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It feels more real! Impact of UGC (User-generated content) and FGC 

(Firm-generated content) on the purchase intention of male and female 

university students 

 

ABSTRACT      

 

With the rise in popularity of social media platforms, companies have more options to 

advertise their products. For example, they can hire professionals to create their own 

content, or they can repost content from their consumers (such as product reviews, 

unboxings, etc.). These are specific examples of Firm-generated content and User-

generated content, respectively. However, previous research shows that both types of 

content are influential on the Purchase Intention of consumers. Research also shows that 

this impact could differ between male and female consumers since men and women 

have a different purchase behavior and value different things when they buy a certain 

product. For this reason, the aim of this study is to answer the research question: What 

is the impact of UGC and FGC on the purchase intention of male and female 

participants?   

It is relevant to answer this question to contribute to the academic literature regarding 

this subject since the number of FGC studies is relatively small compared to UGC and 

findings could be relevant for marketing professionals that are interested in learning 

about the purchasing behavior of men and women.  

An experiment was conducted among 191 female and male university students between 

the ages of 18-25 years old. The findings of the study indicate that male and female 

participants did not have a significant difference in their level of purchase intention 

when they were exposed to UGC and FGC. Results could be explained due to the 

tendency to value physical and social attractiveness in advertisements, the similarities 

that men and female participants share in terms of their shopping behavior and the 

critical attitude that consumers nowadays have towards advertisements.    

 

 

KEYWORDS: Firm-generated content, User-generated content, Purchase Intention, 

social media.  
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1 Introduction          
 

With the internet and more precisely, social media platforms, companies can 

advertise their products or services in original and creative ways. For example, 

marketing professional can create their own online content in the form of professional 

pictures and videos, or they can repost the content that their consumers share on their 

personal social media profiles (such as product reviews, unboxings, along with others). 

These are specific examples of Firm-generated content (FGC) and User-generated 

content (UGC), respectively (Colicev et al., 2019, p. 102).  

According to Naem and Okafor (2019), User-generated content became popular 

in the year 2005 and since then, together with social media networks, User-generated 

content has gained popularity among online users due to the wide variety of digital 

features that these networks offer to them that facilitate the creation of audiovisual 

content and distribution of this content with other online users like them (p. 194). 

 Due to this, the Internet has become a key component of social media marketing 

(Kim et al., 2021, p. 123), and more companies are advertising their products not only 

through traditional media channels (such as the television or radio), but also the internet.     

 

1.1 Problem background 

Product advertisement has changed radically in the past decades and nowadays, 

marketing professionals can use the internet and social media networks to advertise 

their products and services. A clear example to illustrate this is the popularity of User-

generated content created by online users, and Firm-generated content created by 

marketing professionals.     

According to Naem and Okafor (2019), User-generated content is shared to 

other online users through social media networks that are shared platforms open to 

everyone and that multiple users can have access to, and it comes in different forms 

such as written media (texts), or audiovisual media (p. 195). In addition to this, online 

users tend to perceive this genre of content as more efficient and useful since it is not 

produced by companies or marketing professionals with commercial purposes (Halim & 

Candraningrum, 2021, pp. 832, 835).   

In relation to the impact of User-generated content, in a study conducted by 

Halim and Candraningrum (2021), they found that User-generated content on social 



6 

 
 
 
 
 
 
 

 
media, has a positive influence on people’s purchase intention. As mentioned 

previously, this occurs because User-generated content is often perceived positively by 

online consumers and is perceived as more efficient and useful. One of the reasons 

behind this positive perception is that User-generated content is often created by regular 

online users that are not being paid by a company for the publication of their content 

(pp. 832, 835). For example, Bahtar and Muda (2016) found that online users trust 

product reviews created by other online users like them because they expect that these 

reviews will not be biased and will be honest, meaning that both negative and positive 

aspects from a product will be exposed (p. 338).                                    

Firm-generated content is characterized for being created by media professionals 

in the advertisement industry. According to Appel et al. (2019), the purpose behind the 

creation of this type of content by professionals is to create content that consumers can 

engage with (p. 83). For example, in studies related to Firm-generated content, it was 

also found that FGC is persuasive and informative for consumers but to a lower degree 

than User-generated content (Bigne et al., 2024, p. 1). Moreover, in another study 

conducted by Ma and Gu (2022), they found that User-generated content and Firm-

generated content influence certain behaviors such as purchase intention (p. 4). Also, 

they found that, while User-generated content and Firm-generated content influence 

purchase intention, the impact of Firm-generated content is not always positive 

(Santiago et al., 2022, p. 945).       

After presenting the problem background and the main characteristics of each 

genre, it is possible to conclude that the main difference between both genres of content 

is that Firm-generated content is produced by media professionals while User-generated 

content is created by online users with the skills to create and edit their own content 

from their perspective (Ma & Gu, 2022, p. 2). In addition to this, it is important to 

emphasize that User-generated content has gained a lot of popularity in the media 

industry and findings from numerous studies support the idea that User-generated 

content and Firm-generated content influence the purchase intention of consumers. For 

this reason, it is important to compare the impact of both genres and evaluate if this 

impact changes if other variables such as the gender of participants are included.    

 

 



7 

 
 
 
 
 
 
 

 
1.2 Research question – Justification  

Based on the information presented previously regarding the impact of Firm-

generated content and User-generated content on the purchase intention of consumers, it 

is possible to notice that the type of content to which consumers are exposed can 

influence their shopping behavior. For this reason, the aim of this study is to test this 

hypothesis and evaluate whether User-generated content or Firm-generated content have 

a different impact on the purchase intention of men and female participants.   

In addition to this, the variable of gender is being considered because it was 

found that gender influences online purchase behavior (Hansen and Møller, 2008, p. 

1154). For example, Dittmar et al. (2004), suggest that women and men perceive 

shopping differently. While men perceive shopping as a straightforward experience, 

women tend to perceive shopping as a more enjoyable experience and value the 

emotional and psychological aspects of shopping (p. 434). Also, according to Koca & 

Koc (2016), men and women behave differently and think differently when they make a 

purchase (p. 234).     

Hence, the following research question is proposed: 

What is the impact of UGC (User-generated content) and FGC (Firm-generated 

content) on the purchase intention of male and female participants?  

To answer the following research question, an experiment was conducted among 

191 female and male participants between the ages of 18-25 years-old that are currently 

university students and are social media users.   

1.3 Academic Relevance    

From an academic perspective, it is important to investigate further on the 

impact of different genres of audiovisual content used for advertising (such as Firm-

generated content and User-generated content), for the following reasons:  

In first place, it is crucial to encourage research on different genres of 

advertisements because with the development of technology, new genres of content are 

emerging such as User-generated content that is published by online users on social 

media networks such as YouTube, Facebook, among others (Luca, 2015, p. 566). 

However, in academia, there are certain genres of content that are being studied more 
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than others. For example, according to Ma and Gu (2022), there is more research about 

User-generated-content than Firm-generated content (p. 4). In that sense, it is crucial to 

encourage further investigation about Firm-generated content because FGC is widely 

used by companies on a daily basis and is important to address this gap in research.    

In second place, it is important to investigate about this topic because the 

advertisement industry is constantly evolving due to the development of technology and 

easier access that people have to technological devices. Therefore, it is possible that 

results vary over time or change, losing relevance. The same phenomenon could occur 

if the genre of content from advertisements varies. For example, Bigne et al. (2024), 

found that Firm-generated content is less influential and provides less information that 

can be useful for online users than User-generated content (pp. 1, 11). However, this 

study was focused on User-generated content aimed at the promotion of tourism 

destinations. In that sense, results could vary if the content from the advertisements 

changes (for example, if the content was about clothing brands, beauty products, 

etc.).        

In third place, it is important to encourage academic research on this topic and 

answer the research question of this study because results could potentially vary or 

change if other variables such as gender are included. For example, according to Koca 

and Koc (2016), gender can influence consumers’ decisions because men and women 

value different aspects of a product when they make a purchase and have a different 

purchase behavior (pp. 234, 246). 

1.4 Societal relevance     

From a societal perspective, it is important to research this topic because with 

the development of technology and easier access to technological devices, our 

contemporary media landscape is constantly changing, and this change is also being 

reflected on the media industry. A clear example to illustrate this idea, is the rise in 

popularity of User-generated content and Firm-generated content on digital platforms. 

According to Kim et al. (2021), these two genres have become key elements of social 

media marketing (p. 123), and research shows that User generated content has the 

potential of persuading “potential buyers in making their purchase decision” (Bahtar & 

Muda, 2016, p. 340). In that sense, investigating this topic could be beneficial for 

marketing professionals and companies that are interested in developing a social media 
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marketing strategy and would like to start advertising their products or services online 

and must choose between using User-generated content or Firm-generated content.  

In addition to this, investigating the effectiveness of User generated content and 

Firm generated content on the purchase intention of male and female participants could 

be beneficial for companies and marketing professionals interested in reaching a 

specific target audience (such as female or male university students between the ages of 

18 - 25 years old).    

Moreover, with the findings from the study, companies and marketing 

professionals could gain knowledge about the differences and similarities in the 

purchasing behavior of men and women. Also, considering the variable of gender is 

crucial because previous research shows that men and women value different things 

when purchasing a product online and offline (Dittmar et al., 2004, p. 434).  

Furthermore, investigating about this topic is relevant from a business 

perspective because advertisements published on the Internet have a wider reach and 

international exposure (Terkan, 2014, p. 239), and “UGC advertising has become an 

important source of revenue and a driving force” (Yawen, 2023, p. 127).  

To finalize, since social media networks such as TikTok and Instagram allow 

users to share their own personalized content and User-generated content has gained 

popularity  since 2005 (Naem & Okafor, 2019, p. 194), findings from this study could 

be beneficial for Marketing professionals because companies must “adopt creative 

strategies and innovations in their operations in order to survive the challenges of the 

ever-expanding global market¨ (Terkan, 2014, p. 239). 

1.5 Chapter outline    

The structure of this study will be as follows: 

After the introduction, the theoretical framework will be presented. In this 

section, previous findings and theories that are relevant to this study will be explained. 

This information is important because it will serve as the basis to understand the 

problem background and the research question of this study. In addition to this, the 

different hypotheses of this study and sub-research questions will be presented, and the 

academic and societal relevance will be explained. After this, in the method section, the 

methodology of this study will be presented with relevant information such as the 
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justification of the research method, the sampling method, the operationalization of 

relevant concepts (such as Purchase Intention), the use of control questions, a 

description of the stimulus materials and the procedure. In the following section, the 

results will be analyzed and the main conclusions from this study will be presented. To 

finalize, the limitations and recommendations for future research will be explained in 

detail. 
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2 Theoretical Framework  

In this section, the theoretical framework used for this study will be explained in 

detail. The aim of this section is to provide a detailed review of relevant academic 

literature, theories and concepts that are necessary to answer the research question of 

this study and, serve as a basis for the hypotheses of this study.  

