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Abstract 

Purpose: This research aims to describe and analyse consumer behaviour and 

engagement on Social Media regarding the three following categories: sportswear 

products, sportswear brands, and lifestyle related to sports, in three different markets: 

Brazil, China and Sweden. 

Methodology: This research has conducted a quantitative approach through an online 

survey with 363 valid responses. The data were collected by means of a self-designed 

questionnaire that administered to Social Media users in three markets. The survey 

instrument measures respondents’ activeness on Social Media and interests in sports 

and their engagement level regarding different categories. 

Findings: The category of lifestyle related to sports attracts the highest level of 

engagement on Social Media, followed by the category of sportswear products, and 

thirdly sportswear brands. The activeness on Social Media impels consumer 

engagement level. The engagement is more frequently performed through the 

behaviour of encountering information rather than posting/sharing information. 

Reading through and liking are the most common interactive behaviours when 

consumer encounter posts. Consumers in China correlate to a higher level of activeness 

on Social Media and consumers in Brazil demonstrate the most interests in sports. 

Arranged in descending order, the consumption of sportswear products runs from 

China, Sweden to Brazil. 

Contribution: This research contributes to previous studies of consumer engagement 

on Social Media, with a highlight of how the engagement is performed differently 

regarding products, brands and lifestyle and how it varies among markets.  It also helps 

the sportswear industry to develop marketing strategies on Social Media according to 

consumer engagement patterns in different markets. 
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1. Introduction 
 

1.1. Social Media 

As a non-ignorable phenomenon in our contemporary society, Social Media has 

rapidly become an important source for millions of consumers to look for information 

about products and services. According to the Chartered Institute of Public Relations 

(2013, pp.3), “Social Media is the term commonly given to internet and mobile-based 

channels and tools that allow users to interact with each other and share opinions and 

content”. As the name implies, Social Media involves the building of communities or 

networks and encouraging participation and engagement (Chaffey, D and Smith, P.R. 

2012).  Kaplan and Haenlein (2010) state that Social Media works as a platform that 

facilitates information exchange among users, while David Chaffey and P.R. Smith 

(2012) describe Social Media as digital media which encourage audience, participation 

and sharing. 

Mangold and Faulds (2009) suggest that Social Media became an extension of 

traditional word-of-mouth communication, allowing consumers to exchange 

information, share their thoughts, preferences and personal opinions with other users. 

Moreover through Social Media, consumers can express their preferences, lifestyle and 

any other thing that can reflect their personality and self-image to others. 

"Social networking sites are applications that enable users to connect by creating 

personal information profiles, inviting friends and colleagues to have access to those 

profiles, and sending e-mails and instant messages between each other. These personal 

profiles can consist of any type of information, including photos, videos, audio files, 

and blogs" (Mangold and Faulds, 2009, pp. 63). Certainly Social Media is an important 

communication tool for many individuals, as they can express their thoughts, views, 

opinions, personality and many others aspects of their lives, as well as interact with 

many members of their social network at one time. 

Undoubtedly, online social networks have profoundly changed the dissemination of 

information by making it incredibly easy to share and digest information on the 

internet (Akrimi & Khemakhem, 2012).  Social Media allows people to communicate 



2 
 

with many individuals at one time when compared to the traditional personal 

communication, thus, sharing information becomes easier and faster. 

Social Media therefore can be considered a communication platform that enables 

people to connect with each other in order to share information about their diverse 

interests. Laroche et al. (2012, cited in Vinerean et al., 2013, pp. 67) point out that 

people “like the idea of contributing, creating, and joining communities to fulfil needs 

of belongingness, being socially connected and recognized or simply enjoying 

interactions with other like-minded members". Furthermore, Mangold and Faulds 

(2009) affirm that Social Media has the power to influence various aspects of 

consumer behaviour including awareness, information acquisition, opinions, attitudes, 

purchase behaviour, and post-purchase communication and evaluation. 

Pattino et al. (2102) describe in their study four reasons why Social Media has become 

important communication tool to consumers, when compared to traditional media. The 

study of Woodall and Colby (2011, cited in Pattino et al, 2012, pp. 234) investigated 

the appeal of Social Media over traditional Media and characterized four important 

elements. They are: 

“‘(1) Satisfying an impulse. Consumers can connect when they feel 

like connecting or not connect when they wish to remain unconnected. 

Connections are quick and take little effort. (2) The excitement of 

sharing. They use Social Media to share their experiences with 

others. Many have individual interests that may not be shared in their 

neighbourhoods. The internet expands the reach of communication to 

include others. (3) Seeking advice. Users exploit Social Media to get 

information from others. Trust is inherent in the process. Social Media 

users are often perceived as unbiased and can be viewed as experts. 

Their advice is seen as more trustworthy than comments from 

salespeople who are perceived to have a commercial intent. This 

aspect has far reaching consequences for marketers and can be a 

bonanza of information for researchers. (4) Sharing with others with 

similar interests. Online consumer communities have been described 

as individuals who come together to discuss topics of interest. The 

subject matter can be related to business, family, avocations, politics, 
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technology or other areas. Typically, there is a concentration of 

expertise that benefits community members and the interactivity of 

the internet can help the community’s knowledge grow (Pitta and 

Fowler, 2005). The information value of online communities can be 

enormous.’” 

Similar to Social Media, fashion and how individuals dress can also be considered a 

way for consumers to express their personality, preferences and values. Ahuvia (2005) 

points out that it is a powerful social symbol used to create and communicate personal 

as well as group identities, and subsequently, the consumption of brands and products 

can communicate to others some of the consumers’ values and preferences. Together 

with fashion, consumers have the power to co-create trends, perpetuate them and also 

adapt them along the way (Wolny and Muller, 2013). Depending on how a trend is 

adopted, it can impact the perceived value of a brand or product in others consumers’ 

minds,   affecting their attitude towards the consumption of such items. 

1.2. Fashion and Social Media 

In the contemporary society is possible to find a dominant relationship between fashion 

and Social Media. These virtual platforms became a key channel for consumers to 

communicate with others about their styles and preferences regarding fashion, and also 

a way to receive feedback from other users, thus developing and co-creating fashion 

and style trends among users of these online social platforms that after can be seen as 

well in the offline world.  According to Wolny and Muller (2013), “the representation 

of the fashioned self or self-selected styles has become a critical component of the 

social web, and opened up a whole new channel to amplify one’s fashion preferences 

and engage with others and with brands”. The relevance and influence of online 

Medias can’t be denied, they can provide a great source of information, on demand and 

in a short period of time, if compared to traditional Medias like magazines, television 

or newspaper. 

Moreover, not only consumers are users of these virtual community platforms, but 

brands are also engaged on it, either offering another way to communicate with 

consumers, and also looking for inspirations for marketing actions, advertisements and 

product development (Wolny and Muller, 2013). Thus, the internet and Social Media 

changed the way the relationship between consumers and brand is produced, allowing 
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immediate feedback between them and thus changing the whole experience and ways 

that the image of a brand is perceived by a consumer. 

Beyond that, what people wear can manifest their lifestyle, reflecting the person’s 

identity, attitude and values. Many users of Social Media reveal their preferences, 

interests and lifestyle through this channel, not only sharing information about 

consumption but demonstrating to others, through their engagement on Social Media, 

their opinions, moments of their lives, or either activities performed often by them. 

In addition, Stone (2008) describes that the way people choose to dress can reflect 

trends, shifts in the society, and lifestyles that change over time.  At the present time, 

technology and innovation are leading many changes in consumer’s lives, affecting 

their work routines, leisure activities, consumption patterns and many other 

characteristics. Certainly, the rapidity regarding how and when information is obtained 

nowadays, can affect people’s lives in a positive or negative way. 

1.3. Sportswear Industry 

Related to the shift in society, the sportswear products (as defined in 2.5) suffered a big 

change over time, regarding their concept and design. Before, sportswear were only 

used from consumers to play sports or exercise, nowadays sportswear offer to 

consumers a range of different functions, being able to be used in many different 

situations. Besides their basic role of being comfortable clothes for the practice of 

sports, with the evolution of technology and design, sportswear products help athletes 

and people to achieve better results within the sport they are practicing (Stone, 2008). 

The fashion editor Suzy Menkes (2013) articulates that sportswear products are now 

more inclusive of ethnicity in colour, pattern and style, bringing the opportunity for 

people to wear it in a daily basis.  This change reflects the consumer demands of our 

society for clothes that are at the same time stylish and comfortable, and according to 

the fashion journalist Cathy Horyn (2009), this represents a smart response to shift in 

the economy and new demands of consumers.  

When analysing current fashion trends, WGSN, the world leader fashion trend 

forecaster, demonstrates that Sportswear is marching in the front row. Sportswear is 

becoming an essential theme as well as a vital muse on recent runways, not only to 

practice sports or exercises, but as a statement to demonstrate a certain style or attitude 
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towards an active and energetic lifestyle. Sportswear have been featuring in a 

significant number of fashion editorials in many fashion leaders magazines as Vogue 

and Elle, editors of important newspapers and journals related to fashion industry, as 

Business of Fashion and The New York Times, have demonstrated interest in the 

growing trends around sportswear and more sporty clothes, as well as it has been a 

recurrent subject in fashion blogs. 

According to WGSN, what leads the trends behind the change in sportswear is the 

necessity of consumer. An example can be the need for clothes that can be worn at any 

time, or products that can integrate sport and exercise into busy lifestyles and products 

that are integrated with technology.  All this trends are answers for changes in the 

lifestyle of consumer. WGSN has reported recently, the emergence of trend of sports 

and sportswear, demonstrating a rise in the interest of people about sports and 

exercising. The emergence of these trends respond to their busy lives, therefore they 

try to become more active, not only practicing sports, but also through the practice of 

activities that can be fun and enjoyable, allowing them to have a more active lifestyle. 

When relating these phenomena to Social Media, this communication tool can become 

a relevant platform to identify if and how consumers demonstrate engagement towards 

sportswear products, brands and to lifestyle related to sports. Wolny and Muller (2013) 

clarify that many studies about the effects of Social Media are undertaken through the 

marketing and companies’ perspective, but there are not a significant number of studies 

focusing in the consumer’s behaviour perspective.  It is important, therefore, to study 

how consumer’s engagement occurs on Social Media, and how values and attitudes are 

demonstrated in this scenario, through the perspective of consumers. 

Social Media plays an important role to consumers when it comes to the issue of self-

presentation. Self-presentation is described by Goffman (1959, cited in Schau and 

Gilly, 2003, pp. 387) as an intentional and tangible component of identity. The social 

actions required for self-presentation are consumption oriented and depend upon 

individuals displaying signs, symbols, brands, and practices to communicate the 

desired impression (Williams and Bendelow 1998). Consumption serves as a channel 

for consumers to define and express themselves: "People often choose products and 

brands that are self-relevant and communicate a given identity" (Shau and Gilly, 2003). 
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Social Media enhanced the freedom of consumers to express their identities through 

digital association rather than ownership or proximity. Thus, consumers have the 

power to share with the society any information that can reveal their interests and 

preferences, in a way that their identity can be communicated to others. Consumers’ 

engagement through Social Media can reveal much about their behaviour, attitude and 

values. It is interesting, hence to explain how consumers demonstrate engagement with 

sportswear products brands and lifestyle related to sports on Social Media. 

1.4.  Background 

1.4.1. Sportswear industry Growth 

Sportswear is a growing industry and market. The global sports and fitness clothing 

market has witnessed several new trends in its market such as rise in consumer 

inclination towards healthy lifestyles, emergence of new sports and spread of some 

indigenous sports to new regions, increase in sports participation rates. All these 

factors help in increase this demand of sports and fitness clothing market making 

resulting in a fast grow due to increase in participation of consumers in to various 

sports (Transparency Market Research, 2014). 

There are various factors that drive the growth and demand of global sports and fitness 

clothing, as: 

· Changing lifestyle; 

· Increase in sports participation; 

· Rapidly increasing ageing but active population; 

· Growing popularity of adventure travelling; 

· increasing number of women participation in sports; 

· Increasing internet usage. 

Increasing number of women participation in sports activities represents the growth 

trend and an opportunity for global sports and fitness clothing market, increasing 

income levels and changing lifestyles helps in derive growth of sportswear market. 

According to the Boston-based research firm Trefis, Sportswear and  the global sports 

apparel markets set to grow to $178 billion by 2019, and the CAGR (Compound 
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annual growth rate) estimated between 2012 to 2019 is about 4% of growth (Sherman, 

2014). 

Various factors are expected to drive market growth such as growing fitness 

consciousness, rising income levels in developing countries, the growing popularity of 

sports apparel for women as well as the trend towards stylish and comfortable 

sportswear. Rising demand from Asia Pacific and Latin America due to growing 

economic prosperity in these regions coupled with a trend towards leading a healthy 

lifestyle will be the key catalysts for market growth. 

According to Euromonitor International (2013) United Stated states together with 

Brazil, Russia and China, represented together 60% of total global growth in actual 

terms. Furthermore, US, China, Japan and Brazil represent the four largest markets for 

the sportswear market and collectively accounted for over half of total sportswear sales 

in value terms in 2012. 

In 2012, the global sportswear market grew more than 7.5%, while the global apparel 

industry only achieved 2.6% growth in the same period (Euromonitor International, 

2013; Bodimeade, 2013). Camilo Lyon, managing director at Canaccord Genuity, an 

important financial consultancy, indicates that “over the past two-three years, the 

growth of athletic apparel companies has consistently outpaced the growth of 

traditional apparel companies”, demonstrating the importance of this industry for the 

global economy. Still according to him the key factors behind this growth are: the 

availability of better athletic fabrics, thanks to advances in technology, the “ever-

increasing fashion component” found in sportswear, fantastic brand focus and the fact 

that people are exercising more (The Business of Fashion, 2014). 

Moreover, according to Trefis Consultancy (2013) the key catalysts for the market 

growth of Sportswear industry will be the rising demand from Asia Pacific and Latin 

America due to growing economic prosperity in these regions, coupled with a trend 

towards leading a healthy lifestyle. Also the demand from consumers following the 

trend towards stylish and comfortable sportswear will increasingly blur the line 

between sports apparel and fashion apparel, encouraging more collaboration between 

the sporting and fashion industries. Innovation in fabrics will influence the market, 
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with consumers looking for functions such as friction reduction, lightness, stretch, 

water resistance and temperature regulation (Forbes, 2013). 

1.4.2. Brazil, China and Sweden 

Brazil and China both represent strong economies in the global scenario. According to 

the International monetary Fund (2014) China is number two in the rank of the biggest 

GDPs (Gross domestic product) with a total of 9,181,377 (in million dollars) while 

Brazil is considered number seven in the rank, with a GDP of 2,242,854 (in million 

dollars) and Sweden occupy position number twenty one, with a GDP of 557,938 (in 

million dollars). 

As stated before, Brazil and China represent strong markets for the Sportswear 

industry, and a big part of consumers for this industry are located in both countries. 

China, in 2012 was estimated to have a population of 1,351 billion people while Brazil 

accounts for 198,656 million people. Sweden, in the other hand is a smaller country 

compared to China and Brazil, and as the end of 2012, Sweden's population was 

estimated to 9,519 million people (The World Bank, 2014).  

Even though Sweden has a smaller population compared with Brazil and China, is 

important to denote the strong relation between Sweden and Sports. Sweden is one of 

the world’s most sporting nations, with almost half of its inhabitants being members of 

sports clubs and around two million of them are active sportsmen and women 

(Riksidrottsförbundet, 2013). According to Chamber Trade Sweden (2011) It is very 

common that Swedes dress in casual or sporty wear for work as well as for leisure, and 

in general they are quite keen on sports and do not hesitate to pay for quality 

sportswear equipment of well-known brands. In Europe, Sweden is among the 

countries where people spend most on sports goods, as a high proportion of Swedes 

also wear sportswear when not actively engaged in sports, so the consumption of sport 

clothes are relatively high compared to the overall market for garments (Chamber 

Trade Sweden, 2011). 

