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Purpose and Objectives- 

In our society today, it seems that most college students and or adults are 
connected to a social media network. Not only do these students and 
adults connect with friends and family through social media, but they 
also connect with some of their favorite companies and brands. This 
connection may be a simple status update mentioning one of their 
favorite brands or perhaps may be that the student is a friend, fan or 
follower of the brand through the social media network.  

The particular purpose of our research study is to discover how college 
students engage with brands through social media networks. The reason 
for choosing this particular research study was to gain a better 
understanding of how particular brands, such as Starbucks, connect with 
young adults through these networks and to see how active these young 
adults really are with the brands through social media. Some particular 
points we researched throughout this study were the advertisements of 
brands through social media. We were interested to see if the brands 
advertisements were particularly geared towards college students or a 
general public and do they offer special coupons or discounts through 
these advertisements.  We wanted to see how engaging the college 
students were with brands, or if the brands are the ones reaching out to 
the students. Lastly, we wanted to discover if the advertisements and 
social media engagement were particularly beneficial to the brands in 
anyway. In order to conduct the most accurate research possible, we set 
particular objectives to explore throughout the research.  

These objectives are as follows: 

 To explore the relationship between a consumer and a 
specific brand. 

 
 To determine why consumers friend brands on Facebook or 
follow them on Twitter. 

 
 To explore how brands use social media to engage with 
consumers. 

 
 To explore how consumers engage with brands on social 
media.  

 



 

 
 

Methodology 

For the one-on-one interview portion of the study, we chose three USF 
students to participate.  Each of the interview participants were of 
different ages and had different views on the subject of Starbucks and 
their view of social media as a whole. Each of the interviews lasted about 
three to five minutes. All three interviewees were questioned on their 
personal brand consciousness, their commitment to the brand, what they 
feel the brand says to others, their relationship with the brand through 
social media, their involvement in social media in general and if they had 
any advice for the brand’s social media managers.  

Interviewee, Brianna Hernandez, 20, claimed to enjoy the brand’s coffee 
flavors and considered herself to be a loyal Starbucks customer. However, 
she responded “no” when asked if she felt that the brand was an 
expression of who she is. When asked if she had ever been contacted by 
the brand through social media, she explained that she had been 
approached about upcoming coffee promotions through email, but is 
neither a friend nor fan of the brand on Facebook or Twitter. Brianna has 
not used social media to engage in any other brands because she is not a 
fan of the social media trend in general. When showed the Starbucks 
Facebook page during the interview, she was far from impressed. Her 
advice to the brand was to add a more eye-catching appeal to the page so 
fans will feel more engaged at first glance. 

Interviewee, Wes Bryson, 23, appeared to be much more brand conscious 
and engaged in social media than Brianna. He feels that it’s important to 
pay attention to brands regarding the quality differences of a brand 
named product compared to its alternative. In regards to Starbucks, he 
feels that the product is overpriced although he is occasionally a patron of 
the brand. Although, he personally has not added Starbucks as a friend or 
become a fan on Facebook, he claims to have been approached by the 
brand through social media and knows many people who do follow the 
brand through these types of outlets. Wes does claim to be a fan of other 
brands on Facebook so he can receive updates about promotions for the 
brands he is personally more engaged with. He feels that being a fan of a 
brand is not so much of a statement to others but more of a way for 



 

 
 

people with similar interests to connect through social media sites.  

Interviewee, Shelby Sue Hardwood, 19, claimed to be a big fan of the 
Starbucks brand.  Like Wes, she feels that it’s important to compare 
brands for quality purposes. She doesn’t mind paying more for 
Starbucks because she feels that it is the best coffee product available to 
her. She has a strong commitment to the brand and feels that it can be 
an expression of who she is because others can see her brand loyalty, 
for example, when she walks around campus sipping coffee from her 
Starbucks cup. Shelby is a friend and fan of the brand on Facebook, as 
are many of her friends. The brand is a big enough part of her life that 
she has included it in her own social media statuses. Being such a 
committed fan of the brand, her advice to social media managers for 
this brand is to have more status updates, offer more promotions on 
campuses and to add more visual appeal on its Facebook page. 

