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Topic
Consumers' Attitude Towards Social Media Advertising and Their Behavioral Response: Corporate Reputation, Consumers' Age and Gender as Influencing Factors

1)	Introduction

Advertisement is a widely used communication means. Everyone is flooded with advertising messages in daily life. Traditionally, advertisements involve conventional mass media channels such as newspapers, magazines, television and radio. In recent years, the emergence of social media along with technological advancement has brought big changes to the field of communication and thus advertising, among others. According to Statista (a leading online Statistics portal), there were 2.28 billion social media users worldwide in 2016 (Statista, 2017a). Alone in the U.S., 65% of adults used social networking sites in 2015, up from 7% a decade ago (Pew Research Center, 2015). With the tremendous growth in use and adoption of social media, this kind of platform has become one of the significant vehicles for advertising. Not surprisingly, social media advertising expenditure worldwide reached US$16.46 billion in 2014 (Statista, 2017b). In 2015, only nine of the “Fortune 500” corporations (i.e. 2%) in the U.S. did not employ any social media platforms or tools (Center for Marketing Research at the University of Massachusetts Dartmouth, 2015). 

Social media includes a variety of online sites which associate individuals by certain commonalities (such as interests, friends, schools etc) and enable interaction, collaboration and content sharing among users (Tuten, 2008). They come in the form of online social networks (Facebook and LinkedIn), media sharing (YouTube), discussion forums (Yahoo Answers), reviews (Trip Advisor), blogs and microblogs (Twitter). Social media is changing marketing communication and has many distinctive features that facilitate advertising:

i) Interactive Communication (Belch & Belch, 2012; Cheng, Blankson, Wang, & Chen, 2009)
ii) Tracking Responses (Rodgers & Thorson, 2000)
iii) Informativeness (Lee & Choi, 2005)
iv) Customization or Personalization (Zeng, Huang, & Dou, 2009)
v) Online 24/7 and Timeliness (Merisavo et al., 2007)
vi) Low Cost (Levinson & Gibson, 2010; Dehghani & Tumer, 2015)
vii) Global Reach (Okazaki & Taylor, 2013)
viii) Integration of Various Formats (Chang, 2016)
ix) Trust-Based / Word-of-Mouth Promotion (Kumar & Mirchandani, 2012)

2)	Research Questions

Given the explosive growth in the usage of social media and increasing popularity of advertising in this channel, scholars have started to conduct researches in this area. However, as social media is a relatively new platform, the academic literature related to this topic is still in the early stage. Among the studies, some have demonstrated that there is link between consumers' attitude towards online/social media advertising and their behavioral response (Burns & Lutz, 2006; Chu, Kamal, & Kim, 2013). However, there is limited research on the factors affecting the relationship between consumers' attitude towards social media advertising and their behavioral response. Traditionally, some researchers have suggested that consumers’ attitude towards the company and reputation of the company can influence their response to the company’s marketing programs (Roberts & Dowling, 2002; Zinkhan, Menon, Deshpande, & Perri, 2003). Along this line of logic, it is worthwhile examining whether corporate reputation plays a role in the relationship between consumers' attitude towards social media advertising and their behavioral response. In addition, as gender and age group are known to be important factors in conventional advertising (Clow & Baack, 2007; Shimp, 2013), these are likely to have impact on social media advertising.

The aim of this research is to investigate the relationship between consumers' attitude towards social media advertising and their behavioral response as well as whether corporate reputation, consumers' age and gender are influencing factors on this relationship. The following research questions will be addressed in this research:

i)	What is the relationship between consumers' attitude towards social media advertising and their behavioral response?
ii)	Does consumers’ attitude towards social media advertising change among different age groups?
iii)	Does gender influence consumers’ attitude towards social media advertising?
iv)	Does corporate reputation affect the relationship between consumers' attitude towards social media advertising and their behavioral response?

