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ABSTRACT 

 
The purpose of this project is to conduct an empirical study on the effectiveness of social 

customer relationship management on social media (Facebook, YouTube, Google Plus, 
Instagram, Pinterest and Twitter) marketing and followership, in the college level consumer 
demographic. It is important to understand how businesses can better their communication and 
marketing to the consumer, and whether the social medium plays a role in success. With the 
growing success and use of social media, businesses must embrace the future. The effectiveness 
of social media marketing is difficult to derive because the amount of publicity an advertisement 
or business may receive on the internet may heavily depend on word of mouth, click or like. 
Social media website may be applied for use as a management system for customers and 
marketing with the growth of customer relationship management within social media. Customer 
relationship management, or CRM, when factoring in social media or social networking, could 
be used an efficient and effective tool for businesses.  For this study, college level consumers will 
be evaluated to uncover their receptiveness to marketing messages on social media. Significant 
research has been done on advertising and communication through social media, and this paper 
seeks to prove power of marketing through followership. A survey was conducted to collect 
sample data via questionnaires. A multivariate statistical analysis was performed to develop 
multiple-regression models, as well as a Pearson’s Correlation model. Results show statistical 
significances of the overall models and variances of demographics, immersion, and 
communication factor in relation to total followership. 

 
Keywords: Advertising, Communication, CRM, Internet, Information System, Marketing, 

Social Networking, Technology 
 

INTRODUCTION 
 
Social media are online platforms that facilitate global collaboration and sharing among 

users. Consumers can easily obtain information from a vast, geographically dispersed group of 
people in social platforms. Meanwhile, these social platforms give retailers a wealth of options 
for reaching potential customers, communication and collaboration, and creating values to 
customers. Furthermore, social media are increasingly being used in organizations to improve 
relationships among employees and nurture collaboration. Since businesses are bombarding the 
internet with marketing, fan pages, advertisements, and websites, how are consumers responding, 
using, clicking, and liking (Singh, 2012; Patterson, 2012).  
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Understanding the potency and competency of capturing and utilizing both social media 
and social networking, is leading to the next generation of marketing and customer relationship 
management. Whether the company is broadcasting messages or merely monitoring customer 
interactions with their products, businesses and marketers have more than enough reason to pay 
attention to social media and consumer interactions on social networking.  

Meadows-Klue explained that the internet was a catalyst for changes needed in 
marketing, and amplifying the scale that can be reached. Marketing had been simple and one 
way; however, with the introduction of the internet, marketing needed additional approaches, and 
exploration of social media was a main component. Social media is allowing marketers to 
uncover deep drivers and customer connections, which allow for greater planning and 
understanding of their target markets.  

However, with the potential positives of the internet and social media in relationship 
marketing, there are also challenges to be overcome, such as digital literacy. Overall, the 
generation “Facebook” demands that marketers think and act differently than before. Brands can 
now communicate directly with their customers and persuade them to love their products through 
the social media.  

The next step in this evolution is collective intelligence, which means connecting social 
media, extracting this new community knowledge, and sharing it back. This represents a new 
paradigm of communication and branding in the new digital age. Meadows-Klue (2008) said it 
best when he wrote, “The explosion of social media since 2005 is the starkest of reminders about 
how fast the tools of the digital networked society continue to unfold”. This generation and 
social media will continue to change the how businesses and consumers communicate. 

Paul Greenburg’s book, CRM at the Speed of Light, Fourth Edition: Social CRM 2.0 
Strategies, Tools, and Techniques for Engaging Your Customers (2010) explains many 
connections between social media, social networking, marketing, and customer relationship 
management. Customer relationship management, or CRM, is defined as a model for managing 
company interactions with current and future customers. With the use of technology to organize, 
automate, and synchronize sales, marketing, customer service and technical support. CRM can 
vastly increase the capability of a company to manage customer relations.  

Since Generation Y or the Millennial Generation is the first generation to spend more 
time on the internet (12.2 hours) than watching television (10.6 hours), significance of 
understanding and capturing this medium is imperative. This is the premise behind the idea of 
Social CRM. This idea concludes that the social customers are now in control because of their 
connection and relationships established with businesses, which is enhanced by the intensity and 
volume of consumer represented online. Slowly, each generation is catching on, and driving their 
desires to businesses, instead of businesses seeking them out.  

According to Greenburg, Gen Y is so in touch with technology that it is considered a key 
trait. The use of technology in communication and personal activity is natural to Gen Y, while 
still maintaining competence and sentience. The internet is the main channel of reach, and social 
networking is becoming their main channel of interaction. 

