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Appendix 4. Article IV 

 
 
 
 
 
 
 
 
 
 
 
 
 
Riivits-Arkonsuo, I., & Leppiman, A. (2015). Young Consumers and their Brand 
Love. International Journal of Business and Social Research, 5 (10), 33-44. 
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Appendix 5. Online questionnaire 

 
QUESTIONNAIRE FOR PROGRAMMING - SCREENER 
Dear respondent, this questionnaire concerns your behavior as a consumer on 
social media sites. Consumer behavior for the purposes of this study entails your 
opinion on how brands and companies that represent brands (as well as 
employees of such companies) communicate with you as a consumer in online 
environments. The other side of the coin includes your communication towards 
them.     

1. How often do you use social media sites (e.g. Facebook, Twitter, 
Youtube)? 
1 2 3 4 5 6 7 
Very 
rarely 

Quite 
rarely 

Rarely 
rather 
than often  

Depends Often 
rather 
than 
rarely  

Quite 
often 

Very 
frequently, 
all the time 

Never ->TERMINATE 
----------------------------------------------------------------------------------new page 

What is your opinion in relation to the following statements?  
2.  I speak of my good consumer experience … 
1 2 3 4 5 6 7 
face to 
face 
only 

mainly 
face to 
face 

face to 
face, 
rather 

either way, 
depending 
on the 
situation 

in social 
networks, 
rather 

mainly in 
social 
networks 

in social 
networks 
only 

Do not speak of it at all 0 
 
3. I speak of my bad consumer experience… 
1 2 3 4 5 6 7 
face to 
face 
only 

mainly 
face to 
face 

face to 
face, 
rather 

either way, 
depending 
on the 
situation 

in social 
networks, 
rather 

mainly in 
social 
networks 

in social 
networks 
only 

Do not speak of it at all 0 
4. If a webpage that interests me has links to social media sites (e.g. Facebook, 

Twitter, Youtube), I open the links…  
1 2 3 4 5 6 7 

very 
rarely 

quite 
rarely 

rarely 
rather 
than often  

depends often 
rather 
than 
rarely  

quite 
often 

very 
frequently  

Do not open such links at all 0 
-----------------------------------------------------------------------------------------------new page 
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Currently, the most common social networking site in Estonia used by brands as 
well is Facebook. This means that Facebook is used as a platform for campaigns 
and consumer games, consumers can share brand related contents and send posts 
directly to the brand. The following questions seek to ascertain your opinions 
and whether you go along (if at all) with “liking” and “following” a brand.  
 
5. How often do you visit your Facebook account?  
1 2 3 4 5 6 7 
Very 
rarely 

Quite 
rarely 

Rarely 
rather 
than often  

Depends Often 
rather 
than 
rarely  

Quite 
often 

Very 
frequently, 
all the time 

Do not use my account at all 0 -> TERMINATE 
--------------------------------------------------------------------------------------new page 
MAIN QUESTIONNAIRE  

1. Brands I have selected as friends are  
1 2 3 4 5 6 7 
very few 
or none 

quite few few rather 
than 
many 

in 
moderate 
numbers 

many 
rather 
than few 

quite 
many 

very 
many 

 
2. Brands I have liked and shared based on super good experience are … 

1 2 3 4 5 6 7 
very few 
or none 

quite few few rather 
than 
many 

in 
moderate 
numbers 

many 
rather 
than few 

quite 
many 

very 
many 

-------------------------------------------------------------------------------------new page 
To reply to the following statements, please use a 7-point scale where “1” means 
“do not agree at all” and “7” means “totally agree, corresponds to my opinion 
exactly”.  “Cannot say” is also listed as a possible answer option; however, 
please only use this option as a last resort if you really feel you do not know the 
answer. 

Liking and sharing 
1. I am very picky about the brands I like and share 
2. If I like and share, it is only because I really like something 
3. There are brands that I like so much that I think I should share them. 
4. Many companies offer good service/good products, but in order to share 

and like them, it must be at least outstanding. 
5. If a service/product is especially good, one just has to click the like 

button and share it. 
 

Comments/posts 
1. You can help a company if you write positive comments or send posts.  
2. You can help a salesperson/an attendant that provided a good service if 

you write positive comments or send posts.  
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3. You should write positive comments/send posts about companies that 
are truly interested in their customers.  

4. You should write comments/send posts about truly good brands.  
5. I like to read posts and comments by people that have already tried a 

product /service and recommend it.  
6. Reading posts and comments makes it easier for me to decide on 

purchasing a product/service.  
7. If brands ask for my opinion on how to improve their services/products 

for consumer purposes, I am glad to share my views.  
8. It is important for brands to ask for the consumers’ opinion on how to 

improve their services/products for consumer purposes. 
9. The person writing on behalf of a brand doesn’t really care about me one 

way or the other.  
10. If I really lose it, I will probably post something out of anger. 
11. I think warning others of a bad service/product/negative experience is 

the right thing to do.  
12. I don’t want to post negative comments under my name. 
13. I don’t want to post negative comments for everyone to see.  
14. If a company/brand responds to a post, they care about their consumers.  
15. I like following social media contents more than writing posts and 

comments myself.  
16. I consider it useful and necessary that brands that are my friends send 

posts to my wall related to their new products and services.  
Consumer games, campaigns  
1. Those games are mainly similar and emotionless. 
2. Consumer games must be interesting, exciting, and original.  
3. I know people that share and like everything so as to win something.  
4. It bothers me when people share campaign adverts and consumer games.  
5. I don’t even open the consumer games my friends share.  
6. I think consumer games are fun and useful entertainment. 
7. I never like and share anything just to win a prize.  