3)	Significance of the Research

There is growing importance of social media in advertising given its distinctive features mentioned in Section 1. However, research work in this area is still in the early stage since social media is a relatively new platform. The significance of this study is to help scholars and practitioners to understand the dynamics in social media advertising, in a hope to cope with the upcoming opportunities and challenges.

4)	Literature Review 

Advertising

Over the years, many scholars, professionals and practitioners have tried to define advertising. However, there have been various opinions on the definition. The issue has also been complicated by the continuous evolution along with the introduction of new media in this field. Richards and Curran (2002), in their three-round research study, finally proposed the following definition which reflects the closest consensus among the experts:
“Advertising is a paid, mediated form of communication from an identifiable source, designed to persuade the receiver to take some action, now or in the future.”

Dahlen and Rosengren (2016) conducted expert studies based on the definition of Richards and Curran (2002), which provided an updated working definition for advertising,
“Brand-initiated communication intent on impacting people.”

This definition employs a contemporary approach that blurs traditional boundaries and takes into account of several forms of communication. Though not perfect, it at least acts as a milestone to guide the development of current as well as future advertising to cope with the ever-changing technology, behaviours and impacts.

Traditional Media vs Social Media

Traditional media for advertising essentially allows only one-way communication from the marketers to the target audience. To this end, the traditional forms of advertisements are mainly broadcasted through newspapers, magazines, television and radio.

Given the introduction of the Internet and subsequently Web 2.0, social media has emerged as a new communication channel. Social media is a group of web-based applications with a purpose to enable users to share and exchange their information, comments and knowledge through the sites (Kaplan & Haenlein, 2010). According to Correa, Hinsley, and Zuniga (2010), social media is defined as a tool to facilitate users’ communication, linking and interaction among themselves and their mutual friends through the use of social networking sites.

Social Media Advertising

After defining social media, it is possible to establish the meaning of social media advertising. In short, social media advertising refers to the engagement of social media platforms for promoting and advertising a company’s products or services (Karimi & sadat Naghibi, 2015).

Social media has changed the phase of advertising in the world today (Stelzner, 2014) partly because Web 2.0 allows a two-way (or multi-way) communication in an online platform characterized by user freedom, control and dialogue (Khang, Ki, & Ye, 2012; Boateng & Okoe, 2015). Web 2.0 and social media have overcome most of the pitfalls of the traditional advertising media, such as the one-way nature of communication and expensive usage (Stelzner, 2014).

Many companies use social media as platform to advertise their products across the globe (Okazaki & Taylor, 2013) at an affordable cost to their potential customer.

Both large and small scale advertising agencies are paying increasing attention to social media for marketing and advertising activities, particularly channels such as Facebook and YouTube, in order to be more competitive in this changing market environment (Kaplan & Haenlein, 2010).

Attitude Towards Social Media Advertising

According to Ajzen (1991), attitude is the extent to which a person has a favorable or unfavorable evaluation or appraisal of the behaviour in question. Similarly, Kotler and Keller (2006) indicated that attitude is an individual’s continuous favorable or unfavorable evaluation, emotional feeling and action tendency towards some object or idea. 

In a more in-depth analysis, there are three components in attitude: the cognitive component (an individual’s beliefs regarding an object); the stimulating component (an individual’s feelings towards the object that may be positive or negative) and effort component (an individual’s readiness to respond to the object in the form of behaviour) (Wu & Wang, 2011).

Attitudes are conventionally considered as an indicator of the effectiveness of advertising (Jun & Lee, 2007). Attitudes towards an advertisement are defined as ‘a learned predisposition to respond in a consistently favorable or unfavorable manner toward advertising in general’ (MacKenzie & Lutz, 1989). A positive attitude towards advertising was referred to as favorable evaluation and consumer willingness towards the advertisement, or that the consumer was more likely to be persuaded by the advertisement.

