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Abstract

With a growing interest in social media, social networks have been discussed largely in brand
management and marketing communications literature. Specifically, Facebook, as the
leading brand in social networks, is increasingly popular both for users and companies.
However, it is not entirely clear what differences occur among Facebook users regarding their
attitudes toward brand profiles. The goal of the research is to identify which demographic
factors are related to the functional and hedonistic attitude towards the brand fan page and
the overall social value of the page on Facebook. A quantitative survey was conducted on a
representative sample of 454 users. The concepts of functional, hedonic and social value
were measured using Likert-type questions (four for each of these concepts). Using cluster
analysis, homogeneous groups were identified in the data set, resulting in two main segments
for the functional and hedonic concept and three for social value. Subsequently, these groups
were compared with selected demographic characteristics using Chi-square statistics.
Implications for Central European audience: Results of the analysis showed that there is
no evidence that gender or age relates to any attitudinal measures towards brand pages on
Facebook. The paper ends with a conclusion about the usability of the results for further
research and business practice.
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Introduction

Social media are today's global phenomena. Even the most mundane routines in the early
morning have been replaced by switching on technological devices and logging on is now
first thing in the morning for many, even before getting up (Llamas & Belk, 2018). These new
platforms dominate communication between Internet users surpassing email, Internet
telephony, VolIP, Internet Relay Chats or SMS. It changes the way people connect with each
other, both in the type of interactions that take place and in the quantity and quality of
information that is available (Hoffman, Novak & Stein, 2012). Thus, it became a must-have
tool for almost everyone responsible for marketing communication in business. The most
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popular social media type are social networking sites. These platforms provide a link to users
who create content that other people interact with. In this new environment, it is important for
marketers to be able to manage marketing communications effectively.

Facebook has the strongest position in the social networking market. It is used by more than
two billion people around the world every month (Hutchinson, 2019). This platform is popular
among both men and women, and in terms of age, the segment of the thirties has been
expanding recently (Clement, 2019). Thus, a marketer can communicate with almost all types
of consumer groups and segments. Interestingly, the availability of internet connection in
particular countries and regions has a greater influence on Facebook usage than the age of
consumer groups.

We already know that almost all demographic can be reached through Facebook. But
concerning the motivation to follow brands and establish the connection on this platform, the
question is, what value does the brands Facebook profiles deliver to the Facebook users?
What is the motivation to follow the brand and how these factors are reflected in user
demographics? Is there any key to split the consumers into groups and approach them
differently by using age or gender segmentation criteria? If we were able to create a typology
that would link demographics and values, it would be much easier to understand the
phenomenon and consequently to manage brands profiles more effectively.

1 Conceptual framework

The theoretical grounding of this paper touches on several concepts. From a general
marketing perspective, it is Social media and Social networks as two interconnected terms.
The first one is a group of Internet-based applications that build on the ideological and
technological foundations of Web 2.0, and that allow the creation and exchange of User
Generated Content (Kaplan & Haenlein, 2010). The second is the more specified type of
social media platform build on interconnections. Social networks are defined in today's media
space as online systems of user groups that can create and maintain contact, generate
content, and share this content with other users (friends, acquaintances, co-workers). Boyd
& Ellison (2007) describe them as a service that allows a person to (1) create a public or
semi-public profile within the bounded system, (2) select a list of other users with whom they
can share the link, and (3) see and browse the list of your connections and a list of other
users' connections within the system. These sites allow users to publish and interchange
opinions and experiences about brands and their products and services (Sabate et al., 2014).
In the Czech Republic, the majority of heavy internet users had profiles on several social
networking sites (Tomek et al., 2012).

