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Summary 
This paper is a part of my master’s dissertation that examines the engagement 
between customers and brands through social media. Moreover analyzes the 5Ps 
and examines keys for successful social media posts. (Storytelling, dynamic 
animations, content marketing, contests etc). A survey was conducted in order to 
determine attitudes of Greek customers among brands through online sm 
environment. Research provided strong evidence that the majority of the social 
network users have profiles on Facebook and Instagram, follow brand fan pages 
via social media, even though they have different reasons to do so. Also the 
results of this study showed that customers trust information more from friends’ 
posts for a brand rather than posts from official brand page. (e-WOM). Moreover 
survey highlighted strong agreement to some loyalty statements such as “i would 
say positive words for one business” and “I would suggest a company through 
social media at my friend’s profile”. At the end of the paper, the author discusses 
the results, along with implications, limitations and recommended future 
research directions. 
1. Introduction 
 
Social media has become an important marketing channel and requires a 
different approach in comparison to business communication via traditional 
media. Literature review helps us understand better issues about business 
techniques that might be effective in purposes of growth and customers’ loyalty. 
There is an ongoing debate over the issue of branding in social media. Facebook 
alone, a hallmark of social media, has over 955 million active users, who log on 
at least once every 30 days. Half of these active users actually log on every day. 
According to Lang (2010) people spending one half of their waking days 
interacting with the social media. 
 The aim of this study is to focus on social media marketing defined as the 
process that empowers individuals to promote their websites, products or 
services through online social channels and tap into a much larger community 
that may not have been available via traditional channels ( Weinberg, 2009). 
Second reason is to identify the engagement reasons from Greek consumers to 
the online brands’enviroment. Finally research tries to identify loyalty and trust 
level impact in online branding. 
2. Literature review 
2. 1.Main dimensions of Branding 
Marketing, consumer culture and branding are not concepts of modern history, 
the idea of marketing is lost in time and is essentially the same age as the age of 
culture (Ellis et all,2010). Moreover the rapid development of technology is 
another factor of consumer reality. An effect of that is the creation of services 
that companies offer to their brands. So, brands slowly turn into storytelling 
brands to create meaning in the minds of consumers and to pass on the values 
and benefits they will gain by buying them (Reissner, Pagan, 2013).  
The purpose of brand building is to create and effectively communicate a brand 
that is distinct from the competition, to which consumers have strong brand 
awareness. This purpose can be succeeded if the following characteristics are 
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connected with the brand. a. Reputation: Creating a unique identity in its 
category. b. Features: Whether something that characterizes the product or the 
brand or something that characterizes the character of the company or its legacy. 
c. Benefits: the personal value that each consumer who purchases will receive. 
d. Image: Colors, Shapes, etc., used by the company to impress the consumer's 
mind combined with the brand. e. Thoughts: To create empirical thoughts 
(positive) about the product or the brand f. Feelings: To create positive emotions.  
g. Experiences: Selling must be an experience for the customer. 
 (Kevin Lane Keller,2003; Bhimrao M. Ghodeswar, 2008)  
 
2.2 Characteristics of Social Media 
The rapid growth of the internet, as well as its availability, has provided an 
important and valuable tool in each and every sector of the society. 
Consequently, business marketing can easily reach a wide range of consumers 
and have the ability to interact with the advertising campaigns themselves (Baird 
and Parasnis, 2011). 
Due to data collection among enough bibliography available we found some 
characteristics that can make posts more popular: 
First a widespread technique designed to quickly spread the message of the 
business, to increase recognition and interaction with users at the same time are 
social media contests (like, comment, share). At this point, however, we should 
point out that competitions can be particularly effective for the above only when 
they have a "good prize", which is a very valuable item in the competition and 
will also provide a great deal of interaction with consumers. (W. Glynn Mangold 
& David J. Faulds, 2009).  
Second is the content marketing which is a whole chapter and we will try to 
compress on two lines according to the definition given by the Content 
Marketing Association (2018): 
«“ The discipline of creating quality branded content across all media channels 
and platforms to deliver engaging relationships, consumer value and measurable 
success for brands. } 
Third is storytelling, which is very important to be contained in a post for a 
variety of issues. One main reason is that when creating stories for social media 
to include them in communication mix creates eventually an emotional link with 
the consumers and an interaction with dialogue (Hanna Rohm & Crittenden, 
2011).  
The fourth characteristic is vividness (Goodrich, 2011), the fifth one is 
interactivity (Coyle et al , 2001) and the sixth and last one is the effectiveness of 
comments and reviews.(Gruen et al,2006) 
 
 
 2.3 Branding through Social media 
 
According to Costantinides, E and Fountain, S.J. (2008), there are three 
fundamental ways in which we can exploit social media forces to build branding 
once we have understood their functions. 
The first way is to use existing social networks to find new online traffickers 
such as bloggers, podcasters, and let them know about our products, services, or 
any innovations in our business. 
The second is that using social networks we can hear new "voices" from the 
stakeholders in their discussions about our company and our products. 
And the third is to create profiles on interactive platforms with data from the 
company itself or from simple employees or managers to communicate the 
messages from the inside of the company to its external environment in order to 
enhance the image, and its ties. 



