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Summary 
 
 

Since the emergence of Web 2.0 a shift in the way media content is 

produced and circulated is apparent. Web 2.0 is defined as the vast array of 

technologies and platforms on the Internet that enable users to generate 

content of their own, albeit often remixed with the works of others (Edward 

Lee, 2008). Although traditional media are nowhere near extinction, trends 

clearly are changing, such that consumers are in greater control of their media 

consumption, and audiences face the opportunity to make media content 

choices themselves rather than rely on traditional gatekeepers (Perry 2002).  

Over time, the Internet has become a highly personalized information 

space in which consumers can tailor their media exposure to their specific 

needs and desires (Liang, Lai, and Ku 2006). The emergence of the Internet, 

by its very nature, has enhanced content and file sharing applications, which 

in turn have shaped the creation and distribution mechanisms for User 

Generated Content.  

The social demographics of UGC platform visitors bespeak an average  

User, who is highly educated, well connected and well paid, with an average 

household income of almost twice the median income of American families 

(Li, 2007). This apparently means that all UCG users form an attractive 

demographic to advertisers regardless of creating content or simply following 

it. It is thus significant to examine the influence this kind of consumer 

generated content can have on consumers. More specifically it is the scope of 

this survey to research the impact of consumer generated content on the 

attitude towards a well-established brand and the purchase intention towards 

it.  

This survey focuses on the attitude of the consumers towards a 

particular brand (Starbucks) before and after their exposure to consumer 

generated advertisements. These advertisements include both positive and 

negatives messages using only verbal arguments. 
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The study begins with a literature review of the problem in question and 

the definitions of the basic terms of the survey. Then the research objectives 

and the methodology of the survey are stated and then the analysis of the 

data that was emerged by the two questionnaires before and after the 

screening of the consumer generated videos follows. The analysis is 

structured by type of video in the following order: contrarian, incongruous, 

subversive and concordant. Results indicate that the consumer generated 

content has great potential and can be successfully used by marketers in 

order to ameliorate consumer‘s attitude towards a brand or to enhance their 

buying intention.  

The sample consisted of 240 undergraduate and mba students. To 

measure the effect of each type of consumer generated advertisement the 

sample was divided in 4 groups of 60 students combined. The experiment 

took place in the University of Patras   during the month of June 2013. 

 

 

 

 

 

CHAPTER 1 INTRODUCTION 

 
 
1.1 Web 2.0 and Consumer Generated Content  
 

 
User-generated content refers to situations whereby consumers freely 

choose to create and share information of value (Stoeckl, Rohrmeier, and 

Hess 2007). The number of consumer generated content online increases 

enormously (Hu & Lui 2004) and most importantly the rating of products has 

been shown to affect likelihood that an item will be bought (Leskovec, Adamic 

& Huberman 2007). A determinant factor for the dominion of consumer 

generated content in internet has been the emergence of web 2.0, 

applications and user generated content (UGC) platforms. Users of these 

UGC platforms are generally referred to as active internet contributors, who 

put in a ‗certain amount of creative effort‘ which is ‗created outside of 
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professional routines and platforms‘ (José van Dijck 2009). Cultural theorist 

Henry Jenkins (2006) states that ‗Audiences, empowered by these new 

technologies, occupying a space at the intersection between old and new 

media, are demanding the right to participate within the culture‘. It is 

significant that Jenkins is convinced that networked technologies offer users 

sufficient leverage to renegotiate their relationships with media companies.  

Historically, companies were able to control the information available 

about them through strategically placed press announcements and good 

public relations managers. Today, however, firms have been increasingly 

relegated to the side-lines as mere observers, having neither the knowledge 

nor the chance–—or, sometimes, even the right–—to alter publicly posted 

comments provided by their customers (Andreas M. Kaplan, Michael Haenlein 

2009).  

 Consumers today are active and in charge of their media experiences, 

making it more important than ever to understand motivational factors that 

drive media consumption (McQuail 2000). An important fact is that consumers 

are turning more frequently to various types of social media to conduct their 

information searches and to make their purchasing decisions (Lempert, 2006; 

Vollmer & Precourt, 2008). Foux (2006) also notices that consumers perceive 

social media as a more trustworthy source of information regarding products 

and services than corporate-sponsored communications transmitted via the 

traditional elements of the promotion mix (Foux, 2006). 

This study‘s scope is to thoroughly examine the impact the content 

generated by consumers using web 2.0 (that is in particular the CGAs 

contrarian, incongruous, subversive and concordant) can issue on consumer‘s 

attitude towards a particular brand. It is also interesting to investigate if and in 

what ways the buying intention is affected by the reviews consumers generate 

online. 

 

 
 
1.2 Research objectives of the study  
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The objective of this research is to examine the impact of Consumer 

Generated advertising on the attitude towards the brand as well as the 

intention to buy/visit a particular brand. Namely it will be discussed if each one 

of the four types of CG advertisements as identified by Campbell (Campbell et 

al., 2011, p.87) influences and in what degree the consumer‘s attitude 

towards the brand or the intention to buy/visit the brand. In particular the four 

types of GC advertisements are: the contrarian one that generates a message 

about the brand which does not correspond to the official brand message and 

has a clearly negative stand towards it (Berthon et al., 2008), the incongruous 

one where the message appears to contradict the company‘s chosen 

meanings but with a positive attitude towards the brand (Berthon et al., 2008), 

the subversive one where the message even though seems to be in 

accordance with the official brand message it communicates negative 

information about the brand (Berthon et al., 2008) and finally the concordant 

one which communicates a positive message that is closely related to the 

company‘s intended meaning (Berthon et al., 2008).   Of course the ways and 

the degree in which this kind of advertising affects the above items is also 

under the scrutiny of this study. 

 
1.3 Methodology of the study  
 
 
 

First of all it was determined which brand would be the object of our 

research. Starbucks was chosen as a brand widely popular for which a lot of 

consumer generated advertisements had been generated. In addition it was 

interesting to determine the stance of the Greek consumers towards this 

somewhat foreign to their customs coffee experience. The research method 

chosen was Descriptive research and the tools that were used for its 

completion were four consumer generated advertisements and two 

questionnaires. Let us examine the tools one by one. 

 Four different types of consumer generated advertisements about 

Starbucks were found on YouTube in accordance with the types of Campbell. 

All the videos were approximately one minute in duration in order not to 

fatigue the subjects of the survey.  
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The first type of video was the Contrarian one. This type of video 

generates a message about the brand, in particular Starbucks, which does not 

correspond to the official brand message and has a clearly negative stand 

towards it (Berthon et al., 2008). In this video a young woman holding a 

Starbucks beverage, alleges with an ironic diction that a Starbucks beverage 

is so delicious that no one would sacrifice it to save a starving kid. This video 

not only criticises Starbucks for its high prices but also it refutes the brand‘s 

commitment to social and environmental responsibility as it is stated in the 

Company‘s mission statement. The video itself can be found in the following 

electronic address: http://www.youtube.com/watch?v=VnbT7qt6RF4 

The second type of video was incongruous. This type contains a 

message that appears to contradict the company‘s chosen meanings but with 

a positive attitude towards the brand (Berthon et al., 2008). This video 

pictures a young deaf-mute woman receiving a t-shirt from a woman working 

at Starbucks. The t-shirt has written on it ―Starbucks‖ in sign language. She 

feels pretty appreciated and she is thanking Starbucks for this move. The 

video itself can be found in the following electronic address:  

http://www.youtube.com/watch?v=TeyQn0ZF8oI  

The third type of video was subversive. In this video a message is 

represented which even though seems to be in accordance with the official 

brand message it communicates negative information about the brand 

(Berthon et al., 2008). This video takes the form of a news report and states 

that Starbucks use an extract from a beetle in order to dye some of their 

beverages. The Company does not contradict the fact and even supports this 

practice explaining that this extract is used in almost everything. The video 

itself can be found in the following electronic address:  

http://www.youtube.com/watch?v=e7x3BEoTfJE 

Finally the forth video is the concordant one. This type contains a 

message that represents a positive message and is closely related to the 

company‘s intended meaning (Berthon et al., 2008). This video pictures a visit 

to a Starbucks coffee shop and describes the atmosphere, the service and the 

people in it.  The essential message in this video is that Starbucks is not just a 

coffee shop but a place to loosen up, meet your friends or even study.  A 

place that makes your everyday life better. This message is in total 

http://www.youtube.com/watch?v=VnbT7qt6RF4
http://www.youtube.com/watch?v=TeyQn0ZF8oI
http://www.youtube.com/watch?v=e7x3BEoTfJE
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accordance with the brand‘s message as it states that Starbucks is a 

neighbourhood gathering place, a part of the daily routine. The video itself can 

be found in the following electronic address:  

http://www.youtube.com/watch?v=_kBSKojHT9Y  

           For clearer understanding of the videos their transcriptions ensue: 

 

Contrarian CG advertisement Transcription 
 
I don‘t know anybody who doesn‘t love a Frappuccino on a hot summer day. 

In fact I heard that Starbucks was actually losing money because they simply 

couldn‘t make them fast enough. People want them that badly. And they are 

not cheap either. You could feed a kid in a refugee camp in Sudan for a whole 

week on what we spend on one grandee mocha half caf no whip Frappuccino. 

A whole week. 7 days. Not that anybody is going to skip their frosty treat to 

save a kid from starvation. I mean come on they are freaking delicious. 

 

 

Incongruous CG advertisement Transcription 
 

A lady working for Starbucks liked my video so much she sent me a t-shirt. It 

spells Starbucks in ASL (American Sign Language). Cool right? Here‘s the 

front. Thanks Starbucks!!  

 

 

Subversive CG advertisement Transcription 
 

Starbucks may soon cave to pressure and reformulate its strawberries cream 

Frappuccino which last week was revealed to contain cochineal extract, dried 

and crushed beetles commonly used as dye. The story originally broke on the 

website http://www.thisdishisvegetarian.com where a vegan barista posted a 

list of new ingredients in the drink and other strawberry flavored smoothies. In 

an interview with CBS this morning chief executive officer Howard Schultz 

explained that the product will likely be changed, no good deed goes undone, 

we tried to embrace an all-natural method for this product, in fact we 

discovered that most women in America wearing red lipstick have this 

ingredient, it‘s everywhere. It‘s all natural. We are examining and probably we 

http://www.youtube.com/watch?v=_kBSKojHT9Y
http://www.thisdishisvegetarian.com/
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will reformulate the drink, we are looking for alternative ingredients, we are 

going to make the right decision. Much concern stems from a statement 

released by the Starbucks which stated that although the cochineal extract 

could be swapped out of product that are not derived from animals, the 

company was unable to guarantee anything as vegan because of potential 

cross contamination. 

 

Concordant CG advertisement Transcription 
 

Starbucks isn‘t just a coffee shop anymore. For many it‘s a second home 

mainly because there are so many in the city. A Starbucks is never more than 

a few blocks away. Many people visit Starbucks just to use its Wi-Fi while 

others like Christina Martelli, shown here in a beret, study for an exam or 

read. Most people hang out in Starbucks to get work done. But Starbucks 

primarily focuses to sell coffee.  And food such as sandwiches and fruit balls 

hoping to keep customers inside shops longer. People who Starbaru or hang 

out in Starbucks are often there by themselves some even take up three 

chairs forcing others to turn chairs into tables. 

 

1.4 Structure and Content of the dissertation  
 
 

Two separate questionnaires were used for the experiment. One had to 

be completed by the respondents before the screening of the video and the 

other after their exposure to it. The purpose of this procedure was to 

determine if and how the respondents‘ answers changed after the screening 

of the video in relation to the brand attitude and intention to visit. In this 

direction the common questions about the attitude towards Starbucks and the 

intention to visit the brand were helpful. The items used to measure the 

attitude towards the brand as well as the intention to visit Starbucks originated 

from the article Measuring Attitude toward the Brand and Purchase Intentions by 

Nancy Spears and Surendra N. Singh, Journal of Current Issues and Research in 

Advertising. In addition the items used to measure the feelings towards the 
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advertisements as well as the total attitude towards the ad were derived from 

the same article. 

The sample consisted of 240 undergraduate and mba students. To 

measure the effect of each type of consumer generated advertisement the 

sample was divided in 4 groups of 60 students combined. The experiment 

took place in the University of Patras   during the month of June 2013. 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
CHAPTER 2 LITERATURE REVIEW  

 

2.1 Background and Concepts definitions  
 
 

In order to have a clearer understanding of the main issues of this 

survey a literature review is essential. The concepts of Consumer Generated 

Advertising, attitude towards the brand and purchase intention are explored 

as well as the relationship between the attitude towards the brand and the 

purchase intention that is considered ambiguous by most researchers. It is 

also significant to acknowledge the importance of the issue at hand for the 

researchers so a reference to the previous relevant surveys concludes the 

literature review. 

 



 14 

 

 

 

2.1.1 Consumer Generated Advertising 
 

User Generated Content (UGC) can be seen as the sum of all ways in 

which people make use of Social Media. The term, which achieved broad 

popularity in 2005, is usually applied to describe the various forms of media 

content that are publicly available and created by end-users (Kaplan, 

Haenlein, 2009). To grasp the importance of this content for the current 

advertising/marketing field let us consider that according to Forrester 

Research 75% of Internet surfers used ‗‗Social Media‘‘ in the second quarter 

of 2008 by joining social networks, reading blogs, or contributing reviews to 

shopping sites. This research also show that not only consumers belonging to 

generation X but also people in the age range 35—44 show signs of 

enhanced participation in social networking.  

―Media advertising, as we have known, practiced, and worshipped it for 

the past sixty or so years, is in trouble. Big trouble. And it‘s not going to get 

well, ever‖. Don Shultz (2005) states the obvious fact that advertising has 

been greatly affected by the new internet technologies. Consumers, acting 

independently of marketers and advertisers, have started creating and 

disseminating documents that strongly resemble in form and intent ads for the 

brands that they love (Flight 2005; Kahney 2004b). This content has 

incorporated many names such as ―homebrew ads‖ (Kahney 2004b), ―folk 

ads‖ (O‘Guinn 2003), ―open source‖ branding (Garfield 2005), ―vigilante 

marketing‖ (Ives 2004) and ―user generated branding‖ ( - 2009).  

According to Berthon CG advertising can be split into four types. The 

concordant type is the one where the advertisement represents a positive 

message and is closely related to the company‘s intending meaning. In the 

contrarian type the advertisement generates a message about the brand, 

which does not correspond to the official brand message and has a clearly 

negative stand. In the incongruous type the advertisement contains a 

message that appears to contradict the company‘s chosen meanings but with 

a positive attitude towards the brand. Finally the subversive advertisement the 

message that is represented even though seems to be in accordance with the 
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official brand message it communicates negative information about the brand. 

When met with these four types of reactions, a brand can disapprove but take 

no definitive action, actively repel the advertisement, applaud the message 

but take no action, or actively facilitate the message (Berthon, Pitt, & 

Campbell, 2008). 

CG advertising, which can be seen as a form of user-generated 

content, refers to specific instances where consumers create brand-focused 

messages with the intention of informing, persuading, or reminding others 

(Berthon, Pitt, and Campbell 2008). Cambell et al (2010) term consumer 

generated (CG) advertising as the creation of advertisements and brand-

focused videos that customers are creating and propagating them on free 

Web 2.0 conduits such as YouTube.  

  More than three-quarters of broadband users are regularly watching 

or downloading video (Madden 2007). This is perchance the reason why most 

Consumer generated ads take the form of a video. According to Comscore 

(2009) in January of 2009, 100.9 million viewers watched 6.3 billion videos on 

YouTube, or 62.6 videos per viewer. This extraordinary rise of video hosting 

sites such as YouTube has permitted consumers to become broadcasters, 

and this is fuelling a revolution in advertising (Cambel et al, 2011). 

According to Muñiz and Schau this content can be considered as 

advertising since it complies with three basic rules. Firstly, these creations 

provide evidence of consumer perceptions of brands and brand attributes. 

Secondly, they are vivid examples of the most compelling marketing 

messages from the perspective of brand loyalists (Muñiz and Schau, 2007). 

Thirdly, they are only going to increase in frequency and prominence (Jaffe 

2005). It is significant that these creations do not represent only brand affinity, 

acceptance or loyalty, namely positive inclination towards the brand. They can 

also be adverse to the brand exposing weaknesses and faults. This indicates 

that consumer generated ads cannot be controlled; the power has shifted 

from companies to consumers even with regard to their own products.  

 

 

2.1.2 Attitude towards the brand 
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According to Kotler brand can be defined as "a name, term, sign, 

symbol, or design, or a combination of them, intended to identify the goods or 

services of one seller or group of sellers and to differentiate them from those 

of competitor." (Kotler et al., 1996). The brand is in fact an asset to the 

company. It attributes value, recognition and also reputation to the products 

and to the company as a whole.  

Now, the attitude the consumers sustain towards a brand is a crucial 

matter and have been under much scrutiny in the advertising/marketing 

industry. By the term attitude towards the brand researchers  call attention to 

an ―individual‘s internal evaluation of the brand ‖ (Mitchell and Olson, 1981) 

while Nancy Spears and Surendra N. Singh define the term as a relatively 

enduring, unidimensional summary evaluation of the brand that presumably 

energizes behaviour (Nancy Spears and Surendra N. Singh, 2004). The 

authors conceive brand attitude as unidimensional and treat it as a ―summery 

evaluation‖ to distinguish it from the evaluation which is ―implicit in beliefs, 

feelings, behaviours and other components and expressions of attitudes‖ 

(Giner-Sorolla 1999, p. 443). In other words they consider feelings transitory 

contrary to attitudes which are enduring in nature. They also proclaim that 

feelings are quite different from cognitive or evaluative responses.  

