively.

Thereforetheentirehypotheseswhichweresetoutatthestartarevalidatedandall

arecorrect.



64|Page

Accordingtotheresearchfindings,themostpopularsocialmediasitewasFacebook

followed byYouTubeand LinkedIn.What’sup proved to bemorepopularthan

Instagram andtelegram.Thiscouldbeanindicationofthenextsocialmediasiteto

watchforKidameBeer.

Concerningthestudiedvariablesinthisstudy;brandawarenessthehighestnumber

ofrespondentshasameanvalueof3.00whichmeansmainlytheyareneutral;

neithertheydidnotthinktheygetbrandawarenessfrom thesocialmediamarketing

activitiesoftheKidamebeerbrandnortheythinktheygot.Thisisanindicationthat

theKidamebeerbrandisnotexploitingthefullpotentialofsocialmediamarketingto

helpthosecustomerstocategorizethemselvesineitherofthetwoextremes(agreed

and disagreed).However,somenumberofrespondentslaysonmeanvalueof

greaterthan3.50upto4.50whichismainlyagreedandstronglyagreed,thusfew

peopleareawareofthebrandnameKidamebeerwithminimum involvementinthe

socialmediamarketingorwithnoexposerofthetargetrespondentsinsocialmedia

marketingactivitiesofthebrand.

AccordingtothefindingbrandawarenessandOnlineCommunitiesalsohasthe

lowestcorrelationcomparingtotheothervariablesinthisstudy,eventhoughthese

twovariablesaresignificantlycorrelatedeachother,thecorrelationresultis0.258,as

statedabovethisisalsoaresultofthebrand’seffectiveabsenceinthesocialmedia

world.

Accessibilitywiththemeanof3.55andmoreforthehighestnumberofrespondents

inthisstudy,leadstotheconclusionthebrandKidamebeerhasmainlyafavorable

asreachable,readable,admiringpeopleswhohaveusedinthebeer,andchoosing

thebrandeventhoughtheotherdrinks.

Whereassocialnetworkwebsitesareincreasinglypopularandefficientmarketing

tools,theymaybothathreatandanopportunityforbusinessestoswiftlypropagate

theopinionofunhappyconsumers.Socialnetworksandthewebsiteoffernew and

unique options forsmalland large organizations to communicate with their

consumersin real-timelikeneverbefore.Evidenceimpliesthatdueto itsviral

character,theeffectofapeergrouponlinesocialnetworkmightpotentiallyimpact

buyingdecisions.
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Socialmediacannotoperatewellbythemselveswithoutincreasingitwithother

conventionalmediachannels,suchasradio,journalism,ortelevision,yettheefficacy

and utilization ofthe conventionalmedia have been claimed to have declined

drastically.Ingeneral,asocialmediaplanshouldbeimplementedtoaddressthe

hugeissuesofsocialmedia.

This is an intriguing study.Although notthoroughly investigated,however,a

longitudinalreproduction ofdata isworthwhile to completelyevaluate ifsocial

networksareuseful,astheresultsofthisstudyshow.Datagatheredmorethanone

time(longitudinal)anddatagatheredononeoccasionaredividedintotwocategories

insocialresearch.Itis,therefore,necessarythattheperformancestatisticsforsales

figuresandbrandequityarecollectedforalongperiodtoassessifsocialmediais

beneficialcomparedtothetraditionaladvertisingchannelslikeradioandprinted.

5.2.Recommendation

Asthisisahighlysignificantandnew event,additionalresearchtoinvestigatethis

phenomenonisencouraged.From acorporatepointofview,socialmediahave

enormouspotentialandshouldconsiderexpandingitssocialmediastrategywiththe

resourcesavailabletoincludeonlinesurveysandproductreview blogs,suchas

writingopinionsonblogswouldmakeitpossibleforthecompanytostarttalksthat

willimprovethelevelpeoplewouldliketoparticipatekidameBeershouldmeasureits

socialmediamarketingmetrics,forexample,iftheywanttomeasureawareness,

theywouldneedtomonitorgrowth,likes,subscribersandbrandawareness.Interms

ofcompetence,commitment,influence,andreferenceswouldbetheitem tolook

upon.Thecorporationwouldalsobeabletoco-innovatebyengagingpeopleonlineto

requestrecommendations.