 Greenburg states, “Social CRM is designed to engage the customer in a 
collaborative conversation in order to provide a mutually beneficial value”. Because the social 
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aspect puts power in the communities, social media and social networking go hand in hand. 
Nowadays, consumers are using social media for more than just communicating with one 
another, but also with businesses, brands, products, services, etc. 

College students spend countless hours on the computers for research, communications 
such as school email, or even for online class. According to The Chronicle of Higher Education: 
“Regardless of educational background, young adults ages 18 to 24 were generally much more 
likely to be Internet users, to engage in social media, and to own Web-enabled devices like 
laptops and smart phones” (Zou, 2011). Furthermore, the college student is more likely to use the 
Internet and own high tech devices than is the rest of the general population.  

Although there are older age groups that are returning to school after the recession and 
job loss, the average college student is between the ages of 18-24. This age group is the 
millennial generation, those who have grown up immersed in technology. They are the first 
generation to embrace internet devices and social networking as an essential part of life and 
communication (Zou, 2011). Most importantly, this is a major transitional group. High school 
students are leaving the nest, and able to make more decisions for themselves. College graduates 
are entering the workforce, and beginning to make money. Marketers can gain important 
information by understanding this generation and demographics, and tracking them into the 
future.  

Communication using social networking has become imperative in marketing with the 
development and increasing popularity of social media. Wang, Yu and Wei (2012) use a 
socialization framework to investigate peer communication, and further delve into consumers 
product attitudes and purchase decisions.  

Other studies discuss demographics of users, and the rate at which each are joining the 
social media circle, and their involvement (Ganley, 2009). Therefore, a literary survey finds that  
no prior study that has tested statistical significances of marketing across all these levels, such as 
demographics, communication, immersion, followership and sales. Lack of past research which 
brings all these factors together has motivated this research. 

There are people all over the world who are using social media to broaden their horizons, 
whether social or for business purposes. McCafferty (2011) wrote an article which explored how 
three people in three different countries have used social media. The internet grants companies 
the ability to reach all corners of the globe, and social media gives them the utility to reach their 
consumers better. McCaffery has shown that from Brazil to Egypt to Japan, the consumer is 
ready.  

Because many of these social media websites and platforms are used daily by the college 
level demographic, the research attempts to uncover the effects of these five major marketing 
factors on the college level consumer: demographics, communication, immersion, followership 
and sales. 

For this study, a survey was given to groups of students at Lake Superior State 
University. The survey asked various questions related to social media, as well as their 
preferences and activity (i.e.: shopping, following, etc.), in order to relate it to how consumers 
interact with marketing in social media. Multiple regression models were used to determine 
whether there is a connection when comparing college level consumers to consumer awareness 
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of marketing in social media, and sales generated by social media marketing, as well as which 
medium is most successful.  

In Section 2, a review of prior studies was conducted, and a literature review was 
completed for this research. Section 3 presents the methodology of the research, which includes 
the framework and models for conducting the multiple regression equations, and precedes the 
statistical results in Section 4. Discussion and marketing implications are given in Section 5, 
which are followed by the conclusion of Section 6. 

 
LITERATURE REVIEW 

 
Understanding the College Consumer 

 
Sponcil and Gitimu’s (2011) study focuses was to see how communication and self-

concept among students was affected due to social media. Their extensive study precisely 
examined how relations between friends and family and a student’s personal life were impacted. 

96 participants (college students) from mid-western university were sampled.  Data was 
collected through a questionnaire.  Questions included demographic statistics, amount of daily 
social media use, impact on communication, and how attitudes are affected. 

Of the 96 students sampled, there were 67 females and 29 males to complete the 
questionnaire. 90% of the students were between ages of 18-33, and 45% use a form of social 
media every day; furthermore, 72% have a personal profile on one or more platforms. Facebook 
and Twitter were found to have the highest usage from the questionnaire. The top three uses for 
social media were communication amongst friends, entertainment, and boredom. Through this 
survey they found that there is a correlation between amount of friends and media usage. 

Budden, Anthony, and Jones (2007) found that a large number of students are now using 
the internet more frequently than past generations, and marketers should look to the future.  The 
purpose of their article was to prove that college age consumers use the internet more frequently 
and, so they were studied using age and classification.   

They used the popular social media devices Facebook, MySpace, and YouTube as the 
main focus of online use.  The research also used television and radio, as historical media 
devices to measure the effect they had on college students and if marketing through those 
mediums was still effective.  The data was received through multiple journal entries that 
included daily internet usage journals that they were asked to fill out for an entire week. Their 
data also showed a large number of students still use historical forms of media such as television 
and radio.  