Furthermore, an important fact to consider is the number of internet users. In 2013 

94% of the Swedish population had access to internet, representing 8,557 millions of 

users, thus Sweden was classified as number four in a global rank of internet diffusion. 
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Brazil has 49,8% of its population accessing the internet, with a total of 99,357 

millions of users while in China is estimated that 42.3% of population have access to 

the internet accounting 568,192 millions of users and  representing the first place in the 

rank of total  number of users by country. Therefore, these are significant numbers, 

since the number of internet users reflects also the access and usage to Social Media 

(The World Bank, 2014) 

1.4.3. The unique scenario of Social Media in China 

The landscape of Social Media in China is unique and complicated due to the well-

known censorship hold by the local government. Although the worldwide common 

fixtures as Facebook and Twitter are not accessible in China, the users in China are 

surprisingly active with variable local substitutes. According to McKinsey & Company 

(2012), China has one of the world’s most active environments for social media 

censorship with 513 million of internet users and 300 million Social Media users. 

Internet users in China are reported to spend more than 40% of their time online on 

Social Media and more than 80% of all Social Media users have multiple Social Media 

accounts, primarily with local players. The diversity of the local Social Media has 

spawned tough competitions in the market, and consequently forces all local Social 

Media to update as fast as possible to be able to compete with others in the market. 

Some of the local Social Media in China have developed tools more advanced than 

those in the West, i.e., the users of Sina Weibo (Chinese version of Twitter) were able 

to embed multimedia content more than 18 months before Twitter users could do so in 

U.S. (McKinsey & Company, 2012).  

Considering the complicated scenario of Social Media in China: 1) the commonly used 

Social Media in Brazil, Sweden and other markets, e.g., Facebook and Twitter, are not 

accessible in China, 2) the majority of users in China have multiple local Social Media 

accounts, it is not applicable to narrow down this research to focus on one or a few 

Social Media, which reaches the same level of popularity in all of Brazil, China and 

Sweden. Therefore, Social Media in this research will be discussed as a general term 

referring to all the Social Media used by respondents in three markets.  
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1.5.  Problem Description 

  

Since Brazil, China and Sweden represent important markets and economies, 

especially Brazil and China are extremely relevant markets for the growth of 

Sportswear Industry in the recent years (Euromonitor International, 2013), and because 

Sweden is considered a sporting nation (Riksidrottsförbundet, 2013), a comparative 

study about the consumer behaviour and engagement of users on Social Media can 

explain the main similarities and differences found between them, adding valuable 

information to the industry, managers and businesses. Since Sportswear is a relevant 

share of the apparel and clothing industry, is important therefore to investigate how 

consumers demonstrate their interests about sportswear products and brands, as well as 

the relation these consumers have with a lifestyle that has sports and exercise as main 

drivers. Do consumers that engage online with certain sportswear brands and products 

have the same engagement towards a sporty lifestyle? Does consumer engagement on 

Social Media regarding sportswear brands, products and lifestyle is reflected into 

purchases? Which are the main behaviours that consumers perform on Social Media 

when interacting with different contents? 

There are not many previous researches that have investigated consumer behaviour and 

consumer engagement towards sportswear industry on Social Media, either cross-

market studies among Brazil, China and Sweden regarding sportswear industry. 

Therefore, to fulfil the research gap, the purpose of this research is to study consumer 

behaviour and engagement on Social Media regarding the three following dimensions: 

sportswear products, sportswear brands, and lifestyle related to sports, in Brazil, China 

and Sweden. 

 

1.6. Research questions 

 

Based on the key theories and corresponding to the research purpose, research 

questions are proposed as: 

1. How is consumer engagement with sportswear products, brands, and lifestyle 

demonstrated on Social Media? 
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2. Does Social Media impel the consumer engagement regarding sportswear 

products / sportswear brands and lifestyle related to sports? 

3. How does this engagement differ among the three markets: Brazil, China and 

Sweden? 

  



12 
 

2. Theoretical Framework 
 

Social Media allows people to communicate with many individuals simultaneously 

when compared to the traditional personal communication, thus, sharing information 

becomes easier and faster.  Furthermore, Social Media allows individual to 

demonstrate their main interests by engaging with brands and lifestyle communities, as 

well as sharing information and communicating with people with similar interests. 

Social Media lets consumers to connect with other consumers in a social network. 

According to Cialdini and Goldstein (2004) social influence fulfils three important 

goals: the need to form accurate perceptions of reality, to develop meaningful social 

relationships, and to maintain a favourable self-concept. When related to consumption 

and products, Goldsmith et al. (2013) describe that consumers enjoy exchanging 

information for diverse reasons, however opinion leaders tend to share the information 

due to:  the huge interest in the product category, so they enjoy talking about it, to 

demonstrate their expertise and knowledge, because it enhances their sense of self, and 

also because of the fact that they may have a genuine desire to help others and they 

appreciate social interaction. 

Nevertheless, not everyone is prone to share their opinions about products and brands. 

In a study performed by Lorenzo-Romero et al. (2012) they found that introverted and 

adaptable users are not active giving other customers information about products or 

services experienced by them, although expert communicator group users are actively 

engaged in marketing-related activities.  Opinion seekers avidly consume the opinions 

of others because they need information to help them make decisions and they find the 

opinions of others trustworthy and easy to use. It is important therefore, to understand 

how consumer engagement and brand engagement affect people behaviours and 

contribute to consumers’ interaction on Social Media. 

2.1. Consumer and Brand Engagement Online 

  

2.1.1. Consumer engagement 

Consumer engagement is described by different authors in the literature.  Patterson et 

al. (2006, cited in Brodie, 2013 pp. 106) define customer engagement as “the level of a 
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customer's physical, cognitive and emotional presence in their relationship with a 

service organization. Mollen and Wilson (2010) describe consumer engagement as “the 

cognitive and affective commitment to an active relationship with the brand as 

personified by the website or other computer-mediated entities designed to 

communicate brand value.”  Furthermore,  Chaffey (2007) agrees that the customer 

engagement concept is intended to increase the time or attention a customer gives to a 

brand on the web or across multiple channels, therefore it depends on repeated 

interactions between a customer and brand that strengthen the emotional, psychological 

or physical investment a customer has in that brand. Additionally, in consumer-to-

consumer contexts individuals may find proximity, affiliation, social interaction and 

bonding through virtual communities (Hoffman and Novak, 1996). 

Van Door et al. (2010) defines consumer engagement as the behaviours that go further 

than transactions, as well as the customer’s behavioural manifestations that have a 

brand or company focus, beyond purchase, resulting from motivational drivers. Thus, 

the previous experiences and self-identification with a brand as a way to express their 

self are important aspects when determining consumer engagement. Sashi (2012) also 

describes the consumer engagement cycle, stating that a delighted consumer will act 

more active, spreading the word of mouth about the brand he or she is engaged.  In 

order to develop consumer engagement, is necessary therefore consumer delight a 

strong emotional bond between consumer and the brand/ company, a sense of trust and 

loyalty (Sashi, 2012). 

Consumer engagement occurs "when delighted or loyal customers share their delight 

or loyalty in interactions with others in their social networks and become advocates for 

a product, brand, or company" (Sashi, 2012, pp. 264). Below the consumer 

engagement cycle from Sashi is demonstrated as: 
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Figure 1. Consumer Engagement Cycle (Sashi, 2012) 

 

Customer engagement turns customers into fans who remain wedded through ups and 

downs in intimate enduring relationships and even proselytize for the product, brand, 

or company. The interactivity of Social Media greatly facilitates the process of 

establishing enduring intimate relationships with trust and commitment between sellers 

and buyers. Pagani et al. (2011) find that innovativeness, self-identity expressiveness, 

and social-identity expressiveness stimulate some people to engage online with brands.  

Jahn and Kunz’s (2012) study of fan pages shows that engagement and involvement 

with a fan page play a positive role in motivating active use, and that fan-page 

participation is positively related to the hedonic and functional content of the page, as 

well as the satisfaction derived from social interactions and self-concept (Kelly et al., 

2002). 

In general, the motives for user generated content reflect interest in the topic, the ease 

and fun of using the social networks, the pleasure obtained by contributing and the 

social rewards felt by those who actively contribute (Shao, 2009). Thus, consumer 

engagement plays an important role determining the probability for consumers to be 

more active on Social Media, sharing information and their opinions, interacting with 

other users and relating with brands profiles online. Hennig-Thurau et al. (2004) 
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specify eight factors that influence consumers to interact and contribute to online 

communities and groups, sharing their opinions and experiences with others; these are: 

(1) negative feelings, (2) concern for other consumers, (3) self-enhancement, (4) 

advice-seeking, (5) social benefits, (6) economic benefits (e.g. cost savings), (7) 

platform assistance, and (8) helping the company. 

Brodie et al. (2011) defines consumer engagement in an online community as: 

“The interactive experiences between consumers a brand and/or other 

members of the community. Consumer engagement is a context-

dependent, psychological state characterized by fluctuating intensity 

levels that occur within dynamic, iterative engagement processes. It 

“is a multidimensional concept comprising cognitive, emotional, 

and/or behavioural dimensions, and plays a central role in the process 

of relational exchange where other relational concepts are engagement 

antecedents and/or consequences in iterative engagement processes 

within the brand community” (Brodie et al., 2011, pp. 106). 

Thus, consumer engagement online has a direct connection with the brand engagement 

concept, that will be described as follows.  

2.1.2.  Brand engagement 

Similar to the definition of online Consumer engagement, there is the concept of Brand 

engagement. According to Gambetti et al. (2012) this term refers to the “composite of 

experiential and social dimensions”. Hollebeek defines Brand engagement “as the level 

of an individual customer’s motivational, brand-related and context-dependent state of 

mind characterized by specific levels of cognitive, emotional and behavioural activity 

in direct brand interactions” (Hollebeek, 2011, pp. 790). 

Wallace, Buil and de Chernatony (2014) describe in their research that brand 

engagement on Social Media has been studied previously, specifically on Facebook.  

In these studies the number of “likes”, shares, or comments that consumers perform 

related to a brand profile or group are seen as variables for brand engagement 

(Chauhan and Pillai, 2013; Hoffman and Fodor, 2010; Malhotra et al., 2013). 

However, there are not many studies about the relationship between consumer’s brand 

“likes” on a social network and their behaviours in relation to that brand. Moreover, 
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Hoffman and Fodor (2010) consider in their research that a suitable metric for brand 

engagement on Social Media is the number of “likes” a brand achieves on a friend’s 

feeds. 

2.2. Identity, self-expression, engagement and Social Media 

Nevertheless, on Social Media consumers create personal profiles that reflect who they 

are to other individuals. As an example, on Facebook self-identity is created through 

consumers’ descriptions of themselves, and how they connect to others within a 

network (Schau and Gilly, 2003). Previous researches (Ahuvia, 2005; Sprott et al, 

2009) demonstrate that the brand engagement established from consumers reveals the 

person’s identity, as well as serving as a way to express their self-image. Consumers 

demonstrate engagement by “liking” the brands on Social Media to build part of their 

online self-expression (Wallace et al., 2014). 

Identity is characterized by the tension between how a person defines herself as an 

individual and how she connects to others and social groups in connected relationships 

(Kleine et al., 1995). Such self-expressive brands are defined as “the customers’ 

perception of the degree to which the specific brand enhances one’s social self and/or 

reflects one’s inner self” (Carroll and Ahuvia, 2006, pp. 82). Social networks allow 

consumers to present an “ideal self” and therefore, consumers may choose brands to 

express a self that is not supported in their material world (Schau and Gilly, 2003). 

Consumers might enjoy a brand due to “self-image motives and self-esteem motives” 

(Albert et al., 2008, pp. 73). Besides, Hwang and Kandampully (2012) found that self-

concept connection increases brand love. Hoffman and Fodor (2010) describe in their 

research that as “liking” on Social Media can be a representation of brand engagement. 

However, consumers vary in their level of brand engagement, dependent to their 

perceptions about the self-expressive role of the brand (Sprott et al., 2009). 

As the literature considers “likes” as a manifest variable of brand engagement on social 

networks (Chauhan and Pillai, 2013; Hoffman and Fodor, 2010; Malhotra et al., 2013), 

in a research respondents were asked to identify a brand they “liked” on Facebook. The 

results demonstrate that consumer engage mainly with fashion brands and sportswear 

brands, from a list of ten different categories, revealing the appeal that of such kind of 

brands with consumers’ self-expression. 
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From the consumer behaviour perspective, this finding is interesting, revealing that 

consumers choose brands that were self-expressive, and that reflect their identity. 

Previous literature suggests that engaged consumers associate with brands that fit their 

self-concept (Sprott et al., 2009). When consumers engage with the brand by “liking” it 

for example on Facebook, this brand will appear in their news feed of their social 

network. As the brands “liked” are self-expressive, the brand is allowing the consumer 

to enhance their identity in their social exchanges with others on Facebook. In other 

Social Media than Facebook, users can follow other users, products or brand profiles, 

coming across their posts daily as well, characterizing a similar situation as on 

Facebook. 

The association between brand love and “active engagement” has been identified in the 

literature (Bergkvist and Bech-Larsen, 2010). The literature shows that consumers who 

are highly engaged with a brand can act as activists for that brand (Hollebeek, 2011). 

Bergkvist and Bech-Larsen’s (2010) study suggests that consumers who had a sense of 

community and strong brand identification experience more brand love and active 

engagement. Batra et al.’s (2011) conceptualization of brand love encompasses 

consumers’ use of the brand to express both current and desired self-identity. If the 

“liked” brand facilitates the consumer’s self-expression, they may experience greater 

brand love. Furthermore, brand engagement has also been positively associated with 

positive word of mouth (WOM) communication (Tripathi, 2009). 

2.3.  Word of Mouth Communication and Social Media 

  

Solomon (2009) describes Word of Mouth (WOM) as the product information that 

individuals transmit to other individuals, being more reliable and trustworthy than 

messages transmitted by formal marketing channels. For Westbrook (1987) it is the 

flow of communication among consumers about products or services. Moreover, 

Hennig-Thurau et al. (2004) describe that WOM allows people to share news and 

opinions about the products, services and brands. 

According to Solomon (2011, pp. 398) “the power of WOM is much higher than 

traditional Medias, being responsible for two-thirds of all consumer sales”. Consumers 

tend to trust and rely more in people that they already know, thus he states that 
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advertising is important to create brand awareness among consumers, however 

“consumers rely on WOM in the later stages of evaluation and adoption of the 

purchasing process” (Solomon, 2011 pp. 399), hence, first there is a need to create 

awareness about product or brand communicated.  

Some reasons explain why consumers share their knowledge about products with other 

consumers. According to Solomon (2011) the consumer might be involved with a type 

of product or activity and enjoy talking about it, for example football fans, and 

“fashion plates”.  Another reason described, is the fact that the consumer is 

knowledgeable about a product wants to let other people know about it, in a way that 

enhances the ego of the individuals by sharing the information and impressing other 

consumers. 

Herr et al. (1991) support the idea that WOM is accessible. They found that WOM had 

a greater impact on product judgments than printed information. Favourable brand 

attitudes are formed on the basis of a single, favourable WOM communication, even 

when extensive, diagnostic attribute information was also available. WOM can be 

either positive or negative, and evidence indicates that WOM is often related to 

consumers’ satisfaction or dissatisfaction with previous purchasing experiences 

(Blodgett et al., 1993; Brown and Beltramini, 1989; Richins, 1983; Wilson and 

Peterson, 1989). Consumers also appear to engage in WOM to satisfy their personal 

information needs (Bloch et al., 1986; Burnkrant and Cousineau, 1975; Cohen and 

Golden, 1972; Howard and Sheth, 1969; Pincus and Waters, 1977).  Moreover, 

according to Richins and Bloch (1991) consumers are more likely to search for, and 

accept, especially negative online WOM when they lack information and experience 

about a product or brand. 

Wolny and Muller (2013) describe that although the motivations of communicators 

and receivers in online WOM communication may not be commercial; those activities 

often contain names of brands or products, and consequently are likely to affect the 

perception of companies, brands or their products.  According to Lee et al (2008) 

online recommendations, from users, about products and brands are becoming the main 

source of information for other consumers, prior their purchase decision. Bergkvist and 

Bech-Larsen (2010, pp. 510) incorporate WOM in their measure of active engagement. 

In addition to connecting with others, these individuals may have emotional bonds 
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with a brand and participate with the brand through high involvement and positive 

WOM (Wragg, 2004). 

Kozinets et al. (2010) explain that social networks have transformed word of mouth 

theory, because consumers spread comments not only to reduce dissonance or because 

of altruistic desires to help others, but also because the customer is now an actor in a 

social system.  In our study, the definition of WOM generated online on Social Media 

is related not only regarding the direct communications as messages, comments or 

product reviews, but also by behaviours possible to be performed on online social 

networks which can be observed by peers as an example liking or following a profile 

or a brand, sharing the information with other users like images and videos, tagging 

friends etc. 

