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ABSTRACT

Marketers since long have been looking for ways which can help them in creating brand equity.
Nowadays Retaining brand equity is the major issue faced by many companies. The advancement of
technology, advent of web 2.0 and arrival of hand held devices like smartphones and tablets people
now have easy access to information, and due to this technology trends are changing rapidly. Social
media marketing has paved new path for marketers and the concept is gaining increasing importance
for both academicians and practitioners. The aim of this research study was to probe into the
comparative impact of brand communication on brand equity through social media channels and its
associated mobile application in comparison to traditional media channels .Investigation was made
to check the impact of both communication tools on consumer-based brand equity; comparing the
size of impact created by the two communication tools; splitting the special effects of firm-generated
and user-generated social media communication; and identifying the role played by hand held
devices to social networks. The study was conducted on customers who follow at least one brand
based online community on the social media related to fast moving consumer goods or
clothing/apparel industry and owns a smartphone/tablet. A survey based empirical study was
conducted and data was collected from 393 consumers. The chosen categories of products are
Apparel, Fast Food/Restaurants, Cosmetic, Perfumes, Soft Drinks, Cold Drinks and Dairy Products.
The technique used for data collection was probability sampling. The results of the study indicates,
that social media communication both firm and user generated have a greater impact on consumer
mind-set (Brand awareness and Brand image) in comparison to traditional media communication.
Findings of the results shows that the impact of social media communication is approximately two
times greater than the impact created by traditional media communication. The results also
demonstrates that social network mobile application usage act as a catalyst for social media
marketing as now these social networks are just a click away. In our findings the path through social
network mobile applications usage has the highest coefficients (p=.64; r=0.64; R?=0.41; p<0.001).
The research study provides evidence that Brand Awareness and Brand Image combines to form
Brand Attitude which than translates into Consumer Purchase Intention, hence provide support in

generating consumer —based brand equity.

Keywords: Social Media, Social Media Marketing, Brand Awareness, Brand Attitude , Brand

Image, Brand Equity, Fast Moving consumer Goods.



ACKNOWLEDGMENTS

All praise to Almighty Allah who gave me the understanding, audacity, strength and fortitude to
complete this research project. Believe in Him allows us to achieve every goal of life. He is the best
teacher and guider, knows everything in a best manner. Hard work is always been rewarded in a
great manner. Without His grace and blessings it would not have been possible to fulfil this assigned

project in time.

Special Thanks to my dear parents for their support. Prayers of my parents have made the path easier
for me, so that I could easily defend the hardships and tough time without losing hope.

The project could not have been completed without the supervision, guidance and support of below
mentioned personalities of Bahria University. New paths have been opened for me and | have
learned a lot from them.

I express my gratitude to my kind Supervisor Dr. Abdul Baseer Qazi for providing me the
opportunity to learn and improve my knowledge under his supervision. He had been ready to
provide help and guidance throughout the process of research initiation, data collection and
compilation.

I wish to express my appreciation to Dr Zahoor, Dr Mushtag and Dr Ramay who were very kind to

extend their valuable guidance, expert advice and encouraging attitude.

Thanks to my dear friends and all well-wishers, who have been a source of constant support during

my most difficult times and it is due to their constant motivation that | am at this position today.

Arshman Zahid



Contents

P S YL I R ¥ N ISP SPRRUPPROPR |
ACKNOWLEDGMENTS ...ttt ettt ettt s bt e e e e et e e e st e e e sab e e s be e e sabeeeebbaesabeeesabaeeanbesaabees 1
LIST OF ACRONYMS ...ttt ettt ebe e st e e s b e e s b e e e s bb e e st e e e sabe e e abeeesabeeesbbeesabbeeesbeeesnbeeenes VII
1 [ Fa ] oo [0 1o3 £ o] o H RPN 8
11 RESEARCH PROBLEM ....oiiiuviiiittieitie e sitee e ette e ette ettt e s shaa e s bt s e atae s s ibeessabasaebeesssbesssabasasbeeessbaessabeesnbeessrreas 10

2 BACKGROUND AND SIGNIFICANCE ......oo oottt sata s s eaas e sae s srae e 12
2.1 10101 - I O] Y 11V 1= =T =SSR 12
2.2 SOCIAL NETWORKS ....eiittitiitteieiteeeietteesttesaiteeestbesasseessibesssssssaaseessbeeestbeeasseeabeeessbeesnbeeessseessreeesnreeeanes 13
N N Y- 1 010 1 S VTSRO 13
2.2.2  MetCalfe S 1AW (1993) ....eiveiieieieieieeeieie ettt sttt en e 14
2.2.3  REEA'S LAW (2001) ...viviiiieieiieie ettt bbbttt b et b et b et are s 14