According to previous studies, the attitudes toward social media advertising can be measured from four dimensions (Wang & Sun, 2010). Wang and Sun (2010) stated that "informative" is an important belief dimension affecting consumer attitudes toward online advertising. They also proved that "entertainment" is a critical factor affecting consumer attitudes toward the online advertising by establishing an emotional link between consumers and online advertising. In addition, these researchers found "good for economy" as an important predictor of consumers' attitudes toward online advertising. Finally, it was further proved by the two scholars that people tend to view online advertising negatively when they believe that online ads undermine the social value system.

Behavioral Response Towards Social Media Advertising

Intention refers to the respondent’s willingness towards receiving the advertising messages while behaviour denotes their actions (Mitchell & Olson, 1981). It is essential to understand consumers' behavioral response because behavioral response/purchase intention assists in predicting the consumers' purchase behavior. Consumers' positive attitude toward advertising is expected to help consumer to recall the brands shown in the ads and influence their behavioral intention (Clow & Baack, 2007; Shimp, 2013).

Furthermore, purchase intention can measure the possibility of a consumer to buy a product, and the higher the purchase intention, the higher a consumer’s willingness to buy a product. Consumers are more likely to have a stronger intention to purchase a product when they react favorably to an advertisement about that product (Mackenzie & Lutz, 1989).

Mitchell and Olson (1981), in their studies, found that consumers’ attitudes toward advertising affect their responses toward advertising, in particular their purchasing intensions. There is evidence that consumers’ behavioural response, such as staying away from online advertising, is the result of their negative attitudes toward advertising (Li, Edwards, & Lee, 2002). The reason for such negative attitude might be due to the perceived intrusive and disturbing nature of online advertising (Li, Edwards, & Lee, 2002).

Research of Zeng, Huang, and Dou (2009) also indicated that an online advertisement relevant to the consumer would cause the receiver to build up a positive attitude toward the advertisement and react favourably. Wang and Sun (2010) similarly discovered that consumers’ attitude toward online advertising is significantly related to persuasion in consumers in the USA and China.

Corporate Reputation

According to de la Fuente and de Quevedo (2003), corporate reputation can be defined as the perceptions of how the firm behaves towards its stakeholders and the degree of informative transparency with which the firm develops relations with them. Similarly, corporate reputation also refers to the immediate mental picture of a company that evolves over time as a result of consistent performance, reinforced by effective communication (Fombrun, 1996). Given these, corporate reputation has both a behavioural and an informative component. 

In a wider scope, corporate reputation can be investigated in the areas of economics, organizational theory and marketing. Economists examine reputation in relation with product quality and price (Shapiro, 1983), while organizational scholars treat reputation as being a social identity and view it as a vital and intangible resource which may considerably help an entity to perform and even to survive (Fombrun & Shanley, 1990; Rao, 1994). The marketing researchers (Aaker & Joachimsthaler, 1996) have analyzed reputation in terms of brand equity and linked it with the credibility of the organization (Herbig, Milewicz, & Golden, 1993). 

In view of the above, an organization can have various reputations, each of which is related to one feature such as innovativeness, price, product quality, management quality or a global reputation. Wartick (1992) also argued that corporate reputation can be considered as an aggregation of an individual stakeholder’s perceptions of how well organizational responses are coping with the demands and expectations of many organizational stakeholders.

There is evidence that collecting information covertly may pose negative effects on advertising outcomes (Aguirre, Mahr, Grewal, de Ruyter, & Wetzels, 2015). Nevertheless, such negative effects can be offset if the ads appear on a well-known website (Aguirre, Mahr, Grewal, de Ruyter, & Wetzels, 2015) or come from well-known firms (Milne, Rohm, & Bahl, 2009). 

Boateng and Okoe (2015) also discovered that there is a significant relationship between consumers’ attitude toward social media advertising and their behavioural responses. Again, it was noted that corporate reputation moderates this relationship.