Mitchell and Olson regard the attitude towards the brand as a 

significant factor in predicting consumer‘s behaviour (Mitchell and Olson, 

1981). Brand attitudes can be considered as a brand association since they 

vary in strength (Farquhar 1989). In fact attitudes range from strong–positive 

to weak–positive to weak–negative to strong–negative. Positive and negative 

ends anchor the attitude strength continuum, and behaviour is linked with 

either end of that continuum. In other words, just as strong positive attitudes 

predict behaviour (e.g., purchase), strong negative attitudes also predict 

behaviour (e.g., purchase avoidance) (Cowhand Park, Deborah J. McInnis, 

Joseph Protester, Andreas B. Eisingerich, & Dawn Iacobucci, 2010).  

In the internet era brand strategies have been undergoing significant 

transformation (Hoffman, 2000). In fact post internet branding is about 

facilitating conversations about the brand (George Christodoulides 2009).  
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The information asymmetry between consumers and firms that for several 

years worked in favour of brands (Erdem and Swait, 1998) was suddenly 

reversed. What ‗was once a DC marketing circuit has become an AC circuit, 

alternating between the marketer and the customer‘ (Wind and Rangaswamy, 

2001: 19). Successful brand strategies in computer mediated environments 

involve inter alia building relationships, enabling interactivity, and better 

tailored offerings (de Chernatony and Christodoulides, 2004).  

One specific strategy that has attracted much attention lately is to 

facilitate the creation and sharing of user generated content. This is expected 

to lead to stronger and deeper relationships between brands and consumers 

and more effective brand communities (Van den Bulte and Wuyts, 2007). 

User generated content sites such as YouTube and Wikipedia have built 

significant brand equity in a short time due to their ability to interactively 

create content and value (Sanderson, 2007). 

Branding now occurs at this next level with blogs, widgets, viewer 

created ads, groups (e.g. Facebook, Myspace), podcasting and video casting, 

video sharing (e.g. YouTube and multi-user dimensions (such as Second 

Life). The loss of control is so extensive that through these applications 

consumers may even interfere with the brand‘s values (Christodoulides, 

2009). Thus if  brand equity can be  built through these User generated 

content sites it is intriguing to explore the ways in which advertisements 

generated by consumers can alter the attitude consumers have towards a 

brand. This dissertation intends to use consumer generated advertising as a 

basis for poring over their impact upon the image consumers have formed 

about a specific brand. 

 

 

 

 

2.1.3 Purchase Intention  

 

According to Nancy Spears and Surendra N. Singh purchase intentions 

are an individual‘s conscious plan to make an effort to purchase a brand 

(Nancy Spears and Surendra N. Singh, 2004). Intentions are distinct from 
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attitudes but the latter can influence behaviour through behavioural intentions 

(Fishbein and Ajzen 1975). Variables such as customers' consideration in 

buying a brand and expectation to buy a brand can be used to measure 

consumer purchase intention (Laroche, Kim and Zhou, 1996).  

Past studies indicate that the link between attitude toward the object 

and behaviour is not always clear. A large theoretical and empirical literature 

examines the relationship between statements of intent and subsequent 

behaviour (Ajhen 1985; Fishbein and Ajhein 1975; Shepard, Hartwick and 

Warshaw 1988). In some cases, attitudes have a direct effect on behaviours 

(Bagozzi and Warshaw 1992; Bagozzi and Yi 1988); in others they do not 

(see Bagozzi 1981, 1992b).   

Although admittedly stated intentions are perhaps the best predictors of 

actual behaviour (Fishbein and Ajhein 1975) these stated intentions are often 

not in accordance with the actual purchases (Morwitz, 1997, 2001). A lot of 

reasons have been suggested for this inconsistency.  Firstly, the survey itself 

can affect the measured item (in this case the purchase intention) (Chardon et 

all 2005), secondly there is an inability to predict future preferences 

(Loewenstein and Adler, 1995), the effect of information acquisition (Manski, 

1990) and finally several biases in measuring and reporting intentions have 

been suggested as probable causes for these inconsistencies (Fisher, 1993; 

Greenleaf, 1992; Mittal and Kamakura, 2001).  

 Morwitz (1993) found that asking consumers about their purchasing 

intentions actually increases their purchase rate. Consumers whose purchase 

intentions were measured were more likely to buy a product than was a 

control group of consumers whose intentions were not measured. The mere 

act of measurement creates purchase intentions either directly or by altering 

consumers‘ attitude. These purchase intentions are not only created but also 

acted on (Fitzsimons, Morwitz, 2005). The reasons this happens as proposed 

by Morwitz are firstly that measuring the intent can bring to light for the 

consumers underlying product-related cognitions such as attitudes or intents.  

Secondly the realisation of these cognitions can lead to an engagement that 

may even create new ones or alter the existing ones.  
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2.1.4 Attitude towards the brand and Purchase intention 

 

The relationship between the attitude towards the brand and the 

purchase intention has caused much ambiguity. Nixon (1936) recognized that 

―logically, there ought to be some relationship between the attitude…and the 

tendency to buy or not to buy the product.‖ While Fishbein and Ajzen (1975), 

in agreement with Thurstone (1931), proposed that attitude is the amount of 

affect for or against some object behavioural intentions are defined as a 

person‘s intention to perform behaviours. Other researchers have likewise 

argued for a conceptual distinction between attitude and intention, with 

intentions being determined by attitude and existing at a lower level of 

abstraction (i.e., closer to tangible actions) than are more abstracted attitudes 

(Bagozzi 1981; Bagozzi and Burnkrant 1979; Fishbein and Ajzen 1975; 

Triandis 1977). Studies suggest that approaches toward a specific brand have 

great effect on brand purchase intention (Brown and Stayman, 1992; Homer, 

1990; MacKenzie, 1986), and brand attitude has positive relation with 

purchase intention. 

Consistent with this reasoning, many studies have treated Ab and PI as 

distinct constructs both conceptually and empirically (Alpert and Kamins 1995; 

Anderson and Jolson 1980; Droge 1989; Machleit, Allen, and Madden 1993; 

Mizerski, Allison, and Calvert 1980; Smith 1993). Other research though 

treats the attitude towards the brand and the purchase intention as one 

variable, indicating unidimentionality. Thus a major issue is created about 

whether the two constructs are distinct but correlated or unidimensional in 

nature. In this study Nancy Spears and Surendra N. Singh‘s framework is 

adopted. As reported by the results of their survey the attitude towards the 

brand and the purchase intention exist as separate dimensions and are 

measured independently.  

 

 

2.1.5 Previous surveys  
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Academic literature on user-generated content (UGC) in general is still 

considered to be in its initial phase (Stöckl et al, 2008). Muñiz and Schau 

(2007) have studied the marketing communication generated by the brand 

community centered on the now-defunct Apple Newton, a brand that was 

(along with its supporting advertising) discontinued in 1998. They concluded 

that consumers were capable of creating brand-related content simulating 

very skilfully advertising. Kozinets, (2008) identified pro-active and prompted 

patterns of consumer feedback, referring to ‗eTribalized branding‘ while Pitt et 

al (2006) explored the nature of non-proprietary brands such as Linux 

compared to traditional brands in an ‗open source brand‘ perspective.  

Some research has also been produced about the motives behind 

creating UGC.  Daugherty, Eastin, Bright (2008) identified as main motives to 

the creation of UGC, social functions and the need to feel part of a 

community. They also showed that there is a positive relationship between a 

consumer's attitude and behaviour toward a given attitude object. Berthon, 

Pitt, and Campbell (2008) showed that the principal motivations are intrinsic 

enjoyment, perception change and self-promotion. They also developed a 

framework for the various strategic stances that a firm can adopt in response 

to CG advertising. 

Brunel et al. (2007) investigated if CG ads present communication 

advantages (there is evidence that they do), as well as investigating the ad 

message and execution factors that drive CG advertising response. 

Christodoulides (2009) refers to the branding in the post-internet era while 

debating on how comfortable are traditional companies to follow this new 

trend and cede control to consumers. Finally Cambel et al (2011) ventured to 

develop a typology of consumer-generated ad conversations by mapping and 

interpreting conversations consumers have around consumer-generated ads 

using the comments they have posted to each ad‘s Web page.  

After reviewing past research about consumer generated content a 

shortfall of information about the impact of this content on attitude towards the 

brand and the purchase intention is apparent. This information is vital to 

possess since branding has become so closely correlated with internet, social 

media and content generated by consumers. It is important for marketers to 
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acknowledge how this type of content can alter the image they try to apply to 

their brands and therefore if they can somehow use this content for their 

scopes. The intention to buy which is connected with the attitude towards the 

brand (even though this connection is not totally clear to the researchers) 

should also be under investigation in regard with consumer generated 

content. If this kind of content can enhance purchase intentions, marketers 

ought to be able to take advantage of this fact in order to make sales boom.   

 

 

CHAPTER 3 DATA ANALYSIS: DESCRIPTIVE 

STATISTICS FOR THE WHOLE SAMPLE. 

 

3.1 Descriptive statistics related to the whole sample of the survey 

 

In this chapter the data from the whole sample were analyzed in order to 

produce descriptive statistics for the total of 240 individuals that contributed to 

the survey.  

 

 

 Question 1  
 
The sex of the respondent 
 
Measurement scale: Nominal variable  

Type of question:  Close question, dichotomous and mutually excluded 

contingencies 

 

                                  Table 1  Sex of respondents  (Total) 

SSeexx  FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  

ppeerrcceenntt  
CCuummuullaattiivvee  

PPeerrcceenntt  

Man 92 38.3 38.3 38.3 

Woman  148 61.7 61.7 100.0 
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 Total 240 100.0 100.0  

 

Table overview 
 
According to the results 38.3 % of the respondents are men while 61.7% are 

women. 

 

 Question 2 
 

The age of the respondent 

 
Measurement scale: Scale variable 

Type of question:  Οpen question 

 

 

                      Table 2   Age of the respondents (Total) 

AAggee    

  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  

240 36 19.0 55 5391 22.4 4.47 

 

Table overview 
 
The mean age of the respondents is 22.4 years while the minimum age is 19 

years and the maximum 55 years.  

 

 

 
 Question 3  
 
Are you users of the Internet?  
 
 
Measurement Scale: Nominal variable 

Type of question: close question, dichotomic & mutually excluded 

contingencies 
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                          Table 3   Users of internet (Total) 

  FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  ppeerrcceenntt  CCuummuullaattiivvee  

PPeerrcceenntt  

YYeess 240 100.0 100.00 100.0 

No 0 0 0  

Total 240 100.0 100.00  

 

Table overview 
 

According to the results all the respondents are users of the internet.  
 
 

 Question 4 

 

 Check with √ one of the numbers 1 to 7 in order to characterize the 

frequency of the use of the Internet  

 

Measurement Scale: Interval variable 

Type of question: Close question, mutually excluded contingencies 

 

 

Table overview 
 
 
The scale of the question ―how often do the respondents use the internet‖ 

varies from 1 to 7  where 1= never, 2= very rarely, 3= rarely, 4= indifferently, 

5= often, 6= very often, 7= always. The mean is 6.06 units which means that 

the respondents use the internet very often. 

 

 

 Question 5 

 

                              Table 4    Frequency of internet use (Total) 

FFrreeqquueennccyy  

ooff  iinntteerrnneett  

uussee    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

240 3 4 7 1455 6.06 0.906 0.82 
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 Hours per day that the respondent surf the internet  

 

Measurement Scale: Scale variable 

Type of question: Οpen question 

 

                               Table 5   Hours of internet surfing (Total) 

HHoouurrss  ooff  

iinntteerrnneett  

ssuurrffiinngg  

  

NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxiimm

uumm  
SSuumm  MMeeaa

nn  
MMoodd

ee  
MMeeddiiaa

nn    
SSttdd..DDeevviiaa

ttiioonn  
VVaarriiaannccee  

240 19 1 20 1061 4.42 3 4 2.93 8.61 

 

Table overview 
 

The results suggest that the respondents spend 4.42 hours per day surfing 

the internet while the maximum hours are 20 and the minimum 1 hour per 

day. 

 

 
 Question 6 

 

Check with √ one of the numbers 1 to 7 to describe the frequency of your 

internet utilities use. 

 

Measurement Scale:  Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 

 

                               Table 6  Frequency of internet utilities use (TOTAL) 

 NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

EEnntteerrttaaiinnmmeenntt  240 6 1 7 1326 5.53 1.23 1.53 

MMaarrkkeett  

rreesseeaarrcchh  

240 6 1 7 1005 4.19 1.47 2.17 
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OOnnlliinnee  bbuuyyiinngg  239 6 1 7 700 2.93 1.52 2.31 

CCoommmmuunniiccaattiioonn  

wwiitthh  ffrriieennddss  

240 5 1 7 1363 5.68 1.45 2.12 

BBuussiinneessss  

rreeaassoonnss  

240 6 1 7 931 3.88 1.78 3.19 

DDoowwnnllooaaddiinngg  240 6 1 7 1184 4.93 1.63 2.67 

OOtthheerr          

 

Table overview 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

suggest that the respondents use the internet mainly for communication with 

friends (mean 5.68). This finding makes sense since Facebook, twitter and 

other social media are very popular nowadays and are used immensely 

especially by the ages 18-29. Then follows entertainment (mean=5.53) and 

downloading (mean=4, 93), market research (mean=4.19), business reasons 

(mean=3.88) while online buying comes last (mean=2.93). This finding proves 

that Greek consumers are not greatly accustomed to internet shopping yet.  

 

 

 

 

CHAPTER 4 DATA ANALYSIS: DESCRIPTIVE 

STATISTICS AND STATISTICAL SIGNIFICANT 

DIFFERENCES OF MEANS - CONTRARIAN VIDEO. 

 

 

3.1 Descriptive analysis   

After all questionnaires were collected, data analysis was performed using 

SPSS 20. It is crucial to remember that two questionnaires were used, one 

before the exposure of the sample to the video and one after. The data that 

are being analyzed in this chapter refers to the contrarian video category. 

Firstly the questionnaire that was completed before the exposure to the 
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consumer generated video is analyzed and then the one that was completed 

after the screening of the video. 

 

4.1.1 Questionnaire 1  

 

Prior to the screening of the video 
 
The first questionnaire was used in order to examine the respondents‘ stance 

and attitude towards Starbucks prior to their exposure to the contrarian 

consumer generated video.  

 

 

 Question 1  
 
The sex of the respondent 
 
Measurement scale: Nominal variable  

Type of question:  Close question, dichotomous and mutually excluded 

contingencies 

 
 
 
 
 
                               Table 7  Sex of respondents  (Contrarian CGV) 

SSeexx  FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  

ppeerrcceenntt  
CCuummuullaattiivvee  

PPeerrcceenntt  

Man 25 41.7 41.7 41.7 

Woman  35 58.3 58.3 100 

 Total 60 100.0 100.0  

 
 
Table overview 
 
According to the results 41.7% of the respondents are men while 58.3% are 

women. 
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 Question 2 
 

The age of the respondent 

 
Measurement scale: Scale variable 

Type of question:  Οpen question 

 

 
 

 

                    Table 8  Age of the respondents (Contrarian CGV) 

AAggee    

  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  

60 21.0 19.0 40.0 1435.0 23.91 4.93 

 

 

 

Table overview 
 
The mean age of the respondents is 23.91 years while the minimum age is 19 

years and the maximum 40 years.  

 
 
 
 Question 3  
 
Are you users of the Internet?  
 
 
Measurement Scale: Nominal variable 

Type of question: close question, dichotomic & mutually excluded 

contingencies 

 

 

 

                              Table 9 Users of internet (Contrarian CGV) 

  

  
FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  ppeerrcceenntt  CCuummuullaattiivvee  

PPeerrcceenntt  

YYeess 60 100.0 100.00 100.0 
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No 0 0 0  

Total 60 0 100.00  

  

 

 

Table overview 
 

According to the results all the respondents are users of the internet.  
 
 

 Question 4 

 

 Check with √ one of the numbers 1 to 7 in order to characterize the 

frequency of the use of the Internet  

 

Measurement Scale: Interval variable 

Type of question: Close question, mutually excluded contingencies 

 

 

 

 

 

Table overview 
 
 
The scale of the question ―how often do the respondents use the internet‖ 

varies from 1 to 7  where 1= never, 2= very rarely, 3= rarely, 4= indifferently, 

5= often, 6= very often, 7= always. The mean is 6.13 units which means that 

the respondents use the internet very often. 

 

 

 Question 5 

 

                                Table 10 Frequency of internet use (Contrarian CGV) 

FFrreeqquueennccyy  

ooff  iinntteerrnneett  

uussee    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 3 4 7 368 6.13 0.10 0.62 
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 Hours per day that the respondent surf the internet  

 

Measurement Scale: Scale variable 

Type of question: Οpen question 

 

 

 

                                  Table 11 Hours of internet surfing (Contrarian CGV) 

HHoouurrss  

ooff  

iinntteerrnneett  

ssuurrffiinngg  

  

NN  RRaa

nngg

ee  

MMiinnii

mmuumm  
MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  
MMeeddii

aann    
SSttdd..DDeevvii

aattiioonn  
VVaarriiaanncc

ee  

60 14 1 15 265 4.41 2 3 3.07 9.44 

 

 

 

Table overview 
 

The results suggest that the respondents spend 4.41 hours per day surfing 

the internet while the maximum hours are 15 and the minimum 1 hour per 

day. 

 
 
 

 
 Question 6 

 

Check with √ one of the numbers 1 to 7 to describe the frequency of your 

internet utilities use. 

