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Abstract 
Course/Level: 2FE21E, Undergraduate Bachelor Thesis 

Authors: Fredrik Billberg, Johan Horn & Simon Liljedahl 

Date: 2018-05-23 

Tutor: Dan Halvarsson 

Examiner: Åsa Devine 

Title: Employee private social media actions, a potential brand destroyer? A quantitative 

study regarding how employees’ actions on their private social media influence brand 

attitude. 

Keywords: brand attitude, employee action, social media  

Background: The communication means used by marketers has fundamentally changed with 

the rise of social media, however social media has also created a landscape that is hard for the 

companies to manage. What the employees says on these medias could influence the brand 

and therefore, companies have formulated guidelines for social media in order to minimize 

the risk of damaging the brand.  

Purpose: The purpose of this study is to explain how employees’ actions on their private 

social medias change consumers’ brand attitude negatively. 

Methodology: This study uses a quantitative approach with a cross-sectional research design. 

The study uses primary data which was gathered through a questionnaire and was later 

analyzed through the use of descriptive statistics, ANOVA and Cronbach’s alpha. 

Conclusion: It was concluded that the results from this study show a negative change in 

brand attitude in all of the three presented hypotheses. Hence, employee actions on their 

private social media can change brand attitude negatively 
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1.0 Introduction 
1.1 Background 
The 21th century has witnessed the rising of a new paradigm of communication means 

through social media (Mangold & Faulds, 2009; Zahoor & Qureshi, 2017). Social media is 

defined as internet-based communication with its essence in its structure of relationships and 

networks of people (Mangold & Faulds, 2009; Solomon, Bamossy, Askegaard & Hogg, 2013; 

Tuten & Solomon, 2015). These interconnected networks of people are enhanced by 

technological capabilities and mobility (Solomon et. al., 2013), built on shared participation 

(Tuten & Solomon, 2015) and could be “[...]word-of-mouth forums including blogs, company 

sponsored discussion boards and chat rooms, consumer-to-consumer e-mail, consumer 

product or service ratings websites and forums, Internet discussion boards and forums, 

moblogs (sites containing digital audio, images, movies, or photographs), and social 

networking websites, to name a few” (Mangold & Faulds, p. 358, 2009).  

 

The number of social media users are constantly growing worldwide and has become a 

substantial factor for companies to understand and manage online consumer behavior, 

including associations, awareness and attitudes (Mangold & Faulds, 2009; Schivinski & 

Dabrowski, 2014). As an example of social medias vastness, Statista (2018) shows that 

Facebook has 2 234 million active users per month, which resembles 29% of the world's 

population that are actively using Facebook each month. Social media represents the present 

and the future of marketing which demands for companies to adapt and communicate through 

these different channels (Dreher, 2014). Dreher more specifically describes social media as 

something that has fundamentally changed the professional and private lives for all people 

and that it is now one of the biggest and most important challenges for communication 

professionals to understand and conquer (Dreher, 2014) 

 

How the companies choose to handle the communications and what is being communicated 

are often based on what message the company wants to convey. The message that the 

company communicates should express and explain the brands’ values. The goal is to 

communicate these values in a manner where the brand image and the values of the brand is 

coherent and are often grounded from written brand values and social media guidelines 

(McHale, 2012). The brand image of a company is defined as perceptions of a brand based on 

associations to that brand in consumer memory (Aaker, 1991; Keller, 1993; Kapferer, 2012; 
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Keller, Apéria & Georgson, 2012; Elliott, Percy & Pervan, 2015). One important part of 

brand image is brand attitude, which is defined by Mitchell & Olson (1981) as individuals’ 

overall evaluation of a brand, occurring in the consumer’s mind. Brand attitudes are a crucial 

cognitive part of consumers’ brand image and is an evaluation of beliefs and attributes, held 

in the consumer’s mind (Keller, 1993). Brand attitude is built upon the consumers’ interaction 

with the company in all different touchpoints as communications, sales, and marketing 

promotions (Solomon et. al., 2013). Faircloth, Capella & Alford, (2001) emphasizes the 

importance of brand attitude in building the brand image and how brand attitude can 

“[...]significantly enhance the likelihood of purchase intentions and willingness to pay 

premium prices” (Faircloth, Capella & Alford, p.70, 2001). This in turn is key in a business 

perspective (Aaker & Jacobson, 2001).  

 

However, this social media paradigm has created an environment where the company is no 

longer the sole creator of their own brand (Schivinski & Dabrowski, 2014). Wentzel, (2009) 

shows that employees actions have an influential part in building and forming consumers 

attitudes towards the brand, and what the employee says and how he or she behave can 

potentially be damaging and harmful for the company. McHale (2012) describes this 

relationship between social media actions in a private context and work life as an intertwined 

spiral that can make it hard for the employee to differentiate between these two aspects of 

work and private life. The actions can be disparagement and/or other negative personal 

opinions regarding the employer or the employee (O’Connor, Schmidt & Drouin, 2016) or 

even racial and discriminating postings or just posting of incorrect information regarding the 

company (Johnston, 2014).  

 

1.2 Problem Discussion  
Employee's actions can potentially be harmful for the consumer’s brand attitude (Wentzel, 

2009), and employees have a tendency to post negative comments regarding their employer, 

co-workers and customers on their private social medias (O’Connor, Schmidt & Drouin, 

2016). This creates a hard-to-handle issue since what the employees post on their private 

social medias could potentially have an impact on the company they are representing 

(Wentzel, 2009; McHale, 2012; Johnston, 2014; Taylor, Haggerty, Gresty, Wren & Berry, 

2016).  
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To manage this problem, companies try to control their employees’ actions on private social 

media through the usage of social media guidelines. These are often formulated from the 

company's code of conduct and should follow the company's values (McHale, 2012). Even 

though social media has come to be an important tool for marketers, as 92% of marketers in 

2017 describe social medias as an important part of their business (Hubspot, 2018), 

Macnamara, J. & Zerfass (2012), Schivinski & Dabrowski (2014) and Van Zoonen, 

Verhoeven & Vliegenthart (2016) emphasize a clear lack of knowledge in the managerial 

context of handling social media from a company perspective. According to O’Connor, 

Schmidt & Drouin (2016), the lack of knowledge regarding these guidelines are both from the 

employee and the employer perspective. The knowledge gap is still present today according to 

O’Connor, Schmidt & Drouin, because of not knowing of the potential consequences if the 

social media guidelines are violated, for both the company and for the employees (O’Connor, 

Schmidt & Drouin, 2016). This means that there is an importance in gaining the knowledge of 

knowing the consequences from employees’ actions when they violate social media 

guidelines. However, the knowledge gap does not lie within the concept of brand attitude 

since that is a well-established and discovered area of research (Eagly & Chaiken, 1993; 

Wilkie, 1986; Aaker, 1991; Keller, 1993; Giner-Sorolla, 1999; Faircloth, Capella & Alford, 

2001; Park & Jeon, 2018). The gap lies within knowing how employees’ actions on their 

private social media influence brand attitude. Therefore, it is important to understand the 

relationship between the two variables, and in order to do that, explain the change in 

consumers’ brand attitude due to employee private social media actions. This implies for both 

managerial implications, in gaining the knowledge of the potential bad consequences for the 

company described by O’Connor, Schmidt & Drouin (2016), and theoretical implications, to 

further develop the theory regarding how employee’s actions on social media's influence on 

brand attitude (Macnamara, J. & Zerfass, 2012, Schivinski & Dabrowski, 2014, and Van 

Zoonen, Verhoeven & Vliegenthart 2016).  

 

1.3 Purpose  
The purpose of this study is to explain how employees’ actions on their private social medias 

change consumers’ brand attitude negatively. 
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2.0 Theoretical framework 
This chapter consists of a theoretical framework that is used continuously and represents the 

basis of this study. Literature regarding brand attitude as well as theory regarding social 

media communications is presented. Moreover, three specific ways of violating social media 

guidelines are presented which is the foundation of the hypotheses.  

 

2.1 Brand attitude 
Brand attitude is defined as an “individual’s internal evaluation of the brand” (Mitchell & 

Olson, 1981, p. 318) and it is deciding for consumer behavior (Wilkie, 1986). Keller supports 

Wilkie by claiming that the consumer’s attitude is the basis for consumer behavior and 

influencing purchase intentions (Keller, 1993). Spears and Singh, (2004) discuss the part of 

Mitchell and Olson’s definition of brand attitude. The “internal evaluation”, since it implies 

that attitudes are in an internal state for the consumer. One’s attitudes are usually unknown 

and is formed through internal and external cues in the surroundings (Peters & Solvic, 2007). 

Kim, Lim & Bhargava (1998) claim that cognitive and affective responses together creates 

attitudes, where the affective is the immediate response, followed by the cognitive response, 

giving information and structure.  

 

Eagly & Chaiken (1993), Wilkie, (1986) and Keller, (1993) states that attitudes influence 

consumer behavior and purchase behavior, hence, contradicts the “individuals’ internal 

evaluation” part from Mitchell and Olson definition. In addition, according to Giner-Sorolla 

(1999), the brand attitude definition has two main categories, the first one is that the attitude is 

always aimed towards an object, for example a brand. The second part is that the attitude is 

always evaluative, meaning that the attitude will always be connected to an evaluative 

emotion like good or bad. Further, attitudes are a combination of the attributes and benefits 

related to a brand and is therefore of multi-attribute nature and hard to specify (Keller, 1993). 

Attitudes can give brands competitive advantage if the consumer’s overall evaluations of that 

brand are strong (James, 2005). Brand attitude is vital in a business perspective since it can 

influence market value (Aaker & Jacobson, 2001) as well as influence purchase intentions 

(Spears & Singh, 2004) and can be used to evaluate new products (Mitchell & Olson, 2000). 

Due to this it is important to understand what changes the consumer’s attitude towards a 

brand (Olsen, Slotegraaf & Chandukala, 2014).  
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Changing consumers’ attitudes is crucial in order to influence purchase intentions. Purchase 

intentions are defined as “[...] an individual’s conscious plan to make an effort to purchase a 

brand” (Spears and Singh, p. 56, 2004). In order to influence and change consumers’ attitudes 

several types of messages from companies, like advertisement in text or graphics, are 

continuously communicated (Olsen, Slotegraaf & Chandukala, 2014). The purchase intentions 

are linked with brand attitude in the way of that the attitude has an influence on the behavioral 

intent (Spears and Singh, 2004). How a communication is conveyed is of great importance 

since consumers evaluate both the way something is said and who is saying it (Solomon et. 

al., 2013). Moreover, the consumer’s brand attitude is more influenced by negative 

consequences than by potential gains (Olsen, Slotegraaf & Chandukala, 2014).  