3	
	

Regardless of whether we create a new brand from the beginning or simply 
maintain the existing, a key to success is to have an identity (Alvarez & Gilsdorf, 
2007). Due to that all components that make up a brand must be accurately 
designed (Fiore, 2010).  These elements are called 5Ps (Product, Property, 
Product presentation, Promotional activities, people). 
According to Bagozzi and Dholakia (2010), consumers, who follow brand pages 
are more prone to receive information from the company and become loyal 
consumers (2006). It is worth mentioning that  followers are more emotionally 
tied to the brand,  say positive things about the brand (e-WOM), which is vital 
for a business and visits much more often the online store of the company 
(Dholakia and Durham 2010). 
 
2.4 Brand trust and brand loyalty 
Consumers are more likely to depend more on brands, known on the online 
environment, than on traditional ( Peter J. Danaher et al, 2003) 
In this way, e-loyalty can be described according to the following definition: 
“The customer's favorable attitude to an online business resulting in repetitive 
buying behavior” (Ribbink, van Riel, Liljander, Streukens, 2004). ). According 
to many studies that all agree there are two aspects of customer loyalty, 
behavioral and attitudinal. (Nilsson and Sandberg, 2010). In the effort to deepen, 
we found that there is an agreement among brand researchers that one of the 
main consequence of building and enhancing brand communities and customer 
experience within the context of brand community is to make customers loyal to 
the brand ( McAlexander et al.,2002 ; Schau et al., 2009). According to the 
loyalty and trust literatures, trust is one of the main antecedents of loyalty (Chiu 
Huang & Yen, 2010; Hong and Cho, 2011). According to that there are at least 
two mechanisms through which enhanced relationships between customers and 
brand elements could increase brand trust. First, repeated interactions and long 
term relationships are counted as key in developing trust (Holmes, 1991). 
 
The review of the literature indicated a need to add the investigation of attitudes 
in the research design for Greek consumers and reveal their behaviors in social 
media environment. 
 

3. Research Objectives 
• To investigate the most popular social networking sites for Greek 

consumers 
• To identify consumers engaging reasons with the brands through social 

media 
• To investigate if there is any differentiation compared to the hours spent 

respondents to navigate their profiles in social media and their 
demographic characteristics(age) 

• To highlight the loyalty reasons  
• To measure trust level for brand posts of individuals 

4. Methology	
The data was collected through an online questionnaire and completed by 197 
Greek consumers in May 2018. Most of the participants age was between 26 and 
40. The survey was highly structured and used close questions to ensure quick 
responses from participants. The questionnaire was developed to highlight the 
most effective social media networks in Greece,  reasons for following brands in 
social media, explore attitudes for e-loyalty and trust level in that field. 
Specifically consisted of five parts; Part 1 was the demographics, and in Part 2 
participants were asked to tell how often they use the Internet and social media 
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where they were also asked if and which profiles they are using. In Part 3, 
participants were asked the reasons for following brands online. Part 4 and Part 5 
asked participants to indicate their response to statements related to trust and 
loyalty behaviors without respondents knew the separation. Items were measured 
primarily using a five point Likert-scale. 

5. Findings	
The findings of this study show that 54,31% of the respondent’s age is between 
26 and 40 while 23,35% are aged between 18 and 25. Participants were asked 
how long they use internet everyday and 86% of respondents use the internet 
more than 3 hours each day. Although all participants already have an account 
on at least one social networking website, hours spent on social networking sites 
per day is slightly lower compared to the hours spent on the internet per day. 
Moving on from the point that 100% of the participants already have an account 
on at least one social networking website, the participants were asked how many 
different social networking websites they had profiles on. Results show that 
facebook (97,97%) and instagram (71,57%) are the most in our sample. In 
addition to those social websites, the  44,67 % of participants have a personal 
account on youtube while 31,47% have on pinterest and linkedin. Considering 
that the research topic is customer-brand interaction through social media, the 
participants were asked whether or not they follow brand pages through social 
networking sites. According to the responses we have gathered we show that all 
respondents follow brand pages through their social media profiles. They were 
given 10 reasons for following brand pages and were asked them according to 
(1-5) Likert scale (1 is strong disagree and 5 is strong agree). As can be seen in 
fig.2 the most popular reason for following brands through social media is to 
obtain general information about new products (91,58%). Second place takes the 
sentence “see reviews and product rankings” (87,36%). 
 