It is questioned whether WOM in online social networks reflects a “true” engagement 

with a brand. It is possible that consumers derive further benefits from the brand by 

offering WOM. De Angelis et al. (2012) note that consumers seeking self-enhancement 

are more likely to link the self to positive outcomes. In offline experiments, they found 

that the fundamental reason to enhance the self leads consumers to generate WOM (De 

Angelis et al., 2012).  Therefore, the findings provide new insights into brand 

engagement, where the brand is in a virtual space, and may not be owned by the 

“liker”, but rather used to construct the self-identity. 

Wallace et al. (2014) investigate in their research the relation between consumer 

engagement with self-expressive brands and WOM, demonstrating that is a positive 

and significant relationship between “liking” on Social Media a self-expressive brand 

that reflect the inner self and generating WOM. It is stated that consumers who engage 

with the brand by “liking” it will offer WOM when they perceive a genuine 

congruency between the brand meaning and their self-identity (Schau and Gilly, 2003). 

Therefore, it is suggested that brand-engaged consumers, who “like” their brand on 

Facebook, will offer WOM for that brand if the brand resonates with their inner selves 

(Wallace et al., 2014).  In other words, consumers will engage online, following the 

brand and sharing the information about the brand to others through different 

behaviours such as commenting, posting about brand or product, recommending to 

other users etc.   
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By contrast, when fans “like” brands that appeal to the social self, they are doing so in 

order to express their social selves, with no intention to actively provide any form of 

brand recommendation. Furthermore, Wallace et al. (2014) suggest that consumers 

engage with brands online in different ways, and unless a brand appeals to their inner 

selves, customers will not engage in WOM. 

2.4.  Fashion Communication and Trends 

  

When related to Fashion and clothing, Social Media can be an interesting source of 

information for consumer. Solomon and Rabolt (2009), state that most of fashion 

communications are visual instead of being verbal, especially for that reason, Social 

Media is a very good channel to transmit fashion communication, since most of its 

contents are shared through images and videos. Sources for fashion communication 

can be impersonal sources as magazines, blogs, websites, as well as personal sources 

as friends, family, sales assistants and even people on the streets. Fashion oriented 

people talk about the latest trends; furthermore since fashion is an always changing 

phenomenon, Social Media serve as an important tool for fashion communication, 

regarding its characteristic of spreading information in a fast and quick manner.  

Fashion is subject to change – both rapid and gradual.  Modern communications play a 

major role in today's accelerated rate of fashion change. Furthermore, Social Media 

networks offer consumers the opportunity to connect and interact with others users 

with similar interests, as well as demonstrate to the other consumers their preferences 

regarding fashion and style. According to Stone (2008) the technology has changed the 

way fashion changes, and compared with some decades before information is obtained 

in a faster pace, as well as trends are diffused among influencers and consumers in a 

more rapidly way. 

Consumers are able to see fashion shows through the internet at real time and share, 

exchange and spread their opinion straight away through Social Media. Bloggers and 

fashion forward consumers also communicate their main preferences, and trends in a 

way that information about the latest items and trends are exchanged with fashion 

followers faster if compared to decades ago.  
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Trend is described by Stone (2008) as a general direction or movement. When related 

to fashion, it means that several fashion forward customers are wearing a determined 

style or garments that designers are designing and leading retailers are buying in order 

to offer it to the final consumers. According to Wolny and Muller (2013, pp. 563) 

"trends follow a diffusion curve, but they are also adapted throughout their lifecycle to 

fit in better with the users’ norms, values, and preferences. In fact it can be argued that 

trends are co-created by consumers who not only perpetuate but also adapt them along 

the way". 

Stone (2008) refers to fashion followers as consumers that follow trends instead of 

leading it, being them the majority of people in society.  Fashion followers are 

essential to the fashion industry, since "mass production and mass distribution can be 

only possible and profitable when a large number of consumers accept the 

merchandise" (Stone, 2008. pp. 113). Some reasons for consumers to follow fashion 

are described: 

· "Feelings of insecurity: when someone wants to fit to a determined group; 

· Admiration: as an example trying to dress as an idol (celebrity, athlete, 

models, fashion leaders etc.) to look similar and imitating their style; 

· Lack of interest: consumers that realize that if they don't fall in with it they 

would declare themselves as a member of past generation, or dull people. 

· Ambivalence: holds that many people are ambivalent in their attitudes 

towards the new, it is easier to choose what is already familiar." 

  

On the other hand, fashion is also a way for consumers to express their individuality, 

as an example, adding personal touches to an outfit. Most people have a deep seated 

wish to express themselves as individuals but also to be part of a group, and this can be 

described as "a paradox of an endless conflict between the desire to conform and the 

desire to remain apart" (Stone, 2008, pp. 115). Furthermore, consumers use fashion 

and clothing as a way to present themselves to society, expressing their identity: 

"Whenever we clothe ourselves, we dress 'toward' or address some audience whose 

validating responses are essential to the establishment of our self" (Solomon and 

Rabolt, 2009, pp. 157). 



22 
 

Clothing is commonly considered a high-involvement product, meaning that the level 

of interest for this category of products is higher than others (Solomon, 1986). 

Consumers often buy clothing items for its symbolic meaning, image reinforcement or 

psychological satisfaction (Solomon, 1986). Kaiser (1998) states that clothing reflects 

the consumer’s social life, aspirations, fantasies and affiliations.  High involvement is 

related strongly to the product quality and the attributes stated by the brand, since 

consumers are aware of their own self-concept and thus use brand image as a criterion 

in evaluating products (Oh & Fiorito, 2002). Moreover, sportswear products and 

brands are directly related to fashion and the need to the express consumers self, being 

a category of apparel that usually is directly connected to consumers lifestyle.   

  

2.5.  Sportswear products and brands 

  

According the Sporting Goods Manufacturers Association (2009, cited in Tong and Su, 

2014, pp. 182) sportswear is defined as “a product purchased with the intent that it will 

be used in active sport”. Previous studies discovered that people also wear sportswear 

for many other reasons besides practicing sports activities, e.g., for the comfort, to look 

fashionable, or to relax (Stone, 2008; Lau et al., 2006). Therefore, by sportswear, this 

research refers to clothes, shoes and accessories that the consumer can wear for sports, 

physical exercises, as well as casual activities and relaxing occasions. Stone (2008) 

states that the emphasis on health and the self in the past three decades has influenced a 

huge growth in the sportswear market, thus sportswear industry is expected to grow to 

$178 billion by 2019 according to Boston-based research firm Trefis (The Business of 

Fashion, 2014), influenced  by a trend towards healthier and  active lifestyles. Product 

innovation is also an important factor in the sports clothing industry, with companies 

adopting product design and technological innovation to follow the changing trends. A 

bigger focus on flexibility, performance, convenience, comfort, and also fashionable 

style is creating a strong demand for sportswear, which offers both functional 

performance and style appeal. 

In a study conducted by Radder and Huang (2008), sportswear clothes are described as 

high involvement product. In their research they demonstrate that people have strong 
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brand awareness with high involvement products that are related to their self-image 

and lifestyle. Engel et al. (2005) state that level of involvement with the product 

increases when it fulfils important needs and values for the consumer, thus the 

relationship between a high involvement brand and consumer seems to be stronger, 

influencing consumer’s engagement. 

Regardless of the type of sport, sportswear may convey the importance of aesthetic and 

expressive characteristics for the users (Chae, Black and Heitmeyer, 2006). In modern 

society, the growing interests in the practice of sports, exercises and healthier lifestyle, 

increase the demand for active sports clothing. Consequently, consumers tend to relate 

their lifestyle connected to a kind of sport to the clothing they want to wear. Stone 

(2008) describes that even people that are not practicing some determined sport, but 

enjoy watching it on television for example, wants to look as part of that group and for 

that reason adopt some kind of sportswear that is related to that sport category. 

Dickson and Pollack (2000) discovered in their research that the level of involvement a 

user has with a kind of sport, correlates positively with the purchasing of clothing for 

that determined sport, indicating that athletes use clothing to communicate an athletic 

identity, and even level of expertise. In that specific study about skating, the more 

involved an athlete is with skating, the more strongly the athlete identified himself or 

herself as a skater. Kaiser (1998) argues about the cohesiveness or the degree of mutual 

interest among members as the most important attribute of a group. Therefore, the 

members of sports groups who are highly committed wish to be perceived by others in 

the group as appearing like an appropriate group member, and clothes from brands that 

are directly related to a determined sport lifestyle can fulfil this function. 

On the other side, sportswear is not only used by athletes who want to belong to a 

group, but also by other kinds of consumers with other motivations. Sports lovers wear 

stylish sportswear in order to look smart and fashionable when they exercise (Lau et 

al., 2006). The sportswear industry represents a large and growing market worldwide, 

and sportswear brands are dedicated to getting customers’ attention and building brand 

loyalty through creating a strong brand image (Tong and Hawley, 2009). According 

Tong and Su (2014), brand personality plays a major role in the competition of 

sportswear brands and products, being an important adoption factor of a sportswear 

brand when consumers become aware of it. “Therefore branding remains the industry’s 
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largest source of competitive advantage, and sportswear brands are dedicated to using a 

distinct and memorable brand identity to get customers’ attention and build brand 

loyalty” (Tong and Hawley, 2009).  These two factors, therefore relate, directly in 

consumers engagement as shown in Sashi’s consumer engagement cycle before. 

Furthermore Tong and Su (2014 pp. 187) describe in their study that because 

sportswear is exclusively positioned between the fashion and sports industry, the 

personality of sportswear brands is an excellent combination of : 

· "Brand personality dimensions: Competence, Attractiveness, 

Sincerity, Excitement, and Ruggedness; 

· Characteristics associated with athletes: Competence, 

Attractiveness, Sincerity, Activity, and Ruggedness; 

· Characteristics associated with fashion: Attractiveness, 

Innovation, and Excitement." 

The characteristics associated with fashion reflect the consumers’ increasing demand 

for stylish, functional, and versatile sports clothing and footwear products.  These main 

characteristics relate directly with consumers identity and for that main reason 

sportswear brands tend to appeal directly to consumers lifestyle. 

Other factors also can influence consumers’ motivation for consuming sportswear 

brands and start to develop a relationship with them. Tong and Su (2014) state that 

marketing efforts of sportswear brands have been very effective  in increasing 

exclusive and positive brand associations with athletes, celebrities and sports stars in 

order to transfer the positive associations to the brands and create strong brand images. 

Consumers, consequently establish different associations towards sportswear brands, 

which go beyond the sport function aspect, but relate also to style, fashion, celebrities 

and idols.  All these factors can influence consumers when deciding to purchase 

sportswear products and associating themselves and their identity with a sportswear 

brand, developing a relationship and finally being an engaged consumer. 

Brand awareness and product knowledge are important elements in the purchasing and 

relationship process with consumers. By creating brand awareness, brand associations 

are built in the memory and effects consumer loyalty and trigger the consumers to 

make a purchase (Subhani & Osman, 2011). Social Media is an important medium for 
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the transmission of this information to consumers, not only from the company/brand 

itself, but from other consumers. Therefore, this study intends to understand how 

interaction on Social Media can influence consumers to engage with sportswear 

brands, and how the engagement is demonstrated online. Also, it is important to 

understand if the engagement online will reflect in purchases, and which are the main 

triggers for this manifestation. 

2.6. The theoretical Model 

Based on the theories discussed during this chapter, the framework is developed as 

seen in the figure below:  

Figure 2. Theoretical Framework 

The figure summarizes how the process of consumer engagement is developed on 

Social Media. The grey area refers to Social Media as a platform, where the research 

will focus on. It is important to note the interactions between consumers, as well as 

between consumers and brands/companies, not only occur on Social Media, but also 

take place outside the grey area, as offline interactions. Both interactions, i.e., on 

Social Media and offline interactions, generate a direct impact on how consumer will 

engage with brands, their products and how consumers communicate their lifestyle. 

This research only aims to examine the former one. 
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Theories in Social Media and consumer engagement have built the main body of the 

ground for this research. Social Media theories explain variable factors which drive 

consumers to interact with others (Hennig-Thurau et al., 2004; Pattino et al., 2102). 

The interaction on Social Media is motivated by individuals’ preferences based on 

their identity and offline experiences. Previous studies have illustrated how these 

motivators encourage consumers to interact through Social Media as a statement of 

self-expression and self-identification. However, the study of preferences and offline 

experiences are not within the investigation of the questionnaire since this study 

focuses on consumer engagement on Social Media. 

Consumer engagement theory is theoretically elaborated with brand engagement theory 

and WOM theory. According to brand engagement theory, the interaction with brands 

and companies on Social Media is a representation of brand engagement; while at the 

same time the process of this interaction also reinforces consumer engagement with 

brands and products. 

The behaviours of sharing and exchanging information and opinions towards products/ 

brands within Social Media network are regarded as the transmitter of WOM on Social 

Media. Interactions with other consumers will generate communication of WOM. The 

process of this interaction reflects, as well as enhances, the level of consumer 

engagement on Social Media. 

As depicted in the figure, the subjective of this research, the consumer engagement on 

Social Media, is emerged from and reflected by the on-going interactions between 

consumers with other consumers (as WOM) and with brands. Responding to the 

research purpose, the study of consumer engagement on Social Media will be limited 

within the categories of sportswear products, sportswear brands, and lifestyle related to 

sports. 
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3. Methodology 
 

In the beginning of this chapter, to help readers to clarify the topic, the research 

purpose is repeated as follow: 

This research aims to study consumers’ behaviours and engagement on Social 

Media regarding sportswear products/ brands and lifestyle related to sports in 

three markets. 

Instead of hypothesis testing, the research purpose seeks for a descriptive answer that 

describes the engagement pattern on Social Media and compares the findings among 

three markets. Therefore, three research questions are proposed to address and specify 

the research purpose as follow: 

 1. How is consumer engagement with sportswear products, brands, and 

lifestyle demonstrated on Social Media? 

2. Does Social Media impel the consumer engagement regarding sportswear 

products / sportswear brands and lifestyle related to sports? 

3. How does this engagement differ among the three markets: Brazil, China 

and Sweden? 

To be able to implement the research purpose and answer research questions, the 

research output needs to generate a quantificational collection of empirical data from 

three countries and consequently leads to a descriptive discussion. Thus, a quantitative 

approach is chosen for this research. This choice is in accordance with previous 

researches regarding Social Media and consumer behaviours. Bryman suggests that 

quantitative methodology has been the dominant method for conducting social research 

(2001, pp. 140), especially when it comes to the study of Social Media or consumer 

behaviour, the literature review has showed a dominant number of researches have 

applied quantitative approach (Dong-Hee Shin et al., 2010; Wolny and Muller 2013; 

Manfred Bruhn et al., 2012). 

Also, since this study is carried through a cross-national perspective and undertaken in 

three countries, a qualitative approach in this case will involve discourses analysis of 
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the responses texts from different focus group in three languages. The literature review 

has discovered most cross-national research conduct a quantitative approach (Dong-

Hee Shin et al., 2010). The process of translating all interviews into English may cause 

linguistic ambiguity or misunderstanding and consequently generates a negative 

impact towards accuracy and reliability of the research results. Therefore, it has 

employed a quantitative methodology with a self-administered questionnaire that 

spread online through Social Media in three markets: Brazil, China and Sweden. 

3.1. Selection of markets 

  

Brazil, China and Sweden are selected for this research due to both practical and 

strategic reasons.  

The practical reason lies in the accessibility. The two authors of this thesis study at the 

Swedish Textile School in Sweden while one of them is Brazilian and the other is 

Chinese. Therefore it is operable to spread the questionnaire through their personal 

Social Media network in these three markets and consequently guarantees the size of 

sampling group. Especially in Brazil and China, where the dominant Social Media are 

manipulated in local languages and not very accessible for foreigners who do not know 

the language. 

Strategically, Brazil and China are emerging giants in the world’s economy. They have 

become important market for western brands and still constantly growing at a 

remarkable speed. International capitals have been growingly placed into these 

markets. Especially when it comes to sportswear consumption, according to 

Euromonitor International (2013), China and Brazil, together with US and Japan, are 

the four leading markets, which collectively accounted for more than half of total 

sportswear sales in value terms in 2012. 