 

Ajzen (1989) shows that the cognitive and perceptual process is in a way influenced by the 

consumer’s attitudes. It is a complex relationship how the attitude towards an object affects 

the cognitive process and memories for the consumer. According to Kim, Lim & Bhargava, 

the attitude is formed based of the first impression and after that the cognitive response helps 

to guide the attitude creation process. The cognitive response towards the object are either 

non-communicated or verbally communicated (Kim, Lim & Bhargava, 1998). 

 

In order to change consumers’ attitude, it is important to consider the message and the 

consumers’ level of involvement. Due to differences in the level of involvement the cognitive 

processes can be contrasting when the message is received. This in turn determines which 

facets of the communication that will be processed in the consumer mind. Dependent on what 

level of involvement the consumer possesses, the process can take two different routes 

(Solomon et. al.,2013). Petty, Cacioppo & Schumann and Solomon et. al., claims that a 

message starts being processed at the point where a consumer receives the message (Petty, 

Cacioppo & Schumann,1983; Solomon et. al.,2013). They call the involvement “personal 

relevance” and holds that the relevance is an important part of the route to persuasion. If the 

consumer has high involvement, the central route to persuasion will be taken. On the other 

hand, the peripheral route will be taken if the consumer has low involvement (Petty, Cacioppo 

& Schumann,1983; Solomon et. al.,2013). 
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2.1.1 Understanding brand attitude 

Spears and Singh conducted a research with the purpose to: “[...] address perceived 

shortcomings observed in the literature in the measurement of Ab and PI by developing valid 

measures that can be consistently used across studies.” (Spears & Singh, p. 64, 2004).  “Ab” 

resembles attitudes towards brand and “PI” resembles purchase intentions. The research 

resulted in a creation of a list of items to accurately measure attitudes towards a brand. Five of 

those where, superior/inferior, friendly/unfriendly, appealing/unappealing, 

favorable/unfavorable and sophisticated/unsophisticated (Spears & Singh, 2004). Spears and 

Singh (2004) further emphasize the importance of using correct items since there is a 

distinguish between attitude and evaluation. While attitude can be treated more as a summary 

of evaluation, evaluation is more connected to feelings that is elicited by the brand. Therefore, 

the research was done to clarify and to see what items would measure attitude most correctly 

(Spears and Singh, 2004). Furthermore, the item of trust is according to Olsen, Slotegraaf & 

Chandukala another useful item to measure the overall brand attitude. Since, trust is a 

reflection of the affective evaluation from the consumers that a brand will or will not perform 

its function, and stand behind its values (Olsen, Slotegraaf & Chandukala, 2014). 

Furthermore, Madden, Allen and Twible states that to gain better and more accurate results 

when measuring attitude toward the brand, there should be some sort of semantic differential. 

It was moreover argued that likeable/unlikeable as well as interesting/boring where two of ten 

items that could be used when measuring attitudes toward brand (Madden, Allen & Twible, 

1988). 

2.2 Social media communication 
Social media communication influences how people see the brand. It is therefore important 

for companies to have clear guidelines for how their employees communicate on their private 

social media accounts regarding company related content. Without guidelines or with poor 

governance the firm risks of leaking confidential secrets, public embarrassment, reputation 

damage and/or legal actions (Macnamara & Zerfass, 2012; McHale, 2012). 

  

Therefore, companies have constructed guidelines for the company employees to follow 

(McHale, 2012). McHale continues with saying that social media usage for employees does 

not only give benefits but the usage also comes with a considerable risk. From their private 

social media accounts, they can post trade secrets such as release dates or pending business 

deals. There is also a risk of conveying the image of the company in an incorrect way by 
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posting wrong or improper information. Hence, diluting the control of the company’s’ own 

brand, or the employee might post content where they disparage co-workers and/or the 

employer and by that damaging the company’s goodwill and reputation. Disparage is, in this 

case, when the employee discredit, disrespect or criticize the employer or co-workers 

(McHale, 2012).  

  

The risks with social media that McHale (2012) describes, has according to Johnston made 

companies start implementing social media guidelines for their employees (Johnston, 2014). 

According to McHale and Taylor et. al., the social media guidelines should contain the 

company’s values, objectives and practices, and the guidelines should also include the 

governance procedures to follow if the rules in the guidelines are broken (McHale, 2012; 

Taylor et. al., 2016) 

 

Companies use their employees as brand ambassadors on social medias to answer to 

comments, thrive discussions, and communicate in a transparent two-way manner with the 

consumers on social medias (Johnston, 2014). According to McHale and Taylor et. al., 2016 

this can be in both a professional and private context (McHale, 2012; Taylor et.al., 2016). 

These communications are controlled and regulated with the company guidelines, which 

differs from company to company (Johnston, 2014). However, when looked upon, Johnston 

(2014) concluded that these corporate guidelines have common themes and in some capacity, 

regulate the same subject of areas. These themes are consistent with McHale’s (2012) 

provisions for social media policies. Examples of these themes are: 

 

• Prohibitions on certain activities 

• The need to be aware of and maintain a distinction between private and public social 

media use 

• Legal guidelines 

• Confidentiality 

• Compliance 

(Johnston, p. 185, 2014)  

 

Company guidelines and policies should align with what the company's’ internal policies and 

are often based from the company's code of conduct (McHale, 2012). According to Johnson 
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they should also “[...]represent a practical manifestation of the social contract, which calls 

for trust, transparency, authenticity, integrity and competence” (Johnston, pp.185, 2014). 

This aligns with Aggarwal (2004) claims that violations of, or adherence to norms of 

relationship influence consumers’ brand attitude, further strengthened by Wentzel (2009) who 

claims that employee behavior influence consumer attitude. McHale and Taylor et. al., 

continues and emphasize that the guidelines should be clear on what type of behavior the 

employees are expected to stand for, both in professional and private social media contexts 

(McHale, 2012; Taylor et. al.,2016). The following three main themes has been chosen based 

on current literature within the research subject (Aggarwal, 2004; Wentzel, 2009; McHale, 

2012; Johnston, 2014; Taylor et. al., 2016) in order to formulate three hypotheses. This, to 

explain how employees’ actions on their private social medias negatively influences 

consumers’ brand attitude.   

 

2.2.1 Disparage 

One of the risks with employees’ actions on their private social media is the event of 

disparage. The term refers to the usage of statements that are of derogatory, personal insults 

and harassing nature (McHale 2012). The disparagement is posted online on social medias 

and are formulated to” harass, disparage, libel, or discriminate against others in the 

workplace” (McHale, p. 446, 2012). Disparagement are today inclined to create a hostile 

working environment. Within disparagement there is an explicit difference for the employee 

between openly discussing the terms and conditions of their employment and disparaging the 

company or management (McHale, 2012). Kaupins and Park further discusses the legal 

difference of disparagement and openly talk about working conditions. They emphasized that 

the employee has the right to discuss working conditions but has no legal right to disparage 

the employee (Kaupins and Park, 2010). 

 

2.2.2 Sharing incorrect information 

McHale and Johnston, emphasize the risk of sharing unfair and deceptive company 

information as result of employees using social media, which could be harmful for the 

company (McHale, 2012; Johnston, 2014).  Moreover, both Aggarwal (2004) and Wentzel 

(2009) confirm that it is crucial that the employees is in line with company’s values and what 

the consumers expect from that, otherwise it will influence brand attitude. Furthermore, as 

stated above, McHale (2012) and Taylor et. al., (2016) claims that the social media behavior 



  
Fredrik Billberg, Johan Horn & Simon Liljedahl 
	

	 14	

needs to be in line with the community expectations in order to make the guidelines effective. 

Furthermore, Aggarwal states that it is important for consumers that the relationship between 

them and the company follows the set expectations. Otherwise, actions such as sharing 

incorrect or improper information might affect the relationship in such a way that the 

expectation and reality is not met and therefore, change the brand attitude negatively 

(Aggarwal, 2004). 

 

2.2.3 Racial and/or discriminating 

The action of posting racial and/or discriminating content on private social media is when a 

employee post racial or ethnic slurs. The act is based on when an employee posts content that 

are of a racist basis and/or if posting content that are intended to harass a specific targeted 

group (McHale, 2012; Taylor et al., 2016). This type of actions is treated differently within 

company's social media guidelines since there is a criminal action to consider with these types 

of statements. Some companies refer to the fact that all employees should follow legal 

guidelines, and other companies’ guidelines have specified it to the specific law (Johnston, 

2014).  
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3.0 Conceptual framework 
The aim with this chapter is to display a model showing the relationship between employees’ 

private social media actions and brand attitude. Further, the three hypotheses are defined 

and the reasoning behind scenarios are explained. 

	
The conceptualization of the theory will enable the forming of three hypotheses. These three 

hypotheses are further explained here in this chapter. These hypotheses will be tested with the 

help of scenarios. Lim & Yang states that the design of scenarios is perceived to give more 

authentic results and can measure the cognitive response form the respondents. Further, the 

scenario method enables the manipulation of a situation and implementation of variables that 

can affect cognitive responses (Lim & Yang, 2015). In this case the situation that is being 

manipulated is the Company X, where first, the values of the company are presented and then 

a scenario is introduced where an employee at Company X has done an action. The following 

three hypotheses will be represented in three different scenarios. Therefore, each hypothesis 

represents one scenario and these scenarios are presented in the questionnaire which is 

available in the appendix 1.  

 

Furthermore, by investigating literature and looking at company guidelines it was possible to 

form the following three hypotheses. These three different aspects, or scenarios, are formed 

from previous literature (Aggarwal, 2004; Wentzel, 2009; McHale, 2012; Johnston, 2014; 

Taylor et. al., 2016). They are focused on actions that was perceived to influence the brand 

attitude and that was focused on the actions from the employees themselves.  

 

Hypotheses: 
Within the theory regarding guidelines it was clearly advised against any disparage of 

employer or co-workers. It is not clear if that would actually influence the overall brand 

attitude toward the employer for the employee. Since major companies have guidelines 

advising against it (Johnston, 2014) and because of McHale (2012) describing it as one of the 

risks with social media usage by employees, the first hypothesis was constructed as the 

following: 

Hypothesis 1. - If an employee of a company disparages his/her employer and/or co-workers 

on any of his/her private social media platforms, that action will influence consumers’ brand 

attitude in a negative aspect. 
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Aggarwal (2004) and Wentzel (2009) claims that if an employee’s actions is out of correlation 

with the company values, it can affect the brand attitude. That together with the theory 

regarding social media guidelines from McHale (2012) and Johnston (2014) formed the 

second hypothesis. If an employee communicates incorrect information that is not in 

correlation with the company’s values or improper information it can influence consumers’ 

brand attitude (Wentzel, 2009; McHale, 2012; Johnston, 2014). Therefore, the second 

hypothesis was formulated as the following: 

Hypothesis 2. - If an employee of a company shares incorrect and/or improper information 

regarding his/her employer on any of his/her private social media platforms, that action will 

influence consumers’ brand attitude in a negative aspect. 