Results 

           Objective 1:  Brand/Consumer Relations 

To explore  the  re lat ionship between a consumer and a spec i f i c  brand 

When asked about whether or not the subject liked Starbucks coffee, and 
how they feel about the brand, most subjects preferred the brand over 
most other coffees, though some felt the Starbucks brand is a little 
overpriced and were not as much avid users as most of the subjects.  

 “My mom was a big fan of Starbucks, so it kind of got me hooked 
on it, and I think it is a better tasting coffee than other brands.” 

 “Starbucks is my first choice.” 
 [Starbucks has] “Really good coffee.” 
 [Starbucks has] “Overpriced coffee.” 
 “We always used to meet at Starbucks right before class and that 

was 2-3 days a week” 
 “The only time I really go to Starbucks is when I’m on campus or 

in the library.” 
 Though the subjects preferred the coffee, none of them were 

actually loyal, passionate fans of the brand.  



 

 

 

 “Um, I’m not passionate about it. I do like Starbucks, and I feel 
like I am a fan of Starbucks, so..” 

 “I really don’t see Starbucks as a type of fashion statement or an 
expression of my personality. To me it’s just kind of another 
coffee shop.” 

 “[I’m] Not committed to it, I just like their coffee over most other 
coffees, but I buy it a lot.” 

 “Its just coffee.” 
  

             Objective 2: Brand “Friending” 

To determine why consumers f r i end this  or  o ther  brands on Facebook 
or fo l low them on Twit ter    

Though some added the brand because they liked it, most consumers 
seem to follow the Starbucks brand to receive the special promotions 
they offer.  Most of the subjects interviewed, even if they did not follow 
or friend Starbucks through social media say they become fans of certain 
brands because of the rewards, either monetary or through special 
discounts and promotions.  

 “Because I like Starbucks, it’s good” 
 “Yeah because sometimes like, um, they could put like, oh we’re 

having a free coffee day or like coupons and stuff. And that’s 
always a plus.” 

 “You could always get the updates like if they were having like a 
coupon or you could get like gift certificates, or gift cards, and 
stuff like that so you can always get the money reward.” 

 “I’ve actually been approached by Starbucks through Facebook. 
It’s just not really a big enough part of my daily life to, you know, 
be affiliated with them on Facebook. Although, I have seen a lot 
of other people that have added them.” 

 “I don’t think people search through Facebook to find out what 
people are fans of. I think being a fan of something is more 
related to people that are in the same groups. A way for people of 
similar interests to connect through social media.”  

 “The majority of the interaction I have with [brands on social 



 

 

 

media], including the status updates and messages, but its, you 
know information about upcoming sales and promotions.” 

  

            Objective 3: Brand Engagement 

To explore  how this  brand uses  soc ia l  media to  engage consumers 

Most subjects interviewed felt as if Starbucks uses social media as a way 
of advertising their products and getting you into their store through 
their promotions on social media sites. Many of them feel the brand 
could do more to have better interaction with its consumers.” 

 “[When you engage with this brand,] you want to go to Starbucks 
that day or right when you start thinking about it because then it 
makes you start craving coffee.” 

 “Um, they don’t have many status updates but the one that they 
do its just kind of like come to Starbucks or we have coupons 
today.”  

 “I feel like with them doing that its trying to like get me to come 
buy more, and I did use it which makes me actually go to 
Starbucks more than I actually do.” 

 “Um I feel like could do more stuff on campus, you know like 
Ben and Jerry’s just had their like free ice-cream day, they could 
offer that to students and maybe it'll attract more people on 
campus since like as a freshman they have that meal plan, which 
gives me like my Bulls Bucks that I can actually spend on 
Starbucks”  

 “I would recommend promoting like a discounted item or service 
to individuals who participate in, say like, a word of mouth 
campaign, you know, promoted through a social media like 
Facebook. I mean, to me that would kind of, you know, help 
advertising and help get the word out.” 

  

           

 



 

 

 
 

 Objective 4:  Consumer/Brand 
Interactivity 

To explore  how consumers engage with this  brand on soc ia l  media 

Most of the subjects interviewed felt as if there was not enough two-
way communication involved within the social media sites. Many of the 
subjects felt that they simply read information, but didn’t really feel 
motivated, or feel as if they could actually interact with the brand and 
receive a response.  