ThesocialmediapresenceoftheKidamebeerbrandshouldbeconsistentsince

continuouslypublishingandsharingonlinewillraisebrandrecognitionandgenerate

anaudienceforkeyannouncements.Kidamebeershoulddesignatesomeonetobe

inchargeofsocialmediamarketingoperationssothattheycandoitconsistently.

Thiswouldassistthebrandisnotjustinpostingandupdatingannouncements,but

also in interacting with potentialand presentcustomers,managing unpleasant

comments,andconversingwiththem.
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TheKidamebeerbrand'ssocialmediaengagementmustbehandledwithcare,which

entailsbeingengagedwithstrategy,monitoringactions,and,finally,assessingthe

effectorcontributionthatitsinvolvementhasmade.

Whenitcomestosocialmediamarketing,theKidamebeerbrandshouldendeavorto

perform a good job and preventnegative remarks,since a single customer's

complaintmaydoalotofdamagetothebrand'sreputation.

Makethesharecontentsothatusersmayanswerbycomments,likes,retweeting,

sharing,downloading,andrespondingtoonlineadvertisingorcommercialsthatare

presentedonsocialmedianetworks.

Inaddition,theKidamebeerbrandshouldpromoteallitsofferingstoattractand

attractnew clientsand,thus,to givespecialized personalized servicesto keep

existingclients.Thebrandisalsoexpectedtoenhancethefeedbackandperception

ofitscustomers.

Thecorporationmayalsomakeuseofsocialmediastrengthtocreateadditional

verticalservices,whichmightimmediatelyaddsalesvaluetotheorganization.The

existence ofinstitutions and companies from throughoutthe world allows the

corporationtoattractothercustomerstobuyitemsotherthanthosefrom beer

brands.In general,based on the above conclusion,the research suggests the

followingrecommendations:

 Provide a platform that encourages User Generated Communication:

Companies need to encourage more UserGenerated Communication by

providingaplatform forthisengagementtohappen.

 CreateConversations,eitherBrand Related orUnrelated:itwillbehighly

beneficialforfirmstocreateengagingcontentonsocialmediaandthereby

fuelbrandawareness.Gettingmorelikesonthebrandpagebygrowingthefan

baseiskeytosuccessinsocialmediamarketing.Whentherearemoreusers

onapage,themorethecontentpostedbythebrandwillbeviralonsocial

media.

 ReachouttoTargetAudiencewithAdvertisementsandApplications:Byusing

socialmedia advertisementplatforms,marketers can targettheirtarget
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audiencebasedontheirinterests.Interestismeasuredfrom pageslikedby

eachsocialmediauser.Marketerscaneitherusetheirorganicpostreachto

promote theirproducts orthey can reach more users by doing paid

promotionsonsocialmediaadvertisementsplatforms.

 MergingTraditionalMarketingwithSocialMedia:Brandscanmergesocial

mediamarketingwithtraditionalmarketingtogainmorebenefitsfrom social

media.MarketersshouldencouragetheirconsumerstocreatemoreUser

GeneratedCommunicationtoexpresstheirfeelingtowardsthebrand.

 UseUser-GeneratedContenttoInform FutureBrandStrategies:Companies

should be aware of the consumer-to-consumer social media brand

conversations.Thisisonegoodwaytoknow whatconsumersaresaying

aboutyourbrand.Theseresponsescanbeusedtomonitornegativeand

positivecommentsforthebrandanditwillbealsohelpfulinmakingfuture

brandstrategies.

 EncourageConversionswithaCalltoAction:Brandsshouldalwaysuseacall

toactiontoachievehigherresultsindigitalmediacampaigns.Joininga

sweepstake,competing in a contest,signing up fora subscription,or

downloadinganapparesomeofthepopularcallstoactionusedbydigital

marketers.