 

There is a compliance within the current research that restricting policies regarding racial 

slurs, discrimination and harassment through social media are essential (McHale, 2012; 

Johnston, 2014; Taylor et. al., 2016). Discrimination could happen even through single 

words (Taylor et. al., 2016) and companies should in every possible way avoid discriminating 

posts (McHale, 2012; Johnston, 2014; Taylor et. al., 2016). Based on this, the third hypothesis 

was formulated as the following: 

Hypothesis 3. - If an employee of a company posts racial and/or discriminating texts on any 

of his/her private social media platforms, that action will influence consumers’ brand attitude 

in a negative aspect. 
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Figure 3.1: The influence of employee private social media actions on brand attitude  

 

This model was created to show how the different concepts and hypotheses are interacting in 

this research. The model’s aim is to visually show how the three hypotheses (H.1, H.2, H.3) 

based in employee actions influence the consumers’ brand attitude. The result of the research 

will show if there is a negative relationship between the different employee actions and 

consumers’ brand attitude. In this figure, Employee actions on private social medias have 

been divided into three different sub-concepts, which represent the independent variables. 

From these, three hypotheses are formulated and their purpose is to see how the independent 

variable affect (or change) the dependent variable which in this figure is the Brand attitude. 
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4.0 Method 
The following chapter provides and discusses the structure for the methodology of this 

research. The different concepts are discussed and a justification for the chosen concepts are 

also presented. The chapter first discusses different research aspects such as the research 

approach, design and purpose. Further it goes on with the data collection methods as well as 

the instruments used, such as questionnaires and pre-test. The sampling method and analysis 

method are also discussed here. This is followed by a discussion and justification of validity 

and reliability as well as ethical considerations regarding this study. 

 

4.1 Research approach  

4.1.1 Qualitative vs. Quantitative Research 

It is important to have a clear and suitable research approach for a research. There are two 

primary approaches to choose when conducting a research, qualitative and quantitative. The 

main difference between a qualitative and quantitative research approach is what they 

measure and how they do it. The qualitative research approach creates theory, it measures the 

meaning behind the behavior and tries to figure out underlying attitudes and patterns. 

Quantitative research approach derives from theory, trying to explain or describe behavior. 

Furthermore, for a quantitative approach, the research is conducted by measuring large 

amounts of data in an objective and systematic way. Therefore, it becomes easier to analyze 

the data and see patterns (Bryman & Bell, 2011; McCusker & Gunaydin, 2014). 

  

The disadvantages can be that the reasons for the behaviors will not be fully revealed. There 

is a risk that the result will not be generalizable, which is one of the advantages with 

quantitative research versus qualitative. However, these risks can be tested and clarified by 

conducting reliability and validity test as well as by using the correct method to collect 

samples (Bryman & Bell, 2011). 

  

This research wants to see how different employee actions on their private social medias can 

change consumers’ brand attitude, hence our purpose is not to understand the meaning behind 

the change rather to measure the actual change. Therefore, the quantitative approach will be 

used for the thesis. More advantages with using a quantitative approach is that the researchers 

can gather much larger amounts of information, data and also do so in a more time oriented 
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manner (McCusker & Gunaydin, 2014; Bryman & Bell, 2011). In accordance to the theory 

presented in this chapter above, the main reasons to use this approach for the thesis are that 

the research will not explore new grounds or discover new theories, it will be needed to have 

the ability to generalize the result to the mass and the study will focus on the behavior rather 

than the meaning. Further, with the usage of quantitative this research will be able to present 

measurable results with numbers and statistics and therefore see directly what the change on 

the independent variable is. 

  

4.1.2 Inductive vs. Deductive   

There are two different strategies to use regarding the correlation between theory and 

research, which is the deductive and inductive approach. The main difference is that in 

inductive approach the hypothesis derives from empirical observations and/or the material 

collected, while in the deductive approach the theory builds the hypothesis (Ormerod, 2010; 

Bryman & Bell, 2011). In this thesis, the approach will be of deductive nature. The 

hypotheses will be formed from current theories regarding implemented guidelines, code of 

conducts, ethical guidelines and theory regarding brand attitude.  

 

This thesis will not explore new areas and develop new theories and will therefore use 

deductive instead of an inductive approach. The advantages for this research is that by using 

deductive it is possible to look at previous research, improve mistakes and take inspiration 

when constructing the thesis. Furthermore, the hypotheses and purpose are inspired from 

previous research and the goal is to explain the result from the primary data that has been 

gathered (Adams, Khan, Raeside and White, 2007; Bryman & Bell, 2011).  

  

This paper follows the deductive way by first looking at previous research and from 

considering past research and theories, develop the hypotheses. This is the deductive way 

according to Adams et al., (2007). The hypotheses are then transcribed and conceptualized, 

which provides a tool for how the research constructs the hypotheses in relation to the theory 

(Bryman & Bell, 2011). Then, this paper will collect relevant data which will provide a result 

where it is possible to either accept or reject the hypotheses (Adams et al., 2007). 
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4.1.3 Research Purpose 

When the deductive and quantitative approach is set, the next step is to discuss what the 

research purpose will be. The two former choices of deductive and quantitative affect the 

choice of research purpose and indicates on what kind of purpose the research should have 

(Saunders, Lewis & Thornhill, 2009). There are three different kinds of purposes, these are 

exploratory, descriptive and explanatory. The choice of purpose is decided on what the 

research aim is, what will be conducted and how the previous research in the specific field is. 

If there is no or next to non-research in the field, an exploratory purpose will be needed. 

Because, a purpose of exploratory nature enables to gather preliminary research in order to 

identify different sub-elements in relation to the field. The most common approach for an 

exploratory purpose is to use qualitatively and inductive design. Furthermore, a purpose with 

descriptive nature can be used when there is already research within a field but it need to be 

portrayed or expanded. The final type is the explanatory purpose, which is used when the 

research looks at relationships between different variables. This is most often related to 

research with deductive approach and of quantitative research (Bryman & Bell, 2011; 

Saunders, Lewis & Thornhill, 2009). 

  

This paper will use the approach of explanatory purpose. This is since, the paper will try to 

explain the relationships between two different variables. The research will build on previous 

research done in the field of brand attitude and in the field of social media guidelines for 

employees. Thereafter, the change in the dependent variable will be measured and see what 

the difference is before and after it is presented to the independent variable.  

 

4.2 Research Design  
The research design is the actual plan for the study and displays the overall structure. The 

design presents a systematic procedure and gives guidelines to follow through the different 

stages of the research. The design is crucial for the research since any research may be costly 

in both effort and time (Bryman & Bell, 2011). 

  

In this research, a cross-sectional research design has been chosen. The cross-sectional 

research design is also called social survey design, and is the recognized by its connection to 

structured interviews and questionnaires. The research design also allows for other methods 

as structured observation, content analysis, official statistics, and diaries. The research design 
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is built upon four key elements: more than one case, at a single point in time, quantitative or 

quantifiable data and patterns of association (Bryman & Bell, 2011).  

 

Cross-sectional research study more than one case and is focused on variation, where the 

variation can only be established when there is one or more case is being researched. The 

variation can be measured between customers, companies, countries et cetera. In the cross-

sectional research design, it is common to select more than two cases to get a variation in all 

the variables and to create a clearer definition between the cases. When conducting a cross-

sectional research, data on variables the study concerns are collected almost at the same time. 

A questionnaire, which might contain above fifty variables or more, also supplies an 

individual’s answers at about the same time when the questionnaire is completed. These facts 

is the opposite to an experimental design (Bryman & Bell, 2011). 

 

A variation between cases is desirable. In order to achieve that, a systematic and standardized 

method for assess variation is of essence. Quantification brings several important advantages, 

one of them being providing the researchers a consistent benchmark. A cross-sectional design 

provides the possibility to delve into relationships between variables. Researchers do not 

manipulate any of the variables and there is no time for ordering the variables since the data 

are collected almost at the same time (Bryman & Bell, 2011).   

This research has chosen the design of cross-sectional since it is the best option for measure 

how independent variables can change a dependent variable. Considering the fact that the aim 

is to compare the change in one variable after the respondents are exposed to a scenario and 

that we are studying several cases at the same time, the cross-sectional design is chosen. 

Therefore, cross-sectional is the most suitable and is chosen before other designs such as 

longitudinal, experimental, case study and comparative.  

4.3 Data sources 
There are two different data sources; primary and secondary data. The primary data is 

information that the researchers collect themselves and is collected for the specific purpose 

within the research. Secondary data is data and information that have already been collected 

for other studies, and are therefore not always suited or tailored for other studies (Malhotra, 

2010). However, the secondary data can still be relevant since previous research have been 

conducted in similar areas or to solve similar problems. The advantages therefore become that 
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instead of conducting a new study which can be expensive and time consuming, it is possible 

to search for published articles or books in some cases and use the information found there 

(Bryman & Bell, 2011). 

 

In this thesis, the data collection will be primary data, the primary data will contribute to new 

information and will test if the hypotheses can be accepted or need to be rejected. If the data 

is collected from questionnaires it will be directly tailored and connected to the research 

(Malhotra 2010; Bryman & Bell, 2011) and therefore it has been chosen to go with this 

alternative. That is the main advantage for using primary data however, it will also take more 

resources to collect it. It is more time-demanding and in some cases, have other costs as well. 

Therefore, this thesis will use primary data since it is tailored to the purpose of the thesis and 

will help the researchers to reject or accept the hypotheses. 

 

4.4 Data collection method 
Since this thesis follows a quantitative approach there are three different suitable methods for 

data collection; questionnaires, observations and structured interviews (Malhotra & Birks 

2003). However, observations will be hard to use for the reasons that observations do not 

measure why a certain behavior occurs, only that a reaction or behavior happens. 

Observations is also more time demanding and hard to conduct on online behavior and it is 

difficult to see emotions or attitudes through the use of observations. Structured interviews 

resemble a guided interview, that is when a moderator asks questions to the participant. Here, 

it is important that the questions are asked in the same way and order for all the participants in 

order to establish reliability (Bryman & Bell, 2011). Further, according to Bryman & Bell 

(2011) structured interviews are more expensive and time demanding than questionnaires. 

Therefore, the researchers decided that structured interviews have been rejected and is seen 

unnecessary and time wasting for this research and therefore a questionnaire will be used 

since it can collect the same data more efficient and in some cases more correctly.  