Consumers' Age and Gender

It has long been known that age group and gender are important factors in conventional advertising (Clow & Baack, 2007; Shimp, 2013). Along this logic, these are likely to have impact on social media advertising.

5)	Methodology

This research is to investigate the relationship between consumers' attitude towards social media advertising and their behavioral response as well as whether corporate reputation, consumers' age and gender are influencing factors on this relationship. For this purpose, a survey research with the use of questionnaires for data collection is to be employed. It aims at analyzing the data quantitatively and generalizing the findings.

5.1)	Target Group

According to the Thematic Household Survey Report - Report No. 61 by Census and Statistics Department in Hong Kong in 2016, nearly 99.8% of the respondents aged 15-34 years old at least spent 3.5 hours in a week on using social media network like Facebook, Instagram, etc. In this connection, the target group of this research is planned to be Internet users aged 15-34, residing in Hong Kong. 

5.2)	Sampling

Purposive sampling is to be adopted so that those participants sampled are within the criteria set above. In this research, the samples are to be randomly drawn from a database maintained by an advertising agency. This database has the contact list of a very large number of consumers who 
are Internet users aged 15-34 and are residing in Hong Kong.



5.3)	Procedure of Questionnaire Distribution

The questionnaires are to be distributed online to the sampled participants and are self-administered. A cover letter is attached for each questionnaire to explain the purpose of the research and obligations of the respondents and the researcher in detail. A reminder is to be sent to those who do not reply within 2 weeks. No identifying information is to be requested from the participants to ensure anonymity of their responses.

5.4)	Measures

A questionnaire (Appendix I) has been developed for use in the survey. There are mainly 2 parts – Part One with questions on individual opinions related to the research while Part Two with questions on demographic information.

For Part One, it involves 3 constructs identified as detailed in Section 2 and 4. They are consumers' attitude towards social media advertising, customers’ behavioural response and corporate reputation. The measures of these constructs are adapted from previous literature with the same constructs but not in the social media context. The measures of consumers’ attitude toward social media advertising are migrated from Sun and Wang (2010) while those of customers’ behavioural response are developed from Zeng, Huang, and Dou (2009) and Sun and Wang (2010). For corporate reputation, measures are customized from Walsh, Mitchell, Jackson, and Beatty (2009). After the adaption, each construct is measured by 4 items as shown below:






Table 1
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To determine the respondent’s degree of involvement with a precise factor that has to be tested, Likert’s five-point scale with “1” indicating “disagree strongly” and “5” indicating “agree strongly” is used to specify the degree of agreement the user has with a statement.

For Part Two, few questions are set to ask for background information of respondents on age, gender, education level, occupation and income level, in addition to a question on respondents' total time of using social media in a week.

5.5)	Expert Verification on Measures of Constructs

As the measures of the constructs are adapted from previous literature with the same constructs but not in the social media context, the suitability of these measures in this research has been verified by three experts in the field of social media advertising. Two of the experts are working in the advertising agencies responsible for social media advertising while the remaining one is a university lecturer with research interest in social media advertising. They all have confirmed no main issue of using the adapted measures of constructs in this research.



5.6)	Analysis of Data

Statistical Package for Social Sciences (SPSS) software is to be used for running different analysis for the measures.

Factor analysis of the 12 statements using principal component analysis and varimax rotation method is to be conducted. Results of the factor analysis will generate the underlying dimensions of consumers’ attitude and response and corporate reputation. Furthermore, attitude toward social media advertising by demographic variables will be compared using t-tests. Finally, multiple regression is to be done to examine the role of corporate reputation and consumer’s attitude towards social media advertising on consumer response and to find which projected variables have the strongest and as well as weakest effect on consumer’s attitude towards social media advertising.

5.7)	Pilot Study

To improve the reliability of this research, a pilot study has been conducted during the period 15-31 March 2018 using a network sampling. The target group of this pilot study has been a bit relaxed to include age groups above 34 years old for convenience sake. The aim is to ensure that the design of survey is appropriate and to spot whether there is any potential problem. Finally, a total of 513 questionnaires were received. No issue has been found in the pilot study.