 In the first subsections 2.1 and 2.2, the following questions will be answered: 

“How are social media networks used for advertising?” And “How do university 

students use social media networks?”. The purpose of answering these questions is to 

contextualize how university use social media nowadays, and how the advertisement 

industry has changed with social media networks. After this, in the subsections 2.3 and 

2.4, the concept of “Purchase Intention” will be operationalized based on academic 

literature and the main characteristics of User-generated content and Firm-generated 

content will be explained in detail. In subsections 2.5, 2.6, 2.7 and 2.8, the following 

questions will be answered: “What is the relation between User-generated content 

(UGC) and purchase intention?”, “What is the relation between Firm-generated content 

(FGC) and purchase intention?”, “What is the relation between genre of content and 

purchase intention?” And what is the relationship between gender and purchase 

intention?”. The purpose of answering these questions is to illustrate the relationship 

between the variables from the research question and explain the reasoning behind the 

hypotheses proposed in this study.   

2.1 How are social media networks used for advertising? 

According to Naem and Okafor (2019), with the rise in popularity of social 

media networks, nowadays online users have the possibility of accessing a wider variety 

of digital content that can be created by marketing professionals or other online users 

like them and an example of this is User-generated content, which after gaining 

popularity in 2005, it has become an essential element of social media marketing for 

companies and marketing professionals (p. 194).    

Social media networks have revolutionized how products and services are 

advertised and nowadays, companies have more options available to advertise their 

products or services through traditional media channels (TV, radio and newspapers), or 

through social media networks (Fotopoulos, 2023, p. 277). For example, some of the 

benefits of using new forms of advertisements such as User-generated media are that 
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companies can “repost” the content created by consumers and publish it on their 

different social media channels, saving money and improving their social media 

presence because, User-generated content is often associated with authenticity. Even in 

certain scenarios, “UGC can bring revenue for its creators though voluntary donations, 

direct payments, content licensed to third parties and advertising revenues” (Naem & 

Okafor, 2019, p. 194).  

As it is possible to notice, social media networks have changed the way that 

people receive information, express themselves and interact with others. Also, they have 

revolutionized the advertising industry. For these reasons, User-generated content 

(UGC) and Firm-generated content (FGC) have become key elements of social media 

marketing (Kim et al., 2021, p. 123).  

 

2.2 How do university students use social media networks?  

As mentioned by Bhadra and Kumar (2023), social media has become part of 

the youth’s identity and existence (para. 1). This occurs because social media networks 

allow people to do a wide range of activities through the Internet such as access 

information tailored to their interest, make purchases from the comfort of their own 

homes and form or maintain social relationships. Due to this, social media networks 

have become a useful tool for the advertisement of products and services, and 

companies can highly benefit from this. Some examples of this are Firm-generated 

content and User-generated content. From one side with Firm generated content, 

companies can hire marketing professionals to produce content for marketing goals (Ma 

& Gu, 2022, p. 2) and benefit from paid advertisements. For example, on Instagram 

paid advertisements are “displayed in a linear format, labeled as a sponsored ad within 

the user’s personal Instagram feed” (Ford et al., 2019, p. 3). Also, according to Meta 

(2022), Instagram is an effective tool for businesses to advertise their products and 

services because they found that 90% of their online users follows at least one business 

(para. 1).         

On the other side, although User-generated content is created by non-

professional users, companies can still benefit from this genre of content by reposting 

social media posts created by their consumers using the products from the company on 

different social media channels.   

For this study, considering the popularity of Instagram among young adults, the 
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desired population involved university students between the ages of 18 - 25 years old. 

The platform of Instagram was chosen because according to Jo Dixon (2024), almost 

32% of the global audience of Instagram is between the ages of 18 - 24 (Distribution of 

global audiences 2024 section). Also, according to Karayigit and Parlade (2023), 

Instagram is a social media network that is widely used and popular among college 

students (p. 329).   

2.3 What is UGC (User-generated content) and FGC (Firm-generated 

content)?   

According to Zhuang et al. (2023), User-generated content refers to all the forms 

of audiovisual content such as audio, video, and picture (p. 2), and some of the most 

common examples of User-generated content on social media are product reviews 

(Garlin, 2023, para. 1). Also, this genre of content is characteristic for being perceived 

as more efficient and useful because it is not produced by marketing professionals 

(Halim & Candraningrum, 2021, pp. 832, 835).        

On the contrary, FGC (Firm-generated content) can be referred as ¨firm-initiated 

marketing¨ (Kumar et al., 2016, p. 7) that is published on the different media channels 

of a company such as social media networks. This genre of content is characteristic for 

being created by media professionals for marketing objectives (Ma & Gu, 2022, p. 2). 

Some examples of Firm-generated content include “many forms of communication that 

are available in social media, such as review, blogs, videos, photos, and Q&A sessions” 

(Negoro & Alif, 2020, p.16).     

Overall, according to these authors, one of the main differences between these 

two types of content is that Firm-generated content is produced by marketing 

professionals that are hired to produce their own digital content for marketing purposes 

and User-generated content is produced by online users with the skills to create and edit 

their own content from their own perspective (Ma & Gu, 2022, p. 2).  

2.4 What is Purchase Intention?   

In the process of purchasing a product, identifying, and recognizing the key 

factors that lead consumers to purchase a certain product can help businesses grow and 

save money in revenue. However, nowadays measuring Purchase Intention is more 

complex and companies can use a wider set of tools such as social media networks to 

measure this construct (Hall, 2018, Introduction section).   
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From an academic perspective, purchase intention can be defined as “a situation 

when a customer is willing and intends to engage in online transactions” (Takaya, 2016, 

p. 5). Another definition is proposed by Baodeng and Binqiang (2023), for them, 

purchase intention is an emotional decision that is taken before purchasing a product 

and is based on the willingness of the consumer to purchase a specific product (p. 3). 

Moreover, for Wu et al. (2011), purchase intention is defined as an action that occurs in 

the future and is based on the willingness of a consumer to purchase a specific product 

or service (p. 32).   

Overall, it is possible to notice that from all the definitions mentioned before, 

one similarity that all these definitions share is that Purchase intention is defined as an 

action that occurs in the future and is based on the willingness of a consumer to choose 

a certain product above others and their intention to purchase it.   

However, for the context of this study, the definition that will be used is the one 

proposed by Wu et al. (2011, p. 32), and it will be measured based on the adapted scale 

proposed by Schivinski and Dabrowski (2014, p. 212). This scale is based on a few 

factors such as the preference of a consumer towards a certain product, the willingness 

of the consumer to purchase the product in the future and the likeliness that the 

consumer will recommend that specific product to other potential buyers.   

2.5 What is the relation between User-generated content and purchase 

intention?   

Nowadays, companies “can invite users to submit content by launching 

giveaways, contests or campaigns with branded hashtags that encourage participation” 

(Duke, 2023, section How do brands acquire and use UGC?, para. 9). However, once 

this content is published, how can it influence the purchase intention of consumers? 

What is the relation between User-generated content and purchase Intention?  

According to Bahtar and Muda (2016), User-generated content (such as product 

reviews) influences the purchase intention of online consumers, and this occurs because 

online reviews illustrate the positive and negative aspects of owning a specific product 

from the perspective of consumers (p. 338). Also, since these reviews are created by 

online users that are also consumers and not marketing professionals, users expect that 
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these reviews will be transparent, meaning that both positive and negative aspects of the 

product will be equally shared.  

In another study conducted by Liaw et al. (2022, Abstract section), it was found 

that User-generated content significantly affects brand awareness and perceived quality, 

and these two variables also impact purchase intention positively. A similar result was 

found in a study conducted by Halim and Candraningrum (2021) in Indonesia about 

User-generated content, in which they found that User-generated content published on 

social media has a positive influence on purchase intention (pp. 831, 835). However, it 

is important to consider that there is the possibility that this impact could also be 

negative in a different setting.          

2.6 What is the relation between FGC (Firm-generated content) and 

purchase intention?    

According to Ma and Gu (2022), Firm-generated content is an effective tool to 

influence many aspects of consumer behavior such as purchase intention (p. 1). This 

occurs because Firm-generated content is created by marketing professionals that 

understand the values and DNA of a company. Moreover, in another study conducted 

by Zhang et al. (2021) to more than 400 participants, it was also found that Firm-

generated content significantly influenced the purchase intention of participants, 

especially when the Firm-generated advertisements used in the study had an emotional 

appeal (p. 912).   

As it is possible to see, Firm-generated advertising can be an effective tool to 

attract potential new customers than other forms of advertisement in certain scenarios, 

and this occurs because FGC ¨ helps to improve the perceived quality and brand 

attitude¨ (Zhang et al., 2021, p. 922). In simpler words, if a Firm-generated 

advertisement is well-made in terms of its quality and content, it is more likely that the 

viewers of the advertisement will also associate the high quality of the advertisement 

with the product that is being advertised and be more likely to purchase the product in 

the future.     

2.7 What is the relation between genre of content and purchase intention? 

When companies decide to introduce a product in the market, advertising plays a 

crucial role in introducing the product to potential new customers. For example, 
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advertising can “create an awareness of consumers, it gives an information and also it 

can persuade consumers” (Terkan, 2014, p. 240). For this reason, marketing 

professionals must evaluate carefully how they advertise a new product or service and 

choose an advertising strategy based on the target audience that they would like to 

reach.   

To reach a younger audience, it is crucial to use social media networks to 

encourage online users to purchase new products. This occurs because “most of the 

people use social media on smart phones, tablets and laptops, thus, advertising on these 

platforms can enhance customers’ purchase intention” (Ahmad & Rehman, 2020, p. 85).  

For example, “companies that engage with consumers through online social networking 

sites have a better chance of having an effect on their purchase decisions” (Qader et al., 

2022, p.11).      

In addition to choosing the right advertising channel (traditional media or digital 

media), it is important to choose the right genre of content (such as FGC or UGC). To 

achieve this, marketing professionals must be aware of the content that their target 

audience consumes and the social platforms that they prefer to produce relevant content 

that their consumers can engage with (Expert Panel, 2021, section Go Social, para. 7).  

It is important to choose the right genre of content to advertise a certain product 

because depending on this selection, purchase intention from consumers could increase. 

For example, since young adults use social media and smart devices on a daily basis, 

advertising on social media is a highly effective strategy to enhance their purchase 

intention (Ahmad & Rehman, 2020, p. 86). This is because “features of online 

advertising do generate a significant influence on attitude toward the brand as well as 

purchase intention” (Khong et al., 2010, p. 130), and young adults enjoy dynamic 

advertisements that are similar to the content that they consume daily.   

Bearing in mind these ideas, choosing between UGC and FGC represents a 

crucial step in the process of advertising a product and marketing professionals must 

decide, based on the target audience that they would like to reach. For example, in a 

recent study addressed to young adults between the ages of 18 to 24 years old, it was 

found that short-form videos such as TikToks had a positive impact on the purchase 

intention of participants (Araujo et al., 2022, p. 140). Also, Russell (2022), found that 

trends such as #TikTokMadeBuyIt are real-life examples of how UGC (such as product 
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reviews) positively influence consumers’ purchase intention and represent a highly 

effective advertising strategy.     

To summarize, based on the information provided before, it is possible to notice 

the importance of choosing the right genre of content for online advertisement and the 

strong relationship between genre of content and purchase intention. In addition to this, 

it is possible to highlight that for a younger audience, dynamic content such as UGC is 

an effective tool to influence the purchase intention of young adults. For these reasons, 

the following hypotheses are proposed for this study:   

H1 (Main effect - Type of content): The genre of content has an influence on 

purchase intention. 