 

A questionnaire consists of a set of standardized questions with the goal to gain knowledge 

and information from the participants. According to Malhotra & Birks (2003) there is three 

important aspects a questionnaire should focus at. Firstly, and most important, all the required 

or wanted information should be transformed into questions and gained through the responses 

from the respondents. Further, the questionnaire should encourage people to answer, either by 
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offering a reward or by making the subject interesting for people. Lastly, the questionnaires 

should be tested to decrease the chance of response errors (Aaker, Kumar, Day & Leone, 

2011). This will be done by pre-testing and checking the reliability as well as the validity of 

the questionnaire. The questionnaire and the questions are further explained in chapter 4.5.  

 

Moreover, a questionnaire could be conducted by forms handed out (paper and pen) or online. 

This thesis will only use the online format since it is regarding social media, it is presumed 

that the respondents prefer and/or have access to internet and will therefore rather answer the 

questionnaire in such format. Furthermore, the questionnaire will be pretested and try to 

explain more academic words in order to avoid participants to misinterpret the questions or 

scenarios. This will lead to that the answers will be more authentic when people fully 

understand the questions, and this in turn will lead to less response errors. Also, the 

questionnaire will be sent through private invitations, which also is argued to increase the 

response rate (Hoonakker & Carayon, 2009). Furthermore, the questionnaire should be simple 

to understand, it should also avoid double-barrel questions, such as instead of asking if a 

brand is both appealing and good, the question should be separated into two questions asking 

first if the brand is appealing, and then next questions asking if the brand is good (Hoonakker 

& Carayon, 2009; Bryman & Bell, 2011). 

 

The questionnaire has been chosen for this research for the reasons that it is more cost 

efficient, time oriented and will deliver generalizable quantitative data. The data can be 

analyzed easily and will be used to see how the dependent variable have changed and also 

how much. The data can be easily used after collected and the result will be clear. It will also 

give the sufficient amount of samples because the questionnaire can be answered without any 

of the researchers need to be present. 

    

4.5 Data collection instrument  

4.5.1 Operationalization and measurement of variables   

The questionnaire only uses one dependent variable, brand attitude. It will be measured by the 

help of eight different items. These items are recommended and used separately in three 

different articles which all are trustworthy and justifies the items further. The items are further 

explained in chapter 2.1.3 and can be found in the operationalization below. The choice for 

using eight different items is backed up by Keller (1993) who states that attitude is a multi-
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attribute nature and that it is hard to specify. This together with the importance of using 

different semantic or wording in order to gain better understanding and measure the attitude 

more accurate (Madden, Allen & Twible, 1988). Furthermore, when measuring brand attitude 

with items which has a negative or positive association, the most efficient and accurate scale 

is the 1-7 scale (Spears & Singh, 2004).  
 

Operationalization 

Concept Conceptual definition Origin of 
items 

Items 

Attitude 
toward 
brand 

“Brand trust reflects consumers’ affective 
evaluation that the brand will perform its stated 
function.” Olsen, Slotegraaf & 
Chandukala (2014) p. 127 

Olsen, 
Slotegraaf & 
Chandukala 
(2014) 

Trust 

Attitude 
toward 
brand 

“attitude toward the brand is a relatively 
enduring, unidimensional summary evaluation 
of the brand that presumably energizes 
behavior.” Spears & Singh (2004) p. 55 

Spears & 
Singh (2004) 

Superiority 

Attitude 
toward 
brand 

The affective reaction will either be a negative 
or a positive emotional response directed to an 
attitude object (Madden, Allen & Twible, 1988). 

Madden, 
Allen & 
Twible (1988) 

Likeable 

Attitude 
toward 
brand 

“attitude toward the brand is a relatively 
enduring, unidimensional summary evaluation 
of the brand that presumably energizes 
behavior.” Spears & Singh (2004) p. 55 

Spears & 
Singh (2004) 

Friendly  

Attitude 
toward 
brand 

“attitude toward the brand is a relatively 
enduring, unidimensional summary evaluation 
of the brand that presumably energizes 
behavior.” Spears & Singh (2004) p. 55 

Spears & 
Singh (2004) 

Appealing 

Attitude 
toward 
brand 

“attitude toward the brand is a relatively 
enduring, unidimensional summary evaluation 
of the brand that presumably energizes 
behavior.” Spears & Singh (2004) p. 55 

Spears & 
Singh (2004) 

Favorable 

Attitude 
toward 
brand 

“attitude toward the brand is a relatively 
enduring, unidimensional summary evaluation 
of the brand that presumably energizes 
behavior.” Spears & Singh (2004) p. 55 

Spears & 
Singh (2004) 

Sophisticated 

Attitude 
toward 
brand 

The affective reaction will either be a negative 
or a positive emotional response directed to an 
attitude object (Madden, Allen & Twible, 1988). 

Madden, 
Allen & 
Twible (1988) 

Interesting 

Table 4.1 Operationalization 
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4.5.2 Interview guide/questionnaire design  

The items found in the questionnaires for this thesis is inspired by three scientific articles, 

which is defined in the operationalization. Three different questionnaires are sent out, each 

one with a different scenario. Firstly, the participants are asked if they are active and present 

on social media, this control question is asked in order to only get qualified participants, 

which is further explained in chapter 4.6. The second part describes a company and its values, 

where all the information are collected from the three companies H&M, Sennheizer and RnB 

in order to make the company as close to a existing company as possible. These three 

companies are chosen since they are in the retail market, but they are focused on different 

products/markets in the retail business and that the authors thought that these companies were 

appropriate. The retail market has been chosen since it is perceived as a neutral and suitable 

market according to the authors. Here the participants are asked eight different questions 

where they will rank the different items (found in operationalization) in a 1-7 scale. An 

example is that in the first questions the participants are asked to answer: “I find Company X” 

and then followed with the 1-7 scale where “Untrustworthy” is 1 and “Trustworthy” is a 7. 

When this is done the participants are presented a scenario. Here the three different 

questionnaires that are sent out differs from each other. It was chosen to do three separate 

questionnaires in order to not let the participants be influenced by prior scenario. After having 

read the scenario, the respondents are asked to answer the same eight questions about 

Company X again, but also that they should take this new information into consideration. The 

last part of the questionnaire consists of five questions regarding the demographics of the 

respondent in order to collect data regarding the sample. The demographics measured is 

gender, age, occupation, nationality and education.  

 

4.5.3 Pretesting  

Bryman and Bell recommend conducting a pre-test in order to see if the questionnaire have 

any problems and measures the functionality. By conducting a pre-test, it is possible to see if 

there are any abnormalities in the answers and to get feedback from the respondents (Bryman 

& Bell, 2011; Malhotra, 2010). This will measure all the aspects including, layout, form, 

wording, content of questions and if the instructions are clear and understandable. 

Furthermore, it is also recommended to have an expert to look at the questionnaires to 

establish validity (Bryman & Bell, 2011; Malhotra, 2010). 
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For this thesis, the questionnaire did first undergo a pretest where minor corrections in the 

language and structure were done. After the first pretest, the questionnaire was brought to an 

expert in the field of quantitative research, where it was recommended to divide the 

questionnaire into three different questionnaires in order to get as authentic and correct results 

as possible. When this was done, one more pre-test was carried out where the respondents 

were welcomed to give feedback. After this the feedback was collected some minor aspects 

was taken care of and the questionnaire was considered ready.  

 

4.6 Sampling  
It is important to not overlook the sampling part of any given research. Since quantitative 

research want to generalize its result it is important to have a sample size that represent all the 

different types of people in the target area. Most suitable for this is to use one of the 

probability sampling techniques which includes: simple random sampling, stratified sampling, 

cluster sampling and systematic sampling (Bryman & Bell, 2011). However, because of the 

time-restricts given to this thesis the focus will, rather to have as diverse sample as possible, 

be on increasing the sample size. 

 

Therefore, convenience sampling is perceived to be the most suitable option. The 

questionnaire will be spread through social media, such as personal Facebook posts and 

through Facebook pages and will thereby be answered by friends and people that are 

connected to the authors. This is also done since there will be no exclusions regarding of 

which people that are allowed to respond. However, the respondents will answer a control 

questions if they use social media or not. Further, according to Bryman and Bell (2011), the 

response rate for the questionnaire are high in convenience sampling. This, combined with the 

larger sample size that can be collected in a more time efficient manner makes the 

convenience sampling the most suitable sampling method for this research. Moreover, one 

more sampling method to combine with convenience sampling is snowball sampling, which 

encouraging people to share and convince their contacts to participate in the questionnaire. 

The snowball effect occurs when people share and therefore helping the researcher to 

establish new contacts through the people that are already participating (Bryman & Bell, 

2011). Furthermore, according to Green (1991) the sample size should be larger than 50 plus 

8 times the numbers of independent variables. Hence, the formula yields: N> 50+8m, where 
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N represents the amount of samples and m represents the number of independent variables. 

Therefore, this research aims to gather more than 74 different samples per questionnaire since 

the paper have one independent variable that has been divided into three sub-concepts. 

 

4.7 Data analysis method 

4.7.1 Descriptive statistics 

Descriptive statistics is used to summarize collected data and give a numerically comparison 

between the different variables. Furthermore, descriptive statistics is split into two measures, 

these two is central tendency and dispersion (Saunders, Lewis & Thornhill, 2009). When 

measuring the central tendency, the goal is to receive a value that is common for a set of 

values and that distribution or set of values can be seen as an average (Saunders, Lewis & 

Thornhill, 2009; Bryman & Bell, 2011). The three most common tools to use when measuring 

the central tendency is median, mode and mean. The median is the middle point, the middle 

of a distribution of values. The advantage with this is that the median will not be affected by 

outliers. The mode is the most common value that can be seen. The mean is the most 

frequently used of these three and is all the values in the distribution summed up and divided 

by the number of values (Saunders, Lewis & Thornhill, 2009; Bryman & Bell, 2011). 

  

The other measurement to use for central tendency is the dispersion, which focuses on how 

the different values are dispersed at the central tendency. This can be measure by either the 

use of standard deviation or interquartile range. The interquartile range is similar to the 

median method, but instead of one middle-point the range can be divided up into four 

quartiles. It includes a higher quartile and a lower quartile, where the data that falls between 

the higher and lower quartile is the interquartile range (Saunders, Lewis & Thornhill, 2009). 

The other method to measure, standard deviation, is calculated by subtracting the difference 

between the separate values and each mean, and there after dividing it by the number of 

different values. The standard deviation is used to measure the amount of dispersion of set of 

values (Bryman & Bell, 2011). 

  

Furthermore, descriptive statistics will also provide useful information when it comes to 

continuous variables, these can also be referred to as kurtosis or skewness (Pallant, 2010). 