2.3 SOCIAL MEDIA AND BRANDING ... vvviiitiiiiteeeittiseestesstesssseessesessssesssssssssssesssessssssssssesssssessssesssssesasnes 15
2.4 BRAND AWARENESS ....eciitiiiittteiitieesitteeittesasstessibesssatessbesassstsssstessbesassssessbsasasbesassseesbesssssesasseessreeans 16
2.5 BRAND ATTITUDE ..oiiiuviiiiteeeittte s ette e s eteeeeatassetteesbeessabassbesssssesssbtessabesessaeesbbasssbesasbeeessbesesnsesesrenssrrenans 17
2.6 Lo o NS = N = o N R 17
2.7 SOCIAL COMMERCE CONSTRUCTS 11vteitteiiteeeitreeisreesbeesissessissessisesssssssssssssssssssssssssssssssesssssssssssssanns 17
2.8 FIRM CREATED SOCIAL MEDIA COMMUNICATION ... vveeivreiitreesiteeesreeessreesisseessnesssssesssasssssssssseesssses 18
2.9 USER CREATED SOCIAL MEDIA COMMUNICATION L..vviiiviiiitieesiteeeireesisreesiseessaressssnesssasssasessseessnnens 19
2.10  BRAND EQUITY Lottt sttt ce et s e s tee st e e st e e eba e e s ta e e sab e e e abe e e s sbe e e sabeeebeeeasbeeesbaaesabeeeanreessrneennnes 19
72 N = 1Y N N o 1Y X =R 20
2.12  TRADITIONAL MEDIA COMMUNICATION . ..eiiittieitieeireeeitteeiittessseesitsessbesssssesssssesssessssesssssessssesssnns 20
2.13  TECHNOLOGY ADDICTION ..viiiitvieeittieiteeesteesistesssesesssesassssssssesassssssssssssssessssssssssssssssssssssssssssssssessses 21
2.14  SOCIAL MEDIA MOBILE APPLICATION USAGE ......vviiiiiiiitiieiitie s eiee s itte s stte e sve e srvessbaeasnseessrnessnbaeannns 21

3 Development of Hypothesis and Conceptual FrameworkK ...........ccoooviiiiiieneiiaieeiene e 23
Research Design and METNOUS..........coiiiiiiiiceeee sttt e re e e e e teene e e e reereenes 27
3.1 RESEARCH PURPOSE .....oiiitiieittie ettt e sttt e e stte e s tte s eate e s etae s s bt s s esae e s ebesssabassebeesssbaessabasssbenessbasesabeeanbeeesseeas 27
200 I R B LT~ od o (1Y OSSO TP TRPRRPR 27

3 L2 EXPIANALIOIY .ttt ettt bbbt et e e are s 27

3.2 RESEARCH APPROACH ....tttiit ettt e ettt e e e ettt e e e ettt e e e sttt e e e e e ettt aeeessabaeeeessbaeeeessbbaeeessasbenseesasbbeeeeans 28
B2 N 14 To [0 Tox 17T PR PRTRRRT 28
B B 1= o (U o1 £ USSR 28

3.3 RESEARCH IMETHOD ....viiiiiiie ittt ete ettt e e ettt e s ette e st s e et e e s ebe e s saba e s ebeeesbaessabassbeeessbaeesabaeanbenesnneas 28
3.3 1 QUANTALIVE 1.eeiuiiiiee ettt ettt et st b e et e et e b e st et e teeaeenb et e eteeteentestearaens 29
332 QUANTITALIVE ....vieieeeeeee ettt bbbt b ettt b et ere s 29



3.4 DATA COLLECTION ..utttiiittte ittt e stteesiteeesttseassseesibeesstsaessseesssaesssseeabaeessssessssesansasessseesssessnsesensnessseenns 30

3.5 EMPIRICAL AREA ... oteeeei ettt e et e et e e e e e bt e e e e et bt e e e e e st e e e e e e saaeeeesabaeeeesaabaeeeeabbeeeesensseseeesnes 30
3.6 POPULATION AND SAMPLE SIZE SELECTION ..viiiiveiiitreeirreeireesiteeesreeesseeesisseessnesssssesssssssssessnssessses 30
3.7 VI EASUREMENT .ttt st et et sttt e e e et e e te e st e e steeebeeebteebesestesaes e st e e ste e te e beesbeesbeesbeesbesebbesaeeesbeanteesteanteeas 31