An empirical study on Brazil and China regarding consumer behaviour, is not solely 

interesting for academic society, but also contributes to marketers and corporates as a 

guidebook based on quantificational understanding of the local consumers and 

markets. Sweden is a good representative of highly developed western European 

country. According to previous study in marketing, Sweden has been the testing 

market for new trends and new products. One explanation to this is that Swedes are 
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open-minded and innovative towards trends, lifestyle, as well as technology (Solomon, 

2006, pp. 554). Also, Sweden is an important market for sportswear.  Reports have 

suggested that Sweden is one of the markets where people consume the most sports 

goods in Europe (Chamber Trade Sweden, 2011). Almost 50% of people living in 

Sweden are members of sports clubs and around two million of them are active 

sportsmen and women (Riksidrottsförbundet, 2013). 

Therefore, selecting these three markets representing different continents and different 

economies, will contribute with great implications to the academic society as well as 

the sportswear industry regarding consumers behaviours on Social Media. 

3.2.  The questionnaire design 

3.2.1. The structure of the questionnaire 

 

This research aims to discover consumer’s behaviours and engagement on Social 

Media regarding categories of sportswear products/brands, and lifestyle related to 

sports. In this case, behaviours and engagement on Social Media and engagement with 

sports are at the base of the questionnaire design. 

Previous researches on sportswear clothing have discovered interests in sports 

activities perform a vital factor towards sportswear products consumption and 

sportswear brand preference (Dickson and Pollack, 2000; Kaiser 1998). Hence it is 

necessary to measure the level of interests in sports. 

Previous researches on Social Media are commonly undertaken through the study of 

users’ online behaviour pattern, including how active they are on Social Media and 

how they are engaged (Mangold and Faulds, 2009; Kaplan and Haenlein, 2010; 

Chaffey, D and Smith, P.R. 2012; Akrimi & Khemakhem, 2012).  To answer the 

research questions, it requires a measurement of consumer engagement on Social 

Media. The interactivity of Social Media greatly facilitates the process of establishing 

enduring intimate relationships with trust and commitment between consumers and 

brands. Consumers’ interactions online regarding brands and products enhance their 

engagements with brands or products (Jahn and Kunz, 2012). When it comes to the 

study on sportswear consumers, these engagements are also found to connect with 

lifestyle, because sportswear products help consumers to deliver their favour towards 
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certain sports activities or the lifestyle (Radder and Huang, 2008). Even those 

consumers who do not necessarily participate in sports activities may still wear 

sportswear to connect themselves to a certain lifestyle (Stone, 2008). As consequence, 

sportswear brands tend to establish their branding strategy based on lifestyle to 

enhance the brand awareness and brand loyalty among consumers (Tong and Hawley, 

2009; Tong and Su, 2014). Thus, the measurement of engagements in general is not 

adequate, but needs to be elaborate into engagement on Social Media regarding 

sportswear products/ brands, and lifestyle related to sports. 

  

Here from, a self-designed questionnaire has been developed and divided into 6 

sections regarding different issues to be measured: 

Section 1: the activeness as a Social Media user. 

Section 2: the general interests in sports. 

Section 3: the behaviours on Social Media regarding sportswear products. 

Section 4: the behaviours on Social Media regarding sportswear brands. 

Section 5: the behaviours on Social Media regarding lifestyle that related to 

sports. 

Section 6: demographic information. 

  

As the questionnaire is structured under the guide of the theoretical framework, the 

different sections of the questionnaire fall within the theoretical framework as 

illustrated in the chart below: 
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Figure 3. Relation between theoretical framework and the questionnaire 

 

3.2.2.  The scope of Social Media in the questionnaire 

 

As explained in the introduction chapter (see 1.4.3), the scenario of Social Media in 

China is unique and complicated. Facebook, Twitter are easily accessed for users in 

Brazil and Sweden, but they are not accessible in China due to the censorship. Also, 

Social Media users in China tend to have multiple accounts on variable local Social 

Media instead of staying with single one. Therefore it is not applicable to select and 

focus on one or a few Social Media that is accessible to all respondents in Brazil, 

China and Sweden. 

To avoid misunderstanding, it is necessary to denote again that the term of Social 

Media in the questionnaire and the followed discussion, refers to Social Media in 

general instead of focusing on one or a few Social Media in specific, which means 

respondents respond to the questionnaire on the base of those Social Media they 

personally use, i.e., Question 1 askes if the respondent is a user of Social Media, a 

respondent in Brazil or Sweden answers “Yes” because he or she uses Twitter, while a 
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respondent in China also answers “Yes” because he or she uses Sina Weibo, which is 

the Chinese version of Twitter. 

3.2.3. The process of the questionnaire design 

 

The pre-test questionnaire comprises 6 sections with 45 questions in all. On the base of 

the pre-test, some changes has been modified and added to the questionnaire (see 

3.5.2.). The final questionnaire comprises six sections with 39 questions in total. To 

avoid ambiguity of understanding towards key terms, definitions and explanations of 

the following terms are given in the questionnaire to clarify key terms: sports, exercise, 

sportswear products, sportswear brand, lifestyle related to sports. 

The questionnaire was originally written in English, and then translated into Chinese 

and Portuguese by a third group. The English version of the questionnaire was spread 

in Sweden while Chinese version was spread in China and Portuguese version was 

spread in Brazil. The questionnaire in English is attached to this thesis in the appendix. 

The questionnaires in three languages were developed on Google Form and spread 

through Social Media in three markets at the same time. 

3.3. Instrumentation 

  

3.3.1. Coding 

38 out of 39 questions in the questionnaire are closed questions, since they are easy to 

convert to numeric format required for SPSS (Pallant, 2007, pp. 6). The question 

towards consumption amount (Question 20) is an open question where respondents are 

required to fill in with numeric data. The answers of gender are labelled as 0 for female 

and 1 for male. The other answers regarding demographic information are measured 

through alternative options. 

Yes-no questions in the questionnaire are labelled as 1 for No and 2 for Yes. All the 

rest answers are measured via a 4-point scale with endpoints labelled as 

‘disagree/none’ and ‘agree/ high’ and all pole points numbered from 1 to 4. 
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3.3.2. Scale 

  

Likert scale is a measure instrument that widely used for data measurements. Compare 

with Thurston Scale and Guttman Scale- the other two commonly used scales, the 

advantage of Likert Scale lies in its simplicity to construct and easiness to operate 

(Kapes et. al., 1994). The Likert Scale comprises a succession of statements, each of 

which elucidates an attitude of favour or disagrees towards certain subjects. Since it is 

applicable to measure the multi-dimensional perceptions or attitudes of respondents, 

such as the level of satisfaction, and the degree of brand engagement, Likert Scale is 

widely used in subjects of social sciences, for instance, researches in marketing or 

consumer behaviours (Kapes et.al., 1994). 

  

The spectrum of Likert scale usually ranges from 4-points to 7-points while some 

studies extent to 10 or 11 (Shing-On Leung, 2011). Since the survey is carried in three 

different countries, national social pattern is considered when choosing the Likert 

scale. Because of the Confucian influence in Chinese society, which consider ‘being in 

the middle’ as a gentleman’s virtue, there is a tendency among Chinese respondents to 

always chose the middle option in odd-number-points scales. Likewise, previous 

researches have found out that Swedish respondents are likely to stay with the middle 

option (Pakeesuk et al, n.d.). Therefore, to guarantee the reliability and credibility of 

the research result, the odd-number-points scale is not applicable in this research. Since 

the questionnaire presented in three different languages, a 6-point or 10-point Likert 

scale may linguistically confuse respondents by offering too many options, especially 

in Chinese language and Portuguese language, where the differences between each 

degree might be linguistically ambiguous in a 6-point or 10 point Likert scale. Thus the 

4-point scale is chosen to be applied to this research. 

 

According to the subjects in the questionnaire, the statements of questions can be 

divided into three types: the level of effects regarding certain influences, the level of 

interest regarding certain engagements, and the level of frequency regarding certain 

behaviours. The scale used in this research is based on the Likert scale, but with a 
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different narration of the alternatives. Instead of the series of statements grading from 

‘strongly disagree’ to ‘strongly agree’, the four-point represents the level of frequency, 

the level of interest or the level of impact. Thus the 4-points used in this questionnaire 

is explained as: 1 refers to none/never, 2 refers to little/occasionally, 3 refers to much/ 

frequent,  and 4 refers to very much/ very frequent. 

3.4. Sample Size 

  

Sample size estimation is a crucial part of the design of a quantitative study and is a 

key step to valid and reliable data collection. In the case of descriptive survey, the 

estimation of sample size is calculated on the base of the level of confidence and the 

degree of accepting precision (Fox and Hunn, 2009).  The level of confidence is 

embodied through the level of significant, which is commonly regarded accepting 

value less than 0.05 (P <0.05) and consequently the level of confidence is 95%. The 

degree of accepting precision is frequently embodied in the form of a confidence 

interval with an allowed margin for random error (MRE).  On base of these values 

mentioned above, the standard deviation (SD) and the standard error of the mean (SE) 

will be estimated. Following Fox and Hunn’s guide in sample size estimation and 

calculating through the formula below: 

 

97 comes out as the result of acceptable sample size (n=97). 

Therefore this research set 100 as the expecting sample size in each country and 

consequently the expecting sampling from three markets is 300. 

  

3.5. Pre-test 

  

A pre-test was first carried to examine the validity and reliability of the designed 

questionnaire. The pre-test questionnaire was spread through Google Form. 61 

respondents participated and 60 valid responses were collected (N=60), of which 18 
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were from Brazil, 20 from China and 22 from Sweden. All data were collected online 

automatically through the online survey tool (Google Form) and then processed with 

IBM SPSS 21 program. 

3.5.1. Reliability and Validity 

  

A reliability analysis was conducted to responses of the questionnaire. Cronbach’s 

alpha is used to describe the reliability concerning the internal construct (Reynaldo and 

Santos, 1999). Nunaly (1978, cited in Poitras et. al., 2012) suggests the alpha 

coefficient that higher than 0.7 is regarded as an acceptable. The pre-test has generated 

an alpha coefficient of 0.946 as seen in Table 1, which suggests the design of our 

investigation system is reliable and appropriate for the study purpose. 

 

Cronbach’ Alpha Cronbach’s Alpha based 

on Standardized items 

N of Items 

,946 ,956 55 

Table 1. Results of reliability check. 

The Kaiser-Meyer-Olkin (KMO) measures the sampling adequacy. The KMO statistic 

varies between 0 and 1. A value close to 1 indicates that patterns of correlations are 

relatively compact and so factor analysis should yield distinct and reliable factors. 

Kaiser (1974, cited in Field, 2005) recommends accepting values greater than 0.5 as 

acceptable; values between 0.5 and 0.7 are mediocre; values between 0.7 and 0.8 are 

good. A good KMO value correlates to good construct validity. The result of KMO of 

the pre-test suggests the construct validity of the questionnaire, as seen below: 

KMO of Part 1(questions regarding Social Media in general): 0.598 

KMO of part 2(questions regarding sports in general): 0.716 

KMO of part 3 (questions regarding products): 0.787 

KMO of part 4 (questions regarding brands): 0.708 

KMO of part 5 (questions regarding lifestyle): 0.642 
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Although the questionnaire does not employ borrowed instrument from previous 

researches, judging on the base of Cronbach’s alpha coefficient and KMO value, the 

results from the pre-test have manifested that the questionnaire is logically constructed 

with concrete reliability and validity. 

3.5.2. T-test between genders 

  

A t-test was employed to the pre-test to measure the gender deviation. The deviation is 

regarded as significant when the sig. (two tailed) value is less than 0.05 (Kremelberg, 

2011). The two-tailed sig. values of the questionnaire differ from 0.02 to 0.967, with 

an average of 0.468. There are three questions scored a two-tailed sig. value less than 

0.05, which shows a significant deviation between genders: Q6, Q7 and Q8; while the 

rest questions have scored a two-tailed sig. value more than 0.05. However, Q6, Q7 

and Q8 are excluded in the formal questionnaire. The t-test has suggested there is no 

significant deviation between the two genders. Therefore it is not ill logical to 

eliminate gender analysis in the later study. The result of this t-test can be found in the 

Appendix III. 

3.5.3. T-test between markets 

  

Another t-test was applied to measure the deviation between countries. The results 

have suggested there are 34 questions scored a two tailed sig. value less than 0.05, 

which means most questions in the questionnaire embody a significant deviation 

between different markets. Thus, it is logical to present and compare the differences 

between markets in the later part of this paper. 

3.6. Respondents 

  

During 2014 Mar and 2014 Apr, 389 respondents participated the questionnaire, of 

which 132 were from Brazil, 116 from China, and 141 from Sweden. 363 valid 

responses were collected (N=363), of which 125 were from Brazil, 113 from China, 

and 125 from Sweden. Responses of the pre-test are excluded from final survey.  It 

needs to be clarified that due to the popularity and accessibility of English language, 
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those respondents who participated the English version of questionnaire are solely 

living in Sweden, but not necessarily all Swedish. 

3.6.1. Valid/ invalid responses 

  

Due to the research purpose, which aims to measure consumers’ engagement and 

behaviours on Social Media, all respondents are supposed to be Social Media users to 

guarantee that their responses are valid. Therefore the questionnaire was spread 

through Social Media to maximize the number of valid responses. Question 1 asks if 

they are a user of Social Media or not, choose ‘Yes’ will lead respondents to the next 

question while choosing ‘No’ will lead to the submit page and terminate the survey, 

and consequently the response will be considered as invalid. 

Another test to distinguish invalid / valid response is set between the results of 

Question 7 and 8.  Question 7 asks how long respondents have been working out while 

Question 8 asks how often. If a response does not show consistency between these two 

questions, i.e.,, choosing ‘Never’ on Question 7 then ‘2-3 times per week’ on Question 

8, is considered as invalid response. This test also contributes to the validity of the 

research data. 

3.6.2. Gender ratio 

  

Among the 363 valid responses, 256 of them are female while 107 are male. Since the 

previous t-test has articulated that there is no significant deviation between genders 

(two-tailed sig. < 0.05), the gender limitation is not relevantly a negative factor of the 

results. 

As a matter of fact, women are found to be more active on Social Media than men 

(Goldsmith et al., 2013). According to sportswear industry analysis, women are also 

considered as a strong consumer demographic for the sports apparel industry 

(Transparency Market Research, 2014). The increasing number of women participation 

in sports activities represents the growth trend and an opportunity for global sports and 

fitness clothing market (Transparency Market Research, 2014). Hence, having more 

female respondents than male ones can be regarded as a positive factor for this 

research, since it conduces to more practical implications towards the industry. 
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3.6.3. Demographic information 

  

The demographic information of respondents is displayed in the figures below: 

  

Gender:                                                                                          

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid   Female 

Male  

Total 

256 

107 

363 

70,5 

29,5 

100,0 

70,5 

29,5 

100,0 

70,5 

29,5 

100 

Table 2 Gender information of respondents 

 

Residence Countries:                                                                        

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid   Brazil 

China 

Sweden  

Total 

125 

113 

125 

363 

34.4 

31.1 

34.4 

100,0 

34.4 

31.1 

34.4 

 100,0 

34,4 

65,6 

 

100,0 

Table 3 Residence countries of respondents 
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Age:                                                                                                                     

 Frequency Percent 

 

Valid Percent Cumulative 

Percent 

Valid          Under 25 

25-34 

35-44 

45-54 

Over 55 

Total 

102 

202 

43 

9 

7 

363 

28,1 

55,6 

11,8 

2,5 

1,9 

100,0 

28,1 

55,6 

11,8 

2,5 

1,9 

100,0 

28,1 

83,7 

95,6 

98,1 

 

100,0 

Table 4 Age of respondents 

 

Education: 

  Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid            High 

school 

Undergraduate 

Master 

PhD 

Other 

 Total 

  

20 

189 

111 

37 

6 

 363 

  

5,5 

52,1 

30,6 

10,2 

1,7 

 100,0 

  

5,5 

52,1 

30,6 

10,2 

1,7 

 100,0 

  

5,5 

57,6 

88,2 

98,3 

 

100,0 

Table 5 Education level of respondents 

 

 



40 
 

3.7. Data Collection 

  

All data were collected online automatically through the online survey tool (Google 

Form) and then processed with IBM SPSS 21 and Microsoft Excel. The final 

questionnaire with all results is available in the Appendix. 