Which is necessary measures to have when and if other statistical techniques will be used 

such as analysis of variance or t-test. The skewness shows the symmetry of the distribution 
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for the mean, and it can either be skewed or symmetric (Malhotra & Birks, 2003). Malhotra 

and Birks (2003) further mention that when the distribution of values is symmetric, then the 

values on each side of the center are also the same. If the skewness value is positive the mode 

and the median will be further to the left and vice versa if the skewness value indicates on 

negative skew. While in a symmetric the mode, mean and median will all be the same 

(Pallant, 2010; Bryman & Bell 2011). The kurtosis value measure if the distribution is peaked 

or not. A positive kurtosis indicates that the distribution is more peaked and a negative 

kurtosis show that there is a flatter distribution (Pallant, 2010). Moreover, Hair, Anderson, 

Tatham and Black (1998) states that in order to have the perfect curve, both the skewness and 

kurtosis should be equal to 0, but the skewness should be within ±1 and the kurtosis should be 

between ±3. 

 

4.7.2 Analysis of variance (ANOVA) 

The analysis of variance, or ANOVA, is a method to compare the different means between 

two or more different set of data involved (Malhotra & Birks, 2003; Aaker et al., 2011). 

Malhotra and Birks (2003) continues by claiming that ANOVA is used to measure the 

difference in the mean values for the dependent variable in relation to the effect of the 

independent variable. In this research, the dependent variable is the brand attitude and the 

independent is therefore the three different scenarios presented in the conceptual framework. 

Therefore, this method is beneficial for the study when measuring the change in brand attitude 

toward a brand before and after a scenario is presented. It is also important that the dependent 

variable is measurable in metrics, which in this study is an interval scale. The independent 

variable is needed to be categorical (Malhotra & Birks, 2003) and this research will be using 

the one-way ANOVA approach. Furthermore, when using ANOVA, it is suitable to take help 

from the program SPSS to calculate the result (Bryman & Bell 2011; Malhotra & Birks 2003), 

SPSS will help by calculating the following and present; Sum of Squares, Degrees of 

Freedom (df), Mean Square, Sig and F. 

  

The Sum of Squares are “…separation of the variation observed in the dependent variable 

into the variation due to the independent variables plus the variation due to error…” 

(Malhotra & Birks, 2003 p.488). It measures the overall variation of the total numbers of 

different observations, when looking at the difference between groups, the sum of squares is 

the difference between the grand mean and each observation. Within groups, the sum of 
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squares is the difference between the overall mean and the different groups mean (Iacobucci 

and Churchill, 2015). Furthermore, in order to provide the mean square, the sum of squares 

should be divided by their appropriate degrees of freedom. The F-value in ANOVA stands for 

the variance within the groups variance divided by the variance between the different groups 

(Pallant, 2010). However, the most important value in ANOVA is the Sig. value which can 

also be called p-value. The Sig. value should be less or equal to .05, otherwise there is no 

significant difference between the different mean scores for the dependent variables (Pallant, 

2010; Saunders, Lewis & Thornhill, 2009). Therefore, in order to measure and compare the 

different mean values for the three different scenarios in this research, firstly the Sig. value 

need to be less than or equal to .05 in order for the hypotheses to be accepted and thereafter 

the comparison for the different scenarios can take place. 

 

4.8 Quality Criteria   

4.8.1 Validity  

Validity is used to measure if the questions asked in the questionnaire really are measuring 

what they are supposed to. For example, if you are measuring the love of coffee, do you have 

questions about all the concept regarding love of coffee or do your questionnaire only focus 

on the taste. Validity is a tool to see how accurate the measurement being used to measure 

actually measures what it is supposed to, whether it is if the questions are covering all the 

aspects that are relevant or if they match each other. There are three types of validity that fit 

this kind of research, these are: Content validity, Construct validity and Criterion validity 

(Bryman & Bell, 2011). 

  

Criterion validity is used to see the correlation between the variables and empirical evidence 

(Aaker et al., 2011). The goal of this validity is very similar to the other two and measures 

that the study will predict what it is supposed to predict (Bryman & Bell, 2011). Further, 

construct validity investigates to what degree the test or research measures what it is states 

that it should measure. 

  

Another type validity is the content validity, which and focuses on how well the questionnaire 

represents the different meanings within the concept that is under investigation. It secures that 

if the researcher wants to measure for example the love of coffee, that the questions being 

asked is not only about the smell of coffee, but also the taste etc. This can be tested by, 
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preferable, both using an expert in the field to examine if all the items of scale that are 

relevant is included and by conducting a pretest to see if respondents do understand what is 

being measured (Malhotra, 2010). 

  

To establish validity this research tested the questionnaire by first conducting a pretest where 

the participants was encouraged to leave feedback and ask questions. The questionnaire 

underwent some rephrasing and changed the grammar to make it more easily understood after 

the pretest. After this, the questionnaire was taken to a professional in the quantitative 

research methods area. To further confirm the validity of the questionnaire, all the 

information and the entire construct was taken from or supported by scientific articles and 

trustworthy sources. Information about the company which is presented in the questionnaire 

was a combination of the values from three major companies in the retail market. The items 

were taken directly from three different articles, so was the design of using 1-7 scale was 

taken from two articles. 

 

4.8.2 Reliability 

According to Bryman & Bell, the reliability is a tool to see if the study is consistent. 

Reliability measure if the result will be the same if the research was done at another time or 

with other participants. External reliability measure if the study is free from random errors. It 

makes it possible to evaluate if the study is stable over time and from that also if it is 

replicable. This can be done by conducting the questionnaire at two different or more 

occasions (Bryman & Bell, 2011). However, for this study this was not possible, one of the 

reasons was the time constraint. Therefore, the researchers have made the methodology 

chapter as descriptive and structured as possible and by this giving future researcher the 

ability to retest this research 

 

Another reliability is the internal aspect. It measures if questions that regard the same variable 

give coherent results from the participants. It tells if the questions are consistent to each other 

and therefore are measuring the same variable as they are supposed to. In order to test the 

internal reliability, it is possible to use the Cronbach’s Alpha in the program SPSS. The result 

will generate a number between 0-1, where if the result is 0 the questions have no internal 

reliability at all, while if the Cronbach’s Alpha is 1, there is a perfect internal reliability. 
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According to Sekaran & Bougie (2013) the Cronbach’s Alpha should at least reach 0.6 to be 

considered reliable. 

 

One of the reasons for if the reliability test fails could be that the questions are wrongfully 

formulated. It can be that the respondents do not fully understand them. It can also be that the 

order of the questions in the questionnaire are not designed fair fully. The reliability helps the 

researchers to construct the questionnaire in such a manner that the different respondents will 

not interpret the questions differently and/or adjust their attitudes or feelings depending on the 

order of the questions (Bryman & Bell, 2011). 

 

The test for reliability came out positive for the research. The Cronbach’s alpha for all the 

were higher than 0.9 which indicates that the reliability is high. Therefore, it is possible to see 

that the participant answered in accordance with each other and that if the research were to be 

conducted again it would most probably yield the same or very similar results. The result 

from the reliability testing can be seen in the tables below. 

 

Reliability Statistics of Scenario 1 

 Cronbach’s Alpha N of Items 

Control 1 ,918 8 

 Cronbach’s Alpha N of Items 

Scenario 1 ,931 8 

 Table 4.2  

Reliability Statistics of Scenario 2 

 Cronbach’s Alpha N of Items 

Control 2 ,926 8 

 Cronbach’s Alpha N of Items 

Scenario 2 ,954 8 

 Table 4.3 
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Reliability Statistics of Scenario 3  

 Cronbach’s Alpha N of Items 

Control 3 , 927 8 

 Cronbach’s Alpha N of Items 

Scenario 3 , 974 8 
Table 4.4 

4.9 Ethical Considerations 
It is important to take ethical issues in consideration when conducting a research, for example 

people that has a connection to the research or people that the study regards. Bryman & Bell 

further states that it is important to be honest and transparent with the research, and giving the 

participants all the necessary information. Therefore, the front page of every questionnaire 

will give the respondents a description and explanation of the study, it will also ensure that 

they will remain anonymous and that the questionnaire is optional in order to not put pressure 

and indirect forcing people to answer. Furthermore, contact information for the authors of the 

questionnaire will be available as well, giving people the option to ask questions if needed 

(Bryman & Bell, 2011). 

 

Bryman & Bell also says that the statistical findings from a quantitative research can be 

manipulated and by using diagrams and graphs, making the findings seem more significant 

than what they actually are. This can be for example if the researcher exaggerates the findings 

for the cause of deceiving the readers and making the data look better or worse, depending on 

what the intentions are. This is an ethical issue and it is also therefore important to avoid it. 

Furthermore, it can be avoided by presenting the data in an accurate and honest way (Bryman 

& Bell, 2011), which is what this research will do. 

 

Moreover, people might feel frightened to answer different questionnaire-questions because 

of the fear of being judged when the questions regard personal reflections or attributes. 

Therefore, to avoid this it will be stated clearly that there is a code of conduct, meaning that 

the answers will be held anonymous and confidentially. There will be no kind of judgement, 

despite what the answer is. However, according to Bryman & Bell it is possible to create 

questionnaire and conduct the study in a way that creates a distance between the questions 

and the individual responses (Bryman & Bell, 2011). 
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This research follows the stated guidelines regarding ethics. Respondents are assured and kept 

anonymous from when conducting the questionnaire to when the paper will be done. The 

contact information to the researchers are available on the front page of the questionnaire if 

any questions would arise. The research is authentic and are not sponsored by anyone neither 

will it manipulate any data to reach any desired result. From a societal point of view, the 

research is touching unethical subjects such as racism and discrimination. This research can 

help to give more incentives to why companies need to have guidelines and the importance of 

maintaining those guidelines. However, if the result does not say that disparage, sharing 

incorrect information or racism/discrimination change the brand attitude negatively, then 

people might not consider the harm such comments can do.  

 

Summary of methodological chapter 

Research Approach 
• Deductive 

Research Strategy 
• Quantitative 

Research Purpose 
• Explanatory 

Research Design 
• Cross-sectional design 

Data Source 
• Primary 

Research Method 
• Questionnaire 

Sampling 
• Non-probability sampling: Convenience and Snowball sampling 

Data analysis method 
• Descriptive statistics and ANOVA 

Table 4.5 
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5.0 Results 

In this chapter, the result from the data analysis is presented. All data gathered by the 

questionnaire is presented through tables that are generated from the data analysis in SPSS 

and explains the descriptive statistics and ANOVA.   