H1a: User-generated content (UGC) has a higher effect than Firm-generated 

content (FGC) on Purchase intention.     

2.8 What is the relationship between gender and purchase intention? 

According to an article by Hansen and  Møller (2008), gender has an influence 

on online purchase behavior (p. 1154). For example, in their study they found that men 

in comparison to women prefer quick shopping experiences and these differences were 

higher when the participants had to purchase clothes for themselves than for their 

partners. In another study conducted by Dittmar et al. (2004), it was found that purchase 

behavior could vary between female and male consumers because women tend to value 

more the emotional and psychological aspect of a shopping experience, while men value 

more the efficiency and convenience of the products that they are purchasing (p. 434). 

In that sense, since it “It has been suggested that male and female consumers 

demonstrate considerably different approaches in their decision-making and purchasing 

behavior” (Koca & Koc, 2016, p. 234), and that woman are more likely to engage in 

impulsive purchases (Tifferet & Herstein, 2012, p. 176), the following hypotheses are 

proposed:  

H2 (Main effect - Gender): Gender has an effect on Purchase intention. 

H2a: Female participants have a higher purchase intention than male 

participants. 
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On one hand, for the last hypothesis of this study (H3), it is expected that 

women will have a higher purchase intention than men and will be more open to try 

new products that are advertised on social media (for the User-generated condition and 

Firm-generated condition). This is expected because The Louisiana Federal Credit 

Union  reported that women spend more money than men in certain categories such as 

clothing and healthcare (LFCU, 2024, Spending habits section). Also, it was found that 

women ¨place more trust in unknown brands than men¨ (Karpinska-Krakowiak, 2021, p. 

1), and women are more like to spend more time shopping, while men see shopping as a 

straightforward experience in which finding the right tool becomes a mission (Wharton 

School of the University of Pennsylvania, 2007, para. 1).                     

On the other hand, it is also expected that the effect of User-generated content 

on purchase intention, compared to Firm-generated content, will be greater for the 

female participants than for the male participants. This is expected because, as 

mentioned previously, men and women follow different approaches when they purchase 

a product and women perceive shopping as an enjoyable experience and are more likely 

to try new products than men.   

In addition to this, H3 is proposed because it is expected that women will have a 

higher purchase intention than men because women are more impulsive buyers and 

sensory cues are more appealing to them (Tifferet & Herstein, 2012, p. 176). In that 

sense, since women value more the emotional and psychological aspect of the shopping 

experience (Dittmar et al., 2004, p. 434), it is expected that the effect of User-generated 

content on the purchase intention of the female population will be stronger compared to 

the  male population because User-generated content is characteristic for being 

perceived as more “valuable and useful” (Halim & Candraningrum, 2021, p. 835), than 

Firm-generated content and trends such as #TikTokMadeBuyIt are real-life examples of 

how UGC can positively influence consumers’ purchase intention (Russell, 2022, 

Introduction section, para.1).   

H3 (Interaction effect): The effect of User-generated content (UGC) on Purchase 

Intention, compared to Firm-generated content (FGC), is greater when it concerns 

women compared to male participants.     
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3 Methodology   

In this section, the methodology used for the study will be explained in detail. 

First, the justification of the research method will be presented. Second, the sampling 

size required for this research and sampled method used to collect responses will be 

presented. Third, the concept of Purchase Intention will be operationalized, and the 

control questions used in this study will be explained in detail. After this, in the 

following sub-sections, the demographics of the participants included in the study will 

be explained as well as the stimulus materials used for the Firm-generated and User-

generated conditions and the procedure of the experiment. To finalize, in the last 

subsection, the analysis of the experiment will be presented.  

3.1. Justification of the research method   

Since the main objective of this study is to measure the influence of User-

generated content and Firm-generated content on the purchase intention of men and 

women, the research method selected was experimental research because with an 

experiment it is possible to ¨provide focused tests of hypotheses with each experiment 

considering one or two variables in a specific setting¨ (Neuman, 2014, p. 283). This 

means that, with an experiment it is possible to test different variables under different 

conditions. In the context of this study, the type of content to which participants are 

exposed is the variable that was isolated to evaluate the impact of UGC and FGC on the 

purchase intention of female and male participants.  

In relation to the design of the experiment, a between-subjects design model was 

used because with this model, “as long as group assignment is random, causal estimates 

are obtained by comparing the behavior of those in one experimental condition with the 

behavior of those in another” (Charness et al., 2012, p. 1).  In that sense, using this 

model for this study is effective to compare different groups of people (such as male 

and female university students), when they are exposed to different conditions (such as 

genre of content).  

However, it is important to emphasize that the videos used for the different 

conditions were about the same product (“The Pistachio Latte¨) and from the same 

company (Starbucks Coffee Company). Also, to ensure “equal probabilities of 
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assignment” (Alferes, 2012, p. 8), participants were assigned randomly to a specific 

condition but had to answer the same set of questions after watching the video.     

A within-subjects design was not selected because one of the main 

disadvantages of this design is the appearance of a Demand effect among participants. 

Which occurs when participants from a study anticipate the nature of an experiment and 

start to change their answers or behavior to match the expectations of the researcher 

(Charness et al., 2012, p. 2). In that sense, if a within-subjects design was chosen, there 

was a high risk of a possible Demand effect, because after watching both videos and 

being exposed to both conditions, participants could have anticipated the topic of this 

research and changed their answers.      

3.2 Sample size and sampling method    

Considering the Methodological Guidelines from the Erasmus School of 

History, Culture and Communication, it was necessary for this experiment to collect at 

least 120 participants since the experiment required four groups of people with a 

minimum of 30 participants per group to qualify for a Master Thesis (Janssen & 

Verboord, 2024, p.13). The sampling method used for the selection of participants was 

Purposive sampling. This method is characteristic for being ¨appropriate to select 

unique cases¨ (Neuman, 2014, p. 274), and for this experiment it is an effective method 

because the intended population involved men and women between the ages of 18 - 25, 

that are university students and that are exposed to User-generated content and Firm-

generated content on social media networks.      

The survey was published across different Facebook and What’s App groups 

addressed to university students. After the data collection period of two weeks, in total 

394 responses were collected. However, for this study only 191 were considered as 

valid. This is because answers were excluded from this study if the participants failed to 

meet the defined criteria: Were not university students, did not fall in the age range, did 

not complete the survey correctly or were not familiar with the coffee company 

Starbucks, to ensure quality of answers.   

3.3 Purchase Intention - Operationalization   

To measure the effect of type of content on purchase intention, it is important to 

operationalize this term and present the scale that was used to measure this variable.  
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As mentioned before, purchase intention was defined as the extent to which a 

consumer expects or plans to purchase a product from an advertisement in the future 

(Wu et al., 2011, p. 32). For this experiment, this construct was measured using the 

adapted scale proposed by Schivinski and Dabrowski (2014, p. 212).  This is a 5-point 

Likert Scale that has the following options: ¨Completely disagree¨, ¨Mostly disagree¨, 

¨Generally¨, ¨Basically agree¨ and ¨Completely agree¨. Also, the statements of this scale 

to which participants had to react were the following: “I would buy this product/brand 

rather than any other brands available”, “I am willing to recommend that others buy this 

product/ brand” and “I intend to purchase this product/brand in the future”.    

3.4 Control questions  

According to Kung et al. (2018), in survey design control questions are highly 

used by researchers to screen out participants that are not paying attention to the 

instructions of a questionnaire, ensure quality data and do not compromise the validity 

of the study (pp. 264, 275). In addition to this, control questions are important to ensure 

the reliability of a study. This means that the responses collected during the study are 

reliable and that the study can be replicated in the future (Leung, 2015, p. 2).  In this 

study, participants had to answer three questions measured with a 5-point Likert Scale. 

The questions were the following: “I watched the video until the end”, “I paid close 

attention to the video” and “I had the product/brand presented in the video in mind 

while answering the questions”. If the participants answered “disagree” or “somewhat 

disagree” for any of these questions, their answers were excluded from the study.         

Moreover, to not compromise the internal validity of the findings, participants 

were not aware about the randomization process of the video stimuli, meaning that they 

did not know if they were assigned to a Firm-generated or User-generated video. The 

only information that they were given, was about the origin of the video at the 

beginning of the questionnaire (the name of the account that published the video and 

platform in which the video was published).  

Furthermore, they were asked about their personal details such as gender, age, 

occupation, and knowledge about the coffee brand Starbucks. This was a crucial step 

because the target population of this research was university students between the ages 

of 18 – 25 that were familiar with the brand Starbucks. Therefore, if participants were 
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not university students, were older than 25 years old or did not meet the criteria 

mentioned previously, their answers were later excluded from the study.   

3.5 Demographics from participants  

As mentioned before, only 191 answers were considered as valid because 

participants had to satisfy the desired criteria. For this, they were asked in the 

questionnaire the following questions: “Are you familiar with the coffee brand 

Starbucks?”, “How old are you?”, “Are you a university student?” and “What is your 

gender?” 

Also, to avoid any type of ¨Demand effect¨ (Charness et al., 2012, p. 02). These 

questions were asked after watching the video and answering the questions selected to 

measure purchase intention.  

It is crucial to highlight that this specific population was selected because 

university students use technology daily and Instagram is a popular platform among 

young adults. For example, Jo Dixon (2024) found that 32% of the global audience of 

Instagram is between the ages of 18 – 24 (Distribution of global audiences 2024 

section). In addition to this, it was found that Instagram is a social media network that is 

widely used and popular among college students (Karayigit and Parlade, 2023, p. 329).      

3.6 Stimulus material      

The videos used for the conditions of Firm-generated content and User-

generated content were the same for male and female participants. This means that male 

and female participants under the condition of Firm-generated content were exposed to 

the same video, and the same occurred for male and female participants exposed to the 

user-generated video. Further information about the videos used in the experiment can 

be found on Appendix A2.  

The stimulus materials for the conditions of User-generated content and Firm-

generated content were from the American company Starbucks Coffee. This company 

was chosen because, according to the Statista Research Department (2023), Starbucks is 

a company that is globally known and has a strong presence in Europe with more than 

2794 stores in different countries (European countries with the most Starbucks stores 

section). Moreover, according to Srikanth (2023), in the year 2023, 48,4% of their 
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customers around the world of this company were males and 51,6% were females 

(Demographic section). Due to this, it was expected that men and female participants 

were familiar with the coffee brand to a certain extent.   

3.6.1 Stimulus material – UGC condition 

The product that was advertised on the videos was the same for both 

conditions (User-generated content and Firm-generated content). The name of the 

product in both videos was a coffee drink called ¨The Pistachio Latte¨. More 

precisely, in the User-generated condition the video was a product review created by 

an online user, and it is important to highlight that the customer on the video was 

not a celebrity and was not a direct partner or influencer of the company because on 

Instagram, partnerships are usually mentioned in the description of the post.    

This video was first published by this user on her personal TikTok account. 

Later, her video was reposted by the official Instagram account of Starbucks. On 

this video, the female customer tries the drink in front of the camera for the first 

time and shares her first impression about it. For example, some of her comments 

are about the texture and flavor of the drink. Also, all her comments are positive and 

at the end, she encourages viewers of her video to also try the drink.  