Wallace, Walker, Lopez, and Jones (2009) found the different types of social media 
college aged students use and which sites companies should advertise on.  This paper examines 
the age, education level, and income status of those who use the internet and what sites they are 
visiting.  The information provided is a source that could be used by businesses to see who visits 
what kind of sites, so they can reach their target market.  They also touch on the connection of 
spending habits related to advertisements seen on social media sites.   
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The data collected started with a focus group relaying the most popular sites on the 
internet that they used.  From there, they surveyed students from a southern university and 
received 396 usable questionnaires back.  They then used a chi-square analysis to represent the 
difference in site visits compared to income.  It was followed with a t-test that displayed a 
difference in age for those who use the internet and those who do not.   

Finally, they used the chi-square once again to examine how demographics made an 
impact with what they viewed.  The results of their test were that a person’s gender, age, income, 
marital status, and academic level played a large role in what they viewed on the internet.  It was 
also found that the purchasing decisions were affected by a multitude of ways such as word of 
mouth, banner advertisements, and buzz marketing.   

 
Potential of Social Media 

 
The study conducted by Wallace, Buil, and De Chernatony (2012) tested the hypothesis 

of relating social networks, self-expressive brands, and consumer brand advocacy. Facebook 
users’ ability to “Like” brands, products, service, etc., allows for ability to explore the 
relationship between social ties and those brands. Furthermore, the study sought to understand 
the relationship between brands “Liked”, and consumer brand advocacy both on and offline.  

The research included a survey of 265 Facebook users, and reveal strong correlations 
tendencies to “like” brands that help them express themselves. It also found that “like” brands on 
Facebook display positive influence on consumer acceptance. The marketing implications must 
be fully developed, but this study has built a strong base for future connections. 

Schmidt and Ralph’s (2011) article explains the new use of networking by social media. 
Networking in business is not a new concept, but the application of networking and social media 
is. Social media allows for more and more circles to connect, and opportunities to present 
themselves. As family, friends, career, customer, etc. networks merge, the possibilities become 
infinite.  

There are four types of social media: social or online communities, blogs, mircoblogs, 
and RSS (real simple syndication). Companies can use one or more of these to market products, 
services, and even other companies. Once a company has chosen a particular medium of 
networking, the skill only need be developed to harness the new tools of the trade. Overall, a 
diagnosis of when and how to use social media, to be effective, efficient and successful, is still 
waiting to be answered. 

Jothi, Neelamalar and Prasad (2011) reported that today’s millennial buyers want to be 
engaged differently from how they were in the past. Traditional marketing tactics simply do not 
suffice in present day. Social media marketing helps to build solid relationships between the 
buyers and sellers. Direct marketing in social media is used to send people to the digital 
community to be informed, entertained and heard. Users find appeal, and a value high enough to 
encourage them to participate.  

Though social networks are considered a young person’s domain, Curren and Lennon 
(2013) explained that social networks have become frequented by older groups as well.  A as 
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social media, the internet, and technology advance, more and more people of different 
generations will become accustomed to using them.  

Through this research a model was developed to test what draws consumers to social 
media, intention of use, and attitudes toward social networking. The model was tested on test 
groups, one younger and one older. The results showed use of the model was successful with 
variations on attitude and intent between the two groups. 

Zhu, Dholakia, Chen and Algesheimer (2012) worked to diagnose the affects of person 
decision-making strategies through their online activities. Through a series of studies, the study 
demonstrated that participation in online communities influences financial decisions and 
behaviors. Results support that the idea participation in social media and online communities 
leads to belief of support from the members. This perception causes them to make decisions 
through advice and support of those other members. The stronger the community, ties to social 
media, and the more consumers rely on that community allows for riskier decision making 

Patterson (2012) explains how social media has transformed the individual. As every 
marketer knows, popular culture can be monitored via social networking. The power of social 
networking has taken the isolated, silent consumers into a loud, unmanageable, collective body. 
Many companies are ill-equipped to understand this new issue. Therefore, Patterson collected 
essay is dedicated to various social media sites by those who invented them, and offered advice 
and approaches that can be utilized by consumer researchers. 

 
Making Social Media Work for You 

 
Articles by Edelman (2010), Doyle (2007), Mohammadian (2010), and Naylor (2012) 

were each related to social networking, and how it could have been be related to solving 
marketing problems. The internet has changed how consumers engage with brands. Social media 
is changing the way communication, as well as, marketing strategies and structures. Traditional 
marketing is unsustainable going forward when considering factors such as social media and the 
internet.  

In the past, marketing efforts were put into activities that are no longer developed the 
same way. Furthermore, the volume and nature of interactions require adjustments to strategy 
and budgeting. Through social media, an organization can help establish long lasting 
relationships with its customers. 