 

Measurement Scale:  Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 

 

                    Table 12 Frequency of internet utilities use (Contrarian CGV) 
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 NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

EEnntteerrttaaiinnmmeenntt  60 6 1 7 313 1.37 1.90 

MMaarrkkeett  

rreesseeaarrcchh  

60 6 1 7 252 4.20 1.59 2.53 

OOnnlliinnee  bbuuyyiinngg  60 6 1 7 164 2.73 1.47 2.16 

CCoommmmuunniiccaattiioonn  

wwiitthh  ffrriieennddss  

60 5 2 7 325 1.43 2.04 

BBuussiinneessss  

rreeaassoonnss  

60 6 1 7 238 3.97 1.80 3.25 

DDoowwnnllooaaddiinngg  60 5 2 7 296 4.93 1.56 2.43 

OOtthheerr          

 

Table overview 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

suggest that the respondents use the internet mainly for communication with 

friends (mean 5.42). This finding makes sense since Facebook, twitter and 

other social media are very popular nowadays and are used immensely 

especially by the ages 18-29. Then follows entertainment (mean=5.22) and 

downloading (mean=4.93), market research (mean=4.20), business reasons 

(mean=3.97) while online buying comes last (mean=2.73). This finding proves 

that Greek consumers are not greatly accustomed to internet shopping yet.  

 

 Question 7 
 
Check with √ one of the numbers 1 to 7 to describe the frequency of your 

visits to the following stores. 

 

 

Measurement Scale:  Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 
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Since the frequency of visits to other stores is not useful to our survey and 

they were used merely as a decoy to our purposes, only the frequency of 

visits to Starbucks is analyzed as follows:  

 

 

 

 

 

Table overview 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

show that the respondents visit Starbucks very rarely (mean=2.02).  

 

 Question 8 
 
 Please describe your overall feelings towards Goody’s 
 

This question was used as a decoy and since it is not useful to our purposes 

is not analyzed. 

 

 

 Question 9   
 
Please describe your overall feelings towards Starbucks  
 

Measurement Scale:  Semantic Differential Scale 

Type of question:  Close question, mutually excluded contingencies 

 

This question is at first analyzed one item at a time to detect the feelings 

towards the brand Starbucks and then all items as a total to examine the 

attitude towards Starbucks before the screening of the contrarian consumer 

generated video (CGV).  

                        Table 13 Frequency of visits to Starbucks  (Contrarian CGV) 

  

FFrreeqquueennccyy  

ooff  vviissiittss  ttoo  

SSttaarrbbuucckkss  

NN  RRaannggee  MMiinniimmuu

mm  
MMaaxxii

mmuumm  
SSuumm  MMeeaann  MMeeddiiaa

nn  
MMooddee  SSttdd..DDeevviiaattiioo

nn  
VVaarriiaanncc

ee  

60 4 1 5 121 2.02 2 1 1.18 1.40 
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                Table 14 Feelings towards Starbucks Before (Contrarian CGV) 

 NN  RRaa

nnggee  
MMiinn

iimmuu

mm  

MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMooddee  MMeeddii

aann  

SSttdd..DD

eevviiaattii

oonn  

VVaarriiaa

nnccee  

UUnnaappppeeaalliinngg//

aappppeeaalliinngg  

60 6 1 7 248 4.13 4 4 1.70 2.89 

BBaadd//ggoooodd  60 6 1 7 230 3.83 4 4 1.71 2.95 

UUnnpplleeaassaanntt//ppll

eeaassaanntt  

60 6 1 7 241 4.01 4 2 1.78 3.16 

UUnnffaavvoorraabbllee//ff

aavvoorraabbllee  

60 6 1 7 242 4.03 4 4 1.74 3.05 

UUnnlliikkaabbllee//lliikk

aabbllee  

60 6 1 7 253 4.22 4 4 1.71 2.95 

 
 

Table overview 
 
 . According to the findings the feelings towards the brand before the 

screening of the contrarian advertisement are mainly neutral since the means 

are around the point of 4 units. Firstly, they consider Starbucks as a brand 

neither unappealing nor appealing (mean=4.13). The respondents are also 

neutral as to Starbucks being pleasant (mean=4.01), favorable (mean=4.03) 

or likable (mean=4.22). On the other hand the respondents regard the brand 

as slightly bad (mean=3.83). It is worth looking if the attitude toward Starbucks 

is also neutral looking at the following table. 

 
 
 
 
 
 

                              Table 15 Attitude towards Starbucks Before  (Contrarian CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

BBeeffoorree    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 242.8 4.04 4 4 1.58 2.58 
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Table overview 
 
In deed the attitude towards the brand Starbucks can be regarded as neutral. 

The mean is 4.04 units which is in accordance with the median and mode (4 

units each). This finding suggests that the respondents are indifferent towards 

the brand and they don‘t have an actual opinion about it. They are neither in 

favour of the brand nor averse to it. Thus the total attitude of the respondents 

towards Starbucks before the contrarian CGV was screened was neutral. 

 

 

4.1.2 Questionnaire 2 After the screening of the contrarian video 

This questionnaire was submitted to the respondents after their exposure to 

the contrarian consumer generated video. The desired purpose was to 

examine if and to what extent were the respondents affected by the consumer 

generated video that was shown to them. 

 

 

 Question 1  
 
 Please describe your overall feelings towards the brand Starbucks that 

was described on the video you watched. 

 

 
Measurement Scale:  Semantic Differential Scale 

Type of question:  Close question, mutually excluded contingencies 

 

 

This question as the similar one in the first questionnaire is at first analyzed 

one item at a time to detect  the feelings towards the brand Starbucks and 

then all items as a total to examine the attitude towards Starbucks after the 

screening of the contrarian consumer generated video (CGV).  
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                 Table 16 Feelings towards Starbucks After (Contrarian CGV) 

 NN  RRaa

nnggee  
MMiinn

iimmuu

mm  

MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeedd

iiaann  

SSttdd..DDeevvii

aattiioonn  
VVaarriiaa

nnccee  

UUnnaappppeeaalliinngg//

aappppeeaalliinngg  

60 6 1 7 207 3.45 2 3 1.68 2.82 

BBaadd//ggoooodd  60 6 1 7 201 3.35 4 3,5 1.58 2.50 

UUnnpplleeaassaanntt//ppll

eeaassaanntt  

60 6 1 7 224 3.73 4 2 1.71 2.94 

UUnnffaavvoorraabbllee//ff

aavvoorraabbllee  

60 6 1 7 225 3.75 4 4 1.66 2.76 

UUnnlliikkaabbllee//lliikk

aabbllee  

60 6 1 7 211 3.52 4 4 1.67 2.79 

 

 
 
Table overview 
 

Before the screening of the contrarian video the feelings towards the brand 

were neutral with the exception of the pair bad/good where the respondents 

expressed a negative feeling describing the brand as bad. After their 

exposure to the contrarian consumer generated video the overall feelings of 

the respondents seem to have shifted from neutral to slightly negative. 

Specifically they evaluated the brand as unappealing (mean= 3.45), unlikable 

(mean=3.52), unpleasant (mean=3.73) and unfavourable (mean=3.75). 

Moreover the already negative feeling towards the brand (bad/good) 

deteriorated further with the mean dropping to 3.35 units from 3.83 units. It is 

important to see what the total attitude towards the brand was after the 

screening of the video.  

 

 

 

 

                                     Table 17 Attitude towards Starbucks After  (Contrarian CGV) 
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Table overview 
 

The total attitude towards Starbucks is below the neutral point of 4 units after 

the exposure of the respondents to the contrarian CGV. The mean is 3.56 

which means that the respondents seem to maintain now a slightly negative 

stance towards the brand while before the screening of the video the attitude 

towards the brand was indifferent. On the other hand the results indicate that 

the median and the mode remained close to the neutral point (mode=4, 

median=3.9). In comparison with the mean before the screening of the video 

the attitude towards Starbucks aggravated after the exposure of the 

respondents to the contrarian consumer generated video. 

 

 

 Question 2 
 
Intention to visit Starbucks  
 

Measurement Scale:  Semantic Differential Scale 

Type of question:  Close question, mutually excluded contingencies 

 

 

                     Table 18 Intention to visit Starbucks After (Contrarian CGV) 

 NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxiimm

uumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeeddii

aann  

SSttdd..DDeevvii

aattiioonn  
VVaarriiaa

nnccee  

NNeevveerr//DDeeff

iinniitteellyy  

60 6 1 7 173 2.88 2 2.5 1.58 2.51 

DDeeffiinniitteellyy  

ddoo  nnoott  

iinntteenndd  ttoo  

vviissiitt//DDeeffiinn

iitteellyy  ddoo  

iinntteenndd  ttoo  

60 6 1 7 194 3.23 3 3 1.58 2.52 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

AAfftteerr  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 213.6 3.56 4 3.9 1.50 2.27 
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vviissiitt  

VVeerryy  llooww  

iinntteerreesstt  ttoo  

vviissiitt//  VVeerryy  

hhiigghh  

iinntteerreesstt  ttoo  

vviissiitt  

60 6 1 7 204 3.40 2 3.5 1.84 3.39 

DDeeffiinniitteellyy  

nnoott  vviissiitt  

iitt//  

DDeeffiinniitteellyy  

vviissiitt  iitt  

60 6 1 7 214 3.57 4 4 1.53 2.35 

PPrroobbaabbllyy  

nnoott  vviissiitt  

iitt//  

PPrroobbaabbllyy  

vviissiitt  iitt  

60 6 1 7 200 3.33 4 3 1.75 3.07 

 

 
 
 
Table overview 
 
The findings of this question indicate that the respondents show low intention 

to visit Starbucks after the screening of the video since all means are lower 

that the neutral point which is 4 units. It is important though to examine the 

total intention to visit Starbucks as it is shown on the following table. 

 

 

 

 

 

 

 

 

 

 

 

Table overview 
 

                            Table 19 (Total) Intention to visit Starbucks After (Contrarian CGV) 

IInntteennttiioonn  

ttoo  vviissiitt  

SSttaarrbbuucckkss  

AAfftteerr  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 197 3.28 4 3.20 1.48 2.20 
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The total intention to visit Starbucks after the exposure of the respondents to 

the video is low. The mean is 3.28 units which is below the neutral point of 4 

units. This finding suggests that the respondents are negative towards visiting 

Starbucks. 

 

 

 Question 3 
 
 
The advertisement you watched about STARBUKS made you feel 

 

 
Measurement Scale:  Interval  

Type of question:  Close question, mutually excluded contingencies 

 

 

 The scale of the question varies from 1 to 7 where 1= not at all, 2= slightly,   

3= somewhat, 4= neutral, 5= enough, 6= a lot, 7= very much so  

 

 

                                      Table 20 Feelings towards advertisement (Contrarian CGV) 

 NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

GGoooodd  60 4 1 5 143 2.38 1 2 1.276 1.630 

CChheeeerrffuull  60 6 1 7 117 2.38 1 2 1.450 2.105 

PPlleeaasseedd  60 4 1 5 117 1 2 1.080 1.167 

SSttiimmuullaatteedd  60 6 1 7 164 2.73 1 2,5 1.665 2.775 

SSooootthheedd  60 6 1 7 145 3.36 1 3 1.381 1.908 

IInnssuulltteedd  60 6 1 7 202 3.36 1 3 2.232 4.982 

IIrrrriittaatteedd    60 6 1 7 239 7 4 2.174 4.729 

RReeppuullsseedd  60 6 1 7 222 3.7 1 3 2.165 4.688 

TToottaall    60 3.25 1 4.25 171.8 2.86 3.25 3 0.77 0.60 
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Table overview 
 

 

The findings of this question show that the respondents were  very unpleased 

by the contrarian advertisement (mean 1,95) and regarded it as bad and 

uncheerful (mean 2,38).  Moreover they were not particularly stimulated by its 

message (mean 2, 73). The results also indicate that the advertisement was 

somewhat insulting and repulsing (means 3, 36 and 3, 7 respectively).  It can 

be supported that the overall feelings towards the advertisement were 

negative since the total mean for the feelings produced by the advertisement 

was 3.25. 

   

 

 

 Question 4 
 
Overall you would describe the advertisement you watched as 

 
Measurement Scale:  Semantic Differential Scale 

Type of question:  Close question, mutually excluded contingencies 

 

 

 
                     Table 21 Assessment of the advertisement (Contrarian CGV) 

 NN  RRaa

nngg

ee  

MMiinnii

mmuumm  
MMaaxx

iimmuu

mm  

SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeeddii

aann  

SSttdd..DDee

vviiaattiioonn  
VVaarriiaa

nnccee  

UUnnpplleeaassaanntt//PP

lleeaassaanntt  

60 6 1 7 193 3.2 3 2 1.76 3.12 

UUnnlliikkaabbllee//lliikk

aabbllee  

60 6 1 7 198 3.3 3 3 1.73 3.02 

BBoorriinngg//IInntteerree

ssttiinngg  

60 6 1 7 224 3.7 4 4 1.77 3.14 

TTaasstteelleessss//TTaass

tteeffuull  

60 6 1 7 194 3.2 1 3 1.79 3.23 

AArrttlleessss//AArrttffuu

ll  

60 6 1 7 200 3.3 4 3 1.75 3.07 
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BBaadd//GGoooodd  60 6 1 7 177 1 2 1.83 3.37 

 

 
 
Table overview 
 

 

As it can be seen all the items are below the neutral point which is 3.5 units. 

The lowest mean is 2, 9 and shows that the respondents regarded the 

advertisement as bad. Moreover the respondents found the advertisement 

unpleasant (mean=3, 2), tasteless (mean=3, 2), artless (mean=3, 3) and 

unlikable (mean=3, 3). Finally as to whether the advertisement was interesting 

or boring the respondents showed a very slight interest towards it. 

 

 

 
 
Table overview 
 

 

Overall the respondents had a negative impression about the advertisement 

(mean 3.27). 

 

 

4.1.3 Mean-Comparison between the common variable of the 
two questionnaires 
 
 
It is crucial to compare the means between the attitude towards the brand 

Starbucks before and after the exposure of the respondents to the contrarian 

consumer generated video and also the ones between the intention to visit 

Starbucks before and after the experiment. This is worth doing in order to 

                                  Table 22 Attitude towards advertisement (Contrarian CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

AAdd    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 196.3 3.27 1.33 3.25 1.54 2.38 
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ascertain if differences exist between the findings before and after and if they 

are significantly important. Firstly it is worth remembering once again the 

means that were produced by the analysis. 

 

 

 

 

           Table 23 Attitude towards Starbucks -Comparison (Contrarian CGV) 

 NN  MMiinniimmuu

mm  
MMaaxxiimmuumm  MMeeaann  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  

AAttttiittuuddee  

ttoowwaarrdd  

SSttaarrbbuucckkss  

BBeeffoorree    

60 1 7 4.04 1.58 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

AAfftteerr    

60 1 7 3.56 1.50 

 

 

 

 

 

 

 

            Table 24 Intention to visit Starbucks -Comparison (Contrarian CGV) 

  NN  MMiinniimmuumm  MMaaxxiimmuumm  MMeeaann  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  

IInntteennttiioonn  ttoo  

vviissiitt  

SSttaarrbbuucckkss  

BBeeffoorree    

60 1 5 1.18 

IInntteennttiioonn  ttoo  

vviissiitt  

SSttaarrbbuucckkss  

AAfftteerr    

60 1 7 1.48 

 

 

 

Internationally Starbucks has a strong brand name and great success 

in the coffee business. In Greece where the sample was taken the opinion of 

the respondents about Starbucks before their exposure to the contrarian video 

was neutral as it can be seen by the mean (4.04). The sample seems 

indifferent toward the brand. The respondents do not demonstrate strong 
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feelings towards it neither negative nor positive. The consumer generated 

video that was shown to the respondents was contrarian. This type of CG 

advertisement does not correspond to the official brand message and has a 

clearly negative stand towards it (Berthon et al. 2008). This video not only 

criticises Starbucks for its high prices but also it refutes the brand‘s 

commitment to social and environmental responsibility as it is stated in the 

Company‘s mission statement. Reference is also made to the pricing of the 

brand products which is portrayed as unreasonably high.  

After the screening of the video the attitude towards the brand reduced 

since the mean decreased from 4.04 units to 3.56 units. This finding makes 

sense since the majority of the respondents had the same opinion about the 

pricing of the brand as the impulsive statements of the respondents showed. 

Moreover the attitude towards the advertisement was negative and the 

respondents regarded it as bad and unpleasing. Taking into consideration all 

these it makes sense that the message of the video seems to have influenced 

their stand towards Starbucks to the expected direction.  

Concerning the intention to visit Starbucks that was recorded before 

the screening of the video the mean was very low (2.02). This finding is in 

accordance with the attitude towards Starbucks before the exposure of the 

respondents to the video. It makes sense that since the respondents were 

indifferent to the brand they didn‘t show particularly great intention to visit the 

coffee shop. After the screening of the video the attitude towards the brand 

reduced but the interesting finding is that the intention to visit the coffee shop 

increased. One should expect the intention to visit Starbucks to be smaller 

after the screening of the video since the message of the video is negative 

towards the brand. Since the frequency of visits to Starbucks was very low 

before the screening of the video and the stance towards the brand neutral it 

can be supported that the advertisement increased the acknowledgement of 

the brand even though the message of the advertisement was negative.  As a 

consequence the intention to visit the brand increased. It is plausible that their 

exposure to the video reminded the respondents the strong image of 

Starbucks and urged them to consider a visit. Consequently the findings show 

an increase in intention to visit Starbucks from 2.02 units to 3 and 28 units. 
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. 

 

 

4.2 Statistical Significance of Means Contrarian video 
 

It is crucial to analyze if the above differences between the means are 

statistically significant. This is important in order to ascertain that the findings 

did not occur randomly but on the contrary were attributable to a specific 

cause. Before all else the normality test is going to determine whether the 

data are normally distributed. According to the results of the normality test 

either the Paired samples t-test or the Wilcixon test is going to be employed in 

order to find if the differences are significant or not. Since the Paired Samples 

t-Test is a parametric test, it is going to be used only if both variables follow 

the normal distribution. This test is suitable to our purposes since it is used for 

repeated measurements from the same sample, especially for before and 

after research purposes. In case the distribution of the data is not normal 

Wilcixon will have to be used as it is a nonparametric test. 