A TikTok that was also posted on Instagram, was selected for this condition 

of the experiment for the following reasons. First, because “social media use is a 

common element in students’ lives” (Dumford et al., 2023, p. 7). Second, because 

both platforms allow the creation of short format videos that can be reposted in both 

platforms (as Reels or TikToks) by companies to save time (Giovanetti, 2022, Why 

you should consider resharing videos Section). Third, because TikTok and 

Instagram are part of the most relevant marketing channels in our contemporary 

media landscape that are mobile advertising and outdoor advertising (Haenlein et 

al., 2020, p. 6).        

3.6.2 Stimulus material – FGC condition 

For the Firm-generated condition, the video selected was a short video 

advertisement from the same coffee drink (“The Pistachio Latte¨). This short video 

was published by the marketing team of Starbucks on the official Instagram account 

of the company, and it was selected because the focus of the video is the coffee 
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drink, and there are not any other outstanding elements in the background that could 

potentially distract participants. More in detail, some characteristics of the video are 

that it lasts less than 5 seconds and there is no background sound, music, or 

voiceover.   

In relation to the content, it is possible to notice a hand (of possibly a 

woman) holding the coffee drink and putting it on top of the table. However, it is 

not possible to see the face of the person putting the drink and the video does not 

provide additional information about this person. After this, the coffee drink 

disappears and instead of the drink, Pistachio nuts are shown on the table moving in 

different directions which could represent a hint of the main ingredients of this 

special drink: Coffee and Pistachios. In addition to this, some of the objects that are 

more salient than others in the video are the Coffee cup with the Starbucks logo and 

the Pistachio nuts which symbolize the new flavor of the drink and the brand.  

This Instagram post was selected because the video is straightforward, easy 

to understand and visually appealing, which is a common characteristic of Firm-

generated content. For this genre of content, the incorporation of audiovisual content 

that is visually attractive and appealing is crucial to increase message retention and 

impact (Buckley, 2023, Elaboration Likelihood Model and Source Credibility 

Section).    

3.7 Procedure of the experiment    

The experiment was created on the platform Qualtrics XM and the experiment 

was conducted online because this allows participants to ¨feel increased comfort and 

autonomy ̈ (McInroy, 2016, p.86) since participants can complete the survey in the 

location and time that they prefer. The video was published for a total period of 3 weeks 

on two platforms: Facebook and What’s app. The participants were recruited using 

social media because “the use of social media is a cost-effective and efficient strategy 

for recruiting research participants” (Darko et al., 2022, p.1). More precisely, the 

platforms of Facebook and What’s App were selected because they are highly used by 

college students together with other apps such as Instagram and Tik Tok (Dumford et 

al., 2023, p.1). In relation to What’s App, this platform was selected because What’s 

App is an instant message services that is often used by people from different ages (such 

as young adults, teenagers, and senior citizens) for communication purposes since this 
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app is useful for sending pictures, videos, texts, and digital files (Collins, 2023, 

Introduction section). For example, some of the Facebook and What’s app groups that 

are targeted to university students and were selected for this study were the following: 

¨Students in Rotterdam, The Netherlands¨, ¨Study in Netherlands¨, ¨International 

Students Rotterdam¨ “New students Groningen” “Utrecht Internationals”, “Groningen – 

New Students 2024”, among others.  

At the beginning of the questionnaire, participants were informed about their 

confidentiality of data and voluntary participation. After this, they were offered a 

contact email in the scenario that they had a personal question, comment, or concern 

about the study. To start the survey, it was mandatory that participants gave their 

consent and agreed to the terms of the study. In the scenario that they did not agree with 

the terms and decided to not give their consent, their answers were excluded, and 

participants were redirected to the end of the survey. 

After agreeing to participate in the experiment and answer the questionnaire, 

participants were randomly directed to one of the video conditions with an example of a 

User-generated video or Firm-generated video. The videos selected as examples of 

User-generated content and Firm-generated content were the same for female and male 

participants and the idea behind randomly assigning participants to a genre of video was 

to ensure “equal probabilities of assignment, which means that each experimental unit 

has an equal probability of being assigned to each of the treatment levels included in the 

design” (Alferes, 2012, p. 8) 

Right after watching the video, male and female participants from both 

conditions had to answer the same questions designed to measure their purchase 

intention and their level of attention while watching the video. After this, the last 

questions that participants had to answer were the following: “How old are you?”, “Are 

you a university student?”, “Are you familiar with the coffee brand Starbucks?” and 

“Do you think that the video that you watched previously was created by marketing 

professionals or non-professional online users?”. These questions were relevant 

because, if the participants were not university students, were younger than 18 years-old 

or older than 25 years-old, or were not familiar with the company Starbucks, their 

answers were later excluded from the study because they were not part of the desired 

population. 



26 

 
 
 
 
 
 
 

 
To finalize, in the last section of the survey participants were acknowledged for 

their participation and were informed about the subject of the study and the 

experimental conditions of the experiment (information about how participants were 

assigned randomly to different videos). However, it is important to highlight that 

participants were informed about the subject of the study after finishing the 

questionnaire and not at the beginning of the questionnaire to avoid any potential 

personal bias or ¨Demand effect¨ (Charness et al., 2012, p. 02), which occurs when 

participants anticipate the topic of the study and change their answers to meet the 

expectations of the researcher.  

3.8 Analysis   

After the experiment data was collected, the data was downloaded from the 

platform Qualtrics XM to Microsoft Excel to process the data and delete the answers 

from participants that were not part of the desired population required for this study. 

After this, the dataset was exported to the software IBM SPSS Statistics (Version 28). 

An ANOVA test was used because this is an effective tool to compare how 

different factors (multiple independent variables) such as the type of content and gender 

affect the dependent variable (Purchase intention) (Herzog et al., 2019, p. 5). More 

precisely, a two-way ANOVA was used to analyze the data because with this test is 

possible to identify main effects and interactions between a dependent variable and 

multiple independent variables (Aldrich, 2023, p. 2).    
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4. Results  

This section will have 6 subsections. In the first sections 4.1 and 4.2, the 

descriptive results from the final sample and the results from the control questions will 

be presented. After this, in section 4.3, the distribution of the sample across the 

experimental conditions will be presented. In section 4.4, 4.5 and 4.6 the Reliability test 

and the results from the test of assumptions and the Two-Way ANOVA will be 

explained in detail.  

4.1 Descriptive Results  

From a total of N = 394 answers collected, only N = 191 were considered in the 

final sample because they met the criteria mentioned previously regarding age, 

occupation, knowledge of the coffee company Starbucks and level attention while 

watching the video. From this total, 125 participants were female (65,4%) and 66 

participants were male (34,6%). On average, the age of the participants was 21 years old 

(SD = 2,16). Also, the minimum age registered for male and female participants was 18 

years old and the maximum was 25 years old. Moreover, from this sample it is 

important to emphasize that all the participants were university students and were 

familiar with the coffee company Starbucks.  

4.2 Control questions  

As mentioned previously, control questions were included in the questionnaire. 

The purpose of including these questions is to ensure that participants were paying 

attention to the instructions, ensure quality of responses (Kung et al., 2018, pp. 265, 

275), and do not compromise the validity and reliability of the findings.  

More precisely, the control questions were “designed to check on whether 

participants are actually reading the questions or just skipping to the answer choices” 

(Hauser et al., 2018, p. 2). For example, some of the statements that participants had to 

react to with a 5-point Likert Scale were the “I watched the video until the end”, “I paid 

close attention to the video”, etc. If the answers from the participants to any of the three 

statements were “disagree” and “somewhat disagree”, their answers were later excluded 

from the study and only results answered with the options “neutral”, “somewhat agree” 

and “agree” were included. As a result, in total 203 were excluded from the study and 

the final sample counted with only N = 191 answers.     
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4.3 Distribution of participants across experimental conditions 

The purpose of this section is to explain how the sample was distributed across 

experimental conditions.   

As mentioned before, to ensure objectivity of the study, the participants were not 

aware about the genre of video that they were watching and did not know that they were 

randomly assigned to an experimental condition with the use of the Randomizer feature 

from Qualtrics XM. Random assignment was used in this study because if respondents 

are randomly assigned to an experimental condition, the study will have a higher 

internal validity and it will be possible to determine causality (Lavrakas et al., 2019, p. 

3).  

Moreover, as mentioned by Lavrakas et al. (2019), with this type of distribution 

it is possible to control other factors except for the independent variables that a 

researcher is manipulating on purpose for the study (p. 7).     

To illustrate how respondents were randomly assigned, a crosstab (Table 1) with 

the independent variables “genre of video” and “sex” is presented.    

Table 4.3.1  

Distribution of participants across experimental conditions 

                                                 Genre of Video 

  User-generated content Firm-generated content  Total 

Gender Female 61  64  125(65,4 %)a 

 Male 33 33  66 (34,6%)b 

Total  94 97 191 (100%)c 

 

Note. 

 a Percentage of female participants exposed to UGC and FGC. 
b Percentage of male participants exposed to UGC and FGC. 
c Total number of participants in the experiment.  

 

Table 4.3.1 reveals that in terms of participants’ gender, 65,4% (a) are female, 

and only 34,6% (b) are male. Also, from a total of 191 (c), responses 33 male 
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participants were exposed to the User-generated video stimuli and 33 were exposed to 

the Firm-generated video. In relation to the female participants, 61 were exposed the 

User-generated video and 64 to the Firm-generated video.  

4.4 Reliability test    

The purpose of a reliability test is to measure “the extent to which all the items 

in a test measure the same concept or construct” (Tavakol & Dennick, 2011, p. 53). This 

is based on a value called Cronbach’s Alpha which is an indicator of the “internal 

consistency” (Sarstedt & Mooi, 2019, p.38) of a scale. According to Hair et al. (2011), 

when the Cronbach’s Alpha is 0.60 then it is possible to say that a scale lacks reliability. 

For this reason, a value of minimum 0.70 or higher is desired (p. 145).   

In that sense, it is possible to conclude that the adapted scale proposed by 

Schivinski and Dabrowski (2014, p. 212), to measure the construct “Purchase Intention” 

is an adequate scale to measure this construct because it has a high degree of internal 

reliability and consistency (Cronbach’s α = .87 ).   

4.5 Two-Way ANOVA Assumptions  

The first step before starting with the analysis of a Two-Way ANOVA, is to 

identify if there were any assumptions that were violated. According to Wall (2022), the 

first assumption is that the dependent variable is continuous (p. 585). Purchase intention 

can be considered as a continuous variable because it was measured using a 5-point 

Likert Scale with 3 items and, according to Shreffler and Huecker (2023), a variable 

measured with a Likert-Scale can be treated as continuous (Issues of concern section).   

The second assumption is regarding homogeneity of variance, a Levene’s test 

was conducted to find if this assumption was violated. Results were not significant F (3, 

187) = 1,33, p = .267, meaning that variances among groups are equal (Erjavec, 2011, p. 

1595).       