Because social media can indicate characteristics of the target market, the online 
supporters can have great influence. Through those interactions, consumer needs can be 
addresses, and thus provided, therefore, increased sales, profitability, and strength of a brand. 
Thus, with the application of social media, marketing issues such as segmentation, targeting, and 
campaign design, can be resolved. 

Understanding the proper use of social media in businesses and using it effectively is 
what Hensel and Deis (2010) explained in their research. With economic downturns, the 
importance of using social media as a base for reaching the masses is paramount to 
entrepreneurs. Social media offers them a way to advertise and market their products, and reach 
their consumers almost directly. Challenges of traditional marketing are being trumped by the 
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ease of generating business and communication though social media. While discussing both 
advantages and disadvantages, they sought to answer the questions in regards to social media 
effectiveness. 

According the Fader and Winer (2012), the growth of the web of social networking has 
resulted in user-generated content, or UGC. UGC are product reviews, descriptions of products, 
usage, and consumer created advertising, and blogs, as well as all other consumer generated 
material. Consumers take marketing into their own hands with the use of the internet.  

The key is to understand how and why people are creating UGC, the impact of UGC, and 
methods for analyzing the UGC. People are not afraid to speak their mind, and will communicate 
in any way about the products and services they receive. By learning how to harness user-
generated content, marketers can reach more consumers.   

Guinan (2011) developed four social media strategies for businesses to follow. They 
researched into strategies and practices of more than 1,100 companies, through interviews with 
70 executives. Depending on the company, their tolerance for uncertainty, and results expected, 
the company can adopt one of four strategies. 

Singh and Sonnenburg’s (2012) research embraced the role of social media, and how it 
has affected customer’s interaction with a brand. They embraced the change from a passive 
listener to a more active participant within the world of social media and marketing. Thus, 
consumers have become more like co-marketers. Through word of mouth via social media, 
marketing by consumer has become a major influence.  

They have separated their theory into three propositions: managing brands, understanding 
audience and roles, and importance of improvisation. This helps to setup a framework for brand 
storytelling, content, production, and distribution to their consumer. 

Kim and Eunju (2012), as well as Guinan (2011), discussed the growing interest in the 
use of social media marketing. The relationships developed by social media between customers 
and businesses can be refined into different social media strategies, which can then be adopted as 
courses of action for businesses.  

Kim and Eunju (2012) examine the following: activities online, value equity, relationship 
equity, brand equity, customer equity, and purchase intention, and ran them trough an equation 
model. This equation was applied to fashion brands, in order to identify the social media 
marketing activities of customers. By evaluating five constructs of social media marketing 
activities (entertainment, interaction, trendiness, customization and word of mouth), they 
diagnosed the significance and the relationship of the consumer to business and marketing. 

  
Research Conclusions 

 
In conclusion, social media websites, such as Facebook, Twitter, YouTube and 

GooglePlus, are currently utilizing effective communication of advertising and marketing 
through the use of text, pictures, videos and links to keep the online communities of college age 
people informed, entertained and heard. College consumers spend a majority of time on the 
internet, and social media, and are consequently bombarded with marketing messages. 
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Millennials accept this as a natural occurrence, and should therefore be open and willing to 
communicate via the internet.  

Marketers can choose from a plethora of social networks in order to cater their messages 
to their target markets. However, the literature survey shows a lack of prior studies on how 
effective the advertising and marketing truly are. Some of these past articles also factor in those 
who do not use the Internet, which skews the results.  

This research includes a wide range of social media platforms. Furthermore, it includes 
research on current college level student’s behavior on social media websites. Most importantly, 
how those findings correlates with marketing. If a company can harness this understanding and 
apply it, the power of what social media interactions can tell a marketer is invaluable. Thus, this 
paper hypothesizes that there are significant factors of social media marketing, which can be 
derived and applied to other research.   

 
METHODOLOGY 

 
Today, social media websites are used on a daily basis by people of various generations. 

For college students, who are also millennials, using the internet is a natural habit. It is because 
of this millennial generation that we believe this study will show that demographics are 
significantly related to followership (Budden, 2007; Curran, 2013; Sponcil, 2011; Wallace, 
2009). Age, education level, and gender can be easily identified as factors; however, college 
students, like anyone else, have varying interest. Therefore, demographics have been further 
refined into specific internal variables: age, gender, level of education, and major, which is 
believed to be individually related with followership. 

 
 Demographics Variables: 
 

H1  Age is significantly related to followership. 
  
H2 Gender is significantly related to followership. 
 
H3  Level of education is significantly related to followership. 
 
H4 Major is significantly related to followership. 