 “Maybe more like visual appeal, like obviously they have their 
Starbucks logo, but maybe they could do some more fun stuff 
on there to actually get people to visit their site more.”  

 “Um, more to learn about it, not really engage, because I don’t 
think they talk back, but to learn about it yeah. To find like what 
their goals and stuff are as a company.”  

 “I’ve looked at their information and read their updates. I’ve 
never written on their wall. But, um yeah definitely looked up 
their info and seen what they’ve written.” 

 “I haven’t really interacted with any brand that I’m a fan of. I get 
updates and information from them, but I’ve never really 
interacted back with any of them.” 

 “Yeah, obviously like I said last semester when I used to meet 
my friends at Starbucks id be like hey we’re meeting at 

CONLUSION 

 
After reviewing the interview responses, we can see that one of the main 
reasons people choose to follow brands through social media is because 
it is an easy and efficient way to receive consistent information regarding 
upcoming or current promotions and discounts.  

The main advice given to Starbucks social media managers is to simply 
create a more appealing site for patrons, which also offers more of a 
two-way communication system.  When brands incorporate their patrons 
into its advertising methods like the use of social media sites, these 



 

patrons feel like they are more engaged with the brand and are more 
likely to create their own word-of-mouth campaigns.   

The key to social media advertising success is to keep the 
communication flowing consistently and to frequently offer special 
discounts to these loyal followers. Even if it’s only a small discount, 
these followers will appreciate it and most likely spread the word 
through word-of-mouth or status updates, providing an immense 
amount of advertising for the brand. 



 
 

Whitney: Ok I’m here with Shelby and we’re doing the interview for 
The Starbucks brand about social networking. Shelby, how would you 
describe yourself in terms of brand consciousness, such as, are you 
someone who likes certain brands, or someone who likes to know a lot 
about the brands that they’re interested in or someone who pays extra 
for certain brands? 
 
Shelby: Um, I am a very brand conscious person, I do like them. I think 
that things that are name brand are better quality. So I do look for brand 
things over non-brand products. 
 
Whitney: Ok. So lets talk about the particular brand, which is 
Starbucks. When you think about Starbucks, what comes to mind? 
 
Shelby: Delicious coffee. 
 
Whitney: Yeah? Um, why are you a consumer of this brand? 
 
Shelby: Um, well, my mom drinks a lot of coffee, and growing up there 
was a lot of Starbucks around our house, so my mom was a big fan of 
Starbucks, so it kind of got me hooked on it, and I think it is a better 
tasting coffee than other brands. 
 
Whitney: How would you describe your relationship with this brand? 
Are you passionate about this brand? Do you trust this brand? Are you 
satisfied with this brand, and would you say that you are committed to 
this brand? 
 
Shelby: Um, I’m not passionate about it. I do like Starbucks, and I feel 
like I am a fan of Starbucks, so.. 
 
Whitney: That makes you a little bit committed to it I should say? 
Especially over maybe another coffee company such as like Caribou 
Coffee or Coffee Beanery 
 
Shelby: Yeah, Starbucks is my first choice. 
 
Whitney: Do you think this brand is an expression of who you are? 
 

Transcript: Interview.Mp3 

Appendix 



 
 

Shelby: Um, it can be. I feel like it could be because of the fact that I 
walk around campus with coffees in my hand sometimes and it kind of 
shows that I’m like an addict to coffee maybe. 
 
Whitney: Are you a fan of this brand on Facebook or Twitter? 
 
Shelby: Um, I think I’m a fan on Facebook, so not on Twitter I don’t 
think. 
 
Whitney: And why did you add this brand? 
 
Shelby: umm..I don’t know 
 
Whitney: Just because you like Starbucks? 
 
Shelby: Because I like Starbucks, it’s good. 
 
Whitney: Were you interested in getting status updates or information 
updates about this brand? 
 
Shelby: Yeah because sometimes like, um, they could put like, oh we’re 
having a free coffee day or like coupons and stuff. And that’s always a 
plus. 
 
Whitney: What do you think being a fan of this brand says to others, 
did that play a role in you deciding to friend this brand? 
 
Shelby: Yeah because, um, I know coffee can be kind of a social 
gathering spot, so it can show people that like, hey you can go hang out 
at Starbucks and chill. 
 