FutureAreaofResearch

ThisstudyisregardedasapioneeringeffortonsocialmediamarketsonKidameber,

anditistangledwithspecificconstraintsthatwillserveasabasisforresearchinto

thefuture.

 Itis possible to undertake the same studybutin othersocioeconomic

contexts

 To assesstheimpactonbrand awarenessofthequalityofthecontent

messagesutilizedinsocialmedia

 Theinfluenceonsocialmediaandthedifferentmethodsinwhichpaymedia

toolsareaccessible(posts,sidebanner,payperclicksearchoptimization,etc)
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 Socialmediamarketing'sreturnoninvestment(cost)againstconventional

mediamarketing

 Acompletecomparativereviewbetweentheprosandconsofusingtraditional

mediaandsocialmedia

 Comparetheeffectofusingtraditionalandsocialmediamarketingincontrast

toisolatingthem.
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Appendices

QUESTIONNAIRE

ADDISABABAUNIVERSITYSCHOOLOFCOMMERCE

DEPARTMENTOFMARKETINGMANAGEMENT

DearRespondents,

First,Iwouldlovetosaythankyouforyourwillingnesstogiveyourhonestand

accurateresponse.Iam currentlystudyingmarketingmanagementatAddisAbaba

UniversitySchoolofCommerce,andconductingmythesisentitled“Theeffectof

socialmediamarketingonbrandawareness:thecaseofKidamebeer”aspartial

fulfillmentoftherequirementsforthecompletionofmyMaster’sDegree.These

questionersarepreparedforthepurposementionedabove.

Finally,Iwouldlovetoassureyouthatthisquestionerwillbeusedforacademic

purposesonlyandtheinformationyouprovidewillbekeptconfidential.Thankyou

forsharingyouropiniononthestudy,itishighlyvaluable.

Forfurtherclarificationandquestionspleasecontactmeusing+251-920-724-965or

dsteam3@gmail.com.



77|Page

Part1:GeneralInformation

Pleaseanswerbyputtingatickmark(√)intheboxprovided

1 Age

18–25=1 26–30=2 31–35=3 36–40=4 Above40=5

2 Gender

Male=1 Female=2

3 Whichcategorybestdescribesyoureducationallevel

BelowHighSchool=1 1stDegree=4

HighSchool=2 2ndDegreeandabove=5

Diploma=3

4 Whichcategorybestdescribesyourmaritalstatus

Single=1 Inarelation=2

Married=5 Divorced=4
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5 Whichcategorybestdescribesyouroccupation

BusinessOwner=1 NGO/InternationalCompany=2

GovernmentEmployee=3 PrivateCompany=4

Pensioner=5

6 Whatisyourmonthlyincomerangemonthlyincome(inETB)

<3,000=1 3,001–6,000=2 6,001–9,000=3

9,001–12,000=4 12,001–15,000=5 >15,001=6

7 Whichsocialmediaplatformsareyoucurrentlyusing?

Facebook

Instagram

WhatsApp

LinkedIn

Youtube

Twitter

Other:

8 Whatareyourreasonsforusingsocialmediaplatforms?

oStayingintouchwithyourfriendsandfamily

oStayinguptodatewithcurrenteventsandnews

oFindinginteresting/entertainmentent/educationalcontent

oGeneralnetworkingwithotherpeople

oSharingphotosorvideoswithothers



1|Page

oFillingupsomesparetime

oResearchingnewproductstobuy

oMeetingnewpeople

oSharingmyopinion

oAskingforproducts/services/placesrecommendations

oOther:

9 Haveyoueverbeeninterestedinaproduct/brandafterseeingitonsocialmedia
postsorreviews?

Yes No

10DoyoufollowKidamebeeronsocialmedia?