 

 
 
4.2.1 Normality tests 
 
 

4.2.1.1 Attitude towards the brand  

 
 

 

 

 Table 25  Test of normality Attitude towards Starbucks Before (Contrarian 
CGV)   

 

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.105 60 .967 60 .102 
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         Table 26  Test of normality Attitude towards Starbucks After (Contrarian 
CGV)   

  

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.122 60 .959 60 .042 

 

 

 

 

The findings show that the variable attitude towards Starbucks before the 

screening of the video is normally distributed since Sig=0.098 which means 

that p>0, 05. On the other hand the variable attitude towards Starbucks after 

the screening of the video is not normally distributed since Sig=0.026 which 

means that p<0, 05. The Shapiro-Wilk normality test agrees with the results 

that were produced by the Kolmogorov-Smirnov test. Since one variable is 

normally distributed while the other is not, the nonparametric Wilcixon test will 

be used. 

 

 

 

 

 

4.2.1.2 Intention to visit  
 
 

 

 
               Table 27 Test of normality Intention to visit Starbucks Before 

(Contrarian CGV)   

  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.272 60 .784 60 .000 
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         Table 28  Test of normality Intention to visit Starbucks After (Contrarian 
CGV)   

  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.115 60 .955 60 .026 

 

 

 

 

 

 

The variable intention to visit Starbucks before the screening of the video is 

not normally distributed since Sig=0.000 which means p<0.05. The variable 

intention to visit Starbucks after the screening of the video is not normally 

distributed, too because Sig=0.048 which means p<0.05. The Shapiro-Wilk 

normality test agrees with the results that were produced by the Kolmogorov-

Smirnov test in both cases. Since both variables are not normally distributed 

the nonparametric test Wilcixon will be used for the analysis. 

 

 
 
 
4.2.2 Wilcixon tests  

 

 

4.2.2.1 Attitude towards the brand  
 

 

 

                    Table 29 Wilcixon test Attitude towards Starbucks (Contrarian CGV)   

  MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  BBeeffoorree  

  

4 

 

 

 

 

1.840
b
 

 

 

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  AAfftteerr  3.9 



 45 

 
b. Based on positive ranks. 

 

 

It is already established that the attitude towards the brand Starbucks was 

affected by the screening of the contrarian consumer generated 

advertisement since the median lessened (although very slightly) from 4 to 3.9 

units. The important thing is to ascertain if this change was significant or not. 

The findings from the Wilcixon test show that the difference between the two 

medians (before and after the exposure of the respondents to the video) is not 

significantly important since Sig. =0.066 that is p>0.05. So the attitude 

towards Starbucks was not significantly altered according to the Wilcixon test. 

 

 

 

 

 

 

 

 

4.2.2.2 Intention to visit 
 

 

 

          Table 30 Wilcixon test Intention to visit Starbucks (Contrarian CGV)   

 MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  BBeeffoorree    2 

 

 

 

 

4.688b
 

 

 

...000000000   

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  AAfftteerr  3.2 

 
b. Based on negative ranks. 
 

 

The results of the Wilcixon test show that the difference between the variable 

Intention to visit Starbucks before and after is significantly important. The 

Sig=0.000 which means that p<0,001. There is not a doubt about the fact that 

the respondents were affected by the screening of the video. The intention to 

visit Starbucks augmented from 2 to 3.2 units. The findings thus prove that the 

respondents demonstrated a significantly increased intention to visit 
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Starbucks after their exposure to the contrarian consumer generated 

advertisement. 

 

 
CHAPTER 5 DATA ANALYSIS: DESCRIPTIVE 

STATISTICS AND STATISTICAL SIGNIFICANT 

DIFFERENCES OF MEANS- INCONGRUOUS VIDEO. 
 

5.1 Descriptive analysis   

The data that are being analyzed in this chapter refers to the incongruous 

video category. Firstly the questionnaire that was completed before the 

exposure to the consumer generated video is analyzed and then the one that 

was completed after the screening of the video. 

 

5.1.1 Questionnaire 1  

 
Prior to the screening of the video 
 
 

The first questionnaire was used in order to examine the respondents‘ stance 

and attitude towards Starbucks prior to their exposure to the consumer 

generated video.  

 
 

 Question 1  
 

 

The sex of the respondent  
 
Measurement scale: Nominal variable  

Type of question: Close question, dichotomous and mutually excluded 

contingencies 

 
 

                      Table  31 Sex of respondents (Incongruous CGV) 

SSeexx  FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  

ppeerrcceenntt  
CCuummuullaattiivvee  

PPeerrcceenntt  
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MMaann  24 40 40 40 

WWoommaann    36 60 60 60 

  TToottaall  60 100 100 100 

 
 

Table overview 
 

According to the results 40% percent of the respondents were men while 60% 

women. 

 

 

 Question 2 
 

 The age of the respondent 

 

Measurement scale: Scale variable 

Type of question:  Οpen question 
 

 

 

                      Table 32  Age of the respondents (Incongruous CGV) 

  

AAggee    

  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  

60 36.0 19.0 55.0 1507.0 25.11 5.84 

 

 
Table overview 
 
The mean age of the respondents is 25.11 years while the minimum age is 19 

years old and the maximum 55 years old. 

 

 

 

 Question 3  
 

Are you users of the Internet?  
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Measurement scale: Nominal variable 

Type of question: Close question, dichotomic & mutually excluded 

contingencies. 

 

 

 

 

 

                        Table 33 Users of internet  (Incongruous CGV) 

  FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  

ppeerrcceenntt  
CCuummuullaattiivvee  

PPeerrcceenntt  

  

YYeess  

    

60 100.0 100.00 100.0 

No 

 

0 0 0  

Total 

 

60 100.0 100.00  

 

 
Table overview 
 

All the respondents are users of the internet according to the results. 
 

 

 Question 4 

 

« Check with √ one of the numbers 1 to 7 in order to characterize the 

frequency of the use of the Internet » 

 

Measurement Scale: Interval variable 

Type of question: Close question, mutually excluded contingencies 

 
 

                      Table 34 Frequency of internet use  (Incongruous CGV) 

FFrreeqquueennccyy  

ooff  iinntteerrnneett  

uussee    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 3 4 7 362 6.03 0.90 0.81 
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Table overview 
 

The scale of the question how often do the respondents use the internet 

varies from 1 to 7  where 1= never, 2= very rarely, 3= rarely, 4= indifferently, 

5= often, 6= very often, 7= always. The mean is 6.03 which means that the 

respondents use the internet very often. 

 
 
 
 

 Question 5 

 

« Hours per day that the respondent surf at the internet » 

 

Measurement Scale: Scale variable 

Type of question:  Open question 

 

 

 

                            Table 35 Hours of internet surfing  (Incongruous CGV) 

HHoouurrss  ooff  

iinntteerrnneett  

ssuurrffiinngg  

  

NN  RRaa

nnggee  
MMiinniimm

uumm  
MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMoodd

ee  
MMeeddiiaa

nn    
SSttdd..DDeevviiaattii

oonn  
VVaarriiaann

ccee  

60 9 1 10 204 3.4 2 3 1.91 3.65 

 
 
Table overview 
 

The results show that the respondents spend 3, 4 hours per day surfing the 

internet while the maximum hours are 10 and the minimum 1 hour per day. 

 

 

 

 Question 6 
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« Check with √ one of the numbers 1 to 7 to describe the frequency of 

your internet utilities use. 

 

Measurement Scale: Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 

 

 

 

                  Table 36 Frequency of internet utilities use   (Incongruous CGV) 

  NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

EEnntteerrttaaiinnmmeenntt  60 6 1 7 319 5.32 1.32 1.74 

MMaarrkkeett  

rreesseeaarrcchh  

60 6 1 7 238 3.97 1.58 2.50 

OOnnlliinnee  bbuuyyiinngg  60 6 1 7 183 3.10 1.63 2.67 

CCoommmmuunniiccaattiioonn  

wwiitthh  ffrriieennddss  

60 5 2 7 317 5.28 1.74 3.05 

BBuussiinneessss  

rreeaassoonnss  

60 6 1 7 259 4.32 1.84 3.40 

DDoowwnnllooaaddiinngg  60 5 2 7 302 5.03 1.64 2.71 

OOtthheerr          

 

 
 
Table overview 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

show that the respondents use the internet mainly for entertainment (mean 5. 

32). Then for communication with friends (mean=5.28). This finding makes 

sense since facebook, twitter and other social media- are very popular 

nowadays and are used immensely especially by the ages 18-29. 

Downloading comes next (mean=5.03), business reasons (mean=4.32) 

market research (mean=3.97), while online buying comes last (mean=3.10). 
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This finding shows that Greek consumers are not greatly accustomed to 

internet shopping yet.  

 
 
 

 Question 7  
 

 

Check with √ one of the numbers 1 to 7 to describe the frequency of your 

visits to the following stores. 

 
 

Measurement Scale: Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 

 
Since the frequency of visits to other stores is not useful to our survey and 

they were used merely as a decoy to our purposes, only the frequency of 

visits to Starbucks is analyzed as follows:  

 

 

 

 

 
                         Table 37 Frequency of visits to Starbucks  (Incongruous CGV) 

FFrreeqquueennccyy  

ooff  vviissiittss  ttoo  

SSttaarrbbuucckkss  

NN  RRaannggee  MMiinniimmuu

mm  
MMaaxxiimmuu

mm  
SSuumm  MMeeaann  MMeeddiiaa

nn    
MMooddee  SSttdd..DDeevviiaattiioo

nn  
VVaarriiaanncc

ee  

6

0 

5 1 6 143 2.38 2 1 1.51 2.30 

 
Table overview 
 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

show that the respondents visit Starbucks very rarely (mean=2.38). 

 

 Question 8  

 

Please describe your overall feelings towards Goody’s 
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This question was used as a decoy to our purposes and since it is not useful 

to our purposes is not analyzed. 

 

 

 Question 9  
 

 

Please describe your overall feelings towards Starbucks  

 
Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 

This question is at first analyzed one item at the time to find out what the 

feelings towards the brand Starbucks are and then all items as a total to 

examine the attitude towards Starbucks before the exposure to the 

incongruous consumer generated video (CGV).  

 

 

                         Table 38 Feelings towards Starbucks Before  (Incongruous CGV) 

  NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxii

mmuumm  
SSuumm  MMeeaann  MMoo

ddee  

MMeeddii

aann  

SSttdd..DD

eevviiaattii

oonn  

VVaarriiaann

ccee  

UUnnaappppeeaalllliinngg//aapp

ppeeaalllliinngg  

60 6 1 7 229 3.82 2 4 1.61 2.59 

BBaadd//ggoooodd  60 6 1 7 244 4.07 6 4 1.58 2.50 

UUnnpplleeaassaanntt//pplleeaa

ssaanntt  

60 6 1 7 252 4.20 4 4 1.56 2.43 

UUnnffaavvoorraabbllee//ffaavv

oorraabbllee  

60 6 1 7 236 3.93 2 4 1.60 2.57 

UUnnlliikkaabbllee//lliikkaabbll

ee  

60 6 1 7 238 3.97 4 4 1.66 2.77 

 
 

Table overview 
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According to the table the respondents before their exposure to the 

incongruous video show mainly neutral feelings about the brand Starbucks. 

Specifically the means for bad/good and unpleasant/pleasant are slightly 

above the 4 units (4.07 and 4.20 units respectively) while the means for 

unfavorable/favorable and unlikable/likable are slightly under 4 units (3.93 and 

3.97 respectively). On the other hand the mean for the pair 

unappealing/appealing   is 3.82 which is a little under the neutral point. This 

finding shows that the respondents tend to regard the brand rather as 

unappealing as appealling. It is worth looking if the attitude toward Starbucks 

is also neutral looking at the following table. 

 

 

 
 
 

Table overview 
 
 
In deed the attitude towards the brand Starbucks can be characterised as 

neutral. The mean is 3.99 units which is in accordance with the median and 

mode which are 4 units. This means that the respondents are neither in favour 

of the brand nor averse to it. Thus the total attitude of the respondents 

towards Starbucks before the incongruous CGV was shown to them was 

neutral. 

 

 
 

5.1.2 Questionnaire 2 After the screening of the incongruous video 

This questionnaire was submitted to the respondents after their exposure to 

the incongruous consumer generated video. The desired purpose was to 

                                 Table 39 Attitude towards Starbucks Before  (Incongruous CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

BBeeffoorree    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 5.8 1 6.8 239.8 3.99 4 4 1.39 1.94 
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examine if and to what extent are the respondents affected by the consumer 

generated video that was shown to them. 

 

 

 Question 1  
 

Please describe your overall feelings towards the brand Starbucks that 

was described on the video you watched. 

 
Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 

This question as the similar one in the first questionnaire is at first analyzed 

one item at a time to find out what the feelings towards the brand Starbucks 

are and then all items as a total to examine the attitude towards Starbucks 

after the exposure to the incongruous consumer generated video (CGV).  

 
 

               Table 40 Feelings towards Starbucks After (Incongruous CGV) 

  NN  RRaa

nngg

ee  

MMiinnii

mmuu

mm  

MMaa

xxiimm

uumm  

SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeedd

iiaann  

SSttdd..DDee

vviiaattiioonn  
VVaarriiaa

nnccee  

UUnnaappppeeaalllliinngg//aa

ppppeeaalllliinngg  

60 6 1 7 272 4.5 5 5 1.47 2.18 

BBaadd//ggoooodd  60 6 1 7 278 4.6 5 5  1.41 1.99 

UUnnpplleeaassaanntt//ppllee

aassaanntt  

60 6 1 7 260 4.3 4 4 1.53 2.36 

UUnnffaavvoorraabbllee//ffaa

vvoorraabbllee  

60 6 1 7 281 4.6 5 5 1.40 1.98 

UUnnlliikkaabbllee//lliikkaabb

llee  

60 6 1 7 279 4.6 6 5 1.51 2.29 

 
 

Table overview 
 
 

Before the screening of the incongruous video the feelings towards the brand 

were neutral with the exception of the pair unpleasant/pleasant where the 
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respondents expressed a negative feeling describing the brand as 

unpleasant. After their exposure to the incongruous contrarian consumer 

generated video the overall feelings of the respondents seem to have shifted 

from neutral to positive. Specifically they evaluated the brand as appealing 

(mean= 4.53), likable (mean=4.65), pleasant (mean=4.33) and favourable 

(mean=4.68). Moreover the negative feeling towards the brand 

(unpleasant/pleasant) shifted to slightly positive as the mean augmented to 4. 

33 units from 3.82 units. It is important to see what the total attitude towards 

the brand was after the screening of the video. 

 

 

 
 

 
 

 
Table overview 
 

 
In comparison with the mean before the screening of the video the attitude 

towards Starbucks enhanced after the exposure of the respondents to the 

incongruous consumer generated video. The total attitude towards Starbucks 

is now above the neutral point of 4 points. The mean is 4.53 which means that 

the respondents seem to maintain a more positive stance towards the brand.  

Moreover the results show that the median and the mode are 4.8 and 5 

respectively also showing an increase in comparison with the values before 

the screening of the video. 

 

 
 

 Question 2 
 

 

                               Table 41 Attitude towards Starbucks After  (Incongruous CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

AAfftteerr  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 274 4.56 5 4.8 1.29 1.68 
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 Intention to visit Starbucks  
 

 

Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 
 
 
 

                 Table 42 Intention to visit Starbucks After  (Incongruous CGV) 

  NN  RRaa

nngg

ee  

MMiinn

iimmuu

mm  

MMaaxx

iimmuu

mm  

SSuumm  MMeeaa

nn  
MMoodd

ee  

MMeeddiiaa

nn  

SSttdd..DDee

vviiaattiioonn  
VVaarrii

aannccee  

NNeevveerr//DDeeffiinniitt

eellyy  

60 6 1 7 240 4 5 4 1.52 2.33 

DDeeffiinniitteellyy  ddoo  

nnoott  iinntteenndd  ttoo  

vviissiitt//DDeeffiinniitteell

yy  ddoo  iinntteenndd  ttoo  

vviissiitt  

60 6 1 7 253 4,2 5 4 1.45 2.10 

VVeerryy  llooww  

iinntteerreesstt  ttoo  

vviissiitt//  VVeerryy  

hhiigghh  iinntteerreesstt  

ttoo  vviissiitt  

60 6 1 7 238 3,9 4 4 1.63 2.67 

DDeeffiinniitteellyy  nnoott  

vviissiitt  iitt//  

DDeeffiinniitteellyy  

vviissiitt  iitt  

60 6 1 7 248 4,1 4 4 1.55 2.42 

PPrroobbaabbllyy  nnoott  

vviissiitt  iitt//  

PPrroobbaabbllyy  vviissiitt  

iitt  

60 6 1 7 254 4,2 5 4,5 1.71 2.92 

 
 

Table overview 
 
 
The findings of this question indicate that all the means are around the neutral 

point of 4 units. The respondents thus show neutral intention to visit Starbucks 

after the screening of the video. It is important though to examine the total 

intention to visit Starbucks as it is shown on the following table. 

 
 

                                  Table 43 (Total) Intention to visit Starbucks After  (Incongruous CGV) 
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Table overview 
 
The results show that the intention to visit Starbucks after the exposure of the 

respondents to the video is above the neutral point which is 4 units. The mean 

is 4.11 that shows that the respondents are indifferent towards visiting 

Starbucks. The mode and the median support this finding too since both the 

mode and median are 4.4 units. 

 

 

 Question 3 
 

The advertisement you watched about STARBUKS made you feel 

 
Measurement Scale:  Interval variable 

Type of question: Close question, mutually excluded contingencies 

 

The scale of the question varies from 1 to 7 where 1= not at all , 2= slightly , 

3= somewhat, 4= neutral, 5= enough, 6= a lot, 7= very much so . 