Whitney: ok, is this a brand that is popular with your friends? 
 
Shelby: Um, yeah actually one of the girls I hung out with last semester 
a lot we always used to meet at Starbucks right before class and that was 
2-3 days a week, so.. 
 
Whitney: So did your friends being involved in this brand, did that 
help play a role in you deciding to friend this brand on Facebook? 
 
Shelby: Yeah 
 



 
 

Whitney: ok, what do you see as a benefit of friending or following this 
brand, like some rewards? 
 
Shelby: Um like I said before, you know you could always get the 
updates like if they were having like a coupon or you could get like gift 
certificates, or gift cards, and stuff like that so you can always get the 
money reward. 
 
Whitney: Ok, well my next question is what are some ways this brand 
has attempted to reach you through social media? Do you think they 
reach you through Facebook or other social media through um, like 
status updates and coupons and special offers? 
 
Shelby: Oh yeah, because obviously their gonna be attention grabbers 
and be like making you want to go to Starbucks that day or right when 
you start thinking about it because then it makes you start craving 
coffee. 
 
Whitney: Do you read status updates by this brand and what do they 
tell you about the brand? 
 
Shelby: Um, they don’t have many status updates but the one that they 
do its just kind of like come to Starbucks or we have coupons today. 
 
Whitney: Have you ever received some sort of promotion or special 
discount from this brand either on Facebook or Twitter? If so, what did 
you think of this brand after receiving the offer, and did you use the 
promotion or special discount to purchase this product? 
 
Shelby: I feel like with them doing that its trying to like get me to come 
buy more, and I did use it which makes me actually go to Starbucks 
more than I actually do. 
 
Whitney: What advice would you give this brand’s social media 
manager so they can have a better relationship with you? 
 
Shelby: Um I feel like could do more stuff on campus, you know like 
Ben and Jerry’s just had their like free ice-cream day, they could offer 
that to students and maybe it'll attract more people on campus since like 
as a freshman they have that meal plan, which gives me like my Bulls 
Bucks that I can actually spend on Starbucks, so.. 
 
Whitney: Any advice to improve the Facebook? 



 
 

 
Shelby: Maybe more like visual appeal, like obviously they have their 
Starbucks logo, but maybe they could do some more fun stuff on there 
to actually get people to visit their site more. 
 
Whitney: Ok, have you used social media to learn about this brand, or 
to engage with the brand? 
 
Shelby: Um, more to learn about it, not really engage, because I don’t 
think they talk back, but to learn about it yeah. To find like what their 
goals and stuff are as a company. 
 
Whitney: And have you been pretty interactive with this brand through 
Facebook such as like reading wall postings, posting on the brand’s wall, 
looking at content and information, surveys, polls? 
 
Shelby: I’ve looked at their information and read their updates. I’ve 
never written on their wall. But, um yeah definitely looked up their info 
and seen what they’ve written. 
 
Whitney: Have you ever posted this brand as part of your Facebook 
status or update from yourself mentioning this brands name. 
 
Shelby: Yeah, obviously like I said last semester when I used to meet 
my friends at Starbucks id be like hey we’re meeting at Starbucks. 
 
Whitney: Do you like to share information about yourself in social 
media, like on Facebook? 
 
Shelby: Um, not like personal information but obviously like how 
you're feeling. I used to put my class schedule and stuff on there. 
 
Whitney: Is part of sharing information about yourself sharing your 
favorite brands too? 
 
Shelby: Oh yeah 
 
Whitney: Ok so you maybe update Facebook with something about 
your favorite brands? 
 
Shelby: Yeah like if I bought any of my favorite clothes today, or like, 
went to the mall and went in my favorite stores 



 
 

 
Whitney: And, have you ever encouraged your friends to be a fan of a 
certain brand? 
 
Shelby: Yeah 
 
Whitney: And, why 
 
Shelby: Because it’s a good brand and I feel like because they have a 
good quality product that I should give it a little attention to get noticed. 
 
Whitney: Ok. Thank you so much for doing the interview 
 
Shelby: You’re welcome. 

Transcript: Starbucks 
Interview.Mp3 

Melissa: State your name and age. 
 
Wes: Wes Bryson, and I’m 23. 
 
