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1. Introduction 

 

In this section, it illustrated the global trend and market overview of chocolate 

industry in Hong Kong, why the chocolate brands - Godiva, Venchi and Lucullus 

were chosen for studying in this research and the current situations of social 

media marketing promotion strategies and online shops in Hong Kong for 

chocolate brands for these three selected brands.  

 

1.1  Background 

In global chocolate confectionery market, Maximize Market Research (2023) 

The chocolate market size of both online and offline business channels was 

recorded with value at US$ 138.07 billion in 2022 and the expected total 

revenue is estimated to grow at 5.1% from 2023 to 2029, reaching about US$ 

195.58 billion. DataBridge Marketing Research (2023) The rising trend of online 

distribution platforms created the business opportunities to help the business 

extension of physical shops and drive the growth of the chocolate confectionery 

market.  

 

In Hong Kong, people also buy chocolate at online or retail shops, for self-

enjoyment or buy it as a present to others in special occasions, such as 

Christmas, Easter, and Valentine's Day. However, many chocolate brands were 

already established, and they faced high competition (Chan, 2020). While the 

most common used social media platforms in Jan 2023 were YouTube, 

WhatsApp, Facebook, Instagram, and WeChat (Chiu, 2023).  
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The chocolate brands - Godiva, Venchi and Lucullus in Hong Kong region were 

chosen for studying in this research as they have over 15 chain-stores in Hong 

Kong and they also have online shops and social media marketing activities.  

 

In Table 1, it showed the marketing strategies of Godiva, Venchi and Lucullus 

in Hong Kong.  

 

Table 1: Marketing Strategies of Godiva, Venchi and Lucullus in Hong Kong 

Source: Created by author, 2023 

 

1.2 Research motivation 

Although Godiva and Venchi did better on social media marketing activities and 

Lucullus was relatively low in this area, the innovative social media platforms 

are recommended to upgrade for meeting the current digitalized promotion 

trend.     
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1.3  Research Problems 

Should three companies consider applying more innovative social media 

marketing strategies?   

 

1.4  Research aims and objective  

The aims of this research are to study the relationship between the individual 

variables - Social media marketing activities, relationship quality, customer 

experience, and the dependent variable - Customers’ purchase intention, of 

chocolate brands products in Hong Kong.  

   

The research objectives are illustrated in the following:  

- To identify the factors affecting customers’ purchase intention of chocolate 

brands products in Hong Kong; 

- To use Literature review, Focus group, Questionnaires for study; 

- To analyze the collected data and conclude the findings and results;  

- To recommend chocolate brands in Hong Kong to use more social media 

 

1.5  Summary 

In this high competition in chocolate industry and the innovative social media 

marketing activities will be the trend using in this industry, the study is to find 

out the relationship of factors to increase customers’ purchase intention of 

chocolate brands products in Hong Kong.  
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1.6 Timelines of report completion  

The following Figure 1 shows the Gantt chart of timeline for completing this 

report. 

 

Figure 1: Timelines of report completion  

Source: Created by author, 2023 
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2. Literature review 

 

In this section, the definition, the construct/measurement of the Individual 

Variables- Social Media Marketing Activities, Relationship Quality, and 

Customer Experience, and the Dependent Variable – Purchase Intention are 

illustrated.  

 

2.1  Social Media Marketing Activities (SMMA) 

2.1.1 Definition 

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) Social media 

is an internet-based channels allowing users to interact with specific 

communities in real time. The construct of SMMA are Entertainment, Interaction, 

Trendiness and Customization, Word-of-Mouth (WOM).  

 

2.1.2 Construct/ Measurement  

a. Entertainment:   

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) 

Entertainment is that the customers are entertained by getting companies’ free 

marketing contents for producing social network activities.  

 

b. Interaction 

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) A social 

media marketing campaign creates direct interactions between users and 

companies.  
 

c. Trendiness  

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) Trendiness 

is that the social media allows customers to obtain the companies’ latest 

information and trends of products in real time.  

 

d. Customization 

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) 

Customization is that the customers enable to use the customized information 

searching via the companies provided searching services.  
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e. Word-of-mouth (WOM)  

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) WOM is that 

the customers are willing to share their seen information on companies’ social 

media to others.  
 