 

The result of the shows a mean value from all control groups and scenarios where the attitude 

could be transformed to a numeric value. These values are an average of the eight items 

within the different groups. This measurement gives a number of what the attitude towards 

the brand is, based on the information from all respondents in both the control and scenario 

groups from all three questionnaires. This was done by adding the total score for every and 

each participant and then dividing it with the number of items. All the calculations were done 

in the data analysis program SPSS. The total mean value for each scenario was also calculated 

in SPSS. This was done in order to compare the means and to see how the attitude changed in 

regard to the introduction of the different scenarios. The result from each scenario is divided 

into Control and Scenario, where the control part is the attitude expressed when only 

receiving information about Company X where the scenario part was the attitude expressed 

toward Company X after receiving information about a presented scenario. In this chapter, the 

two important values to look at is the mean value and the Sig. value. The research will 

compare the mean value between the two groups and try to identify and discuss the change 

later in the discussion chapter, while the Sig. value helps to decide if the hypothesis will be 

accepted or rejected. Since only the mean value in the descriptive statistics and the Sig. value 

in the ANOVA table later will be discussed, only these two numbers will be further explained 

here in the result chapter. More information about how to interpret the descriptive statistics 

and the ANOVA table can be found in chapter 4.7. 
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5.1 Scenario 1 - Disparage 
Descriptive statistics 1 

 N Mean Std. 
Deviation 

Std. 
Error 

Lower 
bound 

Upper 
bound 

Minimum Maximum 

Control 1 80 4,9359 1,00984 ,11290 4,7112 5,1607 3,00 6,75 

Scenario 1 80 3,5922 1,05350 ,11779 3,3577 3,8266 1,13 5,88 

Total 160 4,2641 1,22979 ,09722 4,0720 4,4561 1,13 6,75 
Table 5.1: Descriptive statistics hypothesis 1 

  

ANOVA 1 

Attitude 

  Sum of squares df Mean Square F Sig. 

Between groups 72,227 1 72,227 67,830 ,000 

Within groups  168,242 158 1,065     

Total  240,468 159       
Table 5.2: ANOVA statistics hypothesis 1 

 

When the Sig. is less than 0.001, which is possible to see when looking at the table 5.2, it 

means that there is a difference between the two groups’ means with a 99.9% confidence. The 

result also provides the attitude expressed in the two groups. The mean in the control group is 

4,9359 and in the scenario, group the mean has decreased to 3,5922. The mean did decrease 

by 1,3437 units. By looking at the change in the mean between the groups and, more 

importantly, by looking at the Sig. value it is therefore possible to accept the hypothesis.  

  

Hypothesis 1. - If an employee of a company disparages his/her employer and/or co-workers 

on any of his/her private social media platforms, that action will influence consumers’ brand 

attitude in a negative aspect. � Accepted 

	  



  
Fredrik Billberg, Johan Horn & Simon Liljedahl 
	

	 36	

5.2 Scenario 2 - Incorrect information 
Descriptive statistics 2 

   N Mean Std. 
Deviation 

Std. 
Error 

Lower 
bound 

Upper 
bound 

Minimum Maximum 

Control 2 78 4,7612 ,82503 ,09342 4,5752 4,9472 3,50 6,13 

Scenario 2 78 3,2548 1,17320 ,13284 2,9903 3,5193 ,88 5,75 

Total 156 4,0080 1,26209 ,10105 3,8084 4,2076 ,88 6,13 
Table 5.3: Descriptive statistics hypothesis 2 

 

ANOVA 2  

Attitude  

  Sum of squares df Mean Square F Sig. 

Between groups 88,502 1 88,502 86,046 ,000 

Within groups  158,395 154 1,029     

Total  246,896 155       
Table 5.4: ANOVA statistics hypothesis 2 

 

The result from the second scenario also show that the Sig. is less than 0.001, which is 

possible to see when looking at the table 5.4 and it means that there is a difference between 

the two groups means with a 99.9% confidence. The result also provides the attitude 

expressed in the two groups. The mean in the control group is 4,7612 and in the scenario, 

group the mean has decreased to 3,2548. The mean did decrease by 1.5064 units. By looking 

at the change in the mean between the groups and, more importantly, by looking at the Sig. 

value it is therefore possible to accept the hypothesis.  

 

Hypothesis 2. - If an employee of a company shares incorrect and/or improper information 

regarding his/her employer on any of his/her private social media platforms, that action will 

influence consumers’ brand attitude in a negative aspect. � Accepted 
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5.3 Scenario 3 - Racial slurs/Discrimination 
Descriptive statistics 3 

 N Mean Std. 
Deviation 

Std. 
Error 

Lower 
bound 

Upper 
bound 

Minimum Maximum 

Control 3 82 5,4284 1,03134 ,11389 5,2017 5,6550 2,50 7,00 

Scenario 3 82 3,4101 1,45221 ,16037 3,0910 3,7291 1,00 6,13 

Total 164 4,4192 1,61282 ,12594 4,1705 4,2076 1,00 7,00 

Table 5.5: Descriptive statistics hypothesis 3 

 

ANOVA 3 

Attitude  

  Sum of squares df Mean Square F Sig. 

Between groups 167,014 1 167,014 105,286 ,000 

Within groups  256,978 162 1,586     

Total  423,992 163       
Table 5.6: ANOVA statistics hypothesis 3 

 

The result from the third scenario also show that the Sig. is less than 0.001, which is possible 

to see when looking at the table 5.6 and it means that there is a difference between the two 

groups means with a 99.9% confidence. The result also provides the attitude expressed in the 

two groups. The mean in the control group is 5,4284 and in the scenario, group the mean has 

decreased to 3,4101 which resembles a change with 2.0183. By looking at the change in the 

mean between the groups and, more importantly, by looking at the Sig. value it is therefore 

possible to accept the hypothesis.  

 

Hypothesis 3. - If an employee of a company posts racial and/or discriminating texts on any 

of his/her private social media platforms, that action will influence consumers’ brand attitude 

in a negative aspect. � Accepted 
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6.0 Discussion 
The following chapter discusses the results of the analyzed data, in relation to the three 

hypotheses and with the help of theoretical framework. 

	
Disparage on private social medias by the employee resulted in a change from a mean value 

of 4,94 to a mean value of 3,59 which is a decrease in consumers’ brand attitude by 1,35. 

Hence, the first hypothesis is accepted. McHale emphasize disparage as one of the risks of 

employees’ actions in private social media. Disparage refers to usage of statements that are of 

derogatory, personal insults and harassing nature (McHale, 2012). Kaupins & Park (2010) 

state that employees indeed have the right to discuss working conditions, however that does 

not apply to disparage. As shown from the result, the action of solely disparage against co-

workers and the employee will result in a negative influence on consumers’ brand attitude. 

Considering this, the result supports the importance of social media guidelines for companies 

(McHale, 2012; Johnston, 2014; Taylor et. al., 2016). 

 

Sharing incorrect or improper information on social media resulted in a change from a mean 

value of 4,76 to a mean value of 3,25 which resembles a decrease in consumers’ brand 

attitude by 1,51. Hence, the second hypothesis is also accepted. The result supports the claims 

stated by McHale (2012) and Johnston (2014), where both state that sharing unfair and 

deceptive information might be harmful for the company, and that the risk of that event 

happening is present with employees using social media. This also aligns with Aggarwal 

(2004) emphasizing that the consumer gets what it expects from the brand-consumer 

relationship, otherwise it will influence brand attitude. This is further supported by McHale 

(2012) and Johnston (2014) who says the communications should align with company values. 

In the results, it is shown that the overall attitude will go from positive to negative if 

incorrect/improper information is shared, hence information not expected in the brand-

consumer relationship (Aggarwal, 2004). 

 

The data analysis in SPSS showed a distinct change in mean. Posting discriminating or racial 

information on employee’s private social media resulted in a change from a positive mean 

value of 5,43 to a negative mean value of 3,41, which resembles a decrease by 2,02. Hence, 

also the third hypothesis is accepted and involves the largest change in overall attitude. 

McHale (2012) describes discriminating or racial social media content as when the employee 
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post racist slurs and/or content that are aimed towards a specific group, designed to harass the 

group. The result related to this hypothesis showed a distinct change from a positive overall 

attitude to a negative overall attitude. This could be explained by the fact that the third 

hypothesis involves the most extreme scenario, that in some cases are considered a criminal 

action (Johnston, 2014).  

 

The result from the three different scenarios showed a change, resulting in a positive overall 

attitude changing in to a negative overall attitude in all three hypotheses. The data shows that 

the overall mean goes from the positive part of the 1-7 scale, 4 or more to the negative part of 

the scale 4 or less. This is described by Keller (1993) as, an attitude is always evaluative 

meaning that it will always be connected to an emotion like good or bad. The results show 

that the brand attitude has not only decreased, but has gone from a positive attitude towards 

the brand to a negative in all three cases. Considering the managerial impact of this result, it 

may affect the purchase intentions of consumers negatively (Keller, 1993; Spears & Singh, 

2004), especially considering that negative consequences influence brand attitude more than 

potential gains (Olsen, Slotegraaf & Chandukala, 2014).  

 

However, the result varied between the hypotheses where the last scenario including 

racial/discriminating posts changed the most, from the positive mean value of 5,43 in the 

control group to a negative mean value of 3,41 in the experiment group, a negative change by 

2,02. This means that racial/discriminating posts change the overall attitude the most. 

Disparage resulted in the least significant change, from 4,94 to 3,59, a change by 1,35, 

whereas sharing incorrect information a change from 4,76 to 3,25, a change by 1,51. Notable 

is that sharing incorrect/improper information had the lowest mean which means that this 

scenario resulted in the most negative overall attitude. However, that could be explained by a 

lower mean in the control group as well, in comparison to the two other questionnaires. 

Meaning that the change was not the most significant, but the overall attitude toward 

Company X was lower in the control group and therefore when the attitude changed, the mean 

for the attitude also became lower in the scenario group. It is also notable that the mean value 

goes from positive to negative, since the variable was measured on a 1-7 scale, which means 

that the overall attitude goes from a positive nature to a negative one.  
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These results align with the studies by Wentzel (2009) and Aggarwal (2004) claiming that 

employee actions can have an impact on brand attitude. It has been shown in this research that 

this also concerns a social media context. It can be argued that the change in brand attitude is 

a cognitive response that is caused by a reaction from the consumer, since the action done by 

the employee is perceived as a violation against the values the consumer believes that the 

company stands for. This is consistent with Aggarwal’s (2004) claims that violation of norms 

of the brand-consumer relationship will negatively influence brand attitude. Furthermore, 

considering the difference in changes between the attitudes, this can be due to variations in 

the evaluation of each action, since the attitude is defined as the internal evaluation (Mitchell 

& Olson, 1981). Moreover, the different changes in overall attitude could be explained by 

what Petty, Cacioppo & Schumann (1983) and Solomon et. al. (2013) mention as levels of 

involvement, that is, the cognitive responses to a message differ depending on level of 

involvement. This cognitive response is further giving the consumer structure and information 

(Kim, Lim & Bhargava, 1998). In addition, Keller (1993) states that attitudes are of multi-

attribute nature and hard to specify since they are a combination of attributes and benefits, 

which also could be an explanation for the difference in changes. 