Social networking sites offer brands several options to contact and communicate with their
customers, but in general, the options vary across platforms. What differentiates Facebook
from other social networks is the way in which it welcomes business, opening platform to
users through applications, penetrating websites via social plug-ins and transforming itself
into a privileged marketing channel enhanced with social ads (Pereira et al., 2014). Brands
are allowed to join these social networks and play an equal role to usual members in content
creation, communication, interactions and information acquisition. This communication
paradigm shift is largely described in the literature (Hoffman & Novak, 1996; Duncan &
Moriarty, 1998; Kiani, 1998; Ozuem et al., 2008; Killian & McManus, 2015).
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More than a few studies confirmed the positive effect of Facebook on marketing performance.
Specifically, the positive effect has been documented on brand image and brand equity
(Greve, 2014; Dehghani & Tumer, 2015), purchase intentions (Duffett, 2015) and e-
commerce sales (Brettel et al., 2015). These results can be achieved in two general ways.
First, Facebook advertising system provides a platform for ads which can be tailored to
specific target users. Second, messages can be created within a brand fan pages. These are
brand oriented profiles that provide additional functionalities like detailed analytics and better
content and fans administration (Sabate et al., 2014). On these brand fan pages, companies
can create brand posts containing anecdotes, photos, videos, or other material; brand fans
can then interact with these brand posts by liking or commenting on them (De Vries et al.,
2012).

Interactions like this are commonly described as customer engagement. Van Doorn et al.
(2010) describe it as behaviour which goes beyond transactions and may be specifically
defined as a customer's behavioural manifestations that have a brand or firm focus, beyond
purchase, resulting from motivational drivers. Alternatively, Brodie et al. (2011) define
consumer engagement as a psychological state that occurs by virtue of interactive, co-
creative experiences with a brand in a focal service relationship. Nevertheless, consumer
engagement with a Facebook fan page has positive effects on consumers' brand awareness,
brand equity, WOM activities, purchase intention, corporate reputation, trust and brand
evaluation (Hutter et al., 2013; So et al., 2014; Schivinski & Dabrowski, 2015; Schivinski &
Dabrowski, 2016; Dijkmans et al., 2015; Novotna, 2018).

The question is then what motivates consumers to follow brands and exhibit consumer
engagement. This motivation can be explained by the concept of value which is central to
marketing theory. Also, social psychology and communication literature have attempted to
explain media consumption in general by assuming consumers are active agents who make
purposeful decisions to gratify their individual needs with media (Lariviere et al., 2013).
People use media to satisfy various needs and to achieve their goals, and the most prominent
needs can be subsumed into three areas: A content-oriented area based on the information
delivered by the media, a relationship-oriented area based on social interaction with others,
and a self-oriented area based on particular needs of individuals such as achieving status or
need for diversion (Jahn & Kunz, 2012). Consequently, the aforementioned gratification
principles can be translated into three types of value which are embedded in brand fan page
usage. For instance, Abdul-Ghani et al. (2011) used utilitarian, hedonic and social benefits.
Similarly, De Vries & Carlson (2014) used functional, hedonic and social values. This paper
uses later terminology to describe the dimensions of brand fan pages value.

The first value is functional and refers to information acquisition behaviour. Customer's goal
is to get information about the brand, its products, provided services, prices or any other type
of functional value in the form of the information on its fan page. It is also a sales promotion
which motivates users to become a fan of the page and get the latest information about
promotion campaigns instantly. Further, the website is very often the aggregator of valuable
sources for buying decision. The customer can seek advice or reduce risk during the decision-
making process (Muntinga et al., 2011). Additionally, functional experiences have long been
documented in the literature on technology acceptance (Davies, 2011) and provide an
important rationale for content creation on the social network.
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Moreover, the motivation to use an information system such as the social network site could
also be grounded in hedonic value. It refers to the perceived enjoyment, excitement or
stimulation that customers experience by engaging with a brand fan page (Carlson et al.
2018). Perceived enjoyment is an important factor in predicting the intention to use a
pleasure-oriented information system (Van der Heijden, 2004). According to Lin and Lu
(2011) and their research, which showed a significant effect of enjoyment on social network
usage, entertainment is a non-disturbing way of getting attention. Additionally, the high
perceived hedonic value of the brand fan page triggers the customer to use the brand page
more frequently (De Vries & Carlson, 2014). Entertaining content is one of the main drivers
for fan page participation and usage (Cvijikj & Michahelles, 2013).