  
The simple use of the Internet is prevalent within a college level community. Lake 

Superior State University, where our study is conducted, relies on the Internet for student 
information, class scheduling, and online courses, as well as keeping up with homework and 
projects.  The internet and social media are considered a primary source of communication, 
especially when away from family, and living on campus. However, communication is extending 
to businesses, and many other avenues besides keeping up with family and friends. Social media 
creates a two way street for marketers and their customers. If their customers are using various 
sites, it gets easier. Therefore, the more popular the site, the greater the potential (Budden, 2007; 
(Ganley, 2009; Guinan, 2011; Kim, 2012; Hensel, 2010; Jothi, 2011; Meadows-Klue, 2008; 
Patterson, 2012; Schmidt, 2011; Sponcil, 2011; Wallace, 2009; Wallace, 2012;  Wang, 2012; 
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Zhu, 2012). Communication has been further refined into specific internal variables: use and 
Importance of Facebook, Twitter, GooglePlus, YouTube, Pinterest and Instagram, which is 
believed to be individually related with followership. 

 
Communication Variables: 

 
H5 Use of social media is significantly related to followership. 
 
H6 Importance of FaceBook is significantly related to followership. 
 
H7 Importance of Twitter is significantly related to followership. 
 
H8 Importance of GooglePlus is significantly related to followership. 
 
H9 Importance of YouTube is significantly related to followership 
 
H10 Importance of Pinterest is significantly related to followership 
 
H11 Importance of Instagram is significantly related to followership 
 
The further someone is immersed in social media, the greater their connection to 

marketing interlaced within them. If brands and marketers can connect directly to their 
consumers, and the more the consumer uses social media, the stronger the connection. As stated 
before, college students are constantly on their computers, and using the internet. This creates the 
hypotheses that immersion would be related a followership (Fader, 2012; Ganley, 2009; 
Guinan, 2011; Kim, 2012; Hensel, 2010; Patterson, 2012; Wallace, 2012; Wang, 2012; Zhu, 
2012). Immersion has been further refined into specific internal variables: hours, annoyance, 
click rate, relevance, following/liking, which is believed to be individually related with 
followership. 

 
Immersion Variables: 

 
H12 Hours spent on social media websites are significantly related to followership. 
 
H13  Annoyance of ads on social media websites is significantly related to followership. 
 
H14 Click rate of an advertisement on social media websites receive are significantly related to 

followership. 
 
H15 Relevance of an advertisement is significantly related to followership. 
 
H16 Following/Liking social media websites other than friends and family pages are significantly 

related to followership. 
 

Social media allows marketers to plan and understand their target markets with greater 
expertise, and possibly uncover markets they didn’t know they could capture. Overall, growth 
has been accelerated due to the ease of communication on both ends; therefore, the effect on 
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sales could be substantial. Companies that can focus on social media and capturing the cyber 
consumer can certainly capitalize. College students, who spend so much time engrossed in social 
media, the greater their promise of sales (Doyle, 2007; Edelman, 2010; Fader, 2012; 
Guinan, 2011; Kim, 2012; Hensel, 2010; Meadows-Klue, 2008; Mohammadian , 2010; 
Naylor, 2012; Schmidt, 2011; Wallace, 2012; Wang, 2012). Followership has been further 
refined into specific internal variables: People, TV/Movies, Music/Books/Authors/Artists, 
Universities/Sports, Organizations, Restaurants/Hospitality, Retailers, Brands/Products, which is 
believed to be individually related with followership and sales. Together these can be quantified, 
and the summation will give a comprehensive score or Total followership. 

 
Followership Variables: 

 
H17 The likelihood of liking/following/clicking ads for People is significantly related to followership. 
 
H18 The likelihood of liking/following/clicking ads for TV shows or movies is significantly related to 

followership. 
 
H19  The likelihood of liking/following/clicking ads for Music, Books, Authors or Artists is  significantly 

related to followership. 
 
H20 The likelihood of liking/following/clicking ads for Universities or Sports Teams is significantly 

related to followership. 
H21 The likelihood of liking/following/clicking ads for organizations is significantly related to 

followership. 
 
H22 The likelihood of liking/following/clicking ads for restaurants or hospitality services is 

significantly related to followership. 
 
H23 The likelihood of liking/following/clicking ads for department stores, retailers or shopping 

websites is significantly related to followership. 
 
H24 The likelihood of liking/following/clicking ads for brands or products is significantly related to 

followership. 
  
 
In summary, the main hypothesis of this study is that followership of various categories 

within social media is significantly related to an individual’s demographics, their communication 
purposes of social media, how immersed that individual is into social media, and average amount 
of sales for various categories. The framework for this research is represented in Figure 1. 
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Upon gathering data, a Pearson correlation was conducted, which is further discussed in 
the Results section. Those variables showing significance were selected for inclusion into the 
regression models. All other data was observed, and analyzed for significance toward useful 
target marketing statistics. Level of education, Major, and Importance of various social media 
platforms (Facebook, Twitter, GooglePlus, YouTube, Pinterest and Instagram) were singled out 
as strictly marketing statistical data. On a larger scale, these variables may hold greater 
significance. 