Yes No

11WhattypeofcontentpostedbyKidamebeerappealstoyouthemost?(Selectone
ormoreoptions)

oVideos

oPhotos

oCustomer/fan/followersreviews

oWrittencontent/Storytelling(blogposts)

oInfographics

oPodcasts

oOther
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12Whatkindofcontentormessagestylewouldcallyourattentionthemosttoa
brandonSocialmedia?

oUseful(tipsandadvice)

oTrendy

oSharingknowledgeorexperience

oShowingthebrandcorevalues

oAllowinginteraction

oReflectingyourlifestyle

oWhatdoesthebranddo?

oSocialCorporateResponsibility

oAdvertisementandpromotions

oEvents

oShowingproductionprocess

oShowingworkersandcollaborators

oOther:



1

Part2:Brandawarenessandsocialmedia

Pleasestateyourlevelofagreementordisagreementbytickingthe(X)markineachbox

foreachgivenstatement.

OnlineCommunities

Strongly

disagree

Disagree Neutral Agree
Strongly
Agree

1 Iliketobuyaproductfrom theadson
socialmedia.

2 Socialmediahelpsmetoremembernew
products.

3 Iknow alotofnew productsfrom social
media.

4 Socialmediacanattractmorecustomers
tothecompany'sproducts.

5 Socialmedia is good to be used as a
marketingtoolforcompanyproducts.

6 Ifeelconfidentinmyabilityto usethe
internettolocatereliablesources.

7 Socialmediaisagoodcandidateto be

recommendedforbeerusage.

SharingofContents

Strongly

disagree

Disagree Neutral Agree
Strongly
Agree
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1 Themessageofsocialmediaadvertising
iseasilyunderstandable.

2 Theextentofthecompany'ssocialmedia
advertising message is related to my
particularneed.

3 ThesocialmediaadvertisingoftheKidame
Beerisclearandcomplete.

Credibility

Strongly

disagree

Disagree Neutral Agree
Strongly
Agree

1 TheSocialmediaadsmessageiscredible,
itinfluencesmetoremembertheproduct.

2 Whentheadvertising ofKidamebeeris
producedbyindividualswhoarecredible,it
enhancesitscredibility.

3 IbelievethatSocialmediaadvertisements
ofKidamebeerareexaggerated.

4 Since Social media ads are always
unrealistic,Icannotconsiderthem asan
honestinformationsource.

5 Ithinkthattheinformationonsocialmedia
iscredible.

6 Ithinkthattheinformationonsocialmedia
isaccurate

7 Ithinkthattheinformationonsocialmedia

isinfluential

Accessibility

Strongly

disagree

Disagree Neutral Agree
Strongly
Agree



3

1 ThesocialmediaadvertisingoftheKidame
Beerisreachable.

2 Font size is readable and spacing is
appropriate

3 Contentisbrief,conciseandhelpscertain
functionality

4 Consistency and existence ofthe back
buttononeveryscreen

5 Keyboardbuttonsarethickenoughforfat
fingers

6 Adequatelydescribedanimationinatext
form whenpossible

7 Clearlanguage used in icons foreasy

accessibility

Interaction

Strongly

disagree

Disagree Neutral Agree
Strongly
Agree

1 Asocialmediacannotifyallitsfollowers
of specific subject quickly and
simultaneously.

2 SomefeaturesoftheKidamebeerbrand
cometomymindquickly

3 SocialmediamarketingofKidamebeeris
seenfrequently

4 Socialmedia ad which uses music to
transmitthemessageinfluencememore

5 Colorsusedreflectgoodcontrast

6 Colorsuseddoesnotaffectreadability



4

BrandAwareness

Strongly

disagree

Disagree Neutral Agree
Strongly
Agree

1 MybrandawarenessforKidamebeeris
influencedbysocialmediaadvertisements

2 MybrandawarenessforKidamebeeris
influencedbyitsinteraction

3 MybrandawarenessforKidamebeeris
influenced by my prior information or
knowledgeaboutthebeer

4 MybrandawarenessforKidamebeeris
influenced bywhatIheard from people
aboutthebeer

5 MybrandawarenessforKidamebeeris
influencedbythequalityofthebeer