 

 

 

 

               Table 44 Feelings towards advertisement (Incongruous CGV) 

  NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxii

mmuumm  
SSuumm  MMeeaann  MMooddee  MMeeddii

aann  

SSttdd..DDeevviiaa

ttiioonn  
VVaarriiaann

ccee  

GGoooodd  60 6 1 7 143 4.7 5 5 1.43 2.06 

CChheeeerrffuull  60 6 1 7 251 4.1 5 4 1.38 1.91 

PPlleeaasseedd  60 6 1 7 254 4.2 6 4 1.53 2.35 

SSttiimmuullaatteedd  60 6 1 7 244 4.0 5 4 1.49 2.23 

SSooootthheedd  60 6 1 7 227 3.7 2 4 1.48 2.20 

IInntteennttiioonn  

ttoo  vviissiitt  

SSttaarrbbuucckkss  

AAfftteerr  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 246 4.11 4.4 4.4 1.43 2.05 
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IInnssuulltteedd  60 6 1 7 116 1.9 1 1 1.41 1.99 

IIrrrriittaatteedd    60 6 1 7 109 1.8 1 1 1.26 1.61 

RReeppuullsseedd  60 6 1 7 108 1.8 1 1 1.29 1.68 

TToottaall    60 3.1 1.88 5 199.1 3.31 3.25 3.37 0.69 0.48 

 
 
 

Table overview 
 
The findings of this question show that the respondents regarded the 

advertisement as good (mean 4.7) while the means show that they were not 

irritated, insulted or repulsed by it (means 1.81, 1.93, 1.80 respectively). The 

advertisement was not particularly soothing (mean 3.7) while the means for 

cheerful, pleased and stimulated are around the neutral point that shows that 

the respondents were neutral towards these feeling.  

 

 

 Question 4 
 

Overall you would describe the advertisement you watched as 

 
Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 

 

              Table 45  Assessment of the advertisement (Incongruous CGV) 

  NN  RRaanngg

ee  
MMiinnii

mmuumm  
MMaa

xxii

mmuu

mm  

SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeeddiiaa

nn  

SSttdd..

DDeevvii

aattiioonn  

VVaarriiaa

nnccee  

UUnnpplleeaassaanntt//PP

lleeaassaanntt  

60 6 1 7 278 4.7 4 5 1.37 1.89 

UUnnlliikkaabbllee//lliikk

aabbllee  
60 6 1 7 291 5.0 5 5 1.31 1.73 

BBoorriinngg//IInntteerree

ssttiinngg  
60 6 1 7 298 5.1 6 5 1.38 1.91 
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TTaasstteelleessss//TTaass

tteeffuull  
60 6 1 7 274 4.6 4 5 1.45 2.13 

AArrttlleessss//AArrttffuu

ll  
60 6 1 7 272 4.6 4 5 1.49 2.24 

BBaadd//GGoooodd  60 6 1 7 284 4.8 6 5 1.33 1.77 

 

 
 
Table overview 

 

As it can be seen all the items are above the neutral point of 4 units which 

suggests that the assessment of the advertisement is positive. The highest 

mean is 5.1 units indicating that the respondents assessed the advertisement 

as clearly interesting. Moreover the advertisement was regarded as likable by 

the respondents since the mean was also high (5.0 units). Finally the 

respondents assessed the advertisement as tasteful (mean=4.6), artful 

(mean=4.6) and good (mean=4.8). It is important to estimate the total attitude 

towards the advertisement as it follows. 

 

 

 
 

 

Table overview 
 
 
Overall the respondents had a positive impression about the advertisement 

(mean 4.81). 

 

 

5.1.3 Mean-Comparison between the common variable of the 
two questionnaires 
 

                                  Table 46 Attitude towards advertisement (Incongruous CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

AAdd    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 274.67 4.81 6.33 4.83 1.20 1.45 
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It is crucial to compare the means between the attitude towards the brand 

Starbucks before and after the exposure of the respondents to the 

incongruous consumer generated video and also the ones between the 

intention to visit Starbucks before and after the experiment. This is worth 

doing in order to ascertain if differences exist between the findings before and 

after and if they are significantly important. Firstly it is worth remembering 

once again the means that were produced by the analysis. 

 

 

           Table 47 Attitude towards Starbucks -Comparison (Incongruous CGV) 

 NN  MMiinniimmuumm  MMaaxxiimmuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  

AAttttiittuuddee  ttoowwaarrdd  SSttaarrbbuucckkss  

BBeeffoorree    

60 5 34 3.99 6.946 

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

AAfftteerr    

60 5 35 4.56 6.494 

 

 

 

            Table 48 Intention to visit Starbucks -Comparison (Incongruous CGV) 

  NN  MMiinniimmuumm  MMaaxxiimmuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

BBeeffoorree    

60 1 5 2.38 1.519 

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

AAfftteerr    

60 1 7 4.11 1.432 

 

 

The opinion of the respondents about Starbucks before their exposure 

to the incongruous video was neutral as it can be seen by the mean (3.99). 

The sample seems indifferent toward the brand. The respondents do not 

demonstrate strong feelings towards it neither negative nor positive. The 

consumer generated video that was shown to the respondents was 

incongruous. This type of CG advertisement contains a message that appears 

to contradict the company‘s chosen meanings but with a positive attitude 

towards the brand (Berthon et al., 2008). This video is tender and engaging. 

The young deaf-mute girl seems very happy and appreciated when she 

shows to the audience the t-shirt that reads Starbucks in sign language. The 

message of this video is clearly positive towards the brand while it states 
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something that consumers did not know about the brand. Its sensitivity 

towards people with disabilities. After the screening of the video the attitude 

towards the brand enhanced since the mean increased from 3.99 units to 4. 

56 units. This finding suggests that the sample was influenced by the brand‘s 

social sensitivity. The message of the video seems to have influenced their 

stand towards Starbucks to the expected direction.  

Concerning the intention to visit Starbucks that was recorded before 

the screening of the video the mean was low (2.38). This finding is in 

accordance with the attitude towards Starbucks before the exposure of the 

respondents to the video. It makes sense that since the respondents were 

indifferent to the brand they didn‘t show particularly great intention to visit the 

coffee shop. After the screening of the video the intention to visit the coffee 

shop increased. The mean increased from 2.38 units to 4.11 units. This finding 

suggests that not only the attitude towards the brand was enhanced by the 

screening of the incongruous video but also the intention to visit Starbucks. It 

seems that the positive stance of the video along with the sweet girl who was 

made happy by a single brand‘s act was enough to stimulate the sample‘s 

intention to visit the brand. 

It is important to highlight the fact that the attitude towards the 

advertisement was positive. The advertisement managed to capture the 

interest of the respondents and was assessed as likable.  

 

 
 

5.2 Statistical Significance of Means Incongruous video 
 

 

5.2.1 Normality tests 
 

 

5.2.1.1 Attitude towards the brand  
 

 

 
 

         Table 49  Test of normality Attitude towards Starbucks Before 

(Incongruous CGV) 
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AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.082 60 .200
*
 .983 60 .577 

*. This is a lower bound of the true significance. 
a. Lilliefors Significance Correction 
 
 
 

         Table 50  Test of normality Attitude towards Starbucks After 

(Incongruous CGV) 

  

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--SSmmiirrnnoovv
aa
  SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.127 60 .017 .945 60 .009 

 
 

 
 
 
Table overview 
 

 

The findings show that the variable attitude towards Starbucks before the 

screening of the video is normally distributed since Sig=0.200 which means 

that p>0, 05. 

On the other hand the variable attitude towards Starbucks after the screening 

of the video is not normally distributed since Sig=0.017 which means that p<0, 

05. The Shapiro-Wilk normality test agrees with the results that were 

produced by the Kolmogorov-Smirnov test. Since one variable gives p>0, 05 

and the other p<0, 05 the nonparametric Wilcixon test will be used. 

 

 

 

5.2.1.2 Intention to visit  
 
 
 
 

Table 51 Test of normality Intention to visit Starbucks Before (Incongruous 
CGV) 
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IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.283 60 .000 .800 60 .000 

 
 
 

 Table  52  Test of normality Intention to visit Starbucks After (Incongruous 
CGV) 

  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.153 60 .001 .952 60 .020 

 
 

Table overview 
 
The variable intention to visit Starbucks before the screening of the video is 

not normally distributed since Sig=0.000 which means p<0.05. The variable 

intention to visit Starbucks after the screening of the video is not normally 

distributed either because Sig=0.001 which means p<0.05. The Shapiro-Wilk 

normality test agrees with the results that were produced by the Kolmogorov-

Smirnov test in both cases. Since both variables are not normally distributed 

the nonparametric test Wilcixon will be used for the analysis. 

 
 

5.2.2 Wilcixon tests  
 

 

5.2.2.1 Attitude towards the brand  
 

 

      Table 53 Wilcoxon test Attitude towards Starbucks (Incongruous CGV) 

  MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  BBeeffoorree  

  

4 

 

 

 

2.700
b
 

 

 

.007 AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  AAfftteerr  4.8 
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b. Based on negative ranks. 
 
 

Table overview 
 

It is already established that the attitude towards the brand Starbucks was 

affected by the screening of the incongruous consumer generated 

advertisement since the median was enhanced from 4 units to 4.8. The 

important thing is to ascertain if this change was significant or not. The 

findings from the Wilcixon test show that the difference between the two 

medians (before and after the exposure of the respondents to the video) is 

significantly important since Sig. =0.007 which is p<0.05. Thus it is proved 

that the incongruous video influenced the respondents to an ameliorated 

stance towards Starbucks.  

 

 
5.2.2.2 Intention to visit 
 
 

 
 

          Table 54 Wilcixon test Intention to visit Starbucks (Incongruous CGV) 

  MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  BBeeffoorree    2 

 

 

 

 

5.370
b
 

 

 

.000 

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  AAfftteerr  4.4 

 

b. Based on negative ranks. 

 

Table overview 
 
The results of the Wilcixon test show that the difference between the variable 

Intention to visit Starbucks before and after is significantly important. The 

Sig=0.000 which means that p<0,001. There is not a doubt about the fact that 

the respondents were affected by the screening of the video. The intention to 

visit Starbucks augmented from 2 to 4.4 units. The findings thus prove that the 
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respondents demonstrate an increased intention to visit Starbucks after their 

exposure to the incongruous consumer generated advertisement. 

 

 

 

 

CHAPTER 6 DATA ANALYSIS: DESCRIPTIVE 

STATISTICS AND STATISTICAL SIGNIFICANT 

DIFFERENCES OF MEANS--- SUBVERSIVE VIDEO. 
 

 

 

5.1 Descriptive analysis   

The data that are being analyzed in this chapter refers to the subversive video 

category. Firstly the questionnaire that was completed before the exposure to 

the consumer generated video is analyzed and then the one that was 

completed after the screening of the video. 

 

5.1.1 Questionnaire 1 Prior to the screening of the video 

 
 

The first questionnaire was used in order to examine the respondents‘ stance 

and attitude towards Starbucks prior to their exposure to the consumer 

generated video.  

 
 

 Question 1  
 

 

The sex of the respondent  
 
Measurement scale: Nominal variable  

Type of question: Close question, dichotomous and mutually excluded 

contingencies 

 

 

                            Table  55  Sex of respondents (Subversive CGV) 

SSeexx  FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  

ppeerrcceenntt  
CCuummuullaattiivvee  

PPeerrcceenntt  
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MMaann  
22 36.7 36.7 36.7 

WWoommaann    
38 63.3 63.3 100.0 

  TToottaall  
60 100.0 100.0           100.0 

 
Table overview 
 

 

According to the results 36.7% percent of the respondents are men while 63. 

3% women. 

 

 

 Question 2 
 

 The age of the respondent 

 

Measurement scale: Scale variable 

Type of question:  Οpen question 
 

 

                   Table 56 Age of the respondents  (Subversive CGV) 

AAggee    

  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  

60 8.0 20.0 28.0 1241.0 20.68 1.47 

 

 

Table overview 
 
The mean age of the respondents is 20.68 years while the minimum age is 20 

years old and the maximum 28 years old.  

 

 

 Question 3  
 

Are you users of the Internet?  
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Measurement scale: Nominal variable 

Type of question: Close question, dichotomic & mutually excluded 

contingencies. 

 

 

 

                           Table 57 Users of internet    (Subversive CGV) 

  

  
FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  ppeerrcceenntt  CCuummuullaattiivvee  

PPeerrcceenntt  

YYeess  

 

60 100.0 100.00 100.0 

No 

 

0 0 0  

Total 

 

60 100.0 100,0  

 
 
Table overview 
 

 

All the respondents are users of the internet according to the results. 

 

 

 Question 4 

 

« Check with √ one of the numbers 1 to 7 in order to characterize the 

frequency of the use of the Internet » 

 

Measurement Scale: Interval variable 

Type of question: Close question, mutually excluded contingencies 

 

 

 

                                 Table 52 Frequency of internet use  (Subversive  CGV) 

FFrreeqquueennccyy  

ooff  iinntteerrnneett  

uussee    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 4 3 7 364 6.07 0.93 0.87 
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Table overview 
 

The scale of the question how often do the respondents use the internet 

varies from 1 to 7  where 1= never, 2= very rarely, 3= rarely, 4= indifferently, 

5= often, 6= very often, 7= always. The mean is 6.07 which means that the 

respondents use the internet very often. 

 

 

 Question 5 

 

« Hours per day that the respondent surf the internet » 

 

Measurement Scale: Scale variable 

Type of question:  Open question 

 

                             Table 58 Hours of internet surfing   (Subversive CGV) 

HHoouurrss  

ooff  

iinntteerrnneett  

ssuurrffiinngg  

  

NN  RRaa

nngg

ee  

MMiinnii

mmuumm  
MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  
MMeeddii

aann    
SSttdd..DDeevvii

aattiioonn  
VVaarriiaanncc

ee  

60 14 1 15 314 5.23 5 5 3.12 9.77 

 

 

Table overview 
 
 

The results show that the respondents spend 5, 23 hours per day surfing the 

internet while the maximum hours are 15 and the minimum 1 hour per day. 

 

 

 Question 6 

 

« Check with √ one of the numbers 1 to 7 to describe the frequency of 

your internet utilities use. 
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Measurement Scale: Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 

 

 

 

 

 

                             Table 59 Frequency of internet utilities use  (Subversive CGV) 

 NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

EEnntteerrttaaiinnmmeenntt  60 5 2 7 345 1.15 1.34 

MMaarrkkeett  

rreesseeaarrcchh  

60 6 1 7 264 4.40 1.40 1.97 

OOnnlliinnee  bbuuyyiinngg  60 6 1 7 177 2.95 1.34 1.81 

CCoommmmuunniiccaattiioonn  

wwiitthh  ffrriieennddss  

60 5 2 7 349 1.49 2.22 

BBuussiinneessss  

rreeaassoonnss  

60 6 1 7 223 3.72 1.69 2.88 

DDoowwnnllooaaddiinngg  60 6 1 7 294 4.90 1.57 2.46 

OOtthheerr          

 
 
Table overview 
 

 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

show that the respondents use the internet mainly for communication with 

friends (mean 5.82). Then for entertainment (mean=5.75). This finding makes 

sense since facebook, twitter and other social media- are very popular 

nowadays and are used immensely especially by the ages 18-29. 

Downloading comes next (mean=4.90), market research (mean=4.40) 

business reasons (mean=3.72), while online buying comes last (mean=2.95). 

This finding shows that Greek consumers are not greatly accustomed to 

internet shopping yet.  
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 Question 7  
 

Check with √ one of the numbers 1 to 7 to describe the frequency of your 

visits to the following stores. 

 
 

Measurement Scale: Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 

 

Since the frequency of visits to other stores is not useful to our survey and 

they were used merely as a decoy to our purposes, only the frequency of 

visits to Starbucks is analyzed as follows:  

 

 

 

Table overview 
 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

show that the respondents visit Starbucks very rarely (mean=2.52). 

 

 

 Question 8  

 
 

Please describe your overall feelings towards Goody’s 

 

 
This question was used as a decoy to our purposes and since it is not useful 

to our purposes is not analyzed. 

 

 

                               Table 60 Frequency of visits to Starbucks  (Subversive CGV) 

  

FFrreeqquueenncc

yy  ooff  vviissiittss  

ttoo  

SSttaarrbbuucckkss  

NN  RRaanngg

ee  
MMiinniimmuumm  MMaaxxiimmuu

mm  
SSuumm  MMeeaann  MMeeddiiaann  MMooddee  SSttdd..DDeevviiaattiioo

nn  
VVaarriiaannccee  

60 6 1 7 151 2.52 2 1 1.81 3.30 
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 Question 9  
 

 

Please describe your overall feelings towards Starbucks  

 

 
Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 

This question is at first analyzed one item at the time to find out what the 

feelings towards the brand Starbucks are and then all items as a total to 

examine the attitude towards Starbucks before the exposure to the subversive 

consumer generated video (CGV).  

 

 

               Table 61 Feelings towards Starbucks Before (Subversive CGV) 

 NN  RRaa

nnggee  
MMiinn

iimmuu

mm  

MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMooddee  MMeeddii

aann  

SSttdd..DD

eevviiaattii

oonn  

VVaarriiaa

nnccee  

UUnnaappppeeaalllliinngg//

aappppeeaalllliinngg  

60 6 1 7 232 3.86 1 4 2.16 4.69 

BBaadd//ggoooodd  60 6 1 7 211 3.52 4 4 1.86 3.47 

UUnnpplleeaassaanntt//ppll

eeaassaanntt  

60 6 1 7 239 3.98 5 4 1.96 3.84 

UUnnffaavvoorraabbllee//ff

aavvoorraabbllee  

60 6 1 7 228 3.80 4 4 1.94 3.79 

UUnnlliikkaabbllee//lliikk

aabbllee  

60 6 1 7 226 3.77 1 4 2.07 4.31 

 

 

Table overview 
 

Before their exposure to the video the respondents show the following 

feelings towards the brand Starbucks. Firstly, they consider Starbucks as a 

brand neither unappealing nor appealing (mean 3.98).  They also assessed 

the brand as slightly unappealing, unfavorable and unlikable (means 3.86, 3. 