6)	Results and Discussion of Pilot Study

6.1)	Descriptive Data

Altogether, 513 completed questionnaires were collected. The number of female respondents was more than that of the male respondents. The number of female respondents was 279 (54.4%), male respondents were 234 (45.6%). The majority of the respondents were in the age group between  15-24 years old which amounted to 262 individuals (51.1%). The next largest group was in the age of 25-34, totalling 188 (36.6%). 

Nearly half of the sample was comprised of students (224, 43.7%) and more than half of the respondents had post-secondary or university education (339, 66.1%). Besides, more than half of the sample had a monthly income below HK$10,000. A majority of respondents spent four to eight hours on using social media in a week. 

6.2)	Factor Analysis

Table 2
Factor loadings 
	
	Component

	
	A
	B

	I. Corporate reputation
1. I believe in social media advertisement of companies that are concerned about their customers.
	
0.679
	

	2. I believe in social media advertisement of companies I recommend to my friends and relatives.
	0.771
	

	3. I believe in social media advertisement of companies that can be generally trusted.
	0.672
	

	4. I believe in social media advertisement of companies that I am satisfied with my overall experience.
	0.783
	

	II. Consumer behavioral
	
	

	6. Overall, I like social media advertising.
	
	0.659

	7. I consider social media advertising very 
essential.
	
	0.557

	8. I would describe my overall attitude toward social media advertising very favorably.
	
	0.580

	9. I will search for related information about advertisements shown on social media.
	
	0.756

	10. I will buy a product/service advertised on a social media.
	
	0.784

	11. I will pay attention to advertisements shown on a social media.
	
	0.771

	12. Overall, I am persuaded by social media advertisement.
	
	0.776

	Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 3 iterations.



The 12 statements of perceptions and attitudes toward social media advertising were subject to principal components analysis with the varimax rotation method. The results revealed the presence of two components. Also, the analysis indicated that consumer attitude toward SMA and consumer responses were mainly asking for the same things. Therefore those two parts can be combined into one part. Table 2 summarized the factor loadings of the component solution.

From the above table, it appeared that almost all the statements in part 1 (corporate reputation), formed the component A and so it was named as “Corporate reputation”. It reflected respondents’ appreciation of social media advertising as well as their expectations of the company.

While most of the Part 2 and part 3 statements formed the B component, it was named as “Consumer behavioral response toward social media advertising”. This factor measured how individual or the society as a whole can accept the social media advertising.

Conventionally, items with a factor loading of 0.5 or greater (or smaller than - 0.54) within a particular factor are considered important. In order to have a clean factor structure, items with a factor loading lower than 0.5 were removed. As a result, the fifth statement: “Overall, I consider social advertising a good thing” was removed for the compilation of means for the factors. Mean scores for the four factors were compiled based on the remaining 11 statements.

Table 3
Descriptive
	Constructs
	N
	Mean
	SD
	Variance

	I. Corporate reputation
	
	
	
	

	1. I believe in social media advertisement of companies that are concerned about their customers.
	513
	3.37
	0.903
	0.815

	2. I believe in social media advertisement of companies I recommend to my friends and relatives.
	513
	3.65
	0.816
	0.665

	3. I believe in social media advertisement of companies that can be generally trusted.
	513
	3.35
	0.915
	0.837

	4. I believe in social media advertisement of companies that I am satisfied with my overall experience.
	513
	3.73
	0.874
	0.763

	II. Consumer behavioral towards social media advertising
	
	
	
	