Benefit seeking 
1. I would be more likely to be a fan, to like and share, if I expected more 

personal benefit. 
2. Those who like and share a brand should receive special offers. 
3.  Those who write comments on a brand and send posts should receive 
special offers. 

Different messages from others 
 

1. There are brands whose messages on social media are so different from 
others that I have clicked the like button and become a fan. 

2. There are brands whose messages on social media are so different from 
others that I have shared them since I want my friends to see the 
messages as well. 



 

124 

3. There are brands whose messages on social media are so different from 
others that that I have written a comment or sent posts 

4. There are brands whose messages on social media are so different from 
others that that I have consumed the services or the products of those 
companies. 
 

Please comment such experiences! 
 
 
THANK YOU FOR THINKING ALONG AND CONTRIBUTING YOUR 

TIME TO OUR STUDY! 
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Appendix 6. Interview guide 

INTRODUCTION.  WARM-UP QUESTIONS  

General info about the informant (background and values, purchase behavior)  
 Please tell about yourself a little. What is your age, what do you do? 

How would you characterise yourself in a few words?   
 What are your interests? What is important for you in life? And what 

is it that you don’t really care about, what values are unimportant for 
you? 

 How do you characterise yourself as a consumer? Do you like to try 
new things or are you rather a conservative buyer? How do you make 
your purchases, do you consider everything rationally or do you 
sometimes let emotions direct you? Can you give some examples? 

BRAND AND EXPERIENCE 

Please think of a product or service brand that you like very much. What is its 
importance to you? TRY TO ARRIVE AT A DEFINITE BRAND NAME WITH 
THE INFORMANT, BECAUSE THE FOLLOWING INTERVIEW CONCERNS 
EXACTLY THAT. IT CAN BE ANYTHING THAT IS CHARACTERISTIC TO 
THE INFORMANT AND CONSIDERED IMPORTANT BY HIM OR HER. BY 
THIS POINT IN THE INTERVIEW YOU SHOULD KNOW THE INFORMANT 
WELL ENOUGH TO BE ABLE TO ASK WHAT THE BRAND MIGHT BE. 

AFTER YOU HAVE AGREED ABOUT WHAT PRODUCT OR SERVICE 
BRAND YOU WILL BE TALKING:  
INTEREST, MOTIVATION, CURIOSITY 

 Please talk about your first experience with that brand. How did you 
arrive at that brand? How was it special for you, why did it catch 
your attention? 

 Did you know anything about the brand before? If yes, then what? 
Did it have its own story? How did this knowledge (story) reach you 
(did someone recommend it, was it a promotional campaign?) 

 How did this brand win your interest, how was it special? How did it 
differ from others? 

 What possible sensations (taste, sound, touch, colours, smell) caught 
your attention and interest? 

PHYSICAL AND/OR VIRTUAL ENVIRONMENT 

 Where did you encounter that brand, where did you see it? Was it in 
a physical environment (a store, a salon) or virtually (online)? Or was 
one supported by another? 

 Please tell about the brand’s sales environment. Who are there, what 
happens there? How are people being served there? How is it 
different from other environments? 



 

126 

 How is the brands’ physical environment supporting its “story”? 
How is it visible in the physical environment? 

 What possible sensations (taste, sound, touch, colours, smell) does 
the brand’s physical (or virtual) environment give? How does that 
environment support it? 

 How is that brand’s sales environment different from the everyday, 
ordinary environment? I mean the sales environment of other brands 
that are ordinary and unimpressive for you. 

EXPERIENCE, learning 

 What have you learned or what do you now know in relation with 
consuming that brand? In what way are you now “wiser and more 
aware” than before? 

 What makes that knowledge valuable to you? 
 How did this experience supplement “the brand’s story”? 

EXCITEMENT, MEANINGFUL EXPERIENCE 

 As it is your favourite brand, it must have given you something 
extraordinary, something exciting, otherwise we wouldn’t be talking 
about it so long. If you had to tell other people about that brand, what 
would you tell? Why is it special, why is it so memorable, so 
meaningful? 

 Could this brand be liked by many people (why?), few people (why?) 
or people like you (similar values, but which ones?) 

 What sensations (taste, sound, touch, colours, and smell) make this 
brand unique, different from others? 

 What physical and/or virtual environment makes this brand special, 
memorable? 

Change 

 How your life (as a consumer) was different before that brand 
became your favourite, compared to now? Does consumption of this 
brand make you (and people close to you) special? Does it connect 
you to a community or friends? If yes, then please elaborate. What is 
its symbolic meaning? 

 Again, you must be telling and recommending that brand to others, 
right? How have you shared it in social media (FB, Twitter, blog)? 
Have you “liked”, shared, commented it? If any of those, please 
elaborate! 

FINAL WORDS, SUMMARY 
Do you want to add anything, comment on our topic as a conclusion? 

THANK YOU! 
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