To conduct hypothesis testing, a multiple regression model was employed.  The first 
multivariate statistical model analyzed Followership (#12-19 from the questionnaire) as a proxy 
for the dependent variable (Y1). Three factors describing student innovations served as 
independent variables:  Demographics (X1), Communication (X2), and Immersion (X3).  To 
enhance the model reliability and explanatory power, each variable has further descriptive 
internal variables. The internal variables for Demographics are: Age (X1-1, 0=Less than 
18:6=31+) Gender (X1-2, 0=Male: 1=Female). The internal variable for Communication is Use 
(X2-1, 0=Yes: 1=No). The internal variables for Immersion are: Hours (X3-1, 0=0-5:6=Over 30), 
Annoyance (X3-2, 0=Very Annoying: 6=Very Helpful), Click Rate (X3-3, 0=Never: 6=All of the 
Time), Relevance (X3-4, 0=Never: 6=All the Time), Other Than Family  (X3-5, 0=Never: 6=All 
the Time).  

 
Y1=b0+b1X1-1+b2X1-2+b3X2-1+b4 X3-1+b5X3-2+b6X3-3+b7X3-4+b8X3-5 
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A survey questionnaire was created based the questionnaire used in the study by Sri Jothi 
et al (2011). The survey was refined further with on the research hypotheses developed for this 
study, as well as to capture various sample statistics. The questions asked were broken up into 
five groups based on the five basic variables, which were represented in the framework 
(Demographics, Communication, Immersion, and Followership). Demographics variables group 
consisted of four questions. Communication variables group consisted of two questions. 
Immersion variables group consisted of five questions. Followership variables group consisted of 
eight questions.  

In-person surveys were conducted in various classes throughout the Lake Superior State 
University campus. Lake Superior State University has a current student enrollment of 2,644 
students, of which 47% are male and 53% are female (Lake, 2013). Over 140 students 
participated in answering the questionnaire, and 8 were discarded as unusable for lack of 
information due to unanswered or improperly answered questions. A sample of 140 
questionnaires was used for data analysis.  

 
RESULTS 

 
General Analysis 

 
Of the 2,644 of students at Lake Superior State University, 140 were chosen at random.  

Frequency results showed that out of the 140 surveyed, the majority were between the ages of 
18-23 years old (total 84.3%), with 43.6% females and 56.4% males. There was also a fairly 
even distribution between levels of education, with each year representing between 20-30%. 
Many different majors were represented, with 10 different colleges of study, as well as the option 
to be undecided. Three schools represented a larger portion of the sample: Business (24.3%), 
Criminal Justice/Fire Science/EMS (20.7%), and Biological Science (17.1%).  

It is important to note that 95.7% of those surveyed answered that they use social media 
regularly. Those surveyed were also asked to rank various social media platforms in terms of 
importance. The results were, in order of importance, Facebook, YouTube, Twitter, Instagram, 
with GooglePlus and Pinterest tied for last.  

Descriptive statistics are shown in Table 1, for the completed surveys show that out of 
140 responses. The amount of hours spent using social media per week was 11.1714, on average. 
The rating of annoyance of advertisements on social media averaged at a 2.50, or somewhat 
annoying to slightly irritating. The likelihood to click on an advertisement on a social media 
website had a ranking of 1.54. This means that students don’t click on them at all, and if they do 
it is a rare occurrence.   
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The rating of relevance of an advertisement was a slightly higher at a 2.66, meaning that 

students find ads appropriate to their preferences rarely to once in a while. When asked if 
students follow or like anything other than personal friends or family when they use social media 
websites, the average likelihood fell between once in a while to sometimes, since the average 
was ranked at 3.69. It is interesting that the average amount of students who find advertisements 
relevant to them is higher than the average amount of students who actually click on the given 
advertisements.  

 
Pearson Correlation, ANOVA and Model Formulation 

 
As stated before, a Pearson Correlation was conducted on all criteria prior to finalizing 

the formulation of the multiple regression models for sales and followership. Upon analyzing 
those results, the final selection for independent variables was determined, and the formulas were 
written. The correlations revealed statistical significance to the desired dependent variables, as 
well as a few interconnections. 