 

The results also emphasize the importance of guidelines for employees’ social media use, 

aligning with McHale (2012), Macnamara & Zerfass (2012), Johnston (2014) and Taylor et. 

al., (2016). These are important in order to control brand attitude since it can give competitive 

advantage if it is strong (James, 2005). In addition, it is essential to have guidelines since 

consumers evaluate both how something is communicated and who is communicating 

(Solomon et. al., 2013),  and this research shows that brand attitude will change from positive 

to negative in the event of certain social media actions by the employee. Considering the fact 

that negative consequences is shown to influence more than potential gains (Olsen, Slotegraaf 

& Chandukala, 2014), the guidelines is even more important.  
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7.0 Conclusion 
The aim of this thesis was to explain the negative change in brand attitude as a result of 

employee actions on their private social medias. The research involved three different 

hypotheses in order to measure the change. Further, the findings from the research confirm 

that employee actions on their private social media can negatively change brand attitude. All 

of the three hypotheses were accepted and through the data analysis, the results showed a 

negative change in the overall brand attitude. However, the level of change varied between 

the hypotheses. The first scenario, displaying disparage by the employee on social media had 

the smallest change. The second scenario, displaying a scenario where the employee shared 

incorrect/improper information about the brand, showed a larger change than the first scenario 

and the lowest mean value. This could be explained by that this specific sample had lower 

mean in both the control and scenario group. On the other hand, the third scenario had the 

largest change, where it was distinctively clear that the attitude went from a positive attitude 

to a negative attitude. However, what can be seen is that all of the scenarios resulted in a 

negative change in attitude and that the third scenario, e.g. racial/discriminating posts, had the 

largest change. Hence, it can be concluded that employees’ actions on their private social 

media can change consumers’ brand attitude negatively.  
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8.0 Implications, Limitations and Future Research 
This chapter will present the both the managerial and theoretical implications, limitations of 

this study, along with suggestions for future research.  

 

8.1 Theoretical and managerial implications 
When looking on existing theory and research regarding this subject it is possible to see that 

there exist guidelines (Johnston, 2014), but there is not enough knowledge of the 

consequences for doing actions that are not in accordance to the guidelines on brand attitude. 

 

The field of communication have faced a new paradigm with the fast development of social 

media and the possibilities that comes with it (Mangold & Faulds, 2009; Zahoor & Qureshi, 

2017). How this communication platform influences different aspects of a company has 

therefore been given larger academic attention lately (Mangold & Faulds, 2009; Dreher, 2014; 

Schivinski & Dabrowski, 2014), whereas this thesis also contributes to that attention as well. 

How company employees can change brand attitude are now given an extension through this 

research, explaining changes by social media actions on their private social media. 

 

This research clarifies and provides information showing how valuable the existence of 

guidelines really is in relation to brand attitude. By doing that, this thesis extends existing 

research on brand attitude. Brand attitude is already a well-researched area, however there is a 

stated knowledge-gap regarding the relation between social media and potential consequences 

from these medias (Macnamara, J. & Zerfass, 2012, Schivinski & Dabrowski, 2014, and Van 

Zoonen, Verhoeven & Vliegenthart 2016). Therefore, the knowledge-gap between the older 

concept of brand attitude and the new concept of social media is now a little bit smaller after 

this research.  

 

Considering managerial implications, companies will gain similar insights, that guidelines are 

indeed important and the ignorance of implementing and maintaining them will result in a 

decrease in brand attitude, making the attitude toward the negative side of the spectrum. 

Furthermore, companies will see which ones of these three are the most damaging for the 

company's brand attitude. As Spears and Singh state, the brand attitude is important for 

companies’ ability to influence consumers’ purchase intentions, since purchase intentions are 

influenced by brand attitude (Spears & Singh, 2004). Moreover, this thesis contributes to 
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managers trying to influence market value, since Aaker & Jacobson (2001) states that brand 

attitude can influence market value.  The research does not touch the subjects of how 

companies should/can manage the guidelines in social media nor what actions to take if a 

breakage of the guidelines happened. This research explains and confirms that there will be a 

negative change of the brand attitude if such an act is committed. Furthermore, this research 

also helps managers to see the importance of managing their guidelines since it can change 

brand attitude, and brand attitude can influence market value (Aaker & Jacobson, 2001) and 

also influence purchase intentions (Spears & Singh, 2004) and can be used to evaluate new 

products (Mitchell & Olson, 2000). 

 

8.2 Limitations of the research  
The thesis received the expected results from this research. However, it might not be possible 

to generalize the conclusion into all cultures and environments. This since the chosen 

sampling method of convenience and snowball sampling gave a less diverse sample size than 

a probability sampling method such as simple random sample. Most of the participants were 

from Sweden, in the age span 23-27 years old and currently their occupation was student. The 

results were congruent, however other cultures or other age groups could have different 

perceptions and distinguish the employee and the company on another level. This can lead to 

that the employee’s action does not change their attitude toward the actual company.   

 

Even though the result can be true today, it might not be the case in a few years or even 

months. This is because the chosen research field for this study, social media, are a 

continuously evolving and changing platform. Social media communication has 

fundamentally changed how people communicate to each other and are very challenging for 

companies to understand and use.  

 

Furthermore, the structure of the questionnaire might indicate to people that their attitude 

should change. In order to get more authentic answers, the participants should not be aware 

that they are in a research. However, this will not be as ethical because the participant will not 

have the choice to decline being observed and to partake in a research. Moreover, instead of 

letting the participant to answer what they think they feel and how they think their attitudes 

are, the research should take use of measuring and monitor the action in their brains. This 

yield a more truthful and authentic result as well. 
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8.3 Future research  
The data in this study was collected during a two-week period and therefore this study will 

not know for how long the attitude have changed and its impact. When considering a longer 

time-span, the research could measure if the change of brand attitude only happened in the 

moment of reading about the actions or if the attitude actually still had changed the day after, 

or after a week. Therefore, with a longer time span, future research could yield a better result 

in understanding how the brand attitude truly can change from the actions of employees on 

their private social media.  

 

Moreover, since employee actions on social media is a rather unexplored area of research, 

more opportunities beyond the influence on brand attitude could be existing. Therefore, it 

would be interesting to see more research regarding the employees’ actions on social media 

and what those could generate, both in a company, and a consumer perspective. One 

suggestion could be to study the influence on brand loyalty, which also influences purchase 

intentions. Moreover, further research on the specific topic of influence on brand attitude, 

could be to go deeper and see what specific aspects of attitudes that is influenced, since only 

overall attitude is measured in this thesis.  

 

Future research could also focus on trying to more understand underlying reasons and more 

fundamental concept to how the brand attitude changes in an online context. To answer more 

psychological questions such as why people hold the employer responsible for what 

employees do off-duty and on their private social media. Furthermore, also what would have 

happened to the attitude if the company take some actions against the employee. If the attitude 

changes to the positive again if they fire the employee, or if people tend to forget and slow but 

steady changes their attitude toward making it identical to what it was in the control test. 
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Appendix 1 

Employees action on private Social Media platforms  

Hello!  

We are three marketing students from the Linnaeus University in Växjö who are 
writing our bachelor thesis and need your help by answering this survey that will take 
a maximum of 5 minutes to complete.  

In this thesis, we are about to examine employees’ actions on their private social 
medias accounts/platforms.  

We highly appreciate your participation.  

*Please note that your answers will be kept anonymous and solely used for the 
purpose of strengthening our study.  

If you have any questions, please contact us at: 

Fredrik Billberg - student in marketing  

fb222hg@student.lnu.se� 

Simon Liljedahl - student in marketing  

sl222yz@student.lnu.se  

Johan Horn - student in marketing  

jh223fj@student.lnu.se  

 
 

1. Are you present and active on social media? 
 
Yes  
 
No  
 



Company X  
Imagine Company X, a midsize company operative within the retail business, they describe 

themselves as: "We are a customer focused, creative and responsible retail company. For us, 

retail, fun and action are essential. We are defined by our culture, values and guidelines which 

reflect the heart and soul of Company X. Our culture, values and guidelines define who we are, 

what we do and how we do it. It’s like a framework through which we can continuously manage 

our performance, work together and encourage new talents as they grow and develop.  

 

Company X have a clear code of conduct where their guidelines are presented in key points as:  

 

Sustainable: We believe that every step of our business has to be formed with a sustainable 

foundation. 

Environmental friendly: We thrive for a sustainable ecological future today and tomorrow. 

Customer driven: Every customer that we have are of outer most importance for us and should 

be treated as such.  

Creative: We strive to be creative in every corner of the company, from our communications to 

business solutions."  

 

From this information, please answer these questions below. 

  



    1       2        3          4            5             6                7 
	

I find Company X:  

Not trustworthy         Trustworthy 

 
 

   1       2        3          4            5             6                7 
 
 
Inferior             Superior 

 
 
 

    1       2        3          4            5             6                7 
 
 
Unlikeable               Likeable 

 
 

 
    1       2        3          4            5             6                7 
 
Unfriendly               Friendly 

 
 

    1       2        3          4            5             6                7 
 
 
Unappealing             Appealing 

 
 

    1       2        3          4            5             6                7 
 
Unfavorable            Favorable 

 
 

    1       2        3          4            5             6                7 
 
Unsophisticated         Sophisticated 

 
 

    1       2        3          4            5             6                7 
Boring           Interesting 

  



Scenario  
In this scenario, imagine that you come across a person, Person A, on social media who is posting 

negative comments about Company X and slander not only the company but also several co-

workers at Company X. After clicking on Person A's profile you notice that this person has listed 

Company X as his/her employer on his/her private social media accounts. Please answer these 

questions regarding Company X after taking this new information into consideration. 

 

Repetition of Company X  
Imagine Company X, a midsize company operative within the retail business, they describe 

themselves as: "We are a customer focused, creative and responsible retail company. For us, 

retail, fun and action are essential. We are defined by our culture, values and guidelines which 

reflect the heart and soul of Company X. Our culture, values and guidelines define who we are, 

what we do and how we do it. It’s like a framework through which we can continuously manage 

our performance, work together and encourage new talents as they grow and develop.  

 

Company X have a clear code of conduct where their guidelines are presented in key points as:  

 

Sustainable: We believe that every step of our business has to be formed with a sustainable 

foundation. 

Environmental friendly: We thrive for a sustainable ecological future today and tomorrow. 

Customer driven: Every customer that we have are of outer most importance for us and should 

be treated as such.  

Creative: We strive to be creative in every corner of the company, from our communications to 

business solutions."  

 

From this information, please answer these questions below. 