The third assumption is independence. Independence occurs when “the data in 

one group are not influenced by the data in another group and that the data in each 

group was gathered using random sampling” (Wall, 2022, p. 585). Although answers 

from participants under a specific condition were independent and not influenced by the 

answers from participants exposed to a different condition, this assumption was violated 
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because the participants were selected using Purposive Sampling. This means that 

participants were not randomly chosen and were selected to participate in the study for 

being part of a desired population and sharing similar characteristics such as age range 

(18-25 years old), occupation (university students) and familiarity with the coffee 

company Starbucks.     

The fourth assumption is Normality. Normality involves “that the data for each 

group is drawn from a normally distributed population” (Wall, 2022, p. 585). According 

to Mishra et al. (2019), for samples larger than 50 (n ≥50), a Kolmogorov–Smirnov test 

must be used (p. 4). For the variable Genre of content (D=0.176, 𝑝= < .001, D=0.152, 

𝑝= < .001), the data was not normally distributed (p ≤ 0.05). For the variable Gender 

(D=0.169, 𝑝= < .001, D=0.141, 𝑝= .002) the data was not normally distributed (p ≤ 

0.05). Hence, this assumption is violated.      

To summarize, the assumptions that were violated are Normality and 

Independence. According to Shatz (2023), some of the risks associated with the 

violation of these assumptions are biased estimates, false negatives and false positives 

that could compromise the validity of the study (p. 826). However, the author also states 

that violations of these assumptions are not always critical, meaning that is possible to 

conduct a Two-Way ANOVA, but it is important to be aware of the limitations, or 

evaluate the possibility of considering alternatives solutions, such as the use of a 

different statistical test or mathematical transformations (Wall, 2022, p. 586).     

4.6 Two-Way ANOVA results          

A Two-Way ANOVA was performed to measure the effect of “Genre of Video” 

(Independent Variable 1) and “Gender” (Independent Variable 2) on the “Purchase 

Intention” (Dependent Variable) of respondents.  

Table 4.6.1  

Descriptive Statistics for Purchase Intention (Mean Scores and Standard 
Deviation)        

Gender Genre of video M(a) SD(b) N(c) 

Female User-generated content (UGC) 3,13 1,17 61 

 Firm-generated content (FGC) 3,46 1,02 64 
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Male User-generated content (UGC) 3,35 0,87 33 

 Firm-generated content (FGC) 3,44 1,05 33 

Note. 

 a Mean score. 
b Standard deviations. 
c Total number of participants per condition.   
 

Table 4.6.1 shows the mean scores (a) and standard deviations (b) for Purchase 

Intention in each experimental condition (c).     

Table 4.6.2  

Results of the Two-way analysis of variance (N=191) 

 Sum of Squares df Mean Square F p* η2 

Sex 0,47 1 0,47 0,43 0,515 0,00 

Gender of video 1.99 1 1.99 1.79 0,182 0,01 

Sex * Gender of video 0,66 1 0,66 0,60 0,442 0,00 

Error 206,98 187     

Total 2333,33 191     

Note. Significance level: * p < .05 

Table 4.6.2 illustrates the results of the Two-way analysis of variance. Results 

indicated a no significant main effect for Genre of Video, F(1, 187) = 1.79, p = .182 , 

partial η2 = .01; no significant main effect for gender, F(1, 187) = 0.43, p = .515, partial 

η2 = < .01; and a no significant interaction between Genre of video and gender, F(1, 

187) = 0.60, p = .442 , partial η2 = < .01. Further detailed information about the results 

of the analysis can be found on Appendix A3. 
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5. Discussion  

On this section, the findings of the study will be discussed in three subsections. 

These sub-sections are divided per hypothesis. After this, the main conclusions from 

this study and answer to the research question will be presented. To finalize, for 

consideration in future studies, the limitations and recommendations from this study 

will be explained in detail.   

5.1 Discussion: H1: The genre of content has an influence on purchase 

intention, and H1a: User-generated content (UGC) has a higher effect than Firm-

generated content (FGC) on Purchase intention. 

Since its appearance in 2005, User-generated content has gained more relevance 

as a digital method for the advertisement of products (Naem & Okafor, 2019, p. 194). 

As mentioned previously, some of the factors that led to the rise in popularity of this 

genre of content, include the perceived authenticity and reliability that people have 

about this genre because most of the people that create this content are often regular 

online users and not marketing professionals that are being hired by a specific company 

for commercial purposes. For this reason, it is expected that UGC reviews will be less 

biased and more realistic.  

However, based on the results of this study, it was found that there is no 

significant main effect from the genre of video on the purchase intention of participants, 

meaning that H1 and consequently, H1a are rejected. 

Despite the benefits that User-generated content has, there could be several 

reasons behind the results mentioned previously. One of the reasons that could explain 

why User-generated content did not have a higher effect that Firm-generated content on 

the purchase intention of participants, could be related to the lack of certain elements 

that Firm-generated content has in comparison to User-generated content. For example, 

in a study conducted by Peng (2023), they found that people value certain 

characteristics from a person in an advertisement such as physical attractiveness and 

social attractiveness (pp. 744, 751). Although this study was focused on influencers, a 

similar logic could be applied to the results from this study because Firm-generated 

advertisements often feature models or celebrities used “to exert psychological impacts 
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on the message receiver in the hope of increasing advertisement’s effectiveness” 

(Nguyen, 2013, p. 20). 

In second place, another reason that could explain why User-generated content 

did not have a stronger effect than Firm-generated content on the purchase intention of 

participants, is the lack of information about the person that appears on the video 

promoting a product. For example, according to Kwiatek et al. (2021), when influencers 

promote a product, online users are more like to accept and trust the recommendations 

from the influencer if this person also has an area of expertise and respect from other 

users (pp. 181-182).   

In third place, another reason that could explain why User-generated was not as 

influential, is that young adults are more critical about the advertisements that they are 

exposed to (Stewart, 2022, Introduction section), and are aware about how User-

generated content can be used by companies to improve their social media presence. For 

example, even though User-generated content is created freely and voluntarily by online 

consumers, marketing professionals can still meticulously select and “repost” the 

content that is convenient for them and portrays a positive review. Also, companies 

“can invite users to submit content by launching giveaways, contests or campaigns with 

branded hashtags that encourage participation” (Duke, 2023, section How do brand 

acquire and use UGC?, para. 9).                   

In that sense, since participants were explained explicitly at the beginning of the 

survey that they were going to watch a video that was published on the Official 

Instagram Account of Starbucks, it is possible that they were aware that the video was 

republished by the marketing team from Starbucks, affecting the answers from 

participants and the internal validity of the study due to possible bias (Andrade, 2018, p. 

498). 

5.2 Discussion: H2: Gender has an effect on Purchase intention, and 

H2a: Female participants have a higher purchase intention than male 

participants.  

In our society, there is often the common misconception and stereotypical idea 

about the portrayal “of shopping as a feminine activity” (Kuruvilla et al., 2009, p.715). 

Unfortunately, “advertisers have a history of using stereotypes in advertising” 
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(Campbell et al., 2023, p. 16). However, findings from this study demonstrate the 

opposite, since it was found that there is no significant effect between the gender of 

participants and their purchase intention, meaning that H2 and consequently, H2a are 

rejected.  

Similar results were found in a study conducted by Pradhana and Sastiono 

(2019). In their study, they compared the online shopping behavior between men and 

women and found that in terms of total spending, men spend more money than women, 

but women purchase products with more frequency than men (p. 123). This result could 

be explained by the fact that, while women purchase items with more frequency, men 

purchase items that are more valuable with less frequency, leading to a similar total 

spending amount between genders.   

Moreover, in a similar study conducted by Abrudan (2016), it was found that 

men and women follow different shopping orientations but share a similar shopping 

behavior in terms of the amount of money and time that they spend while shopping (p. 

25).   

As it is possible to notice, men and women share to a certain extent a similar 

purchase behavior in terms of the money that they are willing to spend and their 

willingness to purchase a product, which could explain why H2 and H2a were rejected. 

This evidences that shopping is not only an activity limited to women, but it is also an 

activity enjoyed by men.    

To finalize, it is possible to conclude that gender does not necessarily determines 

the level or willingness from a person to purchase a product and stereotypes are not 

always a truthful representation of reality which could be demonstrated based on the 

findings from this study and the ones mentioned previously.   

5.3 Discussion: H3 (Interaction effect): The effect of User-generated content 

(UGC) on Purchase Intention, compared to Firm-generated content (FGC), is 

greater when it concerns women compared to male participants.      

Although it was expected that the effect of User-generated content would be 

stronger on the purchase intention of the female population, H3 is rejected because 

results demonstrate that the interaction between gender and genre of content did not 

significantly affect the level of purchase intention from participants.   



35 

 
 
 
 
 
 
 

 
As mentioned previously, this could be explained due to a variety of reasons 

such as the similarities that men and female participants share in terms of their 

preferences, their shopping behavior and total spending. In relation to the genre of 

content, the first reason that could explain why the effect of the User-generated video 

(UGC) was not stronger than Firm-generated content is that people tend to value 

physical attractiveness and social attractiveness in the advertisements that they watch 

(Peng, 2023, pp. 744, 751). The second reason is that nowadays, people have a more 

critical attitude towards advertisements (Stewart, 2022, Introduction section). In that 

sense, since participants were informed at the beginning of the survey that the video 

stimuli was from the Official Instagram Account of Starbucks, it is possible that they 

were aware about the video being selected and republished by the marketing team from 

Starbucks, which could have influenced the internal validity of the study due to possible 

bias (Andrade, 2018, p. 498).    

5.4 Conclusions 

With the popularity of social media networks, the advertisement industry has 

changed and nowadays, marketing professionals can rely on a wider set of options to 

advertise products and services. An example of this is the use of content created by 

online users as advertising tools. This genre of content, known as User generated 

content (UGC), has become highly popular due to its effectiveness in influencing 

consumers. However, other genres of content such as FGC have also shown to be 

equally influential on the purchase behavior of consumers.  

Up to this day, there is not enough research about User-generated and Firm-

generated content. For this reason, the aim of this study was to contribute to the existing 

literature regarding UGC and FGC, and answer the following research question: What is 

the impact of UGC (User-generated content) and FGC (Firm-generated content) on the 

purchase intention of male and female participants?    

The Two-Way ANOVA test revealed no significant results, meaning that all 

hypotheses from this study are rejected. More precisely, this indicates that the purchase 

intention from participants was not significantly influenced by the biological gender of 

participants and the type of video that they watched during the experiment. In addition 

to this, the results indicate that User-generated content did not have a stronger influence 
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than Firm-generated content on the purchase intention of participants and Female 

participants did not have a higher purchase intention than male participants.  

These results could be explained due to a wide variety of reasons such as the 

tendency to value physical attractiveness and social attractiveness in advertisements, the 

similarities that men and female participants share in terms of their preferences and the 

more critical attitude towards advertisements that consumers have nowadays. Also, it is 

important to remember that the Normality and Independence assumptions were violated. 

Therefore, there is a potential risk of biased results, and this should be considered by 

researchers when they are evaluating why all the hypotheses proposed in this study were 

rejected.    

5.5 Limitations   

The first limitation of the study involves the use of Purposive sampling for the 

selection of participants. Although with this sampling method it is possible to focus on 

participants with specific characteristics (such as being university student between the 

ages of 18 to 25 years old that are familiar with the coffee corporation Starbucks), 

findings based on this method “can only be generalized to the (sub)population from 

which the sample is drawn and not to the entire population” (Andrade, 2021, p.86). 