Correlation between total followership was found to be significant gender (p<0.05), hours 
spent on the internet (p<0.01), clicking of ads (p<0.01), advertisement relevance (p<0.01), and 
following or liking anything other than personal friends or family (p<0.01). Interestingly, there 
were other correlations. Hours was significantly related to gender, other than and age (p<0.01). 
Relevance was found to be significantly related to ad annoyance (p<.05) and clicking of ads 
(p<0.01). Clicking of ads is significantly related to ad annoyance (p<0.01), as well as age is 
significantly related to level of education. 
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As some of the values for demographics are qualitative, an ANOVA Model was run in 

order to evaluate them. This helped to refine the terms to possibly recode them into a more 
quantitative nature. One way ANOVA models were used to test level of education and major 
because they showed some significance in the Pearson Correlation. The results are displayed in 
Table 3. Though significant in either the Pearson Correlation or the AVOVA model, these values 
were excluded from the model because Post Hoc test show errors due to unequal group size and 
disparity. 

 
 

After the Pearson Correlation and ANOVA models were analyzed, a stepwise process 
was used to develop the best and most significant model possible for both the followership and 
sales models. Each variable which showed significance in the Pearson Correlation was tested 
individually, in order to ensure significance. Once stratified of their significance, each of those 
variables were added to the model, the multiple regression model was run, and both the p-value 
and r2 were recorded.  

The other values which show no significance were then added to the model one and at 
time, tested, and recorded. The recorded r2 and p-values were then sorted by their significance, 
and the group of variables with the most significant p-value was selected as the final model. . 
Age was the only other variable added to the models, which effected significance. 

While adding variables one and at time the model reached a peak of significance, and 
began to decline as more were added. The r2 reached a peak, and began to decline as well. Upon 
further investigation into the models themselves, it was discovered that although some variables 
alone were not significant, together as a group they made the model more significant. This can be 
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seen clearly in the final multiple regression models for both followership and sales. The 
framework for the newly constructed followership and sales models are displayed in Figure 2. 

 

 
 

Results show a statistical significance in the multiple regression model (Y1), or 
followership as described in the methodology section [R2=.269, F(8,131) = 6.037 (p<0.01)], 
which is shown in Table 4. Findings show that total followership (p<0.01) is significantly related 
other than family (p<0.01), which indicates that those who use social media for purposes other 
than communication with friends and family tend to have higher followership. Clicking of ads 
(p<0.01) also showed significance. No other variables showed any significance.  
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Each of the groups were run individually against followership. This helped to fully 
understand how each variable group (demographics, communication, immersion, sales and 
followership) affected the overall models.  

 
Demographics 
 
Results show statistical significance in the multiple regression model (Y1), or 

followership as defined for the demographics variables group only [R2=0.65, F(4,135) = 2.336] 
which is shown in Table 5. Findings show that total followership is significantly related gender 
(p<0.05). As stated before, the other variables were removed from the original model, and thus 
discarded for this model as well.  

 

 
 

Communication  
 

As discussed previously, the variable importance was collected, but deemed strictly 
descriptive statistical data. This leaves the use variable to be included in these models. Results 
show no statistical significance in the simple regression model (Y1), or followership as defined 
for the communication variables group only [R2=0.013, F(1,138) = 1.865] which is shown in 
Table 6. 
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Immersion 
 
Results show a statistical significance in the multiple regression model (Y1), or 

followership as defined for the immersion variables group only [R2=.249, F(5,134) = 8.873 
(p<0.01)] which is shown in Table 7. Findings show that hours (p<0.10), other than (p<0.01) and 
click ads (p<0.01) are significantly related to followership. None of the variables show statistical 
significance. 

 

 
 

Females vs. Males 
 
Separation and target marketing by gender is one of the first questions defined when 

creating a marketing plan. Men and women use their senses differently, experience and 
remember things differently, shop and surf the web differently. Analyzing how these models 
affect each sex separately could lead to surprising results. What if the model works better for one 
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sex than the other? Would it still be useful? Further investigation into this suggestion was 
completed, and gender cases defined within the survey results. The significance displayed in the 
demographics model supported this claim.  

 
Females 
 
Results show a statistical significance in the multiple regression model (Y1), or 

followership as defined for females only [R2=.365, F(7,53) = 4.353 (p<0.01)] which is shown in 
Table 8. Other than family (p<0.01) also showed significance, which indicates that females who 
use social media for purposes other than communication with friends and family tend to have 
higher followership. No other followership variables show statistical significance. 