  



    1       2        3          4            5             6                7 
	

I find Company X:  

Not trustworthy         Trustworthy 

 
 

   1       2        3          4            5             6                7 
 
 
Inferior             Superior 

 
 
 

    1       2        3          4            5             6                7 
 
 
Unlikeable               Likeable 

 
 

 
    1       2        3          4            5             6                7 
 
Unfriendly               Friendly 

 
 

    1       2        3          4            5             6                7 
 
 
Unappealing             Appealing 

 
 

    1       2        3          4            5             6                7 
 
Unfavorable            Favorable 

 
 

    1       2        3          4            5             6                7 
 
Unsophisticated         Sophisticated 

 
 

    1       2        3          4            5             6                7 
Boring           Interesting 

  



Who are you? 
Age? 
18-22 
 
23-17 
 
28-32 
 
33-37 
 
38+ 
 
Gender? 
Male 
 
Female  
 
Prefer not to say 
 
Nationality? 
 
 
Highest level of education?  
High school graduate  
 
Under graduate 
 
Graduate  
 
Master’s degree  
 
PhD  
 
Occupation? 
Student 
 
Work part time  
 
Work full time  
 
Unemployed 
  
Other  



Employees action on private Social Media platforms  

Hello!  

We are three marketing students from the Linnaeus University in Växjö who are writing 
our bachelor thesis and need your help by answering this survey that will take a maximum 
of 5 minutes to complete.  

In this thesis, we are about to examine employees’ actions on their private social medias 
accounts/platforms.  

We highly appreciate your participation.  

*Please note that your answers will be kept anonymous and solely used for the purpose of 
strengthening our study.  

If you have any questions, please contact us at: 

Fredrik Billberg - student in marketing  

fb222hg@student.lnu.se� 

Simon Liljedahl - student in marketing  

sl222yz@student.lnu.se  

Johan Horn - student in marketing  

jh223fj@student.lnu.se  

 
 

1. Are you present and active on social media? 
 
Yes  
 
No  
  



Company X  
Imagine Company X, a midsize company operative within the retail business, they describe 

themselves as: "We are a customer focused, creative and responsible retail company. For us, 

retail, fun and action are essential. We are defined by our culture, values and guidelines which 

reflect the heart and soul of Company X. Our culture, values and guidelines define who we are, 

what we do and how we do it. It’s like a framework through which we can continuously manage 

our performance, work together and encourage new talents as they grow and develop.  

 

Company X have a clear code of conduct where their guidelines are presented in key points as:  

 

Sustainable: We believe that every step of our business has to be formed with a sustainable 

foundation. 

Environmental friendly: We thrive for a sustainable ecological future today and tomorrow. 

Customer driven: Every customer that we have are of outer most importance for us and should 

be treated as such.  

Creative: We strive to be creative in every corner of the company, from our communications to 

business solutions."  

 

From this information, please answer these questions below. 

  



    1       2        3          4            5             6                7 
	

I find Company X:  

Not trustworthy         Trustworthy 

 
 

   1       2        3          4            5             6                7 
 
 
Inferior             Superior 

 
 
 

    1       2        3          4            5             6                7 
 
 
Unlikeable               Likeable 

 
 

 
    1       2        3          4            5             6                7 
 
Unfriendly               Friendly 

 
 

    1       2        3          4            5             6                7 
 
 
Unappealing             Appealing 

 
 

    1       2        3          4            5             6                7 
 
Unfavorable            Favorable 

 
 

    1       2        3          4            5             6                7 
 
Unsophisticated         Sophisticated 

 
 

    1       2        3          4            5             6                7 
Boring           Interesting 

  



Scenario  
In this scenario, imagine that you come across a person, Person B, on social media who is posting 

wrongful and improper information about Company X. You notice that Person B's values are not 

in correlation with the Company X's. An example of this is that Person B says that Company X 

uses transportation for their products that are cheaper but also more harmful towards the 

environment and/or about how easily fooled some consumers are. After clicking on Person B's 

profile you notice that this person has listed Company X as his/her employer on his/her private 

social media accounts. Please answer these questions regarding Company X after taking this new 

information into consideration. 

 

Repetition of Company X  
Imagine Company X, a midsize company operative within the retail business, they describe 

themselves as: "We are a customer focused, creative and responsible retail company. For us, 

retail, fun and action are essential. We are defined by our culture, values and guidelines which 

reflect the heart and soul of Company X. Our culture, values and guidelines define who we are, 

what we do and how we do it. It’s like a framework through which we can continuously manage 

our performance, work together and encourage new talents as they grow and develop.  

 

Company X have a clear code of conduct where their guidelines are presented in key points as:  

 

Sustainable: We believe that every step of our business has to be formed with a sustainable 

foundation. 

Environmental friendly: We thrive for a sustainable ecological future today and tomorrow. 

Customer driven: Every customer that we have are of outer most importance for us and should 

be treated as such.  

Creative: We strive to be creative in every corner of the company, from our communications to 

business solutions."  

 

From this information, please answer these questions below. 

  



    1       2        3          4            5             6                7 
	

I find Company X:  

Not trustworthy         Trustworthy 

 
 

   1       2        3          4            5             6                7 
 
 
Inferior             Superior 

 
 
 

    1       2        3          4            5             6                7 
 
 
Unlikeable               Likeable 

 
 

 
    1       2        3          4            5             6                7 
 
Unfriendly               Friendly 

 
 

    1       2        3          4            5             6                7 
 
 
Unappealing             Appealing 

 
 

    1       2        3          4            5             6                7 
 
Unfavorable            Favorable 

 
 

    1       2        3          4            5             6                7 
 
Unsophisticated         Sophisticated 

 
 

    1       2        3          4            5             6                7 
Boring           Interesting 

  



Who are you? 
Age? 
18-22 
 
23-17 
 
28-32 
 
33-37 
 
38+ 
 
Gender? 
Male 
 
Female  
 
Prefer not to say 
 
Nationality? 
 
 
Highest level of education?  
High school graduate  
 
Under graduate 
 
Graduate  
 
Master’s degree  
 
PhD  
 
Occupation? 
Student 
 
Work part time  
 
Work full time  
 
Unemployed 
  
Other  



Employees action on private Social Media platforms  

Hello!  

We are three marketing students from the Linnaeus University in Växjö who are writing 
our bachelor thesis and need your help by answering this survey that will take a maximum 
of 5 minutes to complete.  

In this thesis, we are about to examine employees’ actions on their private social medias 
accounts/platforms.  

We highly appreciate your participation.  

*Please note that your answers will be kept anonymous and solely used for the purpose of 
strengthening our study.  

If you have any questions, please contact us at: 

Fredrik Billberg - student in marketing  

fb222hg@student.lnu.se� 

Simon Liljedahl - student in marketing  

sl222yz@student.lnu.se  

Johan Horn - student in marketing  

jh223fj@student.lnu.se  

 
 

1. Are you present and active on social media? 
 
Yes  
 
No  
  



Company X  
Imagine Company X, a midsize company operative within the retail business, they describe 

themselves as: "We are a customer focused, creative and responsible retail company. For us, 

retail, fun and action are essential. We are defined by our culture, values and guidelines which 

reflect the heart and soul of Company X. Our culture, values and guidelines define who we are, 

what we do and how we do it. It’s like a framework through which we can continuously manage 

our performance, work together and encourage new talents as they grow and develop.  

 

Company X have a clear code of conduct where their guidelines are presented in key points as:  

 

Sustainable: We believe that every step of our business has to be formed with a sustainable 

foundation. 

Environmental friendly: We thrive for a sustainable ecological future today and tomorrow. 

Customer driven: Every customer that we have are of outer most importance for us and should 

be treated as such.  

Creative: We strive to be creative in every corner of the company, from our communications to 

business solutions."  

 

From this information, please answer these questions below. 

  



    1       2        3          4            5             6                7 
	

I find Company X:  

Not trustworthy         Trustworthy 

 
 

   1       2        3          4            5             6                7 
 
 
Inferior             Superior 

 
 
 

    1       2        3          4            5             6                7 
 
 
Unlikeable               Likeable 

 
 

 
    1       2        3          4            5             6                7 
 
Unfriendly               Friendly 

 
 

    1       2        3          4            5             6                7 
 
 
Unappealing             Appealing 

 
 

    1       2        3          4            5             6                7 
 
Unfavorable            Favorable 

 
 

    1       2        3          4            5             6                7 
 
Unsophisticated         Sophisticated 

 
 

    1       2        3          4            5             6                7 
Boring           Interesting 

  



Scenario  
In this scenario, imagine that you come across a person, Person C, on social media who is 

attacking minorities and posting racial slurs as well as discriminating comments about certain 

minorities and women. After clicking on Person C's profile you notice that this person has listed 

Company X as his/her employer on his/her private social media accounts. Please answer these 

questions regarding Company X after taking this new information into consideration. 

 

Repetition of Company X  
Imagine Company X, a midsize company operative within the retail business, they describe 

themselves as: "We are a customer focused, creative and responsible retail company. For us, 

retail, fun and action are essential. We are defined by our culture, values and guidelines which 

reflect the heart and soul of Company X. Our culture, values and guidelines define who we are, 

what we do and how we do it. It’s like a framework through which we can continuously manage 

our performance, work together and encourage new talents as they grow and develop.  

 

Company X have a clear code of conduct where their guidelines are presented in key points as:  

 

Sustainable: We believe that every step of our business has to be formed with a sustainable 

foundation. 

Environmental friendly: We thrive for a sustainable ecological future today and tomorrow. 

Customer driven: Every customer that we have are of outer most importance for us and should 

be treated as such.  

Creative: We strive to be creative in every corner of the company, from our communications to 

business solutions."  

 

From this information, please answer these questions below. 

  



    1       2        3          4            5             6                7 
	

I find Company X:  

Not trustworthy         Trustworthy 

 
 

   1       2        3          4            5             6                7 
 
 
Inferior             Superior 

 
 
 

    1       2        3          4            5             6                7 
 
 
Unlikeable               Likeable 

 
 

 
    1       2        3          4            5             6                7 
 
Unfriendly               Friendly 

 
 

    1       2        3          4            5             6                7 
 
 
Unappealing             Appealing 

 
 

    1       2        3          4            5             6                7 
 
Unfavorable            Favorable 

 
 

    1       2        3          4            5             6                7 
 
Unsophisticated         Sophisticated 

 
 

    1       2        3          4            5             6                7 
Boring           Interesting 

  



Who are you? 
Age? 
18-22 
 
23-17 
 
28-32 
 
33-37 
 
38+ 
 
Gender? 
Male 
 
Female  
 
Prefer not to say 
 
Nationality? 
 
 
Highest level of education?  
High school graduate  
 
Under graduate 
 
Graduate  
 
Master’s degree  
 
PhD  
 
Occupation? 
Student 
 
Work part time  
 
Work full time  
 
Unemployed 
  
Other  