	6. Overall, I like social media advertising.
	513

	3.15
	0.936
	0.875

	7. I consider social media advertising very 
essential.
	513
	3.63
	0.922
	0.850

	8. I would describe my overall attitude toward social media advertising very favorably.
	513
	3.21
	0.906
	0.822

	9. I will search for related information about advertisements shown on social media.
	513
	3.46
	1.045
	1.092

	10. I will buy a product/service advertised on a social media.
	513
	3.25
	0.977
	0.955

	11. I will pay attention to advertisements shown on a social media.
	513
	3.39
	0.973
	0.946

	12. Overall, I am persuaded by social media advertisement.
	513
	3.01
	1.057
	1.117



6.3)	Overall Attitude

Among the two factors measured, the highest mean score of 3.73 was reported for factor 1 (Table 3), i.e., “Corporate reputation”. Respondents expressed strong views that they had more confidence on the social media advertising of company that satisfied with their overall experience, and they recommended to their friends and relatives (mean=3.65). In their perception, the social media advertising of company that concerned about customers and could generally be trusted had a higher credibility (mean=3.37 and mean =3.35).

Furthermore, in factor 2 “Consumer behavioral Response toward social media advertising”, respondents considered social media advertising very essential (mean=3.63), and they would search information about ads shown on social media (mean=3.46). They would pay attention to those ads (mean=3.39) and bought those product or service (mean=3.25). However, some respondents reported that they would not easily persuaded by social media advertisements (mean=3.01).

6.4)	Regression Analysis

Stepwise linear regressions were used to examine the role of corporate reputation and attitude toward social media advertising on consumer behavioral response.

Based on the correlation matrix, Table 4, the p value (sig.) of the correlation between independent variables (corporate reputation and consumers’ attitudes toward social media advertising) and the dependent variable (consumer response) was less than 0.01. This reflected that there was a significant relationship between them. The positive value of correlation coefficient indicated that the relationship between each independent variables and dependent variable was positively related. That meaned both corporate reputation and consumers’ attitudes toward social media advertising contributed an impact on consumer response. 

Table 4
	Correlation coefficients

	Constructs
	Corporate Reputation
	Consumer’s attitude towards SMA
	Consumer Response

	Corporate Reputation
	Pearson Correlations
	1
	0.508**
	0.410**

	
	Sig.(one-tailed)
	
	.000
	.000

	Consumer’s attitude towards SMA
	Pearson Correlations
	0.508**
	1
	0.603**

	
	Sig(one-tailed)
	.000
	
	.000

	Consumer Response
	Pearson Correlations
	0.410**
	0.603**
	1

	
	Sig(one-tailed)
	.000
	.000
	

	**. Correlation is significant at the 0.01level (two-tailed).





Table 5

Model Summaryc
	Model
	R
	R Square
	Adjusted R Square

	1
	0.603a
	0.364
	0.363

	2
	0.615b
	0.378
	0.376


a. Predictors: (Constant), Consumer’s attitude towards SMA
b. Predictors: (Constant), Consumer’s attitude towards SMA, Corporate Reputation 
c. Dependent Variable: Consumer Response 

Based on Table 4, the constant variable represented the projected value of consumer response when other variables were held constant. For Table 5, the Consumer’s attitude towards SMA was assessed in step 1. The adjusted R-square of 0.363 indicated that 36.3 percent of the variances in consumer response could be explained by Consumer’s attitude towards SMA. At step 2, corporate reputation and consumer’s attitude towards social advertising were entered and the total variance explained by the model was increased from 36.3 percent to 37.6 percent (1.3 percent). The analysis showed that corporate reputation and attitude toward social media advertising significantly predicted consumer behavioral response to social media advertising individually. However, only 1.3 percent of the variances in consumer response could be explained by corporate reputation. While attitudes toward social media advertising recorded a higher impact than corporate reputation on overall consumer’s response, increase in consumer’ positive attitude toward social media advertising would result in increase in favorable response to social media advertising. 