 
                Figure 2. Reasons for following brands via social media (Agree-4, strong 
agree-5) 
 
In order to measure the trust level of individuals they were asked to rank their 
agreement on two specific statements that regard trusting online information 
about brands. The first statement is trusting information obtained via social 
media if it comes from friends and the second one if it comes from the official 
page of a brand. Considering that two different conditions with the same 
participants are measured, paired sample T-test applicable fig.3. The mean 
number for the statement 1 is 3,09 while the value of mean for statement 2 is 
3,45. Lower mean value indicates higher level of agreement of trust which shows 
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that people find information more trustworthy if it comes from their friends’ 
profile. 
 

                                                                                                                Figure 3. T-test 
Trust level 
 
Participants were asked a loyalty question at the end of the survey which 
included 8 statements followed by 5 point Likert -Scale. Statements can be seen 
in figure 4 which are separated into two categories behavioral and attitudinal.  
 

 
                                                                                        Figure 4. Loyalty Reasons 
 
Based on the table we see that a large percentage of those who follow business 
pages on their profile would say positive words about 1 business (like, share, 
comment) (72.63%). The 75.26% agree to strong agree on the proposal that it 
would suggest to friends via social media 1 company, 1 product or service. We 
still see a great deal of agreement in the proposal that it would encourage friends 
and relatives to buy for various products or services learned from social media 
(72.63%) as well as the respondent himself would buy products or services from 
companies that follow in social networks (74.74%), which was also mentioned in 
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the literature review above. It is noteworthy that it would not stop easily 
following a brand page if it offered from other brand better deals and as we see 
only 15.79% would do it. Finally we tried to find if there is any differentiation 
among hours spending respondents to their social media profiles (1=I am not an 
active social media user every day, 2= less than 1 hour, 3= 1-2 hours, 4=More 
than 2 hours) and their age through one way ANOVA test. (Fig.5) 

 
Figure 5 one-way ANOVA, Hours spent on social networking sites per day between 
age  
 
As we can seen from figure 5 we determined that there is no one under the age of 
25 which is not logging in his profile for some time during the day. In addition, 
most of respondents in the group of the ages between 25 and 40 are logging to 
their social media profiles for much more than one hour. 

 
Conclusion 
 
Trying to answer the questions that have been raised, the following conclusions 
are emerged: 
36% of respondents navigate for more than 2 hours per day on their social media 
profile and 87% of them are in the 18 to 40 year old group, which means they 
spend a lot of time every day, making them more exposed to informative and 
promotional messages. We see that almost 100% of respondents have a profile 
on Facebook, about 7 out of 10 at Instagram and 44.47% on Youtube. These 
results, more probably, verify what we already know about the situation in our 
society about the 3 most popular social networking sites.  
Further, as mentioned above, according to Bagozzi and Dholakia (2006), 
consumers who follow business pages are more prone to receive information 
from the company and become loyal consumers. We could never dare to contrast 
these famous researchers, however, the results of this study indicated that 
consumers trust information for a brand when it comes from a friend's profile 
rather than the company's official profile. Therefore, we conclude that the most 
effective way to hear a message for a brand is to speak others for it. The above 
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can be achieved in the way Costantinides, E and Fountain, SJ (2008) analyzed 
for influencers, for example bloggers in literature review.  
With regards to the reasons for the interaction between users and companies, one 
in two respondents answered for online discounts and to enter competitions. At 
this point we mention from literature base that competitions can be very effective 
when they have a big prize (W. Glynn Mangold , David J. Faulds, 2009). But the 
first reason with 91.97% is to be informed about new products or services and 
secondly with a very large percentage to see reviews of other customers who 
used the product (87.36%). Finally, due to brand loyalty we determined that  a 
large percent of brand page followers agreed to behavioral and attitudinal loyalty 
statements such as “I would say positive words about 1 business through social 
media”, “ I would recommend products/services to my friends through SM” and 
“i would buy products and services from a brand that I had been following on 
social media”.	 This result reflects the viewpoint of Bowen and Chen (2001), 
mentions that loyal customers are willing to recommend their favorite brand to 
others who find that loyal customers spread strong and positive word of mouth 
and make recommendations.  
 
Limitations and future research 
 
Social media marketing is very dynamic and progressive platform and needs 
continuously updated content. This is a preliminary work on the user-brand interaction 
through social media marketing. Researchers can conduct further research to dig more 
into the effects of different types of social media marketing campaigns on brand 
awareness, engagement reasons, image, and loyalty as well as the impact of word-of-
mouth on social media marketing effectiveness.  Since there are plenty of social media 
platforms and it is impossible to involve in all of them, marketers should analyze their 
target audience and decide to participate in the most effective platforms to 
communicate with them. Companies may conduct qualitative research or observations 
to understand the lifestyle of their customers and transfer this knowledge on social 
media platforms.  
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