We should point out here, that communication with a brand is not the single neither the main
reason to visit a social network. People visit these websites to communicate with friends and
family and to share the information about their lives with their peers (Bonds-Raacke &
Raacke, 2008; Hennig-Thurau et al., 2010; Karlicek et al., 2012; Lee et al., 2014; Logan,
2014; Scheinbaum, 2018; Sheldon, 2008). The social value associated with interactions with
other fans on the brand fan page has huge implications for marketers. This is also illustrated
by previous research. Daugherty et al. (2008) discovered that the motivation to form online
content is the most affected by the interest in social interaction. Social and community value
has also been proven to be the relevant antecedent of engagement in a study by Dessart et
al. (2015). Moreover, Wang & Chang (2013) contributed to the topic by their study of how the
product information and recommendations provided by friends on Facebook with whom
consumers have strong ties increases the probability that the consumers will purchase the
product in question. Also, Fléres et al. (2018) concluded that people are open to receive the
opinions of their peers (friends, acquaintances or other consumers) to make purchasing
decisions. Despite the fact that we often see the community as something that emerges
spontaneously, companies can make their own online community, proactively manage them,
or just use data from these online social communities for their own customer relationship
management system (Bachman & Kantorova, 2016).

If we take into consideration the fact that men's and women's shopping behaviour differs on
many levels (Coley & Burgess, 2003), it would be interesting to see if they also differ in the
perceived functional, hedonic and social value of following brands on social networks.
Research showed significant differences in information processing (Barber, 2009) thus, the
functional benefit of the following brand and get the latest information about products could
vary across gender. Likewise, some studies discovered differences in hedonic shopping
behaviour between men and women (Tifferet & Herstein, 2012; Yang & Lee 2010). Finally,
gender is also a differentiator in social interaction and social network usage (Kimbrought et
al., 2013; Muscanell & Guadagno, 2012). Another demographic criterion regularly used to
segment the market is age. Similarly to gender, there are studies showing differences in
social media usage and in particular variances in social network behaviour (Duffett, 2017;
Bolton et al. 2013; Brooks & Anene, 2012). Exploring the influence of age on brand profile
value perception will provide new insight into Facebook fans segmentation.

In summary, the theoretical framework of this study is formed by the functional, hedonic and
social value of the brand fan page on Facebook which has been previously discussed in the
literature (Jahn & Kunz, 2012; De Vries & Carlson, 2014). Two demographic, age and gender,
are additional variables which could help to understand the Facebook user's perception
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better. Therefore, the research question is: Does these three elementary types of values
displayed in the brand fan page on Facebook differs across the gender or age categories?

2 Research methodology

To answer the research question, it was necessary to use a predominantly deductive
approach to testing a predefined theoretical framework. The nature of the method was
guantitative, and the research strategy was the survey method. The technique of data
collection was an online questionnaire which was sent to 840 respondents from the Czech
internet population. It was distributed in cooperation with the professional research agency
IPSOS through its online respondent panel. The panel is certified by SIMAR authority and
has several control mechanisms to ensure data quality. There is a respondent's duplicity
control, limits for the maximal participation of each respondent in studies, respond time check
or identity and personal data validation. There was one limitation for respondents to enter the
study. Only those who stated their favourite brand on the social network Facebook were
allowed to proceed.

The agency provided raw data with no standardization, and despite the mentioned
mechanisms for quality control, we examined the data set for a few standard problems. Based
on the recommendation of Hair et al. (2017) the data were subjected to the analysis of
suspicious response patterns. The elementary problem is straight-lining when respondent
marks the same response for all or for a high proportion of the questions. We used the
standard deviation of battery method, which simply calculates the standard deviation (or
variance) of the rating scale for each respondent (Kim et al., 2019). Higher scores indicate
less straight-lining, and thus, it is a measure of variation. For the purpose of the study, the
high scores were set as ten straight linings out of 12 scale questions offered. By measuring
the standard deviation, those suspicious patterns were easily identified in the data file.
Respondents with a null standard deviation (64) and those who filled in more than 9 cases
the same ratings (322) were eliminated from the sample for further statistical processing.
Further, analysis of blank cells in Microsoft Excel showed complete data from all 840
respondents. Visual control methods were used to test the normality of data (Blunch, 2013).
All variables were slightly positively skewed with few negative kurtosis ones, but overall the
histograms did not show any major normality problems. In conclusion, 54% (454) of the
original respondents were kept in the sample.