3.8. Limitations 

  

The demographic variety of respondents from Sweden is limited due to the fact that the 

authors of this thesis both study in a master program in Sweden and the questionnaire 

is initially spread through their personal online Social Media network, although some 

respondents outside the authors’ personal Social Media network also participated. 

Therefore a noticeable percentage of the respondents from Sweden are students (32%). 

This may also affect the accuracy of the consumption, since most students do not have 

a stable income to support their purchase decision all the time, they are more likely to 

compromise for price than other respondents who have a stable job and income. 

Another limitation is resulted from the quantitative methodological approach. The 

questionnaire is designed as SPSS-friendly form with all the answers can be easily 

coded into numerical data. Although closed questions are regarded appropriate for 

quantitative data collection (Pallant, 2007, pp.8) and they are more operable to 

generate cross-national comparisons, but open questions offer more space for 

respondents to unfold their thoughts beyond the alternatives, especially when it comes 

to study towards identifications. 

As explained in Chapter 2, brand engagement embodies self-identification, which is a 

cognitive and psychological process that involves the real current self and the desired 

self (Batra et al., 2011). Hence the whole psychological issue behind self-identification 

should be interpreted within a full context rather than alternative options to the 

questionnaire. To avoid risks regarding validation, this research has not measured self-

identification, but has employed a quantitative approach with the questionnaire 

designed to measure behaviours. It would contribute to the reliability and accuracy if a 

further study discussing the self-identification issue is conducted with qualitative focus 

groups on base of the current study. 
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The third limitation is resulted from the cognitive dissonance, which refers to the fact 

that consumers’ attitudes are often found inconsistent with their behaviours (Moraes et 

al., 2012). This suggests a gap between what people actually behave and what they 

claim they do, although they might not be consciously aware of it. Therefore the data 

draw from questionnaires is capable to reflect the respondents’ attitude or mind-set as 

what they think they are/do, but might not be mightily consistent with their actual 

behaviours that what they really are/do.  
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4. Results, Analysis and Discussion 
 

In this chapter, the results of the data conduction and the followed analysis will be 

demonstrated in order to investigate the research purpose: to understand consumer 

behaviour and engagement on Social Media regarding the three following dimensions: 

sportswear products, sportswear brands, and lifestyle related to sports, in Brazil, China 

and Sweden. After each section, the discussion will follow.  

The descriptive analysis is divided according the main findings as follow: 

The discussion of RQ1: Consumer engagement on Social Media 

 General activeness 

 Three behaviours: follow, post, encounter 

 Seven interactive behaviours when coming across/encountering 

information on Social Media 

The discussion of RQ2: Influence of Social Media on consumers 

 Activeness on Social Media impels purchase 

 Activeness on Social Media affects the perception of brand image 

from consumers  

 Social Media can motivate users to practice sports and exercise 

The discussion of RQ3: Cross-market analysis 

 Overall comparisons 

 Behaviour pattern on Social Media 

 Consumption Pattern:  

· Annual consumption of sportswear 

· Motivations to wear sportswear 

· Trend as motivator 

· Purchases in different cases 
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4.1. The discussion of Research Question 1: Consumer engagement 

on Social Media  

RO1: How is consumer engagement with sportswear products, brands, and lifestyle 

demonstrated on Social Media? 

Responding to the research purpose and RQ1 in specific, this part will examine 

consumer engagement on Social Media and the study will be unfolded into three 

levels: (1) the general activeness on Social Media, (2) three main behaviours on Social 

Media, (3) seven interactive behaviours towards encountering. To begin with, the 

following part will discuss consumers’ activeness on Social Media at the general level. 

 

4.1.1. General activeness 

 

Q1 aims to separate Social Media users from non-users. As explained in the 

methodology chapter before, respondents who do not use Social Media have been 

regarded as invalid and excluded from the final sampling group. Therefore all 

respondents in the final data collection are users of Social Media in this research, as 

seen in the chart below: 

 

Table 6 Result of Q1 

 

Q4 and Q5 examine how often that respondents check and post on Social Media. A 

frequency check has been conducted to these two questions as seen in the chart below: 
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Figure 4. Frequency of checking/ posting on Social Media 

 

The result illustrates that respondents are more active in checking Social Media than 

posting on it. Most of respondents check Social Media at least on weekly basis while 

only 1,1% check less than on weekly basis. 66,67% of respondents check Social Media 

many times per day while only around 8% post at the same frequency. Nearly 30% of 

respondents seldom post on Social Media. 

Although Social Media facilitates users to exchange information and share opinions 

(Akrimi and Khemakhem, 2012), most respondents prefer to look for others’ 

information rather than to post/share their own. This finding is in accordance with 

previous study of Lorenzo-Romero et al. (2012). They discover that not all users are at 

the same active level as expertise users, regarding the behaviour of sharing information 

about products or services experienced by them. The majority of users more often 

perform as opinion seekers who consume the opinions of others rather than share/post 

opinions themselves (Lorenzo-Romero et al., 2012). 
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Q2 and Q3 examine the frequency of interactions between respondents and people they 

know in real life, and the ones they do not know. A frequency check has been applied 

to Q2 and Q3 and the result is illustrated as in the chart below: 

   

Figure 5. Results of Q2 and Q3 

 

According to the result, the interactions on Social Media take place more often 

between respondents and contacts they have met in real life than contacts they have not 

met in real life. More than 40% of respondents interact with the former group many 

times per day while only 7% interact with the latter group at the same frequency. The 

majority of respondents state that they seldom interact with the latter group. Therefore 

the Social Media network of respondents in this research is dominantly comprised of 

contacts from real life. 

The interaction between individuals on Social Media is a channel of WOM 

communication. Theories about communication have proved that consumers tend to 

trust and rely more on information given by people they already know (Solomon, 

2011). Consequently, WOM achieves a higher level of trustworthy when it is 

transmitted between people who already know each other. The fact that respondents in 

this research dominantly interact with people they know on Social Media, will 
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correlate to a more reliable and trustworthy communicating channel in the perspective 

of WOM. 

4.1.2. Three behaviours: follow, post, encounter 

 

According to previous research, main interaction behaviour online are described as: 

connect to other users through following, actively share/ post information, passively 

receive information through post they encounter (Akrimi & Khemakhem, 2012). The 

analysis focused on these three behaviours is elaborated in the following part. 

Q11, Q21 and Q28 are the three questions that aim to examine whether respondents 

follow pages/accounts regarding different categories. A comparison has been 

conducted to the three questions to discover if consumer’s engagement varies at 

different levels regarding products, brands and lifestyles, and which category attracts 

more followers on Social Media. 

 

 

Figure 6. Following pages/accounts regarding different categories 
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The result shows that pages/ accounts of lifestyle related to sports have more than 

twice followers on Social Media compared with pages/ accounts of sportswear 

products or brands. More than half respondents follow pages/ accounts of lifestyle 

related to sports. 

The theoretical study on previous literature has not directly highlighted the comparison 

between online engagement regarding lifestyle and the one regarding products and 

brands. Solomon (1986) considers clothing as a high-involvement product which 

correlates to a higher level of interest among consumers compared with other types of 

product. Within the category of clothing, sportswear clothes are described as high 

involvement product because it functions as a statement of consumers towards sports 

activities they like and the lifestyle they agree with (Radder and Huang, 2008). Even 

consumers that do not necessarily participate in sports activities may still wear 

sportswear to connect themselves to a certain lifestyle (Stone, 2008). Thus, sportswear 

product is regarded as the type of apparel that strongly connects with lifestyle.  

Consequently, sportswear brands tend to establish their branding strategy based on 

lifestyle to enhance the brand awareness and brand loyalty among consumers (Tong 

and Hawley, 2009; Tong and Su, 2014), on the purpose to encourage consumers to 

make a purchase (Subhani & Osman, 2011).  Therefore, the engagement regarding 

products and brands is reflected in lifestyle. In other words, the engagement regarding 

lifestyle not only signals, but to some extent also determines and forecasts consumers’ 

preferences in products and brands. This might explain why the category of lifestyle 

related with sports draws more attention and engagement on Social Media among 

respondents. 

Although not all respondents follow pages/account of certain category, it is possible 

for all of them to encounter or to share and post relevant information on Social Media 

The chart below measures the behaviour of following, together with posting/share and 

encountering. Comparing the average scores of nine questions that examine the three 

behaviours, the result illustrates that the engagement level also varies regarding 

different behaviours. 
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Figure 7. Online behaviours regarding different contents 

 

A higher level of interaction is found in category of lifestyle related to sports than 

sportswear products and brands. Respondents not only encounter more posts regarding 

lifestyle related to sports on Social Media, but also more active in posting/sharing and 

following towards this category. 

The result also finds a higher level of activeness in the behaviour of encounter than 

post/ share and follow, which suggests that even those respondents who do not follow 

certain pages/accounts, still encounter and receive the information through forwarded 

posts by pages/ account which they do follow. 

 

4.1.2.1. Correlation between Following pages/accounts and encountering 

posts about it:  

 

Related to the behaviour online is important to examine if user that answered not to 

follow any kind of  page/ accounts of products, brands or lifestyle will come across 

with these kind of posts on Social Media, and if users that users that answered yes 

(they follow) tend to encounter these information more often in their news feed.  

Questions 11, 12, 21, 22, 28 and 29 were selected for this analysis.   
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The average answer of the total respondents were analysed in comparison with results 

from the groups that answered yes and for the group that answered  no for question 11, 

21 and 28 (if the follow, pages/accounts of products, brands or lifestyle). The results 

were crossed against questions 12, 22 and 29 (how often they encounter posts that 

discuss sportswear products, or brands or lifestyle). The average answers are shown 

below: 

 

Table 7 Correlation between Following pages/accounts and encountering posts  

 

  

Figure 8 Correlation between Following pages/accounts and encountering posts  

Results:  From the scale for questions 12, 22 and 28 these were possible answers: 
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All the results obtained were higher than 1, meaning that consumers will come across 

these kinds of posts on Social Media, even though they don’t have the interest in 

following these pages/accounts. 

Users that declared to follow profiles of products, brands or profiles related to lifestyle, 

are found to encounter posts about these subjects more often than users that admitted 

not to follow. However, users that declared not to follow it, also tend to come across 

these posts. This can be explained by the fact that even though the user is not interested 

in following certain profiles, people in their network which demonstrate interest for 

this subject, will share, forward or perform different behaviours related to this content, 

and consequently this information will reach the people in their network that initially, 

have not demonstrated interest for it.  

Thus, it is necessary to conduct a further analysis and elaborate the interactive 

behaviours of how consumers react when they come across or encounter posts of 

different categories. 

 

4.1.3. Seven interactive behaviours when coming across/encountering 

information on Social Media 

 

As seen in the bar chart below, Q13, Q23 and Q30 aim to study different behaviours as 

interactions when encountering posts of different categories.  

 

Figure 9. Behaviours on Social Media towards different categories (1) 
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Behaviour wise, reading through and liking occur more often than others. Liking is a 

vital behaviour in the study of consumer engagement. The number of “likes”, shares, 

or comments that consumers perform towards a brand profile or group is regarded as a 

variable for brand engagement (Chauhan and Pillai, 2013; Hoffman and Fodor, 2010; 

Malhotra et al., 2013).  Especially “Like”, which is regarded as a manifest variable of 

brand engagement on social networks (Chauhan and Pillai, 2013; Hoffman and Fodor, 

2010; Malhotra et al., 2013). 

Although previous research has also pointed out sportswear brands and fashion brands 

correlate to a higher level of engagement on Social Media compared with other apparel 

brands (Hoffman and Fodor, 2010), when comparing brands with lifestyle and 

products, the findings illustrate that post of lifestyle related to sports has the highest 

frequency in all behaviours while the posts of brands have the lowest. 

When visualizing the same data into line chart, the difference of reading through posts 

of different categories is more visible. Although respondents show higher engagement 

towards lifestyle through all 7 behaviours, but the highest deviation occurs in the 

behaviour of reading through and liking. 

 

 

Figure 10. Behaviours on Social Media towards different categories (2) 
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The discussions by far have corresponded to the research purpose through the analysis 

towards RQ 1 in specific. Consumers perform engagement in diverse ways. The Social 

Media network of respondents in this research is dominantly comprised of contacts 

from real life. Consumers tend to check Social Media more often that to post on. A 

higher level of interaction is found in the behaviour of encountering, which suggests 

that people who do not actively post on Social Media or follow certain pages/ accounts 

will still receive relevant information, usually generated by contacts from their network 

that have interest about this subject. Encountering has been examined through seven 

interactive behaviours: (a) Read through, (b) Like, (c) Comment, (d) Forward/Share, 

(e) Tag others, (f) Get tagged and (g) Save /Download the content.  Reading through 

and liking are found to be the most common interactive behaviours when consumers 

encounter posts on Social Media. In the dimension of categories, lifestyle attracts more 

followers on Social Media and it also correlates to a higher level of interaction through 

all behaviours. 

4.2.  The discussion of Research Question 2: Influence of Social 

Media on consumers 

 

RQ2:  Does Social Media impel the consumer engagement regarding sportswear 

products / brands/ lifestyle? 

Research question 2 (RQ2) investigates if Social Media can impel the consumer 

engagement regarding sportswear products / brands/ lifestyle.  In accordance with the 

theoretical framework, interactions of consumers with other consumers as well as with 

brand/companies on Social Media will affect the consumer engagement demonstrated 

online. It is important therefore to investigate how the level of interaction regarding 

users who are more active than others on Social Media will affect engagement, and 

how it will be reflected in consumer behaviour. 

In order to answer RQ2 and examine the influence of Social Media over consumers, 

the analysis can be unfolded into three dimensions as followed: 

· Activeness on Social Media impels purchase. 

· Activeness on Social Media affects the brand images. 
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· Social Media can motivate users to practice sports and exercise. 

  

Is important, therefore, to explain the measurement of activeness that will be used 

during this analysis: 

According to the result of Section 1 in the questionnaire, respondents can be divided 

into 2 groups: consumers that demonstrate a higher activeness on Social Media and 

consumers that demonstrate a lower activeness regarding the use of Social Media. The 

average sum of question 1-5 is 12,31, therefore respondents who scored over 13 in 

Section 1 are considered as the group that has a higher activeness on Social Media, 

respondents that scored 12 point or lower are considered as the second group. 

Respondents that are more active on Social Media will be identified as Group A, and 

respondents that are less active will be identified as Group B. 

 

4.2.1.  Activeness on Social Media impels purchase. 

 

In order to answer if Social Media impels purchase of sportswear products, an analysis 

comparing the average annual consumption from total of respondent, group A and 

group B has been conducted. 

The results demonstrate that consumers that are more active on Social Media (Group 

A) consume in average more than the less active group (Group B). The data is shown 

as below: 

●  Average annual consumption of all respondents: SEK 1667,33 

● Average consumption annual of Group A - users more active on Social 

Media:  SEK 1796,93 

● Average annual consumption of less active Group B - users on Social 

Media: SEK 1558,12 
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Figure 11.  Comparison of consumption on sportswear products between Groups 

 

This result can be related to the fact that active users come across to more information 

about products and brands, and also recommendation from people in their network on 

Social Media.  As said before, people consume clothes to express their identity and 

self-image, as well as in order to be identified as belonging to certain groups (Stone, 

2008; Solomon and Rabolt, 2009). When having recommendation and information 

about how others in the Social Media network dress, consumers tend to adopt a similar 

behaviour that can be expressed as consuming similar products. 

Furthermore, Question 17 from the questionnaire (How often do you buy products that 

you have learned about on Social Media?) also helps to understand if Social Media can 

stimulate consumers to purchase products that they have seen and learned more from 

this media. The results are shown below: 

 

 

Table 8. Result of Q17 
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Figure 12. Comparison of results of Q17 between groups 

 

From the results above, consumers that are more active on Social Media agree that they 

tend to buy more often products in which they obtained a better knowledge through 

Social Media. It indicates that users that are more active on Social Media, receive more 

information about products that people of their network are wearing or are sharing 

information about, and consequently the consumer might feel more confident to buy 

these products as well as to dress in order to be look similar with the style of people in 

their network group, as stated by Kaiser (1998) and Stone (2008). This is also related 

to the WOM communication theory, and according to Solomon and Rabolt (2009) it is 

more reliable and trustworthy than messages transmitted by formal marketing 

channels. Thus, consumers tend to trust in opinions about products that are shared 

through WOM in Social Media, reflecting in their purchase behaviour.  