2.1.3 Concluding summary 

The constructs of SMMA comprising interaction, entertainment, trendiness, 

word-of-mouth (WOM), and customization are used in this study as there were 

different researchers of previous studies supported by literature reviews and 

used these same constructs in their studies to prove the relationship with 

purchase intention.  
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2.2  Relationship Quality 

Relationship quality is important to show the relationship between the service 

providers and their customers. The following section illustrated the definition of 

relationship quality, the construct/measurement, and the concluding summary 

for selection of these construct/measurement in this study. 

 

2.2.1 Definition 

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) Relationship 

quality is the overall degree talking about the strength of relationships between 

social media users and the companies which consist of trust and satisfaction.  

 

2.2.2 Construct/Measurement 

a. Trust  

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) The 

researchers mentioned that trust is a part of the dimension of relationship 

quality relying on what kind of message delivered by the companies. The quality 

is good, the customers trust, loyalty and purchase intention are maintained.  

 

b. Satisfaction  

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) The good 

quality of companies’ information in social media provides a good effect of 

continuous customers’ purchase intention.   

 

2.2.3 Concluding summary 

The constructs of relationship quality comprising trust and satisfaction are 

used in this study as different literature showed the relationship between 

relationship quality and trust and satisfaction.  
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2.3  Customer Experience 

Customer experience is also important to show the relationship between the 

service providers and their customers.  

 

2.3.1 Definition  

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) Customer 

experience improve companies’ competitive position. Five types of experiences 

were explained: Sense, Think, Feel, Act and Relate of customer experience. 

Abdelkader (2023) Customer experience contains four main elements, 

Perceived Personalization, Perceived Relevance, Perceived Accuracy and 

Perceived Convenience for measurement.   

 

2.3.2 Construct/ measurements 

a. Perceived Personalization (PP)  

Abdelkader (2023) mentioned that the perceived personalization is the 

companies can personalize to customers’ needs, show their understanding of 

customers’ preferences, and needs and provide related recommendations and 

suggestions to customers.  

 

b. Perceived Relevance (PR)  

Abdelkader (2023) mentioned that the perceived relevance is the companies 

can provide related and useful information according to customers’ needs and 

provide relevant options and alternatives. 

 

c. Perceived Accuracy (PA)  

Abdelkader (2023) mentioned that the perceived accuracy is the companies 

can provide accurate and reliable, correct and updated information which the 

customers trust it.   

 

d. Perceived Convenience (PC) 

Abdelkader (2023) mentioned that the perceived convenience is the customers 

can use the social media easily with guidance, the companies can provide a 

quick and efficient solution to save time and effort for products selection 

compared to other interaction methods. 
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2.3.3 Concluding Summary  

The constructs of customer experience comprising Perceived Personalization , 

Perceived Relevance, Perceived Accuracy and Perceived Convenience are 

used in this study. 

 

2.4  Purchase Intention  

2.4.1 Definition  

Ardy, W., Shih-Chih, C., Uraiporn, W., Yin, Ma., Athapol, R. (2020) Purchase 

intention is that the customers have willingness to buy products or to be the 

potential customers after receiving social media marketing content.  
 

2.4.2 Construct/ measurement 

Social media marketing activities, relationship quality and customer experience 

are the constructs in this study which the definition are explained as above 

section.  

 

2.4.3 Concluding Summary 

Social media marketing activities, relationship quality and customer experience 

are chosen as the researchers showed there are the relationship with these 

constructs and purchase intention.  
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2.5 Relationship amongst variables  

2.5.1 Social media marketing activities affects purchase intention 

According to the above literature reviews, the constructs of SMMA comprising 

interaction, entertainment, trendiness, word-of-mouth (WOM) presented the 

positive relationship with purchase intention. 

 

2.5.2 Relationship quality to purchase intention  

According to the above literature reviews, the constructs of relationship quality 

comprising trust and satisfaction showed the positive relationship between 

relationship quality with purchase intention. 

 

2.5.3 Customer experience to purchase intention 

According to the above literature reviews, the constructs of customer 

experience comprising Perceived Personalization (PP), Perceived Relevance 

(PR), Perceived Accuracy (PA) and Perceived Convenience (PC) showed the 

positive relationship between customers experience and purchase intention. 

 

2.6 Concluding summary  

It is found that social media marketing activities, relationship quality and 

customer experience affecting customers purchase intention.  
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3. Research Methodology  

Divya, S. (2023) A research methodology includes the procedures, methods 

and techniques applying in the research to identify and analyze the collected 

data to a specific research topic. It is a process that the researcher designs its 

study to achieve the aims of the research by using the selected instruments 

which includes research design, method of data collection and analysis as well 

as the overall framework to be conducted.  