80 and 3.77 respectively) while the pair bad/good has the lowest mean (3.52) 

which means that the respondents tend to regard the brand rather as bad 
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than good. In total the overall feelings towards Starbucks slightly negative. It 

is worth looking if the total attitude toward Starbucks is also negative looking 

at the following table.  

                       
.  

 

 

 

 

 

Table overview 
 

Indeed the attitude towards the brand Starbucks can be regarded as slightly 

negative. The mean is 3.78 units, a little below the neutral point of 4 units 

although the median and the mode which are 4 units indicate a rather neutral 

stance towards the brand.  

Thus the total attitude of the respondents towards Starbucks before the 

subversive CGV was shown to them was slightly negative. 

 

 

6.1.2 Questionnaire 2 After the screening of the subversive video 

This questionnaire was submitted to the respondents after their exposure to 

the subversive consumer generated video. The desired purpose was to 

examine if and to what extent are the respondents affected by the consumer 

generated video that was shown to them. 

 

 

 Question 1  
 

Please describe your overall feelings towards the brand Starbucks that 

was described on the video you watched. 

                              Table 62 Attitude towards Starbucks Before (Subversive  CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

BBeeffoorree    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 22.2 3.78 4 4 1.78 3.18 
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Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 

This question as the similar one in the first questionnaire is at first analyzed 

one item at a time to find out what the feelings towards the brand Starbucks 

are and then all items as a total to examine the attitude towards Starbucks 

after the exposure to the subversive consumer generated video (CGV).  

 

 

 

               Table 63 Feelings towards Starbucks After  (Subversive CGV) 

 NN  RRaa

nnggee  
MMiinn

iimmuu

mm  

MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeedd

iiaann  

SSttdd..DDeevvii

aattiioonn  
VVaarriiaa

nnccee  

UUnnaappppeeaalllliinngg//

aappppeeaalliinngg  

60 6 1 7 141 2.35 1 2 1.70 2.90 

BBaadd//ggoooodd  60 5 1 6 149 2.48 1 2 1.45 2.11 

UUnnpplleeaassaanntt//ppll

eeaassaanntt  

60 5 1 6 149 2.48 2 2 1.44 2.08 

UUnnffaavvoorraabbllee//ff

aavvoorraabbllee  

60 5 1 6 150 2 1 2 1.49 2.22 

UUnnlliikkaabbllee//lliikk

aabbllee  

60 6 1 7 168 2.80 1 2 1.75 3.07 

 

 

Table overview 
 
The findings show that after the screening of the subversive consumer 

generated video an important shift was recorded to the respondents‘ feelings 

towards the brand. All the feelings that the respondents express are 

significantly negative and the means have aggravated in an important degree 

in comparison with the feelings before the video. Specifically the respondents 

regard the brand as unappealing (mean 2.35), unpleasant (mean 2.48), 

unfavourable (mean 2) and unlikable (mean 2.80). It is important to see what 

the total attitude towards the brand was after the screening of the video. 
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Table overview 
 
The results indicate that the mean of the attitude towards the brand after the 

video is 2.52 units which is very low especially if compared with the mean 

before the screening of the video which is 3.78. This finding shows that the 

attitude towards the brand is pretty negative after the screening of the 

subversive video. 

 

 Question 2 
 

 Intention to visit Starbucks  
 

Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 
 

                      Table 65 Intention to visit Starbucks After (Subversive CGV) 

 NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxiimm

uumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeeddii

aann  

SSttdd..DDeevvii

aattiioonn  
VVaarriiaa

nnccee  

NNeevveerr//DDeeff

iinniitteellyy  

60 6 1 7 159 2.65 1 2 1.71 2.94 

DDeeffiinniitteellyy  

ddoo  nnoott  

iinntteenndd  ttoo  

vviissiitt//DDeeffiinn

iitteellyy  ddoo  

iinntteenndd  ttoo  

vviissiitt  

60 6 1 7 162 2.70 1 2 1.73 2.99 

VVeerryy  llooww  

iinntteerreesstt  ttoo  

vviissiitt//  VVeerryy  

hhiigghh  

iinntteerreesstt  ttoo  

vviissiitt  

60 5 1 6 165 2.75 1 2 1.70 2.90 

                                  Table 64 Attitude towards Starbucks After (Subversive CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

AAfftteerr  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 5.2 1 6.2 151.4 2.52 1 2.2 1.36 1.85 
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DDeeffiinniitteellyy  

nnoott  vviissiitt  

iitt//  

DDeeffiinniitteellyy  

vviissiitt  iitt  

60 6 1 7 191 3.18 2 3 1.83 3.37 

PPrroobbaabbllyy  

nnoott  vviissiitt  

iitt//  

PPrroobbaabbllyy  

vviissiitt  iitt  

60 6 1 7 158 2.63 1 2 1.89 3.59 

 

Table overview 
 

The findings of this question indicate that all the means are lower that the 

neutral point of 4 units. The respondents show low intention to visit Starbucks 

after the screening of the subversive video. It is important though to examine 

the total intention to visit Starbucks as it is shown on the following table. 

 

.  

 

 

Table overview 
 
The results show that the intention to visit Starbucks after the exposure of the 

respondents to the subversive video is still negative since the mean is 2.78. 

Nevertheless the intention is slightly increased after the screening of the video 

0.26 units. This finding suggests that the respondents are negative towards 

visiting Starbucks after the screening of the subversive video. 

 
 
 Question 3 
 

 

The advertisement you watched about STARBUKS made you feel 

 
Measurement Scale:  Interval variable 

                                  Table 66 (Total) Intention to visit Starbucks After (Subversive CGV) 

IInntteennttiioonn  

ttoo  vviissiitt  

SSttaarrbbuucckkss  

AAfftteerr  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 5.6 1 6.6 167 2.78 1 2.20 1.56 2.45 
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Type of question: Close question, mutually excluded contingencies 

 

The scale of the question varies from 1 to 7 where 1= not at all , 2= slightly , 

3= somewhat, 4= neutral, 5= enough, 6= a lot, 7= very much so . 

 

 

 

              Table 67 Feelings towards advertisement (Subversive CGV) 

  NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxii

mmuumm  
SSuumm  MMeeaann  MMooddee  MMeeddii

aann  

SSttdd..DDeevvii

aattiioonn  
VVaarriiaann

ccee  

GGoooodd  60 4 1 5 112 1.86 1 1 1.14 1.30 

CChheeeerrffuull  60 5 1 6 117 1.95 1 1 1.29 1.67 

PPlleeaasseedd  60 6 1 7 120 2 1 1 1.42 2.03 

SSttiimmuullaatteedd  60 6 1 7 126 2.1 1 1 1.49 2.15 

SSooootthheedd  60 6 1 7 129 2.1 1 1.5 1.57 2.46 

IInnssuulltteedd  59 6 1 7 252 4.2 7 4 2.08 4.33 

IIrrrriittaatteedd    60 6 1 7 254 4.2 7 4 2.03 4.14 

RReeppuullsseedd  60 6 1 7 297 4.9 7 6 2.25 5.09 

TToottaall    59 5 1.38 5 171.7

5 

2.91 3.25 3 0.63 0.41 

 

 

Table overview 
 
 
The results indicate that the respondents were repulsed by the advertisement 

(highest mean of all 4.9 units), slightly insulted (4.2) and irritated (4.2). 

However the means for positive feelings are very low, good only 1.86 units 

and cheerful 1.95 units, pleased (mean 2), stimulated (2.1) and soothed (2.1).  

This advertisement produced strong negative feelings to the respondents. It 

can be supported that the overall feelings towards the advertisement were 

negative since the total mean was 2.9 units. 
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 Question 4 
 

Overall you would describe the advertisement you watched as 

 
Measurement Scale: Semantic Differential Scale 

Type of question: Close question, mutually excluded contingencies 

 

 

 

 

 

               Table 68  Assessment of the advertisement (Subversive CGV) 

  NN  RRaanngg

ee  
MMiinnii

mmuumm  
MMaa

xxii

mmuu

mm  

SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeeddiiaa

nn  

SSttdd..

DDeevvii

aattiioonn  

VVaarriiaa

nnccee  

UUnnpplleeaassaanntt//PP

lleeaassaanntt  

60 6 1 7 155 2.58 1 2 1.59 2.55 

UUnnlliikkaabbllee//lliikk

aabbllee  
60 6 1 7 199 3.31 4 3 1.64 2.69 

BBoorriinngg//IInntteerree

ssttiinngg  
60 6 1 7 282 4.7 7 5 1.91 3.67 

TTaasstteelleessss//TTaass

tteeffuull  
60 6 1 7 207 3.45 4 4 1.30 1.70 

AArrttlleessss//AArrttffuu

ll  
60 6 1 7 224 3.7 4 4 1.67 2.80 

BBaadd//GGoooodd  59 6 1 7 210 3.5 4 4 1.60 2.56 

 

 

Table overview 

 

The findings indicate that the respondents assessed the advertisement as 

very unpleasant (mean=2.58). However it managed to attract their attention 

since they characterized the advertisement as interesting (mean=4.7). All the 

other means are below the neutral point which means that the respondents 

had a negative opinion about the advertisement. The respondents regarded it 

as unlikable (mean=3.31), tasteless (mean=3.45), artless (mean=3.7) and bad 

(mean=3.5).  

 



 78 

  

 

 

 

 

 

 

Table overview 
 
In overall the mean of the attitude towards the ad is 3.51. Thus the 

respondents show an indifferent stance towards the subversive consumer 

generated advertisement.   

 

 

 

6.1.3 Mean-Comparison between the common variable of the 
two questionnaires 
 
It is crucial to compare the means between the attitude towards the brand 

Starbucks before and after the exposure of the respondents to the subversive 

consumer generated video and also the ones between the intention to visit 

Starbucks before and after the experiment. This is worth doing in order to 

ascertain if differences exist between the findings before and after and if they 

are significantly important. Firstly it is worth remembering once again the 

means that were produced by the analysis. 

 

 

           Table 70 Attitude towards Starbucks -Comparison (Subversive CGV) 

 NN  MMiinniimm

uumm  
MMaaxxiimm

uumm  
MMeeaa

nn  
MMeeddiiaann  SSttdd..DDeevvii

aattiioonn  

AAttttiittuuddee  ttoowwaarrdd  SSttaarrbbuucckkss  

BBeeffoorree    

60 1 7 3.78 8.92 

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

AAfftteerr    

60 1 6,6 2.52 6.80 

                                  Table 69 Attitude towards advertisement (Subversive CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

AAdd    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

59 5 1 6 207.67 3.51 3.5 3.5 1.06 1.13 
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            Table 71 Intention to visit Starbucks -Comparison (Subversive CGV) 

  NN  MMiinniimmuu

mm  
MMaaxxiimm

uumm  
MMee

aann  
MMeeddiiaa

nn  
SSttdd..DDeevviiaatt

iioonn  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

BBeeffoorree    

60 1 7 2.52 1.81 

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

AAfftteerr    

60 1 6.6 2.78 1.56 

 

 

 

The opinion of the respondents about Starbucks before their exposure 

to the subversive video was slightly negative as can be seen by the mean (3. 

78 units). The respondents demonstrate slightly negative feelings towards the 

brand. The consumer generated video that was shown to the respondents 

was subversive. In this type of CG advertisement a message is represented 

which even though seems to be in accordance with the official brand message 

it communicates negative information about the brand (Berthon et al., 2008). 

This video refers to the practice of using beetle extract to dye some of the 

Starbuck‘s products. The important thing is that the advertisement uses 

statements by the Company‘s CEO which do not contradict the fact and in 

which he states that this is a vegan approach to the issue that companies all 

over the world use. 

 After the screening of the video the attitude towards the brand 

severely aggravated since the mean decreased from 3.78 units to 2.52 units. 

According to the results about the attitude towards the advertisement the 

respondents found it interesting but also it ignited strong negative reactions 

like repulsion and irritation. Keeping this in mind it makes sense why the 

attitude towards the brand was greatly influenced.  It is also important the fact 

that the greatest decrease concerning the feelings towards the brand was for 

the pair unfavourable/favourable were the mean dropped 1.8 units. The 

message of the video seems to have influenced their stand towards Starbucks 

to the expected direction.  
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Concerning the intention to visit Starbucks that was recorded before 

the screening of the video the mean was low (2.52). This finding is in 

accordance with the attitude towards Starbucks before the exposure of the 

respondents to the video. It makes sense that since the respondents were 

slightly negative to the brand they didn‘t show particularly great intention to 

visit the coffee shop. After the screening of the video the attitude towards the 

brand aggravated but the interesting finding is that the intention to visit the 

coffee shop increased though very slightly. Since the frequency of visits to 

Starbucks was very low before the screening of the video it can be supported 

that the advertisement increased the acknowledgement of the brand even 

though the message of the advertisement was negative.  As a consequence 

the intention to visit the brand increased. It is plausible that their exposure to 

the video reminded the respondents the strong image of Starbucks and urged 

them to consider a visit. The mean increased from 2.52 to 2.78 units.  

 
 
 

6.2 Statistical Significance of Means Contrarian video 
 

It is crucial to analyze if the above differences between the means are 

statistically significant. This is important in order to ascertain that the findings 

did not occur randomly but on the contrary were attributable to a specific 

cause. Before all else the normality test is going to determine whether the 

data are normally distributed. According to the results of the normality test 

either the Paired samples t-test or the Wilcixon test is going to be employed in 

order to find if the differences are significant or not. Since the Paired Samples 

t-Test is a parametric test, it is going to be used only if both variables follow 

the normal distribution. This test is suitable to our purposes since it is used for 

repeated measurements from the same sample, especially for before and 

after research purposes. In case the distribution of the data is not normal 

Wilcixon will have to be used as it is a nonparametric test. 

 

 

6.2.1 Normality tests 
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6.2.1.1 Attitude towards the brand  

 
 
         Table 72  Test of normality Attitude towards Starbucks Before 

(Subversive CGV) 

  

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  DDff  SSiigg..  

.153 60 .001 .938 60 .004 

 

 

 

 

         Table 73  Test of normality Attitude towards Starbucks After (Subversive 
CGV) 

  

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--SSmmiirrnnoovv
aa
  SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  DDff  SSiigg..  

.153 60 .001 .904 60 .000 

 

 

The findings show that the variable attitude towards Starbucks before the 

screening of the video is not normally distributed since Sig=0.001 which 

means that p<0, 05. Moreover the variable attitude towards Starbucks after 

the screening of the video is not normally distributed since Sig=0.001 which 

means that p<0, 05. The Shapiro-Wilk normality test agrees with the results 

that were produced by the Kolmogorov-Smirnov test. Since both variables are 

not normally distributed the nonparametric Wilcixon test will be used. 

 

 

6.2.1.2 Intention to visit  
 

 

Table 74 Test of normality Intention to visit Starbucks Before (Subversive 
CGV) 

  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  
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.245 60 .000 .794 60 .000 

 

 

Table 75  Test of normality Intention to visit Starbucks After (Subversive 
CGV) 

  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.178 60 .000 .902 60 .000 

 

 

The variable intention to visit Starbucks before the screening of the video is 

not normally distributed since Sig=0.000 which means p<0.05. The variable 

intention to visit Starbucks after the screening of the video is not normally 

distributed, too because Sig=0.000 which means p<0.05. The Shapiro-Wilk 

normality test agrees with the results that were produced by the Kolmogorov-

Smirnov test in both cases. Since both variables are not normally distributed 

the nonparametric test Wilcixon will be used for the analysis. 

 

 

 

6.2.2 Wilcixon tests  
 

 

6.2.2.1 Attitude towards the brand  
 

 

 

      Table 76 Wilcixon test Attitude towards Starbucks (Subversive CGV) 

  MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  BBeeffoorree  

  

4 -

3.804
b
 

 

 

 

 

.000 AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  AAfftteerr  2.2

 

 

Table overview 
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It is already established that the attitude towards the brand Starbucks was 

severely affected by the screening of the subversive consumer generated 

advertisement since the mean was lessened from 4 to 2.2 units. The 

important thing is to ascertain if this change was significant or not. The 

findings from the Wilcixon test show that the difference between the two 

means (before and after the exposure of the respondents to the video) is 

significantly important since Sig. =0,000 which is p<0.001. Thus it is proved 

that the subversive video influenced the respondents to an aggravated stance 

towards Starbucks.  

 

 
 
 
6.2.2.2 Intention to visit 
 

 

          Table 77 Wilcixon test Intention to visit Starbucks (Subversive CGV) 

  MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  BBeeffoorree    2 -

.696
b
 

 

 

.486 

 

 
IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  AAfftteerr  2.2

 

 

Table overview 
 

 According to the findings the intention to visit Starbucks increased after the 

screening of the subversive video since the mean was boosted from 2 units to 

2.2 units. However the results of the Wilcixon test show that the difference 

between the variable Intention to visit Starbucks before and after is not 

significantly important.  The Sig is 0.486 which means that p>0, 05. Thus the 

difference of the intention to visit Starbucks before and after the screening of 

the subversive video was not significantly important.   

 



 84 

 

 

CHAPTER 7 DATA ANALYSIS: DESCRIPTIVE 

STATISTICS AND STATISTICAL SIGNIFICANT 

DIFFERENCES OF MEANS - CONCORDANT VIDEO. 
 

 

7.1 Descriptive analysis   

The data that are being analyzed in this chapter refers to the concordant 

video category. Firstly the questionnaire that was completed before the 

exposure to the consumer generated video is analyzed and then the one that 

was completed after the screening of the video. 

 

7.1.1 Questionnaire 1  

 
Prior to the screening of the video 
 
 

The first questionnaire was used in order to examine the respondents‘ stance 

and attitude towards Starbucks prior to their exposure to the consumer 

generated video.  