 

4.2.2. Activeness on Social Media affects the perception of brand image 

from consumers perspective 

 

In order to find this results, Question 26 and 27 of the questionnaire have been 

analysed through the comparisons among the more active (Group A), less active 

consumers (Group B) and the total of respondents: 
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●  Question 26. To which extent do you think Social Media enhanced your 

knowledge of certain sportswear brands? 

●   Question 27. To which extent do you think Social Media affects the image of 

certain sportswear brands to you? 

These two questions have been selected because they measure the impact that the 

consumers believe that Social Media has over the image they form about a sportswear 

brand as well as the knowledge and general information about sportswear brands 

obtained from this communication channel. 

In order to find the results, a comparison between the total average score of question 

26 and 27 was calculated, for the total respondents and for group A and B. The formula 

used in order to find the average score of each group was:  (av26+ av27)/2. 

The results are as follows: 

  Average 

question 

26 

Average 

question 

27 

Average Score for impact of 

Social Media of consumers’ 

knowledge and image of a 

brand.  

f:(av26+ av27)/2  

Total 

respondents 

2,09 2,15 2,12 

Group A 2,29 2,22 2,26 

Group B 1,98 2,04 2,01 

Table 9 Comparison between groups regarding Q26 and Q27 
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Figure 13. Comparison between groups regarding Q26 and Q27 

 

The results demonstrate that Group A, the users that are more active on Social Media, 

have a bigger impact from this media regarding the knowledge and image they form 

about a sportswear brand, when compared with Group B, the less active users. The 

difference is significant when comparing the average found between all the 

respondents, which affirms the impact that media has on its users. According to Oh & 

Fiorito (2002), consumers use brand image as a criterion in evaluating products. In 

conformity, Tong and Hawley (2009) describe that the sportswear industry use 

development of as strong brand image to obtain customers attention and build brand 

loyalty, hence, is important to understand that consumers can be impacted by Social 

Media when forming the brand image in their minds. 

Furthermore, Social Media is a good source of information that allows consumers to 

find information generated from other consumers who have already experienced a 

certain brand. On Social Media, consumers are able to find information that generated 

by brands and managers but also from consumers that have a relationship with the 

brands and have experienced it before (Wolny and Muller, 2013). The shared 

information can be either positive or negative and will impact the image and 

associations the consumer will relate to a certain brand. 

 

4.2.3.  Social Media can motivate users to practice sports and exercise 
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This question aims to identify if the use of Social Media can influence users, by 

motivating them to exercise more and thus, to adopt a more active lifestyle regarding 

the practice of sports and exercises. 

Question 33 (To which extent do you think Social Media motivates you to practice 

sports/ working out/ training?) has been selected to investigate it. 

The table below shows the comparisons among group A, B and all respondents, 

regarding the average score of question 33.  

Average of all respondents 2,28 

Average of Group A more active on Social Media 2,39 

Average of Group B less active on Social Media 2,18 

Table 10.  Comparison between groups regarding Q33 

 

Figure 14. Comparison between groups regarding Q33  

 

The results have shown that users are more active on Social Media demonstrated a 

higher impact from Social Media regarding their relation with sports and physical 

activities, suggesting that Social Media can motivate them to practice more sports and 

exercises than users not so active on Social Media. 
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In order understand these results better, question 34 (To which extent do you relate 

sports/fitness to your lifestyle?) is added to this analysis on the purpose to investigate if 

self-identification with a lifestyle related to sports, can affect the level of motivation 

generated through Social Media.  

 

1.1.1.1. Motivation to practice sports from Social Media:  Self-identification with a 

Sport Lifestyle Vs.  Activeness on Social Media 

 

 

Table 11 Comparison between groups regarding Q33 and Q34 

                                                                                           

  

Figure 15 Comparison between groups regarding Q33 and Q34  

The results have found that Social Media can motivate consumers to practice more 

sports and adopt a sporty lifestyle when question 34 was added to the analysis; 



60 
 

however when the users already relate their lifestyle to sports, Social Media seems to 

have more influence in generating motivations to practice more sports.  It can be 

explained by the fact that users that already have a self-identification with a lifestyle 

related to sports already follow profiles and users that share information about sport 

lifestyle and for that reason they see this kind of information in their Social Media 

more often. 

This can be confirmed when comparing the user’s self-identification with a lifestyle 

related to sports with how often they tend to encounter relevant posts on Social Media, 

measured through Question 29 of the questionnaire (How often do you encounter posts 

that discuss sports lifestyle on your Social Media?). 

 

4.2.3.2 Conduction of Q34 Vs. Q29 Vs.  Activeness on Social Media: 

 

 

Table 12. Comparison between groups regarding Q33 and Q29 
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Figure 16. Comparison between groups regarding Q33 and Q29  

 

The results demonstrate that people who tend to associate their lifestyle with sports and 

are more active on Social Media will encounter information of lifestyle related to 

sports more often than users that have a lower association of their self-identities and 

lifestyle related to sports. Since consumers have the freedom to decide and customize 

the contents they want to see on their feeds and news on Social Media, by means of 

following profiles related to sport lifestyle, or being friends to users with similar 

interests, it is expected that consumers with higher association with sporty lifestyle will 

come across more information related to the subject. 

As the more often one sees and shares information about sports, the more one is 

engaged in adopting and keeping this lifestyle, specifically in this case the user feels 

more motivated to practice sports and exercise. Furthermore, if the user is more active 

on Social Media, the tendency is that he or she will see more information about it and 

feel more motivated as well. 
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Figure 17 Relation of Activeness Vs. Higher and Lower Self-Identification   

 

Additionally, is interesting to remember as previously shown in the figure 8, even if 

users choose not to follow these kinds of pages/ accounts, there still are the chances for 

them to come across information about lifestyle related to sports, and it can work as a 

trigger of interest and motivations for consumers to practice more sports. 

In conclusion, the previous charts have focused on respondents’ behaviours and 

activeness on Social Media while the one below highlights Social Media’s impacts on 

respondents. A higher level of impact is found in the category of lifestyle (Q33). More 

than 80% of respondents agree they are motivated to practice more sports because of 

Social Media while only 65% agree they are motivated to wear more sportswear 

products (Q19). The result also confirms the impact of Social Media in enhancing 

brand knowledge (Q26) and affecting brand image (Q27). Although respondents admit 

the impact of Social Media in information seeking towards products, half of them 

never purchase any sportswear products that they have learned about on Social Media. 
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Figure 18. Impacts towards consumer engagement on Social Media 

 

Derived from the analysis above, the answer to RQ2 has been developed: Social Media 

certainly impels consumer engagement online. Regarding sportswear products, Social 

Media can affect the amount spent in sportswear as well as the frequency of 

consumption. Social Media can also impact the perception of brand images formed in 

consumers’ mind. Furthermore, Social Media’s impact regarding lifestyle have been 

confirmed, as the more posts about sports and exercise one encounters, the more one 

feels motivated to practice it. 

 

4.3. The discussion of Research Question 3: Cross-market analysis 

    RQ3. How does this engagement differ among the three markets: Brazil, China and 

Sweden? 

      This paper intends to study consumers’ online engagement in different markets. 

Responding to the research purpose and RQ3 in particular, the following part will 
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conduct a cross-market analysis to discover how the consumers’ engagement on Social 

Media and the consequent consumption pattern vary in Brazil, China and Sweden. 

 

4.3.1.  Overall comparisons 

 

The chart below compares the level of activeness on Social Media, the level of 

interests in sports, and the level of self-identification regarding lifestyle among three 

markets. 

 

Figure 19. General comparisons among three markets 

 

Section 1 in the questionnaire (Q1-Q5) aims to measure the activeness on Social Media 

in general. Conducting the average value of all questions in Section 1, the result shows 

China has the highest level of activeness while Sweden has the lowest. The level of 

online activeness is influenced by eight factors according to Hennig-Thurau et al. 

(2004), specified as (1) negative feelings, (2) concern for other consumers, (3) self-

enhancement, (4) advice-seeking, (5) social benefits, (6) economic benefits (e.g. cost 

savings), (7) platform assistance, and (8) helping the company. Collectively they drive 

the online interaction and encourage consumers in sharing opinions and experiences 

with others on Social Media. Thus the respondents in China are more motivated by the 

eight factors compare with respondents in Brazil and Sweden, and consequently result 

in a higher level of activeness on Social Media.  
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The same conduction has been applied to Q6, Q7 and Q8, the three numerical 

questions in Section 2, which aim to measure the interests in sports. The results 

illustrate that respondents in Brazil deliver the highest level of interests in sports. They 

have been interested in sports for longer time and practice sports more often. 

Respondents in China are found to be less active in sports when compared with the 

other two markets. Previous researches have suggested the interest in a type of activity 

or product correlate to a higher level of activeness in sharing information about it 

(Goldsmith et al., 2013), i.e., football fans enjoy sharing knowledge and opinions about 

the game and relevant products (Solomon, 2011). Therefore, respondents in Brazil are 

supposed to correlate to a higher level of online activeness regarding sports products 

since have demonstrated the highest level of interests in sports, which will be 

examined in later part of this chapter (see in 3.2). 

A Positive correlation is found between the interests in sports and the level of self-

identification with lifestyle related to sports. Respondents who are more interested in 

sports and practice sports more often tend to consider their lifestyle more related to 

sports. The Q34 measures the level of self-identification with lifestyle related to sports. 

The results shows respondents in Brazil have the highest score in average while 

respondents in China have the lowest. However, when conducting t-test to Q34, the sig 

(2-tailed) values are found to be more than 0.05 as seen in the chart below. This 

determines that the deviation among three markets regarding self-identification with 

lifestyle is not regarded as significant. 

 

 

 

Table 13. Results of t-tests between countries regarding lifestyle 
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4.3.2. Behaviour pattern on Social Media 
 

Previous conduction has found respondents in China have a higher level of activeness 

on Social Media in general. The chart below aims to examine the online activeness 

through one specific behaviour: following pages/ accounts regarding different 

categories.

 

Figure 20. Comparison among three markets regarding following pages/accounts 

In the dimension of categories, the result shows the same tendency as previous 

conduction applied to all respondents:  lifestyle correlates to higher level of activeness 

in all three markets than the other two categories. In the dimension of markets, 

respondents in China follow more pages/ accounts in all the three categories than 

respondents in Brazil and Sweden. 

The chart below aims to unfold the general activeness into three categories: activeness 

regarding sportswear products (Q12-17 and Q19), sportswear brands (Q22-27), and 

lifestyle related to sports (Q29-Q33), and compare the results between three markets. 

The result is conducted and compared by means of the average value of the mentioned 

questions in each category. 
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Figure 21. Comparisons among markets regarding online engagement towards three 

categories 

In the dimension of markets, respondents in China are found to have a leading level of 

online engagement in all three categories: activeness regarding sportswear products, 

sportswear brands, and lifestyle related to sports; while respondents in Brazil have the 

medium level and respondents in Sweden have a lower level. In the dimension of 

categories, lifestyle related to sports is found to correlate to the highest level of 

engagement on Social Media among three markets. 

This finding is in accordance with observations from consulting companies’ reports. 

McKinsey & Company considers people in China to be very active on Social Media 

and they spend more time on it than the counterparts in Japan and US. It might be 

explained as, at least partially, that people in China are more sceptical towards formal 

institutions and thus they prefer to trust and reply on informal channel of information 

communication (McKinsey & Company, 2012). In this case, Social Media functions as 

a great platform with peer-to-peer recommendations from other individuals in the 

network.  For this reason, people in China value and favour Social Media more than 

the counterparts in other places, and consequently they are more engaged on Social 

Media. 

As mentioned before, the level of activeness towards sportswear product and brands is 

correlated to the interest in sports according to previous researches (Solomon, 2010; 

Goldsmith et al., 2013). However, when the activeness is limited within Social Media, 

the finding here has showed a mild deviation from previous researches. Respondents in 
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Brazil do not demonstrate the highest level of online engagement regarding sportswear 

product or brands, whereas they represent the most interests in sports. 

 

4.3.3. Consumption pattern  

Optimal consumers’ engagement generates purchase (Subhani & Osman, 2011). 

Therefore consumption is a vital factor in the study of consumer engagement, as well 

as a key concept in consumer behaviour (Solomon, 2011). To fulfil the research 

purpose that aims to study consumers’ behaviours and engagement on Social Media in 

three markets, the following part will discuss the consumption pattern and purchase 

behaviours in three markets. 

4.3.3.1. Annual consumption of sportswear 

 

Question 20 measures the annual consumption of sportswear products. A frequency 

check has been conducted to Q20 and the result comes as the chart below: 

 

Figure 22 Frequency of annual consumption amount on sportswear products 

The result ranges from 0 to 10000 SEK with a mean value of 1667 SEK. There are 7 

responses of zero and 5 responses of 10000 SEK. Almost two thirds of responses 

(N=239) fall into the range between 500 and 2000 SEK.  
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Partition by country has been applied to the result. The annual consumption for 

individuals varies noticeably among different markets, as seen in the chart below.  

 

Figure 23. Comparison among markets regarding consumption on sportswear products 

Respondents in China are found keener on consumption of sportswear products 

although they practice less sports compare with other respondents. Considering the 

huge population of 1.351 billion people in China (Wikipedia, 2014), the sportswear 

markets there is estimated to be potentially enormous. Sportswear industry report has 

addressed that China and Brazil, together with US and Japan, are the four biggest 

markets, which summed up to more than half of total sportswear sales in value terms in 

2012 (Euromonitor International, 2013). However, this research discovers respondents 

in Brazil practice more sports and demonstrate a higher level of interest in sports, they 

spend less money on sportswear products compare with respondents in China and 

Sweden.  But in consideration of the population, Brazil accounts for 199 million while 

Sweden accounts for 9.64 million (The World Bank, 2014), even though consumption 

per person in Brazil is lower than the one in Sweden, Brazilian market outnumbers the 

Swedish markets.  

4.3.3.2. Motivations to wear sportswear 

Consumers wear sportswear products with variable motivations besides practicing 

sports (Stone, 2008; Lau et al., 2006). Tong and Su (2014) elaborate the connection 

between sportswear and consumers into three dimensions: 1) brand personality; 2) 

characteristics associated with athletes; 3) characteristics associated with fashion. 
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Responding to the previous researches, a frequency check has been applied to Question 

10 to exams different motivators to wear sportswear products. It is necessary to note, 

Q10 is designed as a multiple-choice question and respondents are not limited to a 

fixed number of alternatives. Therefore the chart below is conducted according to how 

many times each alternative has appeared in all responses.  

  

Figure 24. Motivators to wear sportswear products 

 

Practical reasons (to play sports and for the being comfortable) are the dominant 

motivators while brands, fashion, trend and celebrity influences are found to be minor 

drivers. Although practicing sports is the most common reason, respondents also wear 

sports in other occasions than doing sports. 236 respondents will wear sportswear for 

being comfortable. This finding corresponds to theoretical studies of sportswear 

clothes. In addition to functional reasons, being comfortable, style, trend, celebrity 

influence all work as motivators that encourage consumers to wear sportswear, as well 

as factors that can affect purchase decisions of sportswear products. 

To understand the motivators through a perspective of cross-market, the result of Q10 

is divided by country. The chart below illustrates the key motivators to wear 

sportswear products in different markets.  
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Figure 25. Motivators to wear sportswear products in three markets 

 

In the dimension of motivators, to practice sports is the dominant motivator in all three 

markets while trend is found to be a minor one. In the dimension of markets, more 

respondents in Brazil have chosen sports and brand as reasons to wear sportswear 

products than respondents in China and Sweden; while more respondents in China 

have chosen trend and products than in Brazil and Sweden. Although the sampling in 

each case might not be adequate, nevertheless, the result suggests that respondents in 

Brazil are more brand-orientated towards sportswear and respondents in Sweden and 

China are more product-orientated. Although trend is a minor motivator in all three 

markets, there are more respondents in China found to be trend-orientated compare 

with the other two markets. 

Respondents in three markets show different preferences towards motivations to wear 

sportswear products. A discussion of the relations between variable motivators and the 

actual purchases will help to understand the sportswear consumptions in different 

markets. Therefore, respondents are divided into different motivator groups based on 

the result of Q10. Responses that have chosen ‘b’ are regarded as sports-orientated 

group, ‘d’ as trend-orientated, ‘f’ as brand-orientated and ‘g’ as product-orientated. 

