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English	Abstract		
	
Scientific	knowledge	about	the	effectiveness	of	using	a	content	marketing	advertising	approach	
for	digital	marketing	is	lacking.	Therefore,	this	exploratory	study	aims	to	give	insights	into	what	
extent	the	effectiveness	differs	between	using	the	soft,	indirect	advertising	approach	of	content	
marketing	for	advertising	nondurable	goods	on	Facebook	compared	to	the	direct,	hard	sell,	
traditional	advertising	approach.		
	
First,	this	study	showed	that	both	types	of	Facebook	advertisements	were	recognized	as	being	
an	advertisement.	Second,	this	study	found	a	marginal	but	not	significant	pattern	of	the	evoked	
attitudes	towards	the	advertisement	in	favour	of	the	content	marketing	advertising	approach.	
However,	respondents	significantly	preferred	receiving	Facebook	advertisements	with	a	
traditional	advertising	approach	instead	of	a	content	marketing	advertising	approach.	As	a	final,	
this	study	found	significant	evidence	for	disfavour	of	receiving	Facebook	advertisements.		
	
This	master	thesis	provides	practical	insights	for	marketers	for	designing	social	media	strategies.	
Besides,	it	has	laid	a	foundation	of	insights	for	further	research	into	applying	the	content	
marketing	advertising	approach	for	nondurable	goods	on	Facebook.			
	



	

Preface	
	
The	master	thesis,	the	final	assignment,	the	moment	you	work	towards	during	your	time	as	a	
student…and	there	it	is.	Just	as	all	the	other	students	I	needed	to	write	a	master	thesis.	
However,	after	seven	years	of	studying	I	did	not	wanted	to	write	‘just	a’	thesis.	I	wanted	to	write	
a	thesis	which	I	would	proudly	remember	when	I	am	‘grown-up	and	working’	and	no	longer	a	
student.		
	
But	where	to	begin!	Luckily,	I	had	the	course	‘Advertising	and	Marketing	Psychology’	given	by	
Ronald	Voorn	as	one	of	my	last	courses.	The	topics	that	were	addressed,	but	especially	Ronald’s	
endless	enthusiasm,	made	me	decide	that	I	wanted	to	do	research	into	one	of	these	course	
topics.	For	that	reason,	I	asked	Ronald	for	some	advice.		
	
Ronald	brought	me	into	contact	with	Tristan	Lavender,	content	marketer	of	Philipps	NL,	who	
gave	me	practical	insights	within	the	problem	of	using	content	marketing	for	nondurable	goods.	
Subsequently,	Ronald	introduced	me	to	Isobar	NL,	one	of	the	leading	digital	marketing	agencies,	
which	lead	to	a	fourth	month	internship	and	a	cooperation	for	this	study.		
	
Therefore,	I	would	like	to	first	and	foremost,	thank	Ronald	Voorn.	From	the	beginning	as	well	as	
during	the	hard	and	‘endless’	time	of	finalizing	the	research	proposal,	Ronald	has	been	a	great	
supervisor	to	me.	Which	is	even	more	special	because	this	was	his	first	time	supervising	a	
master	student:	he	is	a	real	natural!	Also,	many	thanks	to	Thomas	van	Rompay,	his	role	as	a	
supervisor	has	been	a	big	help	in	finalizing	the	research	design	and	method.	Many	thanks.	
	
I	want	to	thank	Tristan	Lavender	for	the	great	experiences	at	Philips.	Besides,	many	thanks	to	
the	whole	‘strategy	team’	of	Isobar	NL	and	in	particular,	Bram	Draaijer	and	Martin	Kloos	for	
supporting	this	research.	You	really	increased	the	quality	of	this	research.	Thanks	for	the	
opportunity	to	work	for	Isobar	for	four	months,	it	has	been	a	great	pleasure.		
	
Finally,	I	would	like	to	thank	Ryanne	and	Leontine	for	reviewing	my	thesis:	the	best	friend	
awards	are	coming	your	way!	Also,	many	thanks	to	my	family,	friends	and	boyfriend	for	being	
patient	and	supportive.	Especially	many	thanks	to	my	parents	who	have	always	supported	and	
motivated	me,	thank	you	so	much!	
	
It	had	a	long	way,	but	I	am	very	satisfied	with	the	end-result	of	the	thesis	which	has	became	the	
thesis	I	hoped	for.	I	am	very	grateful	for	the	fantastic	time,	the	wonderful	people	and	the	
unforgettable	experiences	the	master	thesis	has	brought	me:	thank	you	all	very	much!		
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Chapter	1:	Introduction	
	
“The	art	of	communicating	without	selling”	is	how	content	marketing	can	be	defined	according	
to	Pulizzi	(as	cited	in	Kerkhof,	2012,	p.	14).	It	is	seen	as	a	soft,	indirect	advertising	approach	
based	on	offering	consumers’	valuable	information	instead	of	the	more	direct,	traditional	
advertising	approach	that	contains	of	price	and	sales	focused	content.	For	that	reason,	many	
marketing	blogs	write	about	content	marketing	as	‘the	holy	grail’	in	today’s	economy	(Abel,	
2012;	Berthon,	Pitt,	Plangger,	&	Shapiro,	2012;	Kho,	2014;	Pulizzi,	2012;	Wright	&	Khanfar	
2010).	They	argue	that	within	a	western	society	where	consumers	are	daily	exposed	to	more	
than	1000	commercial	messages,	consumers	have	become	more	resistant	to	marketing	
exposures	than	ever.	Therefore,	a	soft	and	indirect	marketing	approach	as	content	marketing	
would	be	more	effective	(Abel,	2012;	Berthon	et	al.,	2012;	Kho,	2014;	Liebrecht,	2015;	Pulizzi,	
2012;	Wright	&	Khanfar,	2010).		
	