 
 

 Question 1  
 

 

The sex of the respondent  
 
Measurement scale: Nominal variable  

Type of question: Close question, dichotomous and mutually excluded 

contingencies 

 

 

 

                           Table 78  Sex of respondents  (Concordant CGV) 

SSeexx  FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  

ppeerrcceenntt  
CCuummuullaattiivvee  

PPeerrcceenntt  

Man 
21 35.0 35.0 35.0 
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Woman  
39 65.0 65.0 100.0 

 Total 
60 100.0 100.0 

 

 

 

Table overview 
 

According to the results 35% percent of the respondents are men while 65% 

women. 

 

 Question 2 
 

 The age of the respondent 

 

Measurement scale: Scale variable 

Type of question:  Οpen question 
 

 

 

                         Table 79 Age of the respondents  (Concordant CGV) 

AAggee    

  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  

60 20,13 19.0 27 1208 20.13 1.54 

 
 
 
Table overview 
 
The mean age of the respondents is 20.13 years while the minimum age is 20 

years old and the maximum 27 years old.  

 

 

 Question 3  
 

Are you users of the Internet?  
 
Measurement scale: Nominal variable 

Type of question: Close question, dichotomic & mutually excluded 

contingencies. 
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                      Table 79 Users of internet   (Concordant CGV) 

  

  
FFrreeqquueennccyy  PPeerrcceenntt  VVaalliidd  ppeerrcceenntt  CCuummuullaattiivvee  

PPeerrcceenntt  

YYeess  

 

60 100.0 100.00 100.0 

No 

 

0 0 0  

Total 

 

60 100 100  

 

 

Table overview 
 

According to the results all the respondents are users of the internet.  
 
 

 

 Question 4 

 

 Check with √ one of the numbers 1 to 7 in order to characterize the 

frequency of the use of the Internet  

 

Measurement Scale: Interval variable 

Type of question: Close question, mutually excluded contingencies 

 

 

 

Table overview 
 
 
The scale of the question how often do the respondents use the internet 

varies from 1 to 7  where 1= never, 2= very rarely, 3= rarely, 4= indifferently, 

                                   Table 80 Frequency of internet use ( Concordant  CGV) 

FFrreeqquueennccyy  

ooff  iinntteerrnneett  

uussee    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 4 3 7 361 6.02 1.00 1.00 
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5= often, 6= very often, 7= always. The mean is 6.02 units which means that 

the respondents use the internet very often. 

 

 

 Question 5 

 

 Hours per day that the respondent surf the internet  

 

Measurement Scale: Scale variable 

Type of question: Οpen question 

 

 

                                  Table 81 Hours of internet surfing (Concordant CGV) 

HHoouurrss  

ooff  

iinntteerrnneett  

ssuurrffiinngg  

  

NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxiimm

uumm  
SSuumm  MMeeaa

nn  
MMoodd

ee  
MMeeddii

aann    
SSttdd..DDeevvii

aattiioonn  
VVaarriiaanncc

ee  

60 19 1 20 278 4.63 3 4 3.19 10.22 

 

 

 

Table overview 
 

The results suggest that the respondents spend 4.63 hours per day surfing 

the internet while the maximum hours are 20 and the minimum 1 hour per 

day. 

 

 

 Question 6 

 

Check with √ one of the numbers 1 to 7 to describe the frequency of your 

internet utilities use. 

 

Measurement Scale:  Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 



 88 

 

 

                                 Table 82 Frequency of internet utilities use (Concordant CGV) 

 NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

EEnntteerrttaaiinnmmeenntt  60 4 3 7 349 .96 .93 

MMaarrkkeett  

rreesseeaarrcchh  

60 6 1 7 251 4.18 1.29 1.67 

OOnnlliinnee  bbuuyyiinngg  60 6 1 7 176 2.93 1.62 2.64 

CCoommmmuunniiccaattiioonn  

wwiitthh  ffrriieennddss  

60 3 4 7 372 .87 .77 

BBuussiinneessss  

rreeaassoonnss  

60 6 1 7 211 3.52 1.74 3.03 

DDoowwnnllooaaddiinngg  60 6 1 7 292 4.87 1.78 3.20 

OOtthheerr          

 

 

 

Table overview 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

suggest that the respondents use the internet mainly for communication with 

friends (mean 6.20). This finding makes sense since facebook, twitter and 

other social media are very popular nowadays and are used immensely 

especially by the ages 18-29. Then follows entertainment (mean=5.82) and 

downloading (mean=4.87), market research (mean=4.18), business reasons 

(mean=3.52) while online buying comes last (mean=2.93). This finding proves 

that Greek consumers are not greatly accustomed to internet shopping yet.  

 

 Question 7 
 
Check with √ one of the numbers 1 to 7 to describe the frequency of your 

visits to the following stores. 
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Measurement Scale:  Interval variable 

Type of question: Close question, no mutually excluded contingencies, 

multiple choice 

 

Since the frequency of visits to other stores is not useful to our survey and 

they were used merely as a decoy to our purposes, only the frequency of 

visits to Starbucks is analyzed as follows: 

 

                                   Table 83 Frequency of visits to Starbucks  (Concordant CGV) 

  

FFrreeqquueenn

ccyy  ooff  

vviissiittss  ttoo  

SSttaarrbbuucckk

ss  

NN  RRaanngg

ee  
MMiinniimmuu

mm  
MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMeeddiiaa

nn  
MMoodd

ee  
SSttdd..DD

eevviiaattii

oonn  

VVaarriiaannccee  

60 5 1 6 111 1.85 1 1 1.19 1.41 

 

 

 

 

 

Table overview 
 

The scale of the question varies from 1 to 7 where 1= never, 2= very rarely, 

3= rarely, 4= indifferently, 5= often, 6= very often, 7= always. The results 

show that the respondents visit Starbucks very rarely (mean=1.85).  

 

 Question 8 
 
 Please describe your overall feelings towards Goody’s 
 

This question was used as a decoy and since it is not useful to our purposes 

is not analyzed. 

 

 Question 9   
 
Please describe your overall feelings towards Starbucks  
 

Measurement Scale:  Semantic Differential Scale 
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Type of question:  Close question, mutually excluded contingencies 

 

This question is at first analyzed one item at a time to find out what the 

feelings towards the brand Starbucks are and then all items as a total to 

examine the attitude towards Starbucks before the exposure to the 

concordant consumer generated video (CGV).  

 

 

               Table 84 Feelings towards Starbucks Before (Concordant CGV) 

 NN  RRaa

nnggee  
MMiinn

iimmuu

mm  

MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMooddee  MMeeddii

aann  

SSttdd..DD

eevviiaattii

oonn  

VVaarriiaa

nnccee  

UUnnaappppeeaalllliinngg//

aappppeeaalllliinngg  

60 6 1 7 242 4.03 4 4 1.52 2.33 

BBaadd//ggoooodd  60 6 1 7 247 4.12 5 4 1.43 2.07 

UUnnpplleeaassaanntt//ppll

eeaassaanntt  

60 6 1 7 246 4.10 4 4 1.46 2.15 

UUnnffaavvoorraabbllee//ff

aavvoorraabbllee  

60 6 1 7 241 4.01 4 4 1.50 2.25 

UUnnlliikkaabbllee//lliikk

aabbllee  

60 6 1 7 241 4.02 4 4 1.63 2.66 

 

 

Table overview 
 
The respondents before the screening of the video depict neutral feelings 

towards the brand Starbucks. The means for all the feelings are 4 or 4.1 units. 

These findings probably mean that the respondents do not have a conclusive 

opinion about the brand.  It is important to consider the attitude towards the 

brand in the following table in order to estimate if this applies. 

 
 

 

                              Table 85 Attitude towards Starbucks Before (Concordant  CGV) 

AAttttiittuuddee  

ttoowwaarrddss  
NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  
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Table overview 
 
In deed the attitude towards the brand Starbucks can be regarded as neutral. 

The mean is 4.05 units which is in accordance with the median and mode (4 

units). This means that the respondents are neither in favour of the brand nor 

averse to it. Thus the total attitude of the respondents towards Starbucks 

before the contrarian CGV was screened was neutral. 

 

7.1.2 Questionnaire 2 After the screening of the contrarian video 

This questionnaire was submitted to the respondents after their exposure to 

the concordant consumer generated video. The desired purpose was to 

examine if and to what extent were the respondents affected by the consumer 

generated video that was shown to them. 

 

 

 Question 1  
 
 
 Please describe your overall feelings towards the brand Starbucks that 

was described on the video you watched. 

 

 
Measurement Scale:  Semantic Differential Scale 

Type of question:  Close question, mutually excluded contingencies 

 

 

This question as the similar one in the first questionnaire is at first analyzed 

one item at a time to find out what the feelings towards the brand Starbucks 

are and then all items as a total to examine the attitude towards Starbucks 

after the screening of the concordant consumer generated video (CGV).  

 

SSttaarrbbuucckkss  

BBeeffoorree    

60 6 1 7 243.4 4.05 4 4 1.35 1.83 
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        Table 86 Feelings towards Starbucks After (Concordant CGV) 

 NN  RRaa

nnggee  
MMiinn

iimmuu

mm  

MMaaxxii

mmuumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeedd

iiaann  

SSttdd..DDeevvii

aattiioonn  
VVaarriiaa

nnccee  

UUnnaappppeeaalllliinngg//

aappppeeaalliinngg  

60 6 1 7 243 4.05 4 4 1.63 2.65 

BBaadd//ggoooodd  60 6 1 7 257 4.28 4 4.5 1.62 2.56 

UUnnpplleeaassaanntt//ppll

eeaassaanntt  

60 6 1 7 246 4.10 4 4 1.56 2.46 

UUnnffaavvoorraabbllee//ff

aavvoorraabbllee  

60 6 1 7 245 4.08 4 4 1.48 2.21 

UUnnlliikkaabbllee//lliikk

aabbllee  

60 6 1 7 260 4.33 4 4 1.52 2.32 

 

 
Table overview 
 

 

After their exposure to the concordant consumer generated video the feelings 

toward the brand seem to have altered very little. The means continue to be 

around 4 units although they seem to have augmented in a small degree. 

Specifically the mean of the pair Unappealling/appealling has shifted from 

4.03 to 4.05 units while the pair bad/good from 4.12 to 4.28 units, 

unfavourable/favourable from 4.01 to 4.08 units while the greatest shift was 

depicted to the brand being unlikable or likable from 4.02 to 4.33 units.  The 

feelings about the brand being unpleasant or pleasant remained unaltered at 

4.10 units. Thus the feelings about the brand remained neutral after the 

screening of the concordant consumer generated video. It is important to 

examine the total attitude towards the brand after the screening of the video. 

 

 

 

                             Table 87 Attitude towards Starbucks After (Concordant  CGV) 

AAttttiittuuddee  

ttoowwaarrddss  
NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  
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Table overview 
 

In accordance with the feelings towards the brand the attitude towards 

Starbucks after the screening of the concordant consumer generated video is 

neutral with the mean being 4.17 units. Moreover both the median and the 

mode are 4 units which strengthen the finding of the neutral attitude towards 

the brand. 

 

 

 Question 2 
 
Intention to visit Starbucks  
 

Measurement Scale:  Semantic Differential Scale 

Type of question:  Close question, mutually excluded contingencies 

 

                    Table 88 Intention to visit Starbucks After (Concordant CGV) 

 NN  RRaa

nnggee  
MMiinnii

mmuumm  
MMaaxxiimm

uumm  
SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeeddii

aann  

SSttdd..DDeevvii

aattiioonn  
VVaarriiaa

nnccee  

NNeevveerr//DDeeff

iinniitteellyy  

60 6 1 7 209 3.48 4 4 1.71 2.93 

DDeeffiinniitteellyy  

ddoo  nnoott  

iinntteenndd  ttoo  

vviissiitt//DDeeffiinn

iitteellyy  ddoo  

iinntteenndd  ttoo  

vviissiitt  

60 6 1 7 225 3.75 4 4 1.70 2.90 

VVeerryy  llooww  

iinntteerreesstt  ttoo  

vviissiitt//  VVeerryy  

hhiigghh  

iinntteerreesstt  ttoo  

vviissiitt  

60 6 1 7 216 3.6 4 4 1.80 3.26 

DDeeffiinniitteellyy  

nnoott  vviissiitt  

iitt//  

DDeeffiinniitteellyy  

60 6 1 7 224 3.73 4 4 1.54 2.40 

SSttaarrbbuucckkss  

AAfftteerr  

60 6 1 7 250.2 4.17 4 4 1.39 1.95 
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vviissiitt  iitt  

PPrroobbaabbllyy  

nnoott  vviissiitt  

iitt//  

PPrroobbaabbllyy  

vviissiitt  iitt  

60 6 1 7 217 3.61 4 1 1.86 3.49 

 

 

 
 
 
 Table overview 
 

The findings of this question indicate that all the means are lower that the 

neutral point of 4 units. The respondents show low intention to visit Starbucks 

after the screening of concordant video. It is important though to examine the 

total intention to visit Starbucks as it is shown on the following table. 

 

 

 

 

Table overview 
 

The results show that the intention to visit Starbucks after the exposure of the 

respondents to the concordant video is below the neutral point which is 4 

(mean=3.63). The mean remains negative after the screening of the video 

nevertheless as it can be deduced further on it has significantly augmented. 

This finding suggests that the respondents are negative towards visiting 

Starbucks.  

 

 

 

                            Table 89 (Total) Intention to visit Starbucks After  (Concordant  CGV) 

IInntteennttiioonn  

ttoo  vviissiitt  

SSttaarrbbuucckkss  

AAfftteerr  

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 6 1 7 218.2 3.63 4 3.9 1.51 2.29 
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 Question 3 
 
The advertisement you watched about STARBUKS made you feel 

 
Measurement Scale:  Interval  

Type of question:  Close question, mutually excluded contingencies 

 

 The scale of the question varies from 1 to 7 where 1= not at all, 2= slightly,   

3= somewhat, 4= neutral, 5= enough, 6= a lot, 7= very much so  

 

 

 

 

 

 

Table overview 
 

According to the findings this advertisement did not provoke strong feelings to 

the respondents. The results show that the respondents felt somewhat 

cheerful (mean=3.11) soothed (mean= 3.01) and pleased (mean=3.05) during 

                            Table 90 Feelings towards advertisement (Concordant  CGV) 

 NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

GGoooodd  60 6 1 7 229 3.81 4 4 1.40 1.98 

CChheeeerrffuull  60 5 1 6 187 3.11 3 3 1.22 1.49 

PPlleeaasseedd  60 5 1 6 183 4 3 1.43 2.04 

SSttiimmuullaatteedd  60 6 1 7 206 3.49 4 4 1.75 3.08 

SSooootthheedd  60 6 1 7 181 3.01 3 3 1.46 2.152 

IInnssuulltteedd  60 6 1 7 121 2.01 1 1 1.45 2.11 

IIrrrriittaatteedd    60 5 1 6 135 2 1 1.38 1.19 

RReeppuullsseedd  60 6 1 7 154 2.56 1 2 1.51 2.28 

TToottaall    60 3.25 1 4.25 171.8 2.86 3,25 3 0.77 0.60 
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the advertisement while they were slightly insulted (mean= 2.01) irritated 

(mean= 2.25) and repulsed by it (mean=2.56). It can be seen that the 

advertisement did not produce very strong feelings to the respondents. 

 

 Question 4 
 
Overall you would describe the advertisement you watched as 

 
Measurement Scale:  Semantic Differential Scale 

Type of question:  Close question, mutually excluded contingencies 

 

 

 

                 Table 91 Assessment of the advertisement (Concordant CGV) 

 NN  RRaa

nngg

ee  

MMiinnii

mmuumm  
MMaaxx

iimmuu

mm  

SSuumm  MMeeaa

nn  
MMoo

ddee  

MMeeddii

aann  

SSttdd..DDee

vviiaattiioonn  
VVaarriiaa

nnccee  

UUnnpplleeaassaanntt//PP

lleeaassaanntt  

60 6 1 7 238 3.96 5 4 1.46 2.13 

UUnnlliikkaabbllee//lliikk

aabbllee  
60 6 1 7 255 4.25 5 4.5 1.46 2.15 

BBoorriinngg//IInntteerree

ssttiinngg  
60 6 1 7 252 4.20 4 4 1.64 2.70 

TTaasstteelleessss//TTaass

tteeffuull  
60 6 1 7 243 4.05 4 4 1.38 1.91 

AArrttlleessss//AArrttffuu

ll  
60 6 1 7 237 3.95 4 4 1.35 1.84 

BBaadd//GGoooodd  60 6 1 7 259 5 4.5 1.48 2.20 

 

 

Table overview 
 

 

As it can be seen by the table all the items are around the neutral point (4 

units). The findings confirm that the advertisement did not have a particular 

effect on the respondents since it did not stir any strong feelings either 

negative or positive. The lowest mean is 3.96 and shows that the respondents 

were neutral regarding the advertisement being unpleasant or pleasant. The 
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highest mean (4.31) shows that the respondents find the advertisement 

slightly good.  

 

 

 

 

 

 

 
Table overview 
 

Overall the respondents had a neutral impression about the advertisement 

(mean 4.12).  

 

 

 

 

7.1.3 Mean-Comparison between the common variable of the 
two questionnaires 
 
 
It is crucial to compare the means between the attitude towards the brand 

Starbucks before and after the exposure of the respondents to the concordant 

consumer generated video and also the ones between the intention to visit 

Starbucks before and after the experiment. This is worth doing in order to 

ascertain if differences exist between the findings before and after and if they 

are significantly important. Firstly it is worth remembering once again the 

means that were produced by the analysis. 