Relating Q10 to Q20, a comparison has been applied to different groups regarding 

consumption, in the aim to examine which motivator correlates more actual purchase. 
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Figure 26. Comparisons of consumptions among different motivation groups 

 

The result illustrates all four motivators correlate a higher consumption above mean 

value (1667 SEK). Although trend-orientated group has the smallest population 

(N=21), it is found to have the highest amount of consumption of sportswear products 

(2419 SEK), followed by brand-orientated group (N=46) with consumption accounts 

for 2314 SEK; while sports-orientated group (N=251) correlates a lower consumption 

(1792 SEK). 

It is important to note, although trend-orientated group correlates to a higher amount of 

consumption, it would be illogical to draw a conclusion that trend is the most vital 

driver towards consumption. Since there are 9 out of 21 respondents of trend-orientated 

group are from Chinese markets, which are also found to correlate to a higher amount 

of consumption according to the previous analysis partition by markets. In this case, 

this research is limited to determine whether trend or Chinese market is more efficient 

as a key driver towards consumption. 
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Another limitation of the finding here is resulted from the classification of groups, 

which will explained in the later part of this chapter (see in 4.3.3.3). 

4.3.3.3. Trend as motivator 

 

Respondents who have concerned trend as one/ one of the motivator(s) to wear 

sportswear products are found to purchase more consumption of sportswear. Do they 

also perform differently regarding other behaviours besides consumption? A further 

study has been undertaken between the trend-orientated group and the others, in the 

aim to discuss if there are more deviations emerging regarding their behaviours and 

engagement on Social Media. 

A t-test was conducted between trend-orientated group and the others (labelled as non-

trend-orientated group). Significant deviations (two-tailed sig. < 0.05) were found 

among other 18 questions besides Q20 as seen in the chart below. The column of mean 

values illustrates the average level of activeness or frequency of the two groups 

regarding each question. 
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Table 14. Results of t-test between groups 
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Trend- orientated group is found to have a higher mean value than the others in all the 

18 questions as showed in the chart, which correlates to a higher level of activeness or 

frequency. The result has illustrated that respondents who have concerned trend as  one 

of the motivator(s) to wear sportswear products, tend to have a higher level of 

activeness on Social Media than others (Q2,Q4), a higher level of interest in practicing 

sports (Q6,Q7), a higher level of online engagement regarding products (Q14-17,Q19), 

brands(Q22,24,25) and lifestyle (Q32), especially through the behaviour of ‘save/ 

download the contents’( Q13q7,Q23q7,Q30q7). They are also more open to purchase 

products that they have learned on Social Media (Q17).  

As the correlation is found between trend-orientated group and a higher level of 

engagement of Social Media, nevertheless, it is not adequate to conclude trend as a 

driven factor towards the engagement. Since the majority of respondents in trend-

orientated group are from Chinese markets, who are also found to correlate to a higher 

activeness on Social Media. 

As mentioned previously, there is another limitation of the discussion regarding trend 

due to the classification of groups. Since respondents are allowed to choose more than 

one alternative and the majority of respondents has selected alternative ‘b’( to practice 

sports/ exercise), it is possible that respondents in the trend-orientated group also select 

sport or other motivators together along with trend. Therefore the accuracy of the 

analysis is limited.  

 

4.3.3.4. Purchases in different cases 

 

Q18 measures the frequency of purchases of sportswear products in different cases. 

The chart below shows the results of all respondents (N=363). 



76 
 

  

Figure 27. Frequency of sportswear purchases in different cases 

In general, the majority make sportswear purchases less than four times a year. More 

than 12% of respondents are found to never purchase sportswear products in any cases. 

Unplanned purchase are accepted by more 60% of the respondents while unplanned 

online purchases receive a more negative result,  more than 60% of respondents never 

do so. 

A further conduction has been applied to the result of Q18 through partition by 

markets. 

 

Figure 28. Comparisons among three markets regarding sportswear purchases in 

different cases  
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Respondents in Sweden make the most unplanned purchases of sportswear while 

respondents in China make the most unplanned online purchase of sportswear. 

Respondents in Brazil are at the average level in the cases of purchase of sportswear in 

general and unplanned purchase of sportswear, but they are found more negative 

towards unplanned online purchase of sportswear.  

So far, the RQ 3 has been discussed through the analysis above. The comparisons 

among three markets are summarized in brief as below: 

 

Activeness on Social Media (sum of Q1-5) China > Brazil > Sweden 

Interest in Sports (sum of Q6-8) Brazil  > Sweden > China 

Level of consumer engagement with 

sportswear on Social Media 

China > Brazil > Sweden 

Annual consumption of Sportswear products 

(Q20) 

China >  Sweden  >  Brazil 

Table 15. Summary of comparisons among three markets 

 

Respondents in China demonstrated a higher activeness on Social Media, followed by 

Brazil and finally Sweden. When analysing the interest in sports, Brazil is revealed to 

be the market with higher values, followed by Sweden and last China. Respondents in 

China are found to have a leading position in questions related to consumption of 

sportswear products, especially in the case of unplanned online purchase. The annual 

consumption from respondents in Sweden mildly outnumbers the average of all 

respondents while the consumption in Brazil runs lower than the average. 
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5. Conclusion 

 

The purpose of this research is to study consumer behaviour and engagement on Social 

Media regarding the three following dimensions: sportswear products, sportswear 

brands, and lifestyle related to sports, in three different markets: Brazil, China and 

Sweden. As mentioned in the methodology chapter, instead of hypothesis testing, the 

research purpose seeks for a descriptive analysis that describes the engagement pattern 

on Social Media and compares the findings among three markets based on a 

quantificational collection of empirical data. The analysis is conducted under the guide 

of the theoretical model presented in the theoretical framework chapter. Results and 

analysis of the questionnaire fall into the theoretical framework as shown in the figure 

below:  

 

Figure 29. The relation of the Questionnaire and the Theoretical Framework 

 

The analysis and discussion have provided important insights about consumer 

behaviour and engagement on Social Media regarding sportswear products, brands and  

lifestyle related to sports and exercises, in three contributions: (1) providing 
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information about how the consumer engagement is observed online on Social Media, 

(2) providing information about the influence that Social Media can have over 

consumers and (3) identifying the discovered differences between consumers in Brazil, 

China and Sweden, in the dimension of engagement on Social Media as well as 

consumption pattern related to sportswear.  

  

5.1. How is consumer engagement with sportswear products, 

brands, and lifestyle demonstrated on Social Media? 

 

Consumer engagement is demonstrated in variable ways on Social Media. The research 

has found out consumers tend to check Social Media more often that to post on. The 

majority of consumers’ Social Media network is dominantly comprised of users they 

already know in real life. The category of lifestyle related to sports attracts the highest 

level of engagement on Social Media, followed by the category of sportswear products, 

and thirdly sportswear brands. 

Encountering posts, following and posting are the three important behaviour 

consumers commonly perform on Social Media. A higher level of interaction is found 

in the behaviour of encountering, which suggests that people who do not actively 

follow certain pages/ accounts still come across relative information on Social Media, 

usually posted by their contacts from the network. Reading through and liking are the 

two most common interactive behaviours when consumers encounter posts. 

 

5.2. Does Social Media impel the consumer engagement regarding 

sportswear products/ brands/ lifestyle? 

 

The impact of Social Media has been confirmed as the majority of respondents agree 

that they are motivated to practice more sports and to wear more sportswear products 

because of Social Media. A higher level of impact is found in the category of lifestyle, 

compared with products and brands. Users that report having a higher self-

identification with the lifestyle related to sports, tend to receive and share more sports 

related information. Respondents also admit the impact of Social Media in enhancing 
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brand knowledge and affecting brand image. However, though respondents admit the 

impact of Social Media in information seeking towards products, half of them never 

purchase any sportswear products that they have learned about on Social Media. 

Respondents who demonstrate more activeness on Social Media are found to purchase 

sportswear products more often and spend more on annual sportswear consumption. 

These findings have confirmed the impact of Social Media in enhancing and impelling 

consumer engagement. 

 

5.3. A cross-market analysis: How does this engagement differ 

among the three markets: Brazil, China and Sweden? 

 

In the perspective of cross-market study, this research has conducted a series of 

comparison among the three markets: Brazil, China and Sweden. Respondents in 

China demonstrate a higher activeness on Social Media, followed by Brazil and finally 

Sweden. Respondents in Brazil correlate to the highest level of interests in sports, 

followed by Sweden and last China. 

The annual consumption of sportswear varies among markets. The averages of all 

respondents accounts for 1667 SEK. The average of respondents in Sweden is 1760 

SEK, while 1338 SEK in Brazil and 1928 SEK in China. Respondents in China are 

found to have a leading position regarding consumption of sportswear products, 

especially in the case of unplanned online purchase. 

Motivators to wear sportswear products are found to differ among three markets. 

Despite the fact that sports are the dominant motivator in all three markets, respondents 

in Brazil are more brand-orientated towards sportswear while respondents in China and 

Sweden are more product-orientated. Although trend is a minor motivator in all three 

markets, there are more trend-orientated consumers found in China than in Sweden or 

Brazil. 

The discussions of three research questions have contributed to the investigation of the 

research purpose, through describing and elaborating consumer behaviour and 

engagement on Social Media, examining Social Media’s impacts in impelling 
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consumer engagement, as well as presenting and identifying the differences among 

consumers in three markets. The empirical research has corresponded to previous 

theoretical studies: consumer engagement requires interactions from the consumer with 

brands/ companies and with other consumers. The experiences and outcomes from 

these interactions will impact directly consumer engagement on Social Media, shaping 

consumers preferences and interests that are later reflected in the way they engage with 

products, brands and lifestyle related to sports.  

5.4. Contribution and Implications 

  

This research have collected empirical data and evidenced the importance of Social 

Media as a medium between consumers and other consumers as well as with 

companies, revealing significant information about how consumer behaviour occurs on 

Social Media related to the sportswear industry, demonstrating the main impacts and 

analysing the differences in three different markets.  

The contributions of this research will benefit the fashion industry, especially in the 

sportswear field, as well as marketing managers, and the academic society. Managers 

can benefit from this study in order to develop marketing strategies using Social 

Media, understanding and adapting it to the differences in behaviours found in the 

different markets studied.  Moreover, the understanding of consumers’ expectations 

and behaviour is extremely important in order to plan and define strategies that will 

turn businesses more competitive. Additionally, since sportswear industry is growing 

every day and providing many businesses opportunities, is important for small 

companies and entrepreneurs to understand the consumers better in order to develop 

the brands and companies and eventually become competitive to compete with already 

well-established global brands in the market. 

 

5.5. Limitations and future researches suggestions  

 

Limitations in this study are acknowledged. This study provide insights of consumers 

in Brazil, China and Sweden through a cross-market study, however it does not take 

into consideration the cultural aspects of each society. A study that looks deeper into 
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the culture of each society, unfolding social and cultural aspects of consumptions could 

provide different insights and therefore it is recommended. 

Furthermore, the sampling number of respondents does not correlate with the total 

population of each country. The same amount of respondents in China does not imply 

the same statistical meaning as in Sweden. Thus the findings of this research cannot 

reflect the whole population in each market. It would be interesting for future 

researches to have a larger sampling group in each market, with a representative 

proportion of their population. This study takes in consideration three markets, 

therefore future researches with other markets are recommended. 

This study relates to Social Media in general, without focusing in any particular 

platform. A following study could be conducted considering different Social Media, in 

order to check if they present significant differences. Also, applications related to 

sports and fitness on smartphones have not been discussed in this research, although 

nowadays they are strongly linked to Social Media. Future researchers could 

investigate how sportswear consumers behave through smartphones applications that 

relate to sports and usually linked to Social Media. 

Although self-identification is a vital factor towards brand engagement as explained in 

Chapter 2, however, the survey instrument and the followed data analysis have not 

corresponded to it directly. Self-identification is a cognitive and psychological process 

that can hardly be measured through online questionnaire, especially in the format of 

alternative choice questions. Also, considering data collection of the big sampling 

group in the research, it is not operable to leave open questions in the questionnaire for 

respondents to write down their personal insights regarding self-identification issues. 

Therefore, to avoid risks regarding validation, this research has not measured self-

identification. And once again, a qualitative complementary research with in-depth 

interviews and focus group is recommended, on the purpose to elaborate consumer 

engagement on Social Media through the perspective of self-identification. 
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Appendix I: The online questionnaire. 
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Appendix II: Questionnaire Answers and Charts  

 

Section1: General on Social Media 

1. Are you a user of Social Media? 

Total of 363 answers of Social Media users  

2. How often do you usually interact with contacts you have met in real life on Social 

Media?  

 

3. How often do you usually interact with people you have not met in real life on 

Social Media? 

 

 

 

 

 

4. How often do you usually check Social Media?  

21 

72 

118 

152 

0 100 200 

 4. Many times 
per day . 

 3. On daily basis. 

 2. On weekly 
basis. 

 1 . Seldom. 

234 

82 

20 

27 

0 100 200 300 

 4. Many times 
per day . 

 3. On daily basis 

 2. On weekly 
basis. 

 1 . Seldom. 

Frequency Percent

 1 . Seldom. 21 5,8

 2. On weekly basis. 72 19,8

 3. On daily basis. 118 32,5

 4. Many times per day . 152 41,9

Total 363 100,0  

Frequency Percent

 1 . Seldom. 4 1,1

 2. On weekly basis. 19 5,2

 3. On daily basis. 98 27,0

 4. Many times per day . 242 66,7

Total 363 100,0  
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5. How often do you usually post on Social Media?  

 

Section2: General interests in sports and exercises 

6. How interested are you in practicing sports/ exercising/training?  

 

 

 

7. How long have you been working out / practicing sports?  

4 

19 

98 

242 

0 100 200 300 

 4. Many times 
per day . 

 3. On daily basis. 

 2. On weekly 
basis. 

 1 . Seldom. 

103 

166 

65 

29 

0 50 100 150 200 

 4. Many times per 
day 

 3. On daily basis. 

 2. On weekly basis. 

 1 . Seldom. 

17 

98 

137 

111 

0 50 100 150 

 4. Very interested. 

 3. Interested. 

 2. Occasionally . 

 1 . Not interested. 

Frequency Percent

 1 . Seldom. 103 28,4

 2. On weekly basis. 166 45,7

 3. On daily basis. 65 17,9

 4. Many times per day 29 8,0

Total 363 100,0  

Frequency Percent

 1 . Seldom. 103 28,4

 2. On weekly basis. 166 45,7

 3. On daily basis. 65 17,9

 4. Many times per day 29 8,0

Total 363 100,0  

Frequency Percent

 1 . Not interested. 17 4,7

 2. Occasionally . 98 27,0

 3. Interested. 137 37,7

 4. Very interested. 111 30,6

Total 363 100,0  
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8. How often do you usually practice sports /work out on average?  

 

 

9. Why do you work out/ practice sports?  

 

 

53 

62 

85 

163 

0 50 100 150 200 

 4. Since I can 
remember. 

 3. Between 1-5 
years. 

 2. For less than 1 
year. 

 1 . Never. 

93 

71 

137 

62 

0 50 100 150 

 4. Four times a week 
or more 

 3. 2-3 times a week 

 2. Once a week 

 1 . Once a month or 
less 

Frequency Percent

 1 . Never. 53 14,6

 2. For less than 1 y ear. 62 17,1

 3. Between 1 -5 y ears. 85 23,4

 4. Since I can remember. 163 44,9

Total 363 100,0  

Frequency Percent

 1 . Once a month or less 93 25,6

 2. Once a week 71 19,6

 3. 2-3 times a week 137 37,7

 4. Four times a week or more 62 17,1

Total 363 100,0  

35% 

25% 

28% 

8% 

1% 3% 

a. Health 
reasons. 

b. For a better 
look. 

c. To relax. 

d. To socialize 
with others. 
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10. Why do you wear sportswear products?  

 

 

Section3: About Sportswear products 

11. Do you follow pages/account that focusing on certain sportswear products on your 

Social Media?  (eg: a page of skiing jackets on Facebook, an account of skiing gloves 

on Twitter) 

 

 

 

 

34% 

36% 

1% 

3% 

7% 

7% 

9% 

3% 

a. For the comfortness. 

b. To practice sports/ for 
the functions. 

c. Celebrity influence. 

d. Fashion trends influence. 

e. To have certain style. 

f. I like certain brands. 

g. I like how they look. 

h. I do not wear them. 