Therefore, findings from this study can only be applicable to the population of the study 

but cannot be generalized to a wider population with different characteristics.  

The second limitation is related to the video stimuli used in the experiment. As 

mentioned before, only one video was used for the Firm-generated and User-generated 

conditions and the video was about a coffee drink called “The Pistaccio Latte” from 

Starbucks. Since only one video was used about the same product, it is recommended 

for future research to use multiple videos from a wider variety of products from 

different brands so the findings from the study have a higher validity.  

The third limitation is related to the preconceived ideas that participants had 

about Starbucks because all the participants were already familiar with the brand. Due 

to this, it is likely that these preconceived ideas and familiarity with the brand could 

have influenced the results of the experiment and the reliability of the study.   

The fourth limitation of this research is related to the group size of participants 

per condition and the use of random assignment. As mentioned before, per condition it 
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is necessary to have a minimum of 30 participants and this was possible to achieve by 

randomly assigning participants to different conditions. However, a consequence of this 

“randomness” is the presence of unequal group sizes per condition because it could not 

be controlled to which genre of video participants were exposed. Also, it is important to 

mention that most participants were female (39,8%), which could also have affected the 

generalizability of the results.     

The fifth limitation is regarding the question “Do you think that the video that 

you watched previously was created by marketing professionals or non-professional 

online users?”, because this question was later excluded from the study. This occurred 

because it would have been better for this research to demand participants to also 

explain their answer and later, compare it with relevant academic literature.   

The sixth limitation is regarding the absence of a pilot study or pre-test. A pilot 

study allows the recreation of an experiment, but in a smaller scale. One of its main 

advantages is that it can be used as a tool to identify potential areas of improvement and 

avoid unexpected difficulties in an experiment. Those difficulties can be related to the 

instruments used for data collection, the process to recruit participants, etc. (Hassan et 

al., 2006, p. 70). In that sense, since this experiment did not count with a pilot test or 

pre-test, this should be taken into consideration for the people interested in replicating 

this study in the future.      

The seventh limitation is regarding the use of control questions but lack of a 

manipulation check. According to Hauser et al. (2018), a manipulation check is useful 

in a questionnaire to check the level of attention of participants, ensure that participants 

are paying attention to the instructions of an experiment and ensure that independent 

variables in a study are being manipulated correctly (p. 2). Due to this, it is encouraged 

for future research to include a manipulation check in the questionnaire.    

The eighth limitation is regarding the impact of control questions on the validity 

of the study. According to Kung et al. (2018), control questions used on surveys to 

check the level of attention from participants could represent a threat to the validity of a 

study because the presence of these questions could cause overthinking since the 

process of deliberation is extended (p. 268). However, the author also mentions that 

there is still little evidence to fully support this idea. Therefore, it is recommended for 
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future replication of this study to evaluate the advantages and disadvantages of 

manipulation checks and control questions and choose carefully.    

The ninth limitation is regarding the validity of the study. The validity of a study 

“refers to how well the results among the study participants represent true findings 

among similar individuals outside the study” (Patino & Ferreira, 2018, p. 183). 

However, the participants from the study were recruited exclusively through the 

platforms of What’s App and Facebook, and this could have affected the validity of the 

study because there could be university students that prefer to use other social media 

platforms or do not use social media. In that sense, to have a higher validity, it would be 

recommended to use a different method to recruit participants (online and face-to-face).  

The tenth limitation is regarding the violation of assumptions for The Two-Way 

ANOVA. As mentioned previously, the assumptions of Normality and Independence 

were violated. This represents a threat to the internal validity of this study because this 

could cause biased estimates or false positives/negatives.    

To finalize, the last limitation is regarding the User-generated video used in the 

experiment and the introduction of the survey. As mentioned previously, participants 

were informed at the beginning of the survey that the video that they were going to 

watch was from the official Instagram account of Starbucks. Therefore, it is possible 

that participants were aware that the User-generated video selected was republished by 

the marketing professionals from Starbucks for presenting a positive review, affecting 

the credibility of the video and internal validity of the study.   

5.6 Recommendations for future research                 

As mentioned before, some of the limitations of this study are related to the 

sampling method, the distribution of respondents across experimental conditions, the 

video stimuli and the method used to recruit participants. In that sense, the following 

recommendations are presented for future research.   

In first place, it is recommended to use multiple examples per condition to 

increase the validity of the findings because it is possible that pre-conceived ideas about 

the product/brand influence the answers of participants. For example, “Research has 

shown that preexisting individual bias about a product can have negative effects on 

future purchase behavior or use” (Luse et al., 2018, p. 25). Therefore, an efficient 
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strategy to reduce this could imply the use of multiple videos per conditions. Also, for 

each condition, the videos could involve different products and brands to avoid a 

personal bias. In addition to this, another strategy to avoid a personal bias could involve 

using a User-generated or Firm-generated video in which the product that is advertised 

is “brandless”. In that sense, the only information that participants would receive about 

the product/brand would be limited to the content of the video.     

In second place, it is recommended for future research to use a different 

sampling method to avoid unequal group sizes because in this study most respondents 

were female, and this occurred because it was not possible to control the amount of 

female and male participants that had access to the survey once it was published on a 

What’s App or a Facebook group that is administered by third parties.  

In third place, it is recommended for future research to consider using a different 

method for the recruitment of participants, because, despite the advantages of social 

media as “a cost-effective and efficient strategy for recruiting research participants” 

(Darko et al., 2022, p.1), it is important to consider that there are university students that 

do not like using social media, do not have an account on TikTok or Instagram 

specifically, or do not like to be part of online student groups. Therefore, it would be 

advised to look for participants offline or consider a wider set of social media networks 

(such as X, Snapchat, Threads, etc.). 

In fourth place, another recommendation is related to the questions from the 

questionnaire because one of the last questions asked to participants was “Do you think 

that the video that you watched previously was created by marketing professionals or 

non-professional online users?” and the options to answer were “Yes” or “No”. It would 

have been better to also ask participants to justify their answer in a few words and later 

compare theirs answers to academic literature.   

In fifth place, it is recommended for people interested in replicating this research 

in the future to consider using a pilot test or pre-test because, as mentioned previously, 

this is a useful tool to prevent unexpected circumstances that could occur in the process 

of an experiment.                                 

In sixth place, the last recommendation is regarding the violation of ANOVA 

assumptions. Since the assumptions of Normality and Independence were violated for 
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The Two-Way ANOVA test, it is recommended for future research to consider the 

possibility of using a different statistical test or consider applying mathematical 

transformations of the data (Wall, 2022, p. 586).     

To finalize, the last recommendation for people that would like to replicate the 

study is to not mention at the beginning of the survey that the video was “reposted” by 

the company because this could reduce the credibility of the video. Instead, it is 

recommended to use a User-generated video that has not been published directly by the 

company to increase the credibility of the video because it is likely that these selected 

videos, were “reposted” for presenting a positive review.                  

  



41 

 
 
 
 
 
 
 

 
                                           References 

Abrudan, I. (2016). Does gender really affect shopping patterns? Studia Universitatis 

Babes Bolyai – Negotia, 61(2), 5-29. 

http://studia.ubbcluj.ro/download/pdf/negotia/2016_2/01.pdf 

Ahmad, H., & Rehman, M. (2020). Examining the Impact of Digital Mobile 

Advertising on Purchase Intention. Review of Integrative Business and 

Economics Research,9 (4), 84-95. 

https://buscompress.com/uploads/3/4/9/8/34980536/riber_9-s4_08_m19-

101_84-95.pdf 

Aldrich, J. (2023). Using IBM SPSS Statistics: An Interactive Hands-On Approach. 

SAGE Publications.  https://doi.org/10.4135/9781544318912 

Alferes, V. R. (2012). Methods of randomization in experimental design. SAGE 

Publications, Inc., https://doi.org/10.4135/9781452270012 

Andrade C. (2018). Internal, External, and Ecological Validity in Research Design, 

Conduct, and Evaluation. Indian journal of psychological medicine, 40(5), 498–

499. https://doi.org/10.4103/IJPSYM.IJPSYM_334_18 

Andrade C. (2021). The Inconvenient Truth About Convenience and Purposive 

Samples. Indian journal of psychological medicine, 43(1), 86–88. 

https://doi.org/10.1177/0253717620977000 

Appel, G., Grewal, L., Hadi, R., & Stephen, A. (2019). The future of social media in 

marketing. Journal of the Academy of Marketing Science: Official Publication of 

the Academy of Marketing Science, 48(1), 79–95. 

https://doi.org/10.1007/s11747-019-00695-1 

Araujo, C. J., Perater, K. A. ., Quicho, A. M., & Etrata, A. (2022). Influence of TikTok 

Video Advertisements on Generation Z’s Behavior and Purchase Intention. 

International Journal of Social and Management Studies, 3(2), 140–152. 

https://doi.org/10.5555/ijosmas.v3i2.123 

Bahtar, A., & Muda, M. (2016). The Impact of User - Generated Content (UGC) on 

Product Reviews towards Online Purchasing - A Conceptual Framework. 



42 

 
 
 
 
 
 
 

 
Procedia Economics and Finance, 37, 337–342. https://doi.org/10.1016/S2212-

5671(16)30134-4. 

Baodeng, L., & Binqiang, S. (2023). Study of Consumers’ Purchase Intentions on 

Community E-commerce Platform with the SOR Model: A Case Study of 

China’s “Xiaohongshu” App. Behavioral Sciences, 13(103), 103. 

https://doi.org/10.3390/bs13020103 

Bhadra, S., & Kumar, S. (2023). Impact of Social Media on Forming Individual’s 

Prosocial Behavior and Related Challenges among Youths in College. Indian 

Journal of Social Psychiatry, 39 (2), 153-161. doi: 10.4103/ijsp.ijsp_309_20 

Bigne, E., Ruiz, C., & Curras-Perez, R. (2024). How consumers process online review 

types in familiar versus unfamiliar destinations. A self-reported and 

neuroscientific study. Technological Forecasting & Social Change, 199. 

https://doi.org/10.1016/j.techfore.2023.123067 

Buckley, E. (2023, September 21). Reviving Power: Firm-generated Content (FGC) is 

Not Dead Yet. Medium. https://medium.com/@ericpbuckley/reviving-power-

firm-generated-content-fgc-is-not-dead-yet-3e14fa7cb4c0 

Campbell, C., Sands, S., McFerran, B., & Mavrommatis, A. (2023). Diversity 

representation in advertising. Journal of the Academy of Marketing Science, 1 -

29. https://doi.org/10.1007/s11747-023-00994-8 

Charness, G., Gneezy, U., & Kuhn, M. (2012). Experimental methods: Between-subject 

and within-subject design. Journal of Economic Behavior & Organization, 

81(1), 1–8. https://doi.org/10.1016/j.jebo.2011.08.009 

Colicev, A., Kumar, A., & O’Connor, P. (2019). Modeling the relationship between 

firm and user generated content and the stages of the marketing funnel. 