 

 
 

Males 
 

Result shows a statistical significance in the multiple regression model (Y1), or 
followership as defined for males only [R2=.213, F(7,71) = 2.747 (p<0.01)] which is shown in 
Table 9. None of the followership variables show any statistical significance. Hours (p<0.05) 
also showed significance, which indicated men spend more time on the internet increasing their 
followership. 
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DISCUSSION 
 

 
 
The hypothesis formed from our research was confirmed by the findings. Evidence does 

show that demographics, communication and immersion have a significant effect upon 
followership, as stated within the methodology created from previous research. Independently, 
the variable categories show little to no significance, but together the model is very significant. 
The Pearson Correlation established our previous hypotheses (Doyle, 2007; Edelman, 2010;  
Meadows-Klue, 2008;  Mohammadian , 2010; Naylor, 2012; Singh, 2012).  

 
 

Evidence of this study showed significance between the different demographics and the 
frequency of use (Budden, 2007; Sponcil, 2011; Wallace, 2009).  The regression models do not 
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represent all the demographics, such as lever of education and major. Due to poor significance 
within the Pearson’s Correlation or ANOVA testing, they were not included within the models 
themselves. However, the study did find statistical significance of hours variable in relation to 
gender, other than and age, which was consistent with Budden, Anthony, Budden, and Jones 
(2007).  

The use of social media for purposes other than keeping up with family and friends was 
significant within the models, which helps establish that immersion questions compose the 
backbone of the entire model (Fader, 2012; Hensel, 2010; Patterson, 2012; Schmidt, 2011). 
Though a few demographics and communication variables were excluded, those that were 
included extended the significance of the entire model. Age, gender, and use of social media 
affect the output for followership.  All previous research articles support the hypotheses, as well 
as the models created for this research.  

By testing each group individually, this research was able to diagnose the significance of 
each variable group, as well as the significance of each variable. This confirms not only the 
original hypotheses that various groups themselves are significant, but also solidifies the 
conclusion that was made when the models were finalized. Each variable is significant, but only 
correct combination of them makes the best model. Furthermore, by testing the genders 
individually, this research was able to substantiate additional merit to the final models for sales 
and followership. 

These results presented important marketing implications.  From a true marketing stance, 
the significance of the demographics, importance of social media, and frequency of use can be 
established because those factors further the understanding of the market captured (Doyle, 2007; 
Edelman, 2010; Mohammadian, 2010; Meadows-Klue, 2008; Naylor, 2012). By singling out 
males and females, the models still showed significance, and indicated different underlying 
significant factors. This is important to target market understanding. We have conducted a 
college level consumer study, and the findings reflect that (Wallace, 2009); however, is future 
studies were to add to sample population, those results will change. It helps to establish who you 
are actually observing. 

To build and sustain business success long-term, an organization should focus on 
improving its relevance in regards to social media. Demographics play a major role in 
followership, especially in for the college consumer (Budden, 2007; Hensel, 2010; Meadows-
Klue, 2008; Jothi, 2011; Sponcil, 2011; Wallace, 2009). It also suggests a difference in site use 
or hours spent online in comparison to age, gender, and level of education. Internet use, 
communication and immersion into social media are imperative to businesses (Budden, 2007; 
Hensel, 2010; Jothi, 2011; Meadows-Klue, 2008; Patterson, 2012; Sponcil, 2011).  

Businesses must be certain they are advertising on social media a site that the consumer 
finds relevant to them, which was hinted at by Meadows-Klue (2008). If one can choose your 
media platform by target market, one can capture your desired audience, and this study and 
survey can help create that link. 

Though evidence was significant, another study could include a larger sample size, and/or 
more than one college or university across the country to compare parallels in other U.S. college 
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cultures. This survey could also be given to many, in many different demographics as well, and a 
broader range of information could be collected without restriction to college level consumers.  

 
CONCLUSION 

 
This study shows the relationship between college level consumers, their social media 

interactions, and their activities on social media. It focuses on the connection between 
followership on social media. This research provides academic literature to businesses with 
empirical evidence importance of variances such as demographics, active communication, and 
immersion, in relation to followership in a college level environment. Evidence suggests that 
marketing managers can achieve organizational success by following these results.  

Though evidence was significant, another study could include a larger sample size, and/or 
more than one college or university across the country to compare parallels in other U.S. college 
cultures. The survey created for this research could also be given to many different 
demographics, and a broader range of information could be collected without restriction to 
college level consumers. Future studies could survey various target markets, in order to collect 
information on different groups. Perhaps with a larger sample size or multiple age groups, 
different statistics might be significant for these different groups. Furthermore, a study could 
research a relationship between followership and social media marketing, and sales. If a 
consumer is following a brand, wouldn’t they be buying it?  

Studies such as this one can only benefit businesses understanding of how their 
marketing messages reach their consumers. They can distinguish their target markets and how to 
reach them. If their market is a certain age, this study can help them understand how much time 
they spend on the internet and social media, where they are going, and what they are following. 
The potential of social media marketing and social CRM is worth understanding, and essential to 
the future of business and marketing.  
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