 

 

                                  Table 92 Attitude towards advertisement ( Concordant  CGV) 

AAttttiittuuddee  

ttoowwaarrddss  

AAdd    

NN  RRaannggee  MMiinniimmuumm  MMaaxxiimmuumm  SSuumm  MMeeaann  MMooddee  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  VVaarriiaannccee  

60 4.83 2 6.83 247.33 4.12 4.83 4.3 1.13 1.28 
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           Table 93 Attitude towards Starbucks -Comparison (Concordant CGV) 

 NN  MMiinniimmuumm  MMaaxxiimmuumm  MMeeaann  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  

AAttttiittuuddee  

ttoowwaarrdd  

SSttaarrbbuucckkss  

BBeeffoorree    

60 1 7 4.05 1.35 

AAttttiittuuddee  

ttoowwaarrddss  

SSttaarrbbuucckkss  

AAfftteerr    

60 1 7 4.17 1.39 

 

 

 

 

 

          Table 94 Intention to visit Starbucks -Comparison (Concordant CGV) 

  NN  MMiinniimmuumm  MMaaxxiimmuumm  MMeeaann  MMeeddiiaann  SSttdd..DDeevviiaattiioonn  

IInntteennttiioonn  ttoo  

vviissiitt  

SSttaarrbbuucckkss  

BBeeffoorree    

60 1 6 1.19 

IInntteennttiioonn  ttoo  

vviissiitt  

SSttaarrbbuucckkss  

AAfftteerr    

60 1 7 1.51 

 

 

 

The opinion of the respondents about Starbucks before their exposure 

to the concordant video was neutral as can be seen by the mean (4.05 units). 

The respondents do not demonstrate a conclusive opinion about the brand. 

The consumer generated video that was shown to the respondents was 

concordant. This type contains a message that represents a positive message 

and is closely related to the company‘s intended meaning (Berthon et al., 

2008). This video pictures a visit to a Starbucks coffee shop and describes the 

atmosphere, the service and the people in it.  The essential message in this 

video is that Starbucks is not just a coffee shop but a place to loosen up, meet 

your friends or even study. This message is in total accordance with the 
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brand‘s message as it states that Starbucks is a neighbourhood gathering 

place, a part of the daily routine 

 After the screening of the video the attitude towards the brand showed 

a very slight increase since the mean shifted from 4.05 units to 4.17 units. The 

advertisement did not managed to capture the interest of the respondents 

since it produced mainly neutral feelings and the whole attitude towards the 

advertisement according to the results was indifferent. Moreover, in 

comparison with other consumer generated advertisements this one was not 

characterized as interesting by the respondents, the mean was close to 

neutral  (4.2 units). 

Concerning the intention to visit Starbucks that was recorded before 

the screening of the video the mean was very low (1.85). This finding is in 

accordance with the attitude towards Starbucks before the exposure of the 

respondents to the video. It makes sense that since the respondents were 

indifferent   to the brand they didn‘t show particularly great intention to visit the 

coffee shop. After the screening of the video the intention to visit the coffee 

shop increased significantly since the mean increased from 1.85 to 3.63 units. 

The message of the video was positive and congruent with the company‘s 

message. Moreover since the frequency of visits to Starbucks was very low 

before the screening of the video it can be supported that the advertisement 

increased the acknowledgement of the brand. As a consequence the intention 

to visit the brand increased and in fact recorded the wider difference from all 

the other videos. 

 

 

 
 
7.2 Statistical Significance of Means Contrarian video 
 
 

It is crucial to analyze if the above differences between the means are 

statistically significant. This is important in order to ascertain that the findings 

did not occur randomly but on the contrary were attributable to a specific 

cause. Before all else the normality test is going to determine whether the 
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data are normally distributed. According to the results of the normality test 

either the Paired samples t-test or the Wilcixon test is going to be employed in 

order to find if the differences are significant or not. Since the Paired Samples 

t-Test is a parametric test, it is going to be used only if both variables follow 

the normal distribution. This test is suitable to our purposes since it is used for 

repeated measurements from the same sample, especially for before and 

after research purposes. In case the distribution of the data is not normal 

Wilcixon will have to be used as it is a nonparametric test. 

 

 

 

 

 

 

 

7.2.1 Normality tests 
 
 

 

7.2.1.1 Attitude towards the brand  
 

Table  95  Test of normality Attitude towards Starbucks Before (Concordant 
CGV)   

 

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.141 60 .967 60 .035 

 

 

         Table 96  Test of normality Attitude towards Starbucks After (Concordant 
CGV)   

  

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

098 60 .980 60 .424 
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The findings show that the variable attitude towards Starbucks before the 

screening of the video is not normally distributed since Sig=0.004 which 

means that p<0, 05. On the other hand the variable attitude towards 

Starbucks after the screening of the video is normally distributed since 

Sig=0.200 which means that p>0, 05. The Shapiro-Wilk normality test agrees 

with the results that were produced by the Kolmogorov-Smirnov test. Since 

one variable is normally distributed while the other is not, the nonparametric 

Wilcixon test will be used. 

 

7.2.1.2 Intention to visit  
 

 

               Table 97 Test of normality Intention to visit Starbucks Before 

(Concordant CGV)   

  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

BBeeffoorree    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.279 60 .727 60 .000 

 

 

         Table 98  Test of normality Intention to visit Starbucks After (Concordant 
CGV)   

  

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  

AAfftteerr    

            KKoollmmooggoorroovv--

SSmmiirrnnoovv
aa
  

SShhaappiirroo--WWiillkk  

SSttaattiissttiicc  ddff  SSiigg..  SSttaattiissttiicc  ddff  SSiigg..  

.095 60 .973 60 .201 

 

 

The variable intention to visit Starbucks before the screening of the video is 

not normally distributed since Sig=0.000 which means p<0.05. The variable 

intention to visit Starbucks after the screening of the video is normally 

distributed, too because Sig=0.200 which means p>0.05. The Shapiro-Wilk 

normality test agrees with the results that were produced by the Kolmogorov-

Smirnov test in both cases. Since both variables are not normally distributed 

the nonparametric test Wilcixon will be used for the analysis. 
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7.2.2 Wilcixon tests  
 

 

7.2.2.1 Attitude towards the brand  
 
 
 
 

                    Table 99 Wilcixon test Attitude towards Starbucks (Concordant CGV)   

  MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  

AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  BBeeffoorree  

  

4  

 

-

.124
b
 

 

 

.901AAttttiittuuddee  ttoowwaarrddss  SSttaarrbbuucckkss  AAfftteerr  4

 

 

The attitude towards the brand Starbucks was not  affected by the screening 

of the concordant consumer generated advertisement since the median did 

not fluctuated from 4 units after the screening of the video. So the attitude 

towards the brand was not affected by the concordant advertisement. The 

findings from the Wilcixon test show that the difference between the two 

means (before and after the exposure of the respondents to the video) is not 

significantly important since Sig. =0,901 that is p>0.05. So the attitude 

towards Starbucks was not significantly altered according to the Wilcixon test. 

 

 

 

7.2.2.2 Intention to visit 
 

 

         Table 100 Wilcixon test Intention to visit Starbucks (Concordant CGV)   

 MMeeddiiaann    ZZ  AAssyymmpp..  

SSiigg..  ((22--

ttaaiilleedd))  
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IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  BBeeffoorree    1  

 

-

5.668
b
 

...000000000    

IInntteennttiioonn  ttoo  vviissiitt  SSttaarrbbuucckkss  AAfftteerr  3.9 

 

 

The results of the Wilcixon test show that the difference between the variable 

Intention to visit Starbucks before and after is significantly important. The 

Sig=0.000 which means that p<0,001. There is not a doubt about the fact that 

the respondents were affected by the screening of the video. The intention to 

visit Starbucks augmented from 1 to 3.9 units. The findings thus prove that the 

respondents demonstrated a significantly increased intention to visit 

Starbucks after their exposure to the concordant consumer generated 

advertisement. 

 

 

 

CHAPTER 7 -CONCLUSIONS  
 

 

This study attempted to examine the effect of consumer generated 

advertisements on the attitude towards a brand as well as on the intention to 

buy or visit the brand. The brand that was selected was Starbucks. A strong 

brand in the coffee business. Even though the brand is very popular in most 

countries it was interesting to examine its acceptance in a country like Greece 

where the mindset of drinking coffee is very different from other cultures. Four 

advertisements that were selected for this purpose were creations of 

consumers and were found online. Moreover they incorporated both positive 

and negative messages as well as messages congruent and incongruent with 

the brand‘s directives. The arguments that the advertisements adopted were 

exclusively verbal.  

The study begun with a detailed literature review of previous academic 

research and theory. The research method chosen was Descriptive research 

and the tools that were used for its completion were four consumer generated 

advertisements and two questionnaires. One was completed by the 
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responders before the screening of the advertisement and one after. The 

scope was to examine if any differences and in what degree were observed 

between them. The four consumer generated advertisements were in 

accordance to the types of Campbell. All the videos were approximately one 

minute in duration in order not to fatigue the subjects of the survey. 

The data that were collected were analyzed using the statistical 

program SPSS 20. Apart from the Descriptive statistics of the two 

questionnaires, the Mean comparison of the common questions of the two 

questionnaires was implemented in order to compare the sample‘s stance 

before and after the   screening of the advertisements. Crucial for the integrity 

of the research was the Statistical Significance of Means using the tests of 

Wilcoxon or Paired Samples (depending on the distribution of the data) with 

the view to examine if the findings did not occur randomly but on the contrary 

were attributable to a specific cause. 

Let us summarize the main findings of our survey.  

 

Contrarian consumer generated advertisement 

 

This type of video generates a message about the brand, in particular 

Starbucks, which does not correspond to the official brand message and has 

a clearly negative stand towards it (Berthon et al., 2008). 

 The attitude towards the brand before the screening of the contrarian 

advertisement was neutral (mean=4.04 units, median 4 units) 

 The attitude towards the brand after the screening of the contrarian 

advertisement was negative (mean=3.56 units, median 3.9 units). 

 The Wilcoxon test indicated that the difference between the two 

medians (before and after the screening of the video) was not 

significally important (Sig. =0,066, p>0.05). It must be noted that the 

median was very slightly altered from 4 to 3.9 units. 

 Thus the attitude towards the brand was not affected by the contrarian 

consumer generated advertisement. 

 The frequency of visits before the screening of the video was low 

(mean=2.02, median 2 units). 
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 The intention to visit the brand after the screening of the video 

augmented mean= 3.28 units, median= 3.2 units) 

 The Wilcoxon test indicated that the difference between the two 

medians (before and after the screening of the video) was significantly 

important (Sig=0,000, p<0,001). 

 Thus the intention to visit Starbucks was affected by the contrarian 

consumer generated advertisement. 

 The important finding is that even though the message of the video is 

negative the intention to visit Starbucks augmented significantly. A 

possible explanation for this is that the brand has such a strong image 

that even though the message was negative the viewers were urged to 

give it a try.  

 The attitude towards the advertisement was negative (mean=3.27) and 

the respondents were irritated with it probably because of the ironic 

stance of the girl in the advertisement (mean 3.98 median 4, mode 7). 

 

Incongruous Consumer generated video 

 

This type contains a message that appears to contradict the company‘s 

chosen meanings but with a positive attitude towards the brand (Berthon et 

al., 2008). 

 The attitude towards the brand before the screening of the incongruous 

advertisement was neutral (mean=3.99 units, median=4) 

 The attitude towards the brand after the screening of the incongruous 

advertisement was positive (mean=4.53 units, median=4.8 units). 

 The Wilcoxon test indicated that the difference between the two 

medians (before and after the screening of the video) was significantly 

important (Sig. =0,007, p<0.05). 

 Thus the attitude towards the brand was affected by the incongruous 

consumer generated advertisement. 

 The frequency of visits before the screening of the video was low 

(mean=2.38, median=2) 
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 The intention to visit the brand after the screening of the video 

augmented (mean=4.11 units, median 4.4 units). 

 The Wilcoxon test indicated that the difference between the two means 

(before and after the screening of the video) was significantly important 

(Sig=0,000, p<0,001). 

 Thus the intention to visit Starbucks was affected by the incongruous 

consumer generated advertisement. 

 The attitude towards the advertisement was positive (mean=4.81)  

 The advertisement managed to attract the interest of the respondents 

since it was characterized as interesting (mean= 5.1 units) and also 

likable (mean=5.0 units). 

 The advertisement produced strong positive feelings to the 

respondents 

 

 

Subversive Consumer generated advertisement 

 

In this video a message is represented which even though seems to be in 

accordance with the official brand message it communicates negative 

information about the brand (Berthon et al., 2008). 

 The attitude towards the brand before the screening of the subversive 

advertisement was slightly negative (mean=3.78 units, median=4) 

 The attitude towards the brand after the screening of the subversive 

advertisement was negative (mean=2.52 units, median=2.2 units). 

 The Wilcoxon test indicated that the difference between the two means 

(before and after the screening of the video) was significantly important 

(Sig. =0,000, p<0.05). 

 Thus the attitude towards the brand was affected by the subversive 

consumer generated advertisement. 

 The frequency of visits before the screening of the video was low 

(mean=2.52, median=2 units). 

 The intention to visit the brand after the screening of the video 

augmented very slightly (mean= 2.78 units, median 2.2 units). 
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 The Wilcoxon test indicated that the difference between the two means 

(before and after the screening of the video) was not significantly 

important (Sig=0,969, p>0,000). 

 Thus the intention to visit Starbucks was not affected by the subversive 

consumer generated advertisement. 

 The attitude towards the advertisement was neutral (mean=3.51)  

 The advertisement managed to attract the interest of the respondents 

since it was characterized as interesting (mean= 4.7 units). The 

respondents were also repulsed by the advertisement (mean =4.9 

units). 

 The advertisement produced strong negative feelings to the 

respondents 

 

Concordant consumer generated advertisement 

 

This type contains a message that represents a positive message and is 

closely related to the company‘s intended meaning (Berthon et al., 2008). 

 The attitude towards the brand before the screening of the concordant 

advertisement was neutral (mean=4.05 units, median= 4 units) 

 The attitude towards the brand after the screening of the concordant 

advertisement was still neutral (mean=4.17 units, median 4 units).  

 The Wilcoxon test indicated that the difference between the two 

medians (before and after the screening of the video) was significantly 

important (Sig. =0,901, p>0.05). 

 Thus the attitude towards the brand was not affected by the concordant 

consumer generated advertisement. 

 The frequency of visits before the screening of the video was low 

(mean=1.85, median=1 units). 

 The intention to visit the brand after the screening of the video 

augmented (mean=3.63 units, median=3.9 units). 

 The Wilcoxon test indicated that the difference between the two 

medians (before and after the screening of the video) was significantly 

important (Sig=0,000, p>0,000). 
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 Thus the intention to visit Starbucks was affected by the concordant 

consumer generated advertisement. 

 The attitude towards the advertisement was neutral (mean=4.12)  

 The advertisement did not stir strong feelings to the respondents and it 

did not make a particular impression to the respondents. 

 

Collective findings of the study  

 

 

 

 

 The incongruous and the subversive advertisement affected the 

attitude towards the brand. The incongruous advertisement which 

contained a positive message incongruent with the brand‘s directives 

made a positive impression to the respondents. It was regarded as 

likable and so it makes sense that the attitude towards the brand was 

augmented from 3.99 to 4.56 units. The respondents seem to be 

sensitized by the social awareness the brand demonstrates in this case 

through the deaf-mute girl. The subversive advertisement which 

contained a negative message congruent with the one the company 

supports made a negative impression to the respondents. It was 

regarded as repulsing by the viewers and so the attitude towards the 

brand was lessened from 3.78 to 3.52 units. In both cases the 

respondents regarded the advertisement as interesting (means 5.1 and 

4.7 units respectively) and produced strong positive (incongruous 

advertisement) or negative feelings (subversive advertisement). 

                                              TABLE 101 COLLECTIVE FINDINGS  

 Attitude towards the brand Intention to visit Attitude 

towards the ad 
Feelings 

towards the 

Ad 

 Before After Before After   

 Mean Media

n 

Mean Median Mean Medi

an 

Mean Media

n 

Mean Medi

an 

Mean Media

n 

Contrarian 4.04 4 3.56 3.9 2.02 2 3.28 3.2 3.2 3.2 2.86 3 

Incongruous 3.99 4 4.53 4.8 2.38 2 4.11 4.4 4.8 4.8 3.31 3.37 

Subversive 3.78 4 2.52 2.2 2.52 2 2.78 2.2 3.5 3.5 2.91 3 

Concordant 4.05 4 4.17 4 1.85 1 3.63 3.9 4.12 4.3 2.9 2.62 
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 The contrarian and the concordant advertisement did not affect the 

attitude towards the brand. While the means shifted after the screening 

of the videos the median and mode in both cases remained unaffected. 

The differences of the medians that were observed before and after the 

screening of the video were not statistically significant according to the 

Wilcixon test. The contrarian advertisement which contained a negative 

message incongruent with the company‘s directives made a negative 

impression and the respondents were unpleased with it. Even though 

the assessment for the advertisement was negative the means did not 

show strong feelings about it. The concordant advertisement which 

contained a positive message congruent with the company‘s directives 

was indifferent to the respondent (mean= 4.12), it made no impression 

to the viewers.  

 The contrarian, incongruous and concordant advertisement affected 

the intention to visit the brand. The incongruous and the concordant 

advertisement communicated a positive message and as a result the 

intention to visit the brand augmented. The contrarian advertisement 

communicated a negative message and the important finding is that in 

this case the intention to visit the brand augmented, too. Since the 

frequency to visit the brand before the screening of the video was very 

low (mean=2.02 units) and the intention augmented after the screening 

of the video suggests that the advertisement increased the 

acknowledgement of the brand even though the message of the 

advertisement was negative. As a consequence the intention to visit 

the brand increased. It is also plausible that their exposure to the video 

reminded the respondents the strong image of Starbucks and urged 

them to consider a visit. Finally according to Morwitz (1993) the mere 

act of measurement creates purchase intentions.  

 The subversive advertisement did not affect the intention to visit the 

brand. The difference that was observed before and after the screening 

of the video was not significantly important. Let us call to mind that the 

advertisement produced strong negative feelings to the respondents.  
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