The minimal sample size was based on a statistical approach which is, in comparison with
cost approach or blind estimation, more rigorous. With a confidence interval of 95%, the
reliability estimate is 1.96, and the allowable margin of error estimate + 5 and the minimum
sample size is 384 respondents (Saunders et al., 2009). Thus, the final sample exceeded the
minimum sample requirements by 18%. Specifically, 54.4% were males and 45.6% females
from all 14 regions of the Czech Republic (Table 1). There were all age groups ranging from
18 years of age to 65 with the mean of 39 years and a standard deviation of 12.67. Majority
of respondents (70.3%) had a high school education, but 28.4% had only the certificate of
apprenticeship. Thirty-seven respondents have undergone just elementary school education.
Compared to the internet population (SPIR, 2019), there are some minor disproportions. First,
there is 4.4% more man in the sample than in the internet population. The educational level
also differs; however, there is a maximal deviation in the number of high school respondents
which is 5.9%. Overall deviation in this strata criterion is 3.25% on average. Further, the
sample represents very precisely also the age characteristics of the population. The strongest
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deviation is between 55+ generation, where the difference is 8.5% comparing sample and
population. Combined into average, the overall deviation in the age category is 3.4%. Though
there is no perfect match, the sample size and structure of the particular strata shows it is
fairly representative.

Table 1 | Research sample description and internet population comparison

Characteristics Research Internet
sample population

n=454 Frequency Sample (%) Population (%)

Gender

Female 207 45.6 50

Male 247 54.4 50

Education

Elementary school 37 8.1 7

Certificate of apprenticeship 129 28.4 31

High school 190 41.9 36

University 98 21.6 25

Age

15-24 70 15.4 15

25-34 108 23.8 20

35-44 113 24.9 24

45-54 94 20.7 17

55+ 69 15.2 24

City

Up to 1 000 inhabitants 85 18.7 Not provided

1 001 to 5 000 inhabitants 82 18.1 Not provided

5 001 to 20 000 inhabitants 73 16.1 Not provided

20 001 to 100 000 inhabitants 99 21.8 Not provided

More than 100 000 inhabitants 115 25.3 Not provided

Source: author

Respondents were asked within the first question to fill the name of their favourite brand fan
page on Facebook. This process ensured they related the answers to particular questions to
a specific brand. Further, based on the established scales from previous research (Jahn &
Kunz, 2012; De Vries & Carlson, 2014) the questionnaire was designed to measure the latent
variables: Functional value (FUNCVAL), Hedonic value (HEDONIC) and Social value
(SOCVAL) of the fan page. For each latent construct, there were four-item questions asked
(Tab. 2). All items in the form of twelve statements were evaluated by respondents on six
points Likert scale ranging from completely agree to completely disagree.

Volume 9 | Issue 3 | 2020 CENTRAL EUROPEAN BUSINESS REVIEW 61
https://doi.org/10.18267/j.cebr.239




Table 2 | Constructs and items in questionnaire
Construct (CODE) No. Item statement

Functional value
(FUNCVAL)

1 The content of the fan page is helpful for me.
2 The content of the fan page is functional for me.
3 The content of the fan page is practical for me.
4 The brand offers important information on its fan page.
1 The content of the fan page is fun.
(HEDONIC) 2 The content of the fan page is pleasant.
3
4
1
2
3

Hedonic value

The content of the fan page is entertaining.

The content of the fan page is exciting.

| can meet people like me on this fan page.

| can find out about people like me on this fan page.
| can interact with people like me on this fan page.

4 | enjoy conversation with other fans of my favourite brand.
Source: author's elaboration based on Jahn & Kunz (2012) and De Vries & Carlson (2014)

Social value
(SOCVAL)

Reliability test in the form of internal consistency for each factor using Cronbach's Alfa was
performed in IBM SPSS Statistics 21 (Tab.3). All three latent factors showed decent internal
consistency values.

Table 3 | Reliability test for latent factors

Construct Code Number of questions Cronbach's Alfa
Functional value FUNCVAL 4 0.853
Hedonic value HEDONIC 4 0.737
Social value SOCVAL 4 0.852

Source: author

After the initial data screening and reliability check, the further statistical operations were
performed to classify the respondents and to measure relations between created classes and
observed demographics data. The series of cluster analysis was used to generate a typology
of social network users based on the type of value they get from a fan page. The technique
is used to group the cases into homogenous sub-groups based on responses to variable or
variables. First cluster analysis was performed on functional value variables (4 items). SPSS
TwoStep Cluster Component was set to find the proper number of clusters automatically.
Consequently, there were two clusters from these first four variables (inputs) found. The
silhouette measure, which is a measure of cohesion and separation of clusters (Figure 1)
showed a good result.
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Figure 1 | Silhouette measure of cohesion and separation for FUNCVAL
Cluster Quality
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Silhouette measure of cohesion and separation