Table 6
Coefficients Table
	Model
	Unstandardized Coefficients

	
	B

	(constant)
	0.773

	Attitudes towards Social Media Advertising(Att)
	0.723


a. Dependent Variable: Consumer Response   

As proved before, corporate reputation and attitude toward social media advertising (independent variables) significantly predicted consumer behavioral response (dependent variable) to social media advertising. However, the impact of corporate reputation was too weak (1.3 percent) that this variable would not be included. And the regression weight, unstandardized (B) coefficient (Table 6) of consumer response and attitude towards social media advertising were 0.773 and 0.723 respectively. It could develop a regression equation that told the best way of estimating consumer response. In this regard, the equation was “Response = Constant + Attitude toward social media advertising”. In this case the equation was R = 0.773 + 0.723 (Att)


Figure 1 : Research Model
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R = 0.773 + 0.723 (Att)
*“Response = Constant + Attitude toward social media advertising”

6.5)	Attitudes Toward Social Media Advertising by Demographic Groups

Table 7
Attitude toward social media advertising by gender
	
	Overall mean
	gender
	
t-value

	
	

	F
	M
	

	
6. Overall, I like social media advertising.
	
3.63
	
3.24
	
3.05
	
2.229*

	8. I would describe my overall attitude toward social media advertising very favorably.
	3.46
	3.30
	3.10
	2.438*

	10. I will buy a product/service advertised on a social media.
	3.39
	3.35
	3.12
	2.648*

	12. Overall, I am persuaded by social media advertisement.
	3.15
	3.18
	2.82
	-3.857*


Notes: # statements not included in the compilation of mean score corresponding factors
*indicates significance at the p≤0.05 level of confidence	

A series of t-tests were conducted to examine whether respondents in different demographic groups had different attitudes toward social media advertising (Table 7). It could be seen that most of the time, there was no significant difference among factor one, “Corporate reputation”. However, it needed to be noticed that male and female respondents showed statistical difference in factor two, “Consumer behavior towards social media advertising”.  Especially the statement defined their attitude: “Overall, I like social media advertising (t=2.229, p<0.05) and I would describe my overall attitude toward social media advertising very favorably (t=2.438, p <0.05) as well as “I will buy a product/service advertised on a social media (t=2.648, p<0.05) and Overall, I am persuaded by social media advertisement (t= -3.857 p<0.05). All these statements demonstrated that female respondents had a relatively favorable attitude towards social media advertising than the male respondents on the acceptance of the advertisement. 

Table 8
Attitude toward social media advertising by age
	
	Overall mean
	age
	
t-value

	
	

	15-24
	25-34
	

	
4. I believe in social media advertisement of companies that I am satisfied with my overall experience.
	
3.81
	
3.14
	
3.92
	
 -3.861*

	2. I believe in social media advertisement of companies I recommend to my friends and relatives.
	3.71
	3.18
	3.79
	-3.107*

	1. I believe in social media advertisement of companies that are concerned about their customers.
	3.41
	3.63
	3.48
	-2.623*

	3. I believe in social media advertisement of companies that can be generally trusted.
	3.38
	3.48
	3.44
	-2.012*

	10. I will buy a product/service advertised on a social media.
	3.28
	3.14
	3.35
	-2.217*

	12. Overall, I am persuaded by social media advertisement.
	3.07
	2.85
	3.18
	-3.291*


Notes: # statements not included in the compilation of mean score corresponding factors
*indicates significance at the p≤0.05 level of confidence

As the target group consisted of people who aged 15-34, the analysis only used the data of these two age groups, 15-24 and 25 -34 to compare and to see the correlation to the statements. The age variable demonstrated the significant influence on both factor one “corporate reputation” and factor two “consumer behavioral response” (Table 8).

People aged 25-34 relatively depended on the influence of reputations of the companies exhausting social media advertising (P4, t=-3.861,p <0.05/P2, t=-3.107,p <0.05), as influence of corporate reputation had the significant role in consumer decision making. And this proved why they would purchase a manufactured good which advertised on social media; or look for more evidence or information (Sun & Wang, 2010). Consumers aged 15-24 responded positively to the companies that cared about consumers (P1, t=2.623, p <0.05/P3, t=2.012, p <0.05). In other words, it could be said that these companies were consumer centric and could be reliable to trust.