Melissa: Alright, the brand we are focusing on is Starbucks. So, how do 
you feel about brand names? Would you pay extra for a certain brand, 
do you think that brand names can make a certain statement? 
 
Wes: I mean, I feel like brand names are very important. They are a way 
to distinguish between similar products and their quality. I would 
definitely pay extra for a brand if a products quality is better than its 
alternative. 
 
Melissa: Ok, when you think about the Starbucks brand, what comes 
to mind? 
 
Wes: Overpriced coffee. 
 
Melissa: Are you a frequent patron of Starbucks. 
 
Wes: No, the only time I really go to Starbucks is when I’m on campus 
or in the library. 
 



 
 

Melissa: Ok, do you think this brand is an expression of who you are 
by the product it sells? 
 
Wes: I really don’t see Starbucks as a type of fashion statement or an 
expression of my personality. To me it’s just kind of another coffee 
shop. 
 
Melissa: Have you added Starbucks as a friend or become a fan of this 
brand on Facebook? 
 
Wes: I’ve actually been approached by Starbucks through Facebook. It’s 
just not really a big enough part of my daily life to, you know, be 
affiliated with them on Facebook. Although, I have seen a lot of other 
people that have added them. 
 
Melissa: Well, do you think being a fan of a particular brand makes a 
statement to others? Do you think that others actually notice what 
you’re a fan of? 
 
Wes: I don’t think people search through Facebook to find out what 
people are fans of. I think being a fan of something is more related to 
people that are in the same groups. A way for people of similar interests 
to connect through social media. 
 
Melissa: Well do you read status updates by brands on Facebook? 
What do they tell you about the brand? 
 
Wes: I am a fan of a few different brands on Facebook. The majority of 
the interaction I have with them, including the status updates and 
messages, but its, you know information about upcoming sales and 
promotions. I guess some people could consider this like spamming, but 
since it’s really into the brands I voluntarily added, it’s more 
informational than really a nuisance to me. 
 
Melissa: Ok, have you ever included information about the Starbucks 
brand in your own status updates on Facebook or Twitter? 
 
Wes: No 
 
Melissa: Ok. Have you ever interacted with this brand, and how? 
 
Wes: I haven’t really interacted with any brand that I’m a fan of. I get 



 
 

 

updates and information from them, but I’ve never really interacted 
back with any of them. 
 
Melissa: Ok, well what advice would you give a brand’s social media 
manager, so they can have a better relationship with you? 
 
Wes: I would recommend promoting like a discounted item or service 
to individuals who participate in, say like, a word of mouth campaign, 
you know, promoted through a social media like Facebook. I mean, to 
me that would kind of, you know, help advertising and help get the 
word out. 
 
Melissa: Ok, thank you 

Transcript: Kelly 
Interview.Mp3 
Kelly: Please state your name and age 
 
Brianna: Brianna and I’m 20 
 
Kelly: Alright and the brand we’re going to be focusing on is Starbucks 
Coffee Company. So question one, how would you describe yourself in 
terms of brand consciousness? For example, are you someone who likes 
certain brands, do you know a lot about the trendy brands, and would 
you pay extra for a specific brand as opposed to a generalized brand? 
 
Brianna: When I go shopping, I am someone who looks at brands, but 
that doesn’t necessarily mean I have to have brand name. But I would 
pay more for certain brands, yeah. 
 
Kelly: Alright, lets talk about the particular brand we mentioned when 
we set up this interview, that brand was Starbucks Coffee Company. 
When you think about this brand, what comes to mind? 
 
Brianna: Really good coffee. 
 
Kelly: Ok. Are you a customer of Starbucks Coffee? 
 
Brianna: Yes 
 



 
 

 

Kelly: How would you describe your relationship with this brand, are 
you passionate about it, do you trust it, are you satisfied with it? Would 
you say you’re committed to it? 
 
Brianna: Not committed to it, I just like their coffee over most other 
coffees, but I buy it a lot. 
 
Kelly: Do you buy it more than most coffees; are you a loyal Starbucks 
customer? 
 
Brianna: Yes 
 
Kelly: Do you think this brand is an expression of who you are? 
 
Brianna: No 
 
Kelly: Why do you say that? 
 
Brianna: Because its just coffee. 
 