4 Research FINdings and ANGAIYSIS .........ocoiiiiiiiiice s 33
4.1 RELIABILITY AND VALIDITY .tttiiititiiteeeittee ittt s stteesitsessabssaassessibeessabessassesssssssasessssssssssesssssssssssessses 33
4.2 DEMOGRAPHICS ...ttt ettt ettt et et e e ba e et e e sat s e b e s eb e e s ht s eatesae e e st e e ateebeebeesbaesbeesbeesbtsebbesbesartaanteaas 39
N R 114 To [T OO PRRRT 39
4.2.2  AQE OF RESPONUBNTS ..ottt 39
4.2.3  Educational QUalIfICALION.........eoiiiiiiiiiie et 39
4.2.4  SMArtphone OWNEISNID...c..iiiiiiiieieii it bbbt b ettt e e b 40
4.2.5 Ways to Access Social Media NEtWOIK ...........cooiiiiiiiiiiieieisenes e 40
4.2.6  Types of SOCIal NEIWOIKS USEU ......c.ooiuiiiiieiieieie et en 40
4.2.7 Social Media Brand COMMUINITIES .......c...cveiiiiieiiiiie ittt re s ere s ere e ste s sbe s eteesraesressrae e 41

43 CORRELATION ANALYSIS . ..cuttitieiteeitteittsettestte sttt aetesstaeetessstessessstssatsasassatessbsestesabesssesssasstesstsastessreean 42
4.4 HYPOTHESIS TESTING USING LINEAR REGRESSION ANALYSIS ...veeiviiitieirieiieeiesireeereeireessessraesnsesneas 43

5 [ TS oL U T (o] o TP 46
6 (O00] 101 1113 [ o R 49
7 Limitations and FULUIE RESEAICHN ........c.viiiiii ittt ettt erte e st e s aae e ebae e sabaeeanes 50
REFERENGCES ... ..ottt ettt ettt et e et e et e et et e et e 2t e e et e et e et e et e e teeebeesbe e et e e sb e e sbeesbessrtesaesesteears 51
F A ad = = N1 ] 0 RO 57
APPENDIX A: QUESTIONNAIURE ..ottt sttt sttt aesestesnenaeneaneans 57
APPENDIX B: DEMOGRAPHICS ...ttt ettt ettt e st s eta e s sate s s sbae s sab e s s bes s sbaeaeesreees 60



List of Figures

FIQUIE 2.1 SAINOTT'S LLAW . ...utiiiiieiiiiiiieiiieie ittt ettt et e e et et e e e et e e e e e e eeeeeeeeeeeeeaeeeeeeeeeeees 13
Figure 2.2: Metcalfe Law (1993) ... ..uuieiiieiiiiiiiiiiiieiieieeeeeeeeteeeeeeeeee e et eeeeaeeeaeeeeeeaeaeeeaaeeeaeaaaeaaees 14
Figure 2.3: REedS 1aW (2001) .....vuuuniiieeeeieeeeie et e e e e e e e e e a 15
Figure 2.4 Brand AWAreNeSS IMETIIC .........uiiuiiiiiiiiiiiiiiiiiieiee ettt 16
Figure 3.1 Conceptual FramewWork [84] .......cuvviiiiiiiiiiiiiiieiie et 26
Figure 5.1: Comparison between Traditional and Social Media Communication.................. 46
Figure 5.2: Contribution of Smartphones and Tablets............ccccvvvvviiiiee 47
[ T[T A CT=T o o [ PP 60
Figure 7.2 Age DeMOGIAPRICS .......vviiiiiieiiiiiiiiiiieeeeeeee ettt ettt e e e e e e e e e e e aaaaees 60
Figure 7.3 Educational DemOgraphiCs ..........uvuiiiiiiiiiiiiiiieiieieiteeeeeeee ettt 61
Figure 7.4 Smartphone OWNEISNIP .....ccoiiiiiiiiiii e e 61
Figure 7.5 Pie Chart of Types of Social Media USed ............cccovvviiiiiiiiiiieeeeee 62
Figure 7.6 Pie Chart for resources used to access Social Media.............coeevvviiiiiiiniiieeiinnnnnn, 62
Figure 7.7 Pie Chart for Brand FOHOWINGS .........ccvviiiiiiiiiiiiiiiiieeeeeeeeeeeeee e 63



List of Tables

Table 4.1: KIMO & Bartlett’s TeST.....ooiiieiieieee oo eeeeeeeeeeeene 34
Table 4.2 TOtAl VAITANCE. .....ciiiiiiiiiiiiii ittt e et e e e e e 34
Table 4.3 PCA VS Parallel ANAIYSIS........uciiiieiiiieeie e 35
Table 4.4 Pattern and Structure Matrix for the Bruhn Survey Iltems .........ccccoceeiininnnnnnnnns 37
Table 4.5 FaCtOr LOAGINGS. ....ccoeeeieeeeeeeeee e e e e e sneennenne 38
Table 4.6 Reliability STAtISTICS ......cceieiiiiie e eeeeeeene 38
Table 4.7: Correlation MatriX .......c..ueeiiiiie e 42
Table 4.8: Regression analysis and standardized path coefficients model 1.............ccccceo. 43
Table 4.9: Effects of Traditional Media Communication ..........cccoeeeeieiiiieiiieiiines 44
Table 4.10: Regression Analysis and Standardized Path Coefficients model 2 ...................... 45

Vi