International Journal of Research in Marketing, 36(1), 100–116. 

https://doi.org/10.1016/j.ijresmar.2018.09.005 

Collins, B. (2023, December 15). What Is WhatsApp? – Guide To The International 

Messaging App. Forbes Magazine. 

https://www.forbes.com/sites/technology/article/what-is-

whatsapp/?sh=2948ea632517 



43 

 
 
 
 
 
 
 

 
Darko, E. M., Kleib, M., & Olson, J. (2022). Social Media Use for Research Participant 

Recruitment: Integrative Literature Review. Journal of Medical Internet 

Research, 24(8), 1-22. https://doi.org/10.2196/38015 

Dittmar, H., Long, K., & Meek, R. (2004). Buying on the internet: gender differences in 

on-line and conventional buying motivations. Sex Roles: A Journal of Research, 

50(5–6), 423–444. https://doi.org/10.1023/B:SERS.0000018896.35251.c7 

Duke, D. (2023, March 13). Why User-Generated Content Is Winning. Forbes 

Magazine. 

https://www.forbes.com/sites/forbesbusinesscouncil/2023/03/13/why-user-

generated-content-is-winning/?sh=a09ceb46e94f 

Dumford, A. D., Miller, A. L., Lee, C. H. K., & Caskie, A. (2023). Social media usage 

in relation to their peers: Comparing male and female college students’ 

perceptions. Computers and Education Open, 4. 

https://doi.org/10.1016/j.caeo.2022.100121 

Erjavec, N. (2011). Tests for Homogeneity of Variance. In M. Lovric (Ed.), 

International Encyclopedia of Statistical Science (pp. 1595-1596). Springer. 

https://doi.org/10.1007/978-3-642-04898-2_590  

Expert Panel. (2021, December 10). Seven Marketing Strategies For Reaching Younger 

Customers. Forbes Business Development Council. 

https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2019/01/23/se

ven-marketing-strategies-for-reaching-younger-customers/ 

Ford, K., Albritton, T., Dunn, T., Crawford, K., Neuwirth, J., & Bull, S. (2019). Youth 

Study Recruitment Using Paid Advertising on Instagram, Snapchat, and 

Facebook: Cross-Sectional Survey Study. JMIR Public Health and Surveillance, 

5 (4), 1-9. https://doi.org/10.2196/14080 

Fotopoulos, S. (2023). Traditional media versus new media: Between trust and use. 

European View, 22(2), 277–286. https://doi.org/10.1177/17816858231204738 

Garlin, B. (2023, March 15). Council Post: What Is A UGC Creator And Why Should 

Brands Care? Forbes. 



44 

 
 
 
 
 
 
 

 
https://www.forbes.com/sites/forbescommunicationscouncil/2023/03/15/what-

is-a-ugc-creator-and-why-should-brands-care/ 

Giovanetti, F. (2022, March 03). Resharing Content on Instagram and TikTok “The Dos 

and Don’ts”. UNUM. https://www.unum.la/blog/resharing-content-on-

instagram-and-tiktok-the-dos-and-donts 

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D. (2020). 

Navigating the New Era of Influencer Marketing: How to be Successful on 

Instagram, TikTok, & Co. California Management Review, 63(1), 5-25. 

https://doi.org/10.1177/0008125620958166 

Hair, J., Ringle, C., & Sarstedt, M. (2011). PLS-SEM: Indeed a Silver Bullet. Journal of 

Marketing Theory and Practice, 19(2), 139–152. 

https://doi.org/10.2753/MTP1069-6679190202 

Halim, E., & Candraningrum, D. (2021). The Influence of User-Generated Content 

Towards Somethinc Skincare Purchase Intention. Atlantis Press, 831–836. 

https://doi.org/10.2991/assehr.k.210805.131 

Hall, J. (2018, December 19). How To Leverage Third-Party Purchase Intent. Forbes 

Agency Council. 

https://www.forbes.com/sites/forbesagencycouncil/2018/12/19/how-to-leverage-

third-party-purchase-intent/?sh=7afd7a456219 

Hansen, T., & Møller, J. (2008). Shopping orientation and online clothing purchases: 

the role of gender and purchase situation. European Journal of Marketing, 

43(9), 1154–1170. https://doi.org/10.1108/03090560910976410 

Hassan, Z. A., Schattner, P., & Mazza, D. (2006). Doing A Pilot Study: Why Is It 

Essential?. Malaysian Family Physician, 1(2-3), 70–73. 

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4453116/ 

Hauser, D. J., Ellsworth, P. C., & Gonzalez, R. (2018). Are Manipulation Checks 

Necessary?. Frontiers in Psychology, 9(998), 1-10. 

https://doi.org/10.3389/fpsyg.2018.00998 



45 

 
 
 
 
 
 
 

 
Herzog, Francis, & Clarke. (2019, August 13). Understanding statistics and 

experimental design : how to not lie with statistics (1st ed.) [Ebook]. Springer 

Cham. https://doi.org/10.1007/978-3-030-03499-3 

Ho Nguyen, H., Nguyen-Viet, B., Hoang Nguyen, Y. T., & Hoang Le, T. (2022). 

Understanding online purchase intention: the mediating role of attitude towards 

advertising. Cogent Business & Management, 9(1), 1–23. 

https://doi.org/10.1080/23311975.2022.2095950 

Janssen, S., & Verboord, M. (2024). Methodological Guidelines Thesis Research (10th 

ed.). Erasmus School of History, Culture and Communication. 

https://my.eur.nl/en/eshcc/media-communication/master-media-studies/guides-

and-resources/methods-guidelines 

Jo Dixon, S. (2024, March 21). Distribution of Instagram users worldwide as of 

January 2024, by age group. Statista. 

https://www.statista.com/statistics/325587/instagram-global-age-group/ 

Karayigit, C., & Parlade, J. (2023). Social media use among U.S. college students 

attending a midwestern university. Journal of Educational Technology & Online 

Learning, 6 (2), 329-341. http://doi.org/10.31681/jetol.1196222 

Karpinska-Krakowiak, M. (2021). Women are more likely to buy unknown brands than 

men: The effects of gender and known versus unknown brands on purchase 

intentions. Journal of Retailing and Consumer Services, 58, 1-9. 

https://doi.org/10.1016/j.jretconser.2020.102273 

Khong, K. W., Jerome, T., & Shan, L. (2010). Online Advertising: A Study of 

Malaysian Consumers. International Journal of Business and Information, 5(2), 

111-134. 

https://www.researchgate.net/publication/228280000_Examining_the_Impact_o

f_Online_Advertising_on_Purchase_Intentions#:~:text=Findings%20reveal%20

that%20features%20of,possibility%20of%20consumers'%20purchase%20intenti

ons. 



46 

 
 
 
 
 
 
 

 
Kim, W. H., Park, E., & Kim, S. B. (2021). Understanding the role of firm-generated 

content by hotel segment: the case of twitter. Current Issues in Tourism, 26(1), 

122–136. https://doi.org/10.1080/13683500.2021.2003759 

Koca, E., & Koc, F. (2016). A Study of Clothing Purchasing Behavior By Gender with 

Respect to Fashion and Brand Awareness. European Scientific Journal, ESJ, 

12(7), 234. https://doi.org/10.19044/esj.2016.v12n7p234 

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. (2016). From 

social to sale: the effects of firm-generated content in social media on customer 

behavior. Journal of Marketing, 80(1), 7–25. https://doi.org/10.1509/jm.14.0249 

Kung, F. Y. H., Kwok, N., & Brown, D. J. (2018). Are Attention Check Questions a 

Threat to Scale Validity? Applied psychology: an international review, 67 (2), 

264–283. https://doi.org/10.1111/apps.12108 

Kuruvilla, S., Joshi, N., & Shah, N. (2009). Do men and women really shop differently? 

An exploration of gender differences in mall shopping in India. International 

Journal of Consumer Studies, 33(6), 715–723. https://doi.org/10.1111/j.1470-

6431.2009.00794.x 

Kwiatek, P., Baltezarevic, R., & Papakonstantinidis, S. (2021). The Impact of 

Credibility of Influencers Recommendations on Social Media on Consumers 

Behavior Towards Brands. Informatol, 54 (3-4), 181-196. 

https://doi.org/10.32914/i.54.3-4.5 

Lavrakas, P., Traugott, M., Kennedy, C., Holbrook, A., de Leeuw, E., & West, B. 

(Eds.). (2019). Experimental Methods in Survey Research: Techniques that 

Combine Random Sampling with Random Assignment. John Wiley & Sons. 

https://doi-org.eur.idm.oclc.org/10.1002/9781119083771open_in_new 

Leung, L. (2015). Validity, reliability, and generalizability in qualitative research. 

Journal of family medicine and primary care, 4(3), 324–327. 

https://doi.org/10.4103/2249-4863.161306 

Liaw, G., Kao, H., & Yu, W. (2022). The Influence of User-Generated Content (UGC) 

on Consumer Purchase Intention. Journal of Textile Science & Fashion 

Technology (JTSFT), 9(5), 1–9. https://doi.org/10.33552/JTSFT.2022.09.000725 



47 

 
 
 
 
 
 
 

 
Louisiana Federal Credit Union. (2024). How men and women spend their money 

differently. Louisiana Federal Credit Union. 

https://www.louisianafcu.org/articles/how-men-and-women-spend-their-money-

differently   

Luca, M. (2015). Chapter 12 - User-Generated Content and Social Media. Handbook of 

Media Economics, 1, 563-592. https://doi.org/10.1016/B978-0-444-63685-

0.00012-7  

Luse, A., Townsend, A. M., & Mennecke, B. E. (2018). The blocking effect of 

preconceived bias. Decision Support Systems, 108, 25–33. 

https://doi.org/10.1016/j.dss.2018.02.002 

Ma, Z., & Gu, B. (2022). The influence of firm-generated video on user-generated 

video: evidence from china. International Journal of Engineering Business 

Management, 14. https://doi.org/10.1177/18479790221118628 

McInroy, L. (2016). Pitfalls, potentials, and ethics of online survey research: lgbtq and 

other marginalized and hard-to-access youths. Social Work Research, 40(2), 83–

94. https://doi.org/10.1093/swr/svw005 

Meta. (2022, October 4). Announcing new Instagram ads surfaces and tools to help 

businesses reach more customers. Meta. 

https://business.instagram.com/blog/new-instagram-ads-help-businesses 

Mishra, P., Pandey, C. M., Singh, U., Gupta, A., Sahu, C., & Keshri, A. (2019). 

Descriptive statistics and normality tests for statistical data. Annals of cardiac 

anaesthesia, 22(1), 67–72. https://doi.org/10.4103/aca.ACA_157_18 

Naem, M., & Okafor, S. (2019). In G. Bowen & W. Ozuem (Eds.), Leveraging 

computer-mediated marketing environments (pp. 193-220). IGI Global. 

https://www.researchgate.net/publication/330456491_User-

Generated_Content_and_Consumer_Brand_Engagement. 