Kelly: Alright. Did you add this brand as a friend on Facebook or 
Twitter? 
 
Brianna: No 
 
Kelly: If you were to add this brand, do you think about what this 
brand says to others? 
 
Brianna: No 
 
Kelly: Is this brand popular among any of your friends? 
 
Brianna: Yeah 
 
Kelly: What are some ways, if any, this brand has attempted to reach 
you through social media? 
 
Brianna: They’re just everywhere. 
 
Kelly: Have you ever read status updates by the brand? 
 
Brianna: No, because I don’t go on frequently. 



 
 

 

 
Kelly: Have they ever tried to contact you through any kind of 
promotion or special discount? 
 
Brianna: Um, online, like on email and stuff. 
 
Kelly: And what did you think about the brand after receiving an email 
offer? 
 
Brianna: I thought it was great, because I go there all the time and it 
was a discount. 
 
Kelly: Did you use the discount or special promotion to purchase or get 
a free product? 
 
Brianna: Yes 
 
Kelly: Alright, and what advice would you give to the brand’s social 
media manager so they could have a better relationship with you? Like 
what kind of advice, if you were a friend of theirs through Facebook, 
what kind of advice would you tell them to give you to make you 
become a friend of theirs or make you use their brand more? 
 
Brianna: Well the discounts and stuff are always good, even if its like 
very, very, little its still good, it helps people to want to go there more. I 
know if I had a discount there as compared to any other place I would 
go to Starbucks because I could use the discount. 
 
Kelly: So after looking at the Starbucks Facebook page, what do you 
like about the page? 
 
Brianna: I do like how they have a lot of different tabs you can click on 
that kind of were interactive. So it was kind of cool it made the user 
want to look more into it. 
 
Kelly: And what kind of things would you tell them they need to work 
on? 
 
Brianna: Well, at first the appearance was kind of boring to look at. 
Like, honestly if I wasn’t doing this interview I probably wouldn’t have 
looked, and like continued looking at it so.. 
 



 
 

 

 

Kelly: And do you have any other advice for the company? Anything 
you want to tell them about their Facebook page? 
 
Brianna: No 
 
Kelly: Have you ever used social media to learn more about Starbucks 
or engaged with any other brand? 
 
Brianna: No 
 
Kelly: So, have you ever posted any status updates on Facebook or 
Twitter about Starbucks? 
 
Brianna: No 
 
Kelly: Do you like to share information about yourself in social media? 
Do you like to, like, post status updates in Facebook or on Twitter? 
 
Brianna: Not at all. 
 
Kelly: Have you ever encouraged your friends to be a fan of a certain 
brand on Facebook or Twitter or any kind of social media? 
 
Brianna: No. 
 
Kelly: Okay, well that concludes the interview. 



 
 

 

Interview Guide 

Objective 1: To explore the relationship between a consumer and a 
specific brand 

When you think about this brand, what comes to mind? 

Why are you a customer of this brand? 

Do you think this brand is an expression of who you are? Why do you 
say that? 

Objective 2: To determine why consumers friend brands on 
Facebook or follow them on Twitter  

Why did you initially add this brand as a friend or follow this brand on 
Twitter? 

Do you think about what being a fan of a brand says to others? Did that 
play a role in you deciding to friend this brand? 

What do you see as the benefit of friending or following this brand? 

Objective 3: To explore how brands use social media to engage 
consumers 

What are some ways this brand has attempted to reach you through 
social media? 

Do you read status updates by this brand? What do they tell you about 
the brand? 

Have you ever received some sort of promotion or special discount from 
this brand either on Facebook or Twitter? 

If so, did you use the promotion or special discount to purchase a 
product or get a free product? 

What advice would you give this brand’s social media manager so that 
they could have a better relationship with you? 

Have your respondent take a look at the brand’s FB and Twitter sites 
and critique them. 



 
 

 

 

 

Objective 4: To explore how consumers engage with brands on 
social media 

Have you used social media to learn more about this brand? How? 

Have you ever interacted with this brand on Facebook? How? (wall 
postings, looking at content on site, taking a survey/poll, etc.) 

Have you ever posted about this brand on your own status updates on 
Facebook or Twitter? What motivated you to do this? 

 

 



  