Apart from gender and age, educational level, personal income and occupation as well as respondents' total time of using social media variables had no significant influence on attitudes toward social media advertising.

7)	Conclusion

As preliminary results could be drawn from the pilot study and there was no significant issue on the pilot study, the research can be performed as proposed.
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Appendix I  Questionnaire
Part One - Individual Opinions
	Do you agree with the following statements related to social media advertising (SMA)?
(1“Disagree Strongly”, 2“Disagree”, 3 “Neutral”
4“Agree”, 5 “Agree Strongly”)
	1
	2
	3
	4
	5

	Corporate reputation
	
	
	
	
	

	1. I believe in social media advertisement of companies that are concerned about their customers.
	
	
	
	
	

	2. I believe in social media advertisement of companies that I recommend to my friends and relatives.
	
	
	
	
	

	3. I believe in social media advertisement of companies that can be generally be trusted.
	
	
	
	
	

	4. I believe in social media advertisement of companies that I am satisfied with my overall experience.
	
	
	
	
	

	Attitude toward social media advertising
	
	
	
	
	

	5. Overall, I consider social media advertising a good thing.
	
	
	
	
	

	6. Overall, I like social media advertising.
	
	
	
	
	

	7. I consider social media advertising very essential.
	
	
	
	
	

	8. I would describe my overall attitude toward social media advertising very favorably.
	
	
	
	
	

	Consumer response
	
	
	
	
	

	9. I will search for related information about advertisements shown on social media.
	
	
	
	
	

	10. I will buy a product/service advertised on a social media.
	
	
	
	
	

	11. I will pay attention to advertisements shown on a social media.
	
	
	
	
	

	12. Overall, I am persuaded by social media advertisement.
	
	
	
	
	



Part Two - Demographic Information
1. Gender
□Female
□Male
2. Age
□Below 15
□15-24
□25-34
□35-44
□Above 45
3. What is your education level?
□Primary or below
□Secondary or High School
□Post-secondary or Bachelor
□Master or above
4. What is your monthly income?
□Below HK$10,000
□HK$10,000 – HK$19,999
□HK$20,000 – HK$29,999
□HK$30,000 – HK$39,999
□HK$40,000 or above
5. How long do you spend on using social media in a week?
□0-3 hours
□4-8 hours
□9-12 hours
□13 hours or above
6. What is your occupation?
□ Student
□ Housewife
□ PR/Communication/Advertising industry
□ IT
□ Service industry
□ Finance industry
□ Others:(please specify)_____________





















	

ASSESSMENT CRITERIA


This section details the assessment criteria. The extent to which these are demonstrated by you determines your mark. The marks available for each criterion are shown. Lecturers will use the space provided to comment on the achievement of the task(s), including those areas in which you have performed well and areas that would benefit from development/improvement.

Component 1: Project Report (40%)
	Criteria 
	Marks Available
	Marks Awarded

	Well justified topic with clear and achievable objectives
	5
	

	Detailed critical literature review with inclusion of any relevant theories
	5
	

	Clear grounded methodology 
	5
	

	Design of research instruments
	10
	

	Evidence of piloting of research instrument
	5
	

	Data analysis based on piloting
	10
	

	TOTAL
	40
	



Component 2: Reflection (10%)
	Criteria
	Marks Available
	Marks Awarded

	Detailed reflection
	8
	

	Use of model or theory in reflecting
	2
	

	TOTAL
	10
	




	Assignment Mark (Assessment marks are subject to ratification at the Exam Board.  These comments and marks are to give feedback on module work and are for guidance only until they are confirmed. )
	Late Submission Penalties (tick if appropriate)
Up to one week late, maximum of 50%
	%
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