Negoro, A., & Alif, G. (2020). Impact of Firm-Created Content and User-Generated 

Content on Consumer Perception in Grab-and-Go Coffee Brands. Advances in 

Economics, Business and Management Research, 160, 15-20. 

doi:10.2991/aebmr.k.201222.003 



48 

 
 
 
 
 
 
 

 
Neuman, L. (2014). Social Research Methods: Qualitative and Quantitative 

Approaches (7th ed.). Pearson Education Limited. 

https://letrunghieutvu.yolasite.com/resources/w-lawrence-neuman-social-

research-methods_-qualitative-and-quantitative-approaches-pearson-education-

limited-2013.pdf 

Nguyen, S. H. (2013). Highly attractive models in advertising: What causes negative 

affect? Science and Technology Development Journal, 16(1), 20-34. 

https://www.researchgate.net/publication/330187133_Highly_attractive_models

_in_advertising_What_causes_negative_affect 

Patino, C. M., & Ferreira, J. C. (2018). Internal and external validity: can you apply 

research study results to your patients? Jornal brasileiro de pneumologia : 

publicacao oficial da Sociedade Brasileira de Pneumologia e Tisilogia, 44(3), 

183. https://doi.org/10.1590/S1806-37562018000000164 

Peng, C. (2023) Influencer Marketing: Statistics and Skepticism. Open Journal of 

Business and Management, 11 (2), 744-754. doi:10.4236/ojbm.2023.112040. 

Pradhana, F., & Sastiono, P. (2019). Gender Differences in Online Shopping: Are Men 

More Shopaholic Online? In Z. Husodo & S. Wibowo (Eds.), Proceedings of the 

12th International Conference on Business and Management Research (ICBMR 

2018) (pp. 123-128). Atlantis Press. https://doi.org/10.2991/icbmr-18.2019.21 

Qader, K. S. ., Hamza, P. A. ., Othman, R. N. ., Anwer, S. A. ., Hamad, H. A. ., Gardi, 

B. ., & Ibrahim, H. K. . (2022). Analyzing different types of advertising and its 

influence on customer choice. International Journal of Humanities and 

Education Development (IJHED), 4(6), 8-21. https://doi.org/10.22161/jhed.4.6.2 

Russell, C. (2022, January 27). Why TikTok Made Us Buy It. Psychology Today. 

https://www.psychologytoday.com/us/blog/the-savvy-consumer/202201/why-

tiktok-made-us-buy-it 

Santiago, J., Borges-Tiago, M., & Tiago, F. (2022). Is firm-generated content a lost 

cause? Journal of Business Research, 139, 945–953. 

https://doi.org/10.1016/j.jbusres.2021.10.022 



49 

 
 
 
 
 
 
 

 
Sarstedt, M., & Mooi, E. (2019). A concise guide to market research : the process, data, 

and methods using IBM SPSS statistics (Third edition). Springer. 

https://doi.org/10.1007/978-3-662-56707-4 

Schivinski, B., & Dabrowski, D. (2014). The effect of social media  communication on 

consumer perceptions of brands. Journal of Marketing Communications, 22(2), 

189–214. https://doi.org/10.1080/13527266.2013.871323 

Shatz, I. (2023). Assumption-checking rather than (just) testing: The importance of 

visualization and effect size in statistical diagnostics. Behavior Research 

Methods. 56, 826–845. https://doi.org/10.3758/s13428-023-02072-x 

Shreffler J., & Huecker, M. (2023, March 6). Types of Variables and Commonly Used 

Statistical Designs. National Library of Medicine. 

https://www.ncbi.nlm.nih.gov/books/NBK557882/ 

Srikanth, R. (2023, March 13). Starbucks: Market Segmentation, Target, and 

Positioning — STP. Medium. https://medium.com/@r.b.srikanth/starbucks-

market-segmentation-target-and-positioning-stp-

65c714be9176#:~:text=Starbucks%20targets%20both%20males%20and 

Starbucks. (2023, February 07). Instagram. Instagram. 

https://www.instagram.com/reel/CoXmlDjDHCs/?igsh=Mmo1ajkzOXk5Nnpv 

Starbucks. (2023, January 04). Instagram. Instagram. 

https://www.instagram.com/reel/Cm_8snKhpnL/?igsh=MTM1Ymk2MXU1anZt

ZQ%3D%3D 

Statista Research Department. (2023, December 11). Countries with the largest number 

of Starbucks stores in Europe as of Q3 2023. Statista. 

https://www.statista.com/statistics/541629/number-of-starbucks-stores-in-

europe/ 

Stewart, T. (2022, February 03). Consumers are growing more critical of social media 

ads. New Digital Age. https://newdigitalage.co/social-media/social-media-

advertising-misinformation-integral-ad-science/ 

Takaya, R. (2016). Antecedents Analysis of Purchase Intention. Business and 

Entrepreneurial Review, 16(1), 1-16. https://doi.org/10.25105/ber.v16i1.4906 



50 

 
 
 
 
 
 
 

 
Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach’s alpha. International 

Journal of Medical Education, 2, 53–55. https://doi.org/10.5116/ijme.4dfb.8dfd 

Terkan, R. (2014). Importance of Creative Advertising and Marketing According to 

University Students’ Perspective. International Review of Management and 

Marketing, 4 (3), 239-246. 

https://econjournals.com/index.php/irmm/article/view/882 

Tifferet, S., & Herstein, R. (2012). Gender differences in brand commitment, impulse 

buying, and hedonic consumption. Journal of Product & Brand Management, 

21(3), 176–182. https://doi.org/10.1108/10610421211228793 

Wall, R. (2022). ANOVA Assumptions. Journal of Visual Impairment & Blindness. 

116(4), 449-586. https://doi.org/10.1177/0145482X221124187 

Wharton School of the University of Pennsylvania. (Hosts). (2007–present). ‘Men Buy, 

Women Shop’: The Sexes Have Different Priorities When Walking Down the 

Aisles [Audio podcast]. Knowledge at Wharton. 

https://knowledge.wharton.upenn.edu/podcast/knowledge-at-wharton-

podcast/men-buy-women-shop-the-sexes-have-different-priorities-when-

walking-down-the-aisles/ 

Wu, P. C. S., Yeh, G. Y. -Y.., & Hsiao, C. -R. (2011). The Effect of Store Image and 

Service Quality on Brand Image and Purchase Intention for Private Label 

Brands. Australasian Marketing Journal, 19(1), 30–39. 

https://doi.org/10.1016/j.ausmj.2010.11.001 

Yawen, S. (2023) Analyzing The Advantages of User-generated Content Advertising 

Platform: A Case Study on Little Red Book. In Advances in Economics 

Management and Political Sciences, 43, 125-132. doi:10.54254/2754-

1169/43/20232139 

Zhang, K., Fang, W., Luo, B., & Wan, L. (2021). New product launching: The effect of 

firm-generated content on purchase intention. Journal of University of Science 

and Technology of China, 51 (12), 912-926.  doi:10.52396/JUST-2021-0107 

Zhuang, W., Zeng, Q., Zhang, Y., Liu, C., & Fan, W. (2023). What makes user-

generated content more helpful on social media platforms? insights from creator 



51 

 
 
 
 
 
 
 

 
interactivity perspective. Information Processing and Management, 60(2). 

https://doi.org/10.1016/j.ipm.2022.103201 

  



52 

 
 
 
 
 
 
 

 
Appendices   

Appendix A1. Questionnaire of the experiment 

Dear respondent, Thank you for your interest in this research. I would like to 

invite you to answer the following questionnaire. In this questionnaire, you will be 

shown one video advertisement published on the Official Instagram account of 

Starbucks (@starbucks), which I would like you to evaluate. The questionnaire will take 

approximately 5 minutes to fill in. Kindly provide careful and honest answers to each 

question as I am genuinely interested in your personal opinions. 

 CONFIDENTIALITY OF DATA 

All the information collected during this survey is intended for research 

purposes only and all the data collected will remain confidential and gathered 

anonymously. There are no anticipated risks or discomforts associated with your 

participation in this study. 

VOLUNTARY PARTICIPATION 

 If you would like to participate in the survey, please press “Yes” and the survey 

will start. If you would like to stop participating, please press “No”. If you press on 

“No”, you will be taken to the end of the survey and your answers will be deleted. 

 FURTHER INFORMATION 

 Thanks for accepting to participate in the survey. If you have any questions 

regarding this questionnaire, please feel free to contact me at the following email 

696153yc@eur.nl and I will answer your questions. This study was approved by the 

Ethics Committee of Erasmus University Rotterdam. 

If you understand the information above and freely consent to participate in this 

study, click on the “I agree” button below to start the questionnaire. 

o I agree 

o I do not agree 

Please, press the "play" button, pay attention and watch the following video until 

the end: 
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Q1: Below are a list of questions designed to measure what you are thinking at 

this moment. There is of course, no right answer for any statement. The best answer is 

what you feel is true of yourself at the moment. Be sure to answer all of the items, even 

if you are not certain of the best answer. Again, answer these questions as they are true 

for you right now. 

 Disagree Somewhat 
Disagree 

Neutral Somewhat 
Agree 

Agree 

I would buy this 
product/brand rather than any 
other brands available.  

 
 

   

I am willing to recommend 
that others buy this 
product/brand. 

     

I intend to purchase this 
product in the future. 

     

 

Q2: Below are a list of questions designed to measure what you are thinking at 

this moment. There is of course, no right answer for any statement. The best answer is 

what you feel is true of yourself at the moment. Be sure to answer all of the items, even 

if you are not certain of the best answer. Again, answer these questions as they are true 

for you right now.  

 Disagree Somewhat 
Agree 

Neutral Somewhat 
Agree 

Agree 

I watched the video until the 
end.  

 
    

I paid close attention to the 
video. 

     

I had the product/brand 
presented in the video in 
mind while answering the 
questions. 
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Q3: Do you think that the video that you watched previously was created by 

marketing professionals or non-professional online users? 

o I believe the video was created by non-professionals. 

o I believe the video was created by Marketing professionals. 

Q4: Are you familiar with the coffee brand Starbucks? 

o Yes 

o No 

Q5: How old are you? Please type your answer. 

Q6: What is your biological gender? 

o Male 

o Female 

Q7: Are you a university student? 

o Yes 

o No 

Thanks for answering all the questions and thanks for participating in this study. 

The purpose of the study was to measure the purchase intention of participants exposed 

to FGC (Firm-generated content) and UGC (User-generated content). For this, 

participants were assigned randomly a video example of UGC or FGC and had to 

answer the same questions/statements. Once again thanks for dedicating your time to 

answer the questionnaire and please, remember that this study is anonymous and 

confidential. If you have any further questions or concerns, please feel free to contact 

this email address: 696153yc@eur.nl 
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Appendix A2. Stimulus material  

Video 1 - Firm-generated video   
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Video 2 – User-generated video 
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Appendix A3. SPSS Output 

Estimates 

Dependent Variable: PITOTAL 

Sex Mean  Std. Error 

95% Confidence Interval  

Lower Bound Upper Bound 

Female 3,295 ,094 3,109 3,480 

Male 3,399 ,129 3,144 3,654 

 

     Pairwise Comparisons 

     Dependent Variable:   PITOTAL   

(I) Sex (J) Sex 
Mean Difference 
(I-J) Std. Error Sig.b 

95% Confidence Interval for 
Difference b 

Lower Bound Upper Bound 

Female Male -,104 ,160 515 -,420 ,211 

Male Female ,104 ,160 515 -,211 ,420 

Based on estimated marginal means 

b. Adjustment for multiple comparisons: Least Significant Difference 

(equivalent to no adjustments)   
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