Source: author

From the list of variables which has established cluster membership second item form, the
FUNCVAL construct was the most important for the clustering process. Thus, the first cluster
comprises 195 respondents for whom the functional value of a fan page is relatively low
(average for the cluster is 3.35 on the Likert scale). The second cluster represents all
respondents with a significantly more positive attitude towards the fan page of their favourite
brand on Facebook. All predictor importance was considerably high (Figure 2).

Figure 2 | Importance of features for cluster formation (FUNCVAL)
Clusters

Input (Predictor) Importance
1085006004002 00,0

Cluster 1 2
Labsz|

Wfeak Strong

Demcription

Functional walue of [ Functional walue of
Facebook fan page | Facebook fan page

for user is low. for user is high
Sime ] wos [ ] |s7gs
(195 (259)

Inputs

Source: author

The second clustering procedure has been conducted on four HEDONIC item statements.
Resulting cluster solution yielded fair silhouette measure of cohesion and separation (Figure
3). Two clusters were identified, and the most significant predictor of the clustering procedure
was hedonic item number three (The content of the fan page is entertaining).
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Figure 3| Silhouette measure of cohesion and separation for HEDONIC
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Source: author

Results for clustering the hedonic value are shown in figure 4. The first cluster comprised
respondents with a low hedonic value which they get from the brand fan pages on Facebook.
There were 260 respondents compared to 194 with high hedonic value. Two questions from
the questionnaire (hedonic 2 and 4) reached slightly lower predictor importance.

Figure 4 | Importance of features for cluster formation (HEDONIC)
Clusters

Input (Predictor) Importance
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Cluster 1 2
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4,13 2,50
HEDONICE HEDONICZ
3,06 261
HEDONIC4 HEDONICA
28 1,55

Source: author

The three cluster members within the social value variables were distributed as follows. The
first cluster comprised a homogenous group of 114 persons for whom the social value of a
fan page is high. In the middle, there were 208 respondents who are getting average social
value from the fan page. The last cluster was formed by 132 persons with the very low social
value from the brand fan page.

64 CENTRAL EUROPEAN BUSINESS REVIEW Volume 9 | Issue 3 | 2020
https://doi.org/10.18267/j.cebr.239




Figure 6 | Importance of features for cluster formation (SOCVAL)
Clusters
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Source: author

Dividing the data set according to these three cluster analysis procedures allows subsequent
comparison using the pivot tables. For each of them, the graphical and statistical evaluation
will be presented in the following part of the article. Cluster analysis was used once again to
process the age variable, which allowed the data set to be split in a more advanced way for
younger and older respondents.

3 Findings and discussion

Throughout all three clustering procedures, the option to create a new variable with cluster
membership was arranged. As a result, there were three new variables in the dataset. These
were available for comparison and statistical evaluation. Consequently, the Chi-Square (x2)
test of independence in a contingency table was used for evaluating the research question.
The first comparison is between function value and gender. In the following figure, we see
that the measured values are almost identical (Figure 7). As well as the graphical
representation, the chi-square statistics shows that there is no relationship (p-value is higher
than 0.05). Differences in data can be considered random. There is no evidence that gender
influence perceived the functional value of a fan page.
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Figure 7 | Functional value of the fan page and gender differences
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The second demographic used for comparison was age. As mentioned before, there was a
cluster analysis applied to the age variable, splitting the data set into two parts. First, there
were respondents from 18 years of age to 37 (219). The second part of the sample consisted
of persons older than 37 years (235). It is possible to see from the following figure that again,
age does not relate to any change in responses to functional value construct questions in the
survey. Consequently, we have to say that there is no evidence, that age of the respondent
influences perceived functional value of the fan pages.

Figure 8 | Functional value of the fan page and age differences

x% = 0.041; p-value = 0.840

High perceived functional value | 23,6% NNNENEGEGGEGEGEGEGEGEGEGE 5.2
Low perceived functional value [N 27,7% I -3

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
m18-37 H38+
Source: author

Another value considered in this research was hedonic. Here again, it has been shown that
the measurement is not related to the gender of the respondents (Figure 9). Clearly, there is
not enough evidence that gender influence perceived the hedonic value of the fan pages.