285 

78 

0 100 200 300 

1  2. Yes 

 1 . No 

Frequency Percent

 1 . No 285 78,5

 2. Yes 78 21,5

Total 363 100,0  
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12. How often do you encounter posts that discuss sportswear products on your Social 

Media network?  

 

13. When you encounter them, how likely do you perform the following behaviors?  

 

 

 

 

 

 

 

 

 

 

 

218 

72 

54 

19 

0 100 200 300 

 4. On daily basis. 

 3.On weekly 
basis. 

 2. On monthly 
basis 

 1 . Seldom. 

86 

198 

72 

7 

189 

134 

37 
3 

280 

68 

14 1 

250 

98 

12 3 

273 

77 

11 2 

265 

78 

18 2 

234 

109 

18 2 
0 

100 

200 

300 

1 .Never  2.Occasionally  3. Frequently  4. Very frequently 

a. Read Through b. Like c. Comment 

d. Forward/share e. Tag others f. Get tagged 

g. Save/ download the content 

Frequency Percent

 1 . Seldom. 218 60,1

 2. On monthly basis 72 19,8

 3.On weekly basis. 54 14,9

 4. On daily basis. 19 5,2

Total 363 100,0  

  

a. Read Through b. Like c. Comment d. Forward/share 

Frequency Percent Frequency Percent Frequency Percent Frequency Percent 

1 .Never  86 23,7 189 52,1 280 77,1 250 68,9 

2.Occasionally  198 54,5 134 36,9 68 18,7 98 27,0 

3. Frequently  72 19,8 37 10,2 14 3,9 12 3,3 

4. Very frequently 7 1,9 3 ,8 1 ,3 3 ,8 

Total 363 100,0 363 100,0 363 100,0 363 100,0 

                  

  e. Tag others f. Get tagged 
g. Save/ download 

the content     

  Frequency Percent Frequency Percent Frequency Percent     

1 .Never  273 75,2 265 73,0 234 64,5     

2.Occasionally  77 21,2 78 21,5 109 30,0     

3. Frequently  11 3,0 18 5,0 18 5,0     

4. Very frequently 2 ,6 2 ,6 2 ,6     

Total 363 100,0 363 100,0 363 100,0     
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14. To which extent do you agree that you have found useful information about 

sportswear products on Social Media? 

 

 
 

15. How often do you usually post /share /comment about your purchase of sportswear 

products on Social Media? 

 

 
 

16. When you post/ share about sportswear products on Social Media, to what extent 

do you think they interests others? 

 

 

 1 . None 
18% 

 2. Low 
28% 

 3. 
Medium 

22% 

 4. High 
32% 

287 

74 

2 0 
0 

50 

100 

150 

200 

250 

300 

350 

 1 .Never.  2.Occasionaly  3. Often. 4.  More than 
once per 
month 

241 

63 57 

2 
0 

50 

100 

150 

200 

250 

300 

 1 . I do not do 
that./ Not 
interested. 

 2. Low 
interest. 

 3. Medium 
interest. 

 4. High 
interest. 

  Frequency Percent 

 1 . None 91 25,1% 

 2. Low 142 39,1% 

 3. Medium 114 31,4% 

 4. High 16 44,0% 

Total 363 100,0 

 

  Frequency Percent 

 1 .Never. 287 79,1 

 2.Occasionaly 74 20,4 

 3. Often. 2 ,6 

4.  More than once per 
month 

0 0 

Total 363 100,0 

 

  Frequency Percent 

 1 . I do not do that./ Not 
interested. 

241 66,4 

 2. Low interest. 63 17,4 

 3. Medium interest. 57 15,7 

 4. High interest. 2 ,6 

Total 363 100,0 
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17. How often do you buy products that you have learned about on Social Media?  

 

 
 

 

18. How often do you make purchases of sportswear products in the following cases?  

 

 

 

 

 

 

 

 

 1 . Never. 
49% 

 2. Between 
1 -4 times 
per y ear. 

48% 

 3. Almost 
every month 

2% 

 4. More 
than once 
per month 

1% 

12,7% 

79,9% 

6,3% 
1,1% 

39,1% 

55,1% 

4,7% 
1,1% 

60,3% 

36,9% 

2,2% 0,6% 
0,0% 

10,0% 

20,0% 

30,0% 

40,0% 

50,0% 

60,0% 

70,0% 

80,0% 

90,0% 

1 . Never 2. Between 1-4 times per y ear 3. Almost every month 4. More then once per month 

a. Sportswear products in general 

b. Unplanned purchases  

c. Unplanned purchase online  

  Frequency Percent 

 1 . Never. 179 49,3 

 2. Between 1-4 times 

per y ear. 
176 48,5 

 3. Almost every month 6 1,7 

 4. More than once per 
month 

2 ,6 

Total 363 100,0 
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19. Which extent do you think that Social Media motivates you to wear more 

sportswear products? 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 1 . None. 

35% 

 2. Low. 

43% 

 3. 

Medium. 
18% 

 4. High. 

4% 

 

a. Sportswear products in 

general 
b. Unplanned purchases  

c. Unplanned purchase 

online  

Frequency Percent Frequency Percent Frequency Percent 

1 . Never 46 12,7% 142 39,1% 219 60,3% 

2. Between 1-4 

times per year 
290 79,9% 200 55,1% 134 36,9% 

3. Almost every 

month 
23 6,3% 17 4,7% 8 2,2% 

4. More then once 

per month 
4 1,1% 4 1,1% 2 0,6% 

Total 363 100,0 363 100,0 363 100,0 

 

  Frequency Percent 

 1 . None. 127 35,0 

 2. Low. 157 43,3 

 3. Medium. 65 17,9 

 4. High. 14 3,9 

Total 363 100,0 
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20. How much do you spend on sportswear products yearly? 

 

 
 

 

Section 4: About Sportswear Brands 

 

21. Do you follow pages/account of sportswear brands on your Social Media?  
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Ammount spent yearly 
in Swedish Kronors 

Question 20 

281 

82 

0 100 200 300 

 2. Y es 

 1 . No 

  Frequency Percent 

 1 . No 281 77,4 

 2. Yes 82 22,6 

Total 363 100,0 
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22. How often do you encounter posts about sportswear brands on your Social Media 

network? 

 

 
 

 

23. When you encounter them, how likely do you perform the following behaviors? 

 

 
 

 

 

 

212 

82 

50 

19 

0 100 200 300 

 4. On daily 
basis 

 3. On weekly 
basis. 

 2. On monthly 
basis 

 1 . Seldom. 

198 

140 

17 
8 

282 

71 

7 3 

276 

77 

8 2 

295 

57 

10 
1 

292 

62 

8 1 

254 

91 

15 
3 

0 

50 

100 

150 

200 

250 

300 

350 

1 .Never  2.Occasionally  3. Frequently  4 Very frequently 

a. Read Through b. Like 

c. Comment d. Forward/share 

e. Tag others f. Get tagged 

g. Save/ download the content 

  Frequency Percent 

 1 . Seldom. 212 58,4 

 2. On monthly 
basis 

82 22,6 

 3. On weekly 
basis. 

50 13,8 

 4. On daily basis 19 5,2 

Total 363 100,0 
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24. How often do you post/share about sportswear brands on Social Media? 

 

 
 

283 

74 

4 2 
0 

50 

100 

150 

200 

250 

300 

1 .Never  2.Occasionally  3. Frequently  4 Very 
frequently 

  
a. Read Through b. Like c. Comment d. Forward/share 

Frequency Percent Frequency Percent Frequency Percent Frequency Percent 

1 .Never  93 25,6 198 54,5 282 77,7 276 76,0 

2.Occasionally  207 57,0 140 38,6 71 19,6 77 21,2 

3. Frequently  46 12,7 17 4,7 7 1,9 8 2,2 

4 Very frequently 17 4,7 8 2,2 3 ,8 2 ,6 

Total 363 100,0 363 100,0 363 100,0 363 100,0 

                  

  e. Tag others f. Get tagged 
g. Save/ download 

the content 
    

  Frequency Percent Frequency Percent Frequency Percent     

1 .Never  295 81,3 292 80,4 254 70,0     

2.Occasionally  57 15,7 62 17,1 91 25,1     

3. Frequently  10 2,8 8 2,2 15 4,1     

4 Very frequently 1 ,3 1 ,3 3 ,8     

Total 363 100,0 363 100,0 363 100,0     

 

  Frequency Percent 

1 .Never  283 78,0 

2.Occasionally  74 20,4 

3. Frequently  4 1,1 

4 Very frequently 2 ,6 

Total 363 100,0 
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25. How likely do you think others have interests in your posts/ sharing about 

sportswear brands? 

 

 
 

 

26. To which extent do you think Social Media enhanced your knowledge of certain 

sportswear brands? 

 

 

 
 

 

 

 

 

253 

65 
44 
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50 

100 

150 

200 

250 

300 

 1 . I do not do 
that./ Not 
interested. 

 2. Low 
interest. 

 3. Medium 
interest. 

 4. High 
interest. 

 1 . None 

28% 

 2. Low 

40% 

 3. 

Medium 

27% 

 4. High 

5% 

  Frequency Percent 

 1 . I do not do that./ 

Not interested. 
253 69,7 

 2. Low interest. 65 17,9 

 3. Medium interest. 44 12,1 

 4. High interest. 1 ,3 

Total 363 100,0 

 

  Frequency Percent 

 1 . None 100 27,5 

 2. Low 147 40,5 

 3. Medium 98 27,0 

 4. High 18 5,0 

Total 363 100,0 
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27. To which extent do you think Social Media affects the image of certain sportswear 

brands to you? 

 

 
 

 

 

Section5: Lifestyles involved with sports 

 

28. Do you follow pages/account of lifestyle related to sports/working out/ training on 

your social  media (e.g.: a page of skiing skills on Facebook, an account of skiing tour 

on Twitter, a person that advices about practices often sports/ exercises) 

 

 
 

 

 

 1 . None 

27% 

 2. Low 

38% 

 3. 

Medium 

27% 

 4. High 

8% 

168 

195 

140 160 180 200 

 2. Yes 

 1 . No 

  Frequency Percent 

 1 . None 99 27,3 

 2. Low 138 38,0 

 3. Medium 97 26,7 

 4. High 29 8,0 

Total 363 100,0 

 

  Frequency Percent 

 1 . No 168 46,3 

 2. Yes 195 53,7 

Total 363 100,0 
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29. How often do you encounter posts that discuss sports lifestyle (e.g.: tips on how to 

train or exercise) on your Social Media? 

 

 
 

 

30. When you encounter them, how likely do you perform the following behaviors?  

 

 

120 

90 

103 

50 

0 50 100 150 

 4. On daily 
basis. 

 3. On weekly 
basis. 

 2. On monthly 
basis 

 1 . Seldom. 

  Frequency Percent 

 1 . Seldom. 120 33,1 

 2. On monthly basis 90 24,8 

 3. On weekly basis. 103 28,4 

 4. On daily basis. 50 13,8 

Total 363 100,0 
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91 

34 

11 
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50 

100 

150 

200 

250 

300 

1 .Never  2.Occasionally  3. Frequently  4 Very frequently 

a. Read Through b. Like 

c. Comment d. Forward/share 

e. Tag others f. Get tagged 

g. Save/ download the content 

  
a. Read Through b. Like c. Comment d. Forward/share 

Frequency Percent Frequency Percent Frequency Percent Frequency Percent 

1 .Never  53 14,6 157 43,3 247 68,0 224 61,7 

2.Occasionally  170 46,8 149 41,0 89 24,5 109 30,0 

3. Frequently  95 26,2 44 12,1 21 5,8 24 6,6 

4 Very frequently 45 12,4 13 3,6 6 1,7 6 1,7 

Total 363 100,0 363 100,0 363 100,0 363 100,0 

                  

  e. Tag others f. Get tagged 

g. Save/ 

download the 

content 

    

  Frequency Percent Frequency Percent Frequency Percent     

1 .Never  260 71,6 267 73,6 227 62,5     

2.Occasionally  85 23,4 83 22,9 91 25,1     

3. Frequently  16 4,4 11 3,0 34 9,4     

4 Very frequently 2 ,6 2 ,6 11 3,0     

Total 363 100,0 363 100,0 363 100,0     
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31. How often do you post/share/comment about your exercises/training/ fitness 

activities on Social Media? 

 

 
 

 

32. How likely do you think others have interests in the posts of your own 

exercises/training/ fitness activities on Social Media? 

 

 
 

 

 

33. To which extent do you think Social Media motivates you to practice sports/ 

working out/ training? 

 

208 

133 

19 
3 

0 

50 

100 

150 

200 

250 

 1 . Never  2. 
Occasionally 

 3. Often  4. Very often 

N
u

m
b

e
r 

o
f 

re
sp

o
n

d
e

n
ts

 

178 

73 
103 

9 
0 

50 

100 

150 

200 

 1 . I do not 
post about 
that./ Not 
interested. 

 2. Low 
interest. 

 3. Medium 
interest. 

 4. High 
interest. 

N
u

m
b

e
r 

o
f 

R
e

sp
o

n
d

e
n

ts
 

  Frequency Percent 

 1 . Never 208 57,3 

 2. Occasionally 133 36,6 

 3. Often 19 5,2 

 4. Very often 3 ,8 

Total 363 100,0 

 

  Frequency Percent 

 1. I do not post 
about that./ Not 
interested. 

178 49,0 

 2. Low interest. 73 20,1 

 3. Medium 
interest. 

103 28,4 

 4. High interest. 9 2,5 

Total 363 100,0 
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34. To which extent do you relate sports/fitness to your lifestyle? 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

Section 6: Demographic Information 

 

 1 . None 
19% 

 2. Low 
40% 

 3. 
Medium 

34% 

 4. High 
7% 

 1 . None 
11% 

 2. Low 
32%  3. Medium 

41% 

 4. High 
16% 

  Frequency Percent 

 1 . None 71 19,6 

 2. Low 144 39,7 

 3. Medium 124 34,2 

 4. High 24 6,6 

Total 363 100,0 

 

  Frequency Percent 

 1 . None 39 10,7 

 2. Low 117 32,2 

 3. Medium 148 40,8 

 4. High 59 16,3 

Total 363 100,0 
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35. What is your Gender? 

 

 
 

 

36. In which country do you live in? 

 

 
 

37. What is your age? 

 

 
 

38. Education level 

71% 

29% 

 Female: 256 

 Male: 107 

35% 

31% 

34% 

 1 . Brazil 

 2. China 

 3. Sweden 

102 

202 

43 

9 

7 

0 100 200 300 

1 

 e. over 55 

 d. 45-54 

 c. 35-44 

 b. 25-34 

 a. Under 25 

  Frequency Percent 

  Female 256 70,5 

  Male 107 29,5 

Total 363 100,0 

 

  Frequency Percent 

 1 . Brazil 125 34,4 

 2. China 113 31,1 

 3. Sweden 125 34,4 

Total 363 100,0 

 

  Frequency Percent 

 a. Under 25 102 28,1 

 b. 25-34 202 55,6 

 c. 35-44 43 11,8 

 d. 45-54 9 2,5 

 e. over 55 7 1,9 

Total 363 100,0 
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39. What is your profession? 
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37 
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0 50 100 150 200 
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e. other 

 d. PhD 

 c. Master 

 b. Undergraduate 

 a. High school 

24 

46 

21 

26 

11 

34 

3 

38 

11 

84 

65 

 a. Banking & Financial 

 b. Marketing & Management 

 c. Medicine & Healthcare 

d.  Architecture & Engineering 

e.  IT & Technology 

f. Education & Library 

g. Sports & Fitness 

h. Media & Communication 

i. Fashion & Design 

j.  Student 

Other 

  Frequency Percent 

 a. High school 20 5,5 

 b. Undergraduate 189 52,1 

 c. Master 111 30,6 

 d. PhD 37 10,2 

e. other 6 1,7 

Total 363 100,0 

 

  Respondents Percent 

 a. Banking & Financial 24 6,6 

 b. Marketing & Management 46 12,7 

 c. Medicine & Healthcare 21 5,8 

d.  Architecture & Engineering 26 7,2 

e.  IT & Technology 11 3,0 

f. Education & Library 34 9,4 

g. Sports & Fitness 3 ,8 

h. Media & Communication 38 10,5 

i. Fashion & Design 11 3,0 

j.  Student 84 23,1 

k. Others 65 17,9 

Total 363 100 
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Appendix III: Results of t-test between genders (pre-test) 
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