 

In this study, Triangulation includes literature review (Secondary research), 

focus group interview (Primary research) and questionnaire survey (Primary 

research) method are used.  
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3.1  Research model with hypotheses 

The research hypotheses are set to find out the relationship between social 

media marketing activities of chocolate brands and customers’ purchase 

intention. The following figure 2 illustrates the research model of this study, 

there are three hypotheses, (1) Social media marketing activities, (2) 

Relationship quality, and (3) Customer Experience are positively related to 

purchase intention.  

 

Figure 2: Research Model of this study  

Source: Created by Author  

 

H1: Social media marketing activities is positively related to purchase intention. 

H2: Relationship quality is positively related to purchase intention. 

H3: Customer Experience is positively related to purchase intention. 
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3.2  Literature review, Qualitative research and Quantitative research - 

Secondary surveys 

The existing data is collected from governments, agencies, educational 

institutions, libraries, newspapers, academic journals, or magazines for 

analyzing in this research, etc. These methods are relatively in lower cost to get 

the existing data, but it may not be the most updated or reliable. 

 

3.3  Focus group interview (Qualitative research- Primary survey)  

Deakin University (2023) Focus group interview is that a researcher invites 

individuals from the study population to form a group for discussing the issues 

of research and generate research data. In this study, a group of 4 participants 

are invited to express their experience and opinions on social media marketing 

activities on chocolate brands in 30 minutes freely. The collected data is used 

for analyzing the impacts and the relationship between social media marketing 

activities on chocolate brands and customers’ purchase intention.  

 

3.4 Questionnaire survey method (Quantitative research- Primary survey) 

3.4.1 Final Survey 

Final survey is a whole survey that questionnaire is used to collect the data 

from samples. The following part showed how to define the target population, 

sampling method, sampling size, and data analysis techniques.  

 

a. Target population  

The target population is 7,413,070 persons which is the total number of 

population in Hong Kong collected from 2021 Population Census (Census and 

Statistics Department, 2023)  

 

b. Sampling method 

Snowball sampling method is used in this study. 

 

c. Sampling size 

Mcleod (2023) The confidence level is a range of value that the researcher can 

be a certain percentage confident contains the true mean of the population. As 

the researcher cannot study everyone in a population, the researcher can only 

estimate a population’s characteristics by analyzing the collected sample data. 
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Z-score with upper and low score at different confidence intervals are using, 

Table 2 showed the confidence levels at 0.9, 0.95 and 0.99 which the related 

z-score are 1.645, 1.95 and 2.58 respectively.  

Table 2: The confidence interval of Z-core 

Confidence 

Level 
Z-Score 

0.9 1.645 

0.95 1.96 

0.99 2.58 

Source: Mcleod, 2023 

 

Sullivan (2023) A 95% confidence interval is often used mostly in the health-

related publications, although this study is not related to health matters, it 

related to food industry, 95% confidence interval is chosen.  

According to 95% confidence interval for determining the sample size, 385 

questionnaires are required to collect.   

 

d. Data analysis techniques 

For analyzing the collected data from questionnaires, SPSS Statistics software 

is used. La Trobe University (2023) SPSS Statistics software is a quantitative 

data analysis tool that was created by IBM for supporting researchers to 

conduct the in-depth statistical analysis of collected data, identify trends, and 

produce forecasts. Frost (2023) Cronbach’s alpha coefficient measures the 

internal consistency or the reliability of a set of survey items, it ranges from 0 to 

1. Indiana University (2023) Cronbach's alpha normally ranges between 0 and 

1. The reliability level of determined coefficient, > 0.9 (Excellent), > 0.8 (Good), 

> 0.7 (Acceptable), > 0.6 (Questionable), > 0.5(Poor), and < 0.5 (Unacceptable).  

 

3.5  Research Method Limitations 

As the researcher cannot study everyone in a population, it can only estimate 

a population’s characteristics by analyzing the collected sample data. Also, 

there may be a potential sampling bias in snowball sampling method or there 

is error due to the group of subjects have similar characteristics.  
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3.6 Research Ethics  

This research is conducted by the researcher ethically, the data is collected to 

use in this study only, is kept confidentially, and the data is not used for other 

purposes.  
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