CENTRAL EUROPEAN BUSINESS REVIEW Volume 9 | Issue 3 | 2020
https://doi.org/10.18267/j.cebr.239




Figure 9 | Hedonic value of the fan page and gender differences
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Source: author

The hedonic value was also compared with the age variable. Even though the statistics here
is approaching significance, there is still no valid statistical evidence, that age influence
perceived the hedonic value of the fan page (Figure 10).

Figure 10 | Hedonic value of the fan page and age differences

x% = 1.058; p-value = 0.304

High perceived hedonic value [N 51,0% NN /o0 I
Low perceived hedonic value [ 46,2% I -: 2
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Source: author

Last latent construct used in this study was social value. From the following figure, we can
say that slightly more males have higher perceived social value (Figure 11). However, if we
submit the data to the statistical test, again, we will come to the same conclusion. There is
no enough evidence to say that gender influence perceived the social value of the fan page.
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Figure 11 | Social value of the fan page and gender differences
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In the last figure, social value is compared with age. Similarly, there is not enough evidence
that gender influences the perceived social value of the fan page.

Figure 12 | Social value of the fan page and gender differences

X% = 5.745; p-value = 0.057
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Source: author

Conclusions

This study has resulted in three different criteria to identify homogenous groups of brand fans
on Facebook. All three of them relate to the value which users feel when they follow brands
on this social network. As a result, three typologies were developed using cluster analysis
and these were then compared with two demographics, and that was gender and age. The
age was divided into two using the cluster analysis method. All comparisons were made using
pivot tables to see and calculate differences. All relationships were assessed using statistical
methods in IBM SPSS software. Chi-square showed that data in all six cases were not
statistically significant. Therefore, it can be argued that age and gender are not a determinant
of differences in assessing the value the user gets from the branded pages on Facebook.
The results go hand in hand with the appeal to use more psychographic for understanding
the market. Non-demographic traits such as values, tastes, and preferences are more likely
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to influence consumers' purchases than their demographic traits (Yankelovich & Meer, 2006).
It is becoming obvious that customer behaviour on social media networks is determined
mainly by their attitudes and perception, and less by the demographics. The result of this
study, therefore, question the usability of demographics-based market segmentation for
product development or marketing communication purposes.

On the whole, we now know that the perceived value that the company brings to its Facebook
page does not relate to the age or gender of the users. It shows the importance of
segmentation based on attitudes and behaviours, and marketers should not rely only on
demographic characteristics in social networking environments. The value they provide and
the basis on which they should edit the content they share on Facebook exist regardless of
these characteristics. Thinking about creating content, for example, for women of a certain
age could be dangerous. Marketers should not limit their ideas solely to the demographic
characteristics of users. Working with fans on Facebook consists of a detailed understanding
of the values that the brand brings and presents there. This research suggests tackling the
content creation strategy with three particular values in mind. Whether it is a functional,
hedonic or social value, every marketer should realize that the value of a brand fan page for
the customers differs. Yet there is no universal rule for communication. One can have a fan
base consisted of those who seek hedonic value as well as social value or any other
combination of three. Value is the core component of the marketing approach to business.
Clearly, clever marketer always thinks about value not only the one embedded in the offering
itself but also of the one provided on every media channel in the form of marketing
communication.

This study has its limitations which should be described here since these fuel interest in
further research. The first domain of limitations is connected with the sample, which was
selected from Czech Facebook users addressed by the professional research company.
Further studies could incorporate a broader sample or use other countries and then compare
results with the presented data. Moreover, the people surveyed were participants in the
marketing research agency database. Even thou we screened data for straight-lining, in some
cases, these types of respondents could have developed ways how to provide inaccurate
answers without being noticed by control mechanisms. The second domain of limitations
concerns the reliability of the data. The questionnaire was designed to measure perceived
values, which could be highly subjective and develop over time. Studies using behavioural
data straight from Facebook could help to bridge the gap between what consumers think or
feel and how they actually behave. Moreover, we assume the product category could be a
significant factor affecting the expected value from the brand communication on Facebook
and studies sampling only particular brand fans could focus on measuring hedonic, utilitarian
and social value exclusively for one fan page.
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