As	a	result,	an	ever-growing	majority	of	marketers	has	started	to	use	content	marketing	
in	their	digital	marketing	since	2013	(Berthon	et	al.,	2012;	Wright	&	Khanfar,	2010).	However,	
there	are	many	concerns	about	the	effectiveness	of	using	content	marketing	in	digital	
marketing	strategies	(Bakker,	2017;	Kho,	2014;	Liebrecht,	2015;	Visser,	2015).	More	specifically,	
there	are	concerns	about	the	effectiveness	of	using	content	marketing	for	advertising	
nondurable	goods	on	social	media	(Bakker,	2017;	T.	Lavender,	personal	communication,	
October	21,	2016).	This	is	because	the	content	needs	to	be	valuable	for	consumers	to	get	
noticed	and	read,	before	it	can	become	a	successful	advertisement	(Abel,	2012,	Pulizzi,	2012).	
According	to	the	Content	Marketing	Institute	(CMI,	2015),	content	marketing	can	be	defined	as:	
“creating	and	distributing	valuable,	relevant	and	consistent	content	to	attract	and	acquire	a	
clearly	defined	audience…with	the	objective	of	driving	profitable	customer	action.”	But	is	
communicating	informative	content	about	nondurable	products	on	a	medium	where	people	are	
mostly	low	involved,	more	effective	compared	to	using	a	direct,	hard	sell,	traditional	advertising	
approach?		
	

Based	on	the	work	of	several	authors	one	could	argue	that	an	advertisement	with	a	
content	marketing	approach	is	more	effective	compared	to	using	a	traditional	advertising	
approach	because	consumers	do	not	recognize	it	as	a	direct	attempt	to	sell	which	increases	the	
salience	and	evokes	more	favourable	attitudes	(Abel,	2012;	Liebrecht,	2015;	MarketingMonday,	
2013;	Visser,	2015).	On	the	other	hand,	as	is	stated	in	the	Persuasion	Knowledge	Model	of	
Friestad	and	Wright	(1994),	one	could	argue	that	a	mismatch	between	what	a	brand	
communicates	and	what	consumers	demand	and	expect,	can	also	cause	ignorance	of	the	
advertisement	or	negative	attitudes	towards	the	brand.		
	 	



—	The	hard	way	or	the	informative	way?	—	

	University	Twente	

4	

	
	

However,	little	scientific	knowledge	is	available	about	the	usage	of	content	marketing	
on	social	media	which	is	why	research	into	the	effectiveness	of	it	is	required	(Kerkhof,	2012;	
Liebrecht,	2015).	Within	this	field,	Facebook	is	since	2013	the	most	used	medium	to	practise	
content	marketing	(CMI,2015).	Therefore,	this	exploratory	study	resulted	in	a	two	by	two,	
between-subjects	factorial	design	to	answer	the	research	question:	to	what	extent	do	
advertisements	with	a	content	marketing	advertising	approach	differ	in	terms	of	salience	and	
influencing	attitudes	compared	to	advertisements	with	a	traditional	advertising	approach	in	
advertising	nondurable	goods	on	Facebook	amongst	Facebook	users	within	the	age	group	of	25-
45	year	olds?	
	

In	the	next	section	a	theoretical	framework	is	presented	with	an	outline	of	relevant	
literature	followed	by	a	section	including	the	formulation	of	the	research	question	and	research	
design.	The	thesis	continues	with	a	description	of	the	research	methods	followed	by	the	results.	
The	last	chapter	includes	a	discussion	of	the	findings	of	this	study	as	well	as	recommendations	
and	the	research	limitations.		

	
	

Chapter	2:	Theoretical	framework	
	

The	key	concepts	and	variables	of	this	study	are	defined	in	this	chapter.	In	the	first	subsection,	
the	two	advertising	approaches	of	content	marketing	and	traditional	advertising	are	defined.	
Secondly	insights	into	advertising	on	Facebook	are	given	followed	by	a	discussion	of	the	
possible	differences	in	effectiveness	in	terms	of	salience,	attitudes	towards	the	brand,	attitudes	
towards	the	advertisement,	personal	action	tendencies	and	preferences.		

2.1	Advertising	Approaches	

The	concept	of	advertising	has	been	studied	for	years	and	several	definitions	and	perspectives	
exist	(Richards	&	Curran,	2002).	The	work	of	Richards	and	Curran	(2002)	is	used	to	give	an	
unambiguous	definition	for	the	concept	of	advertising	used	in	this	study,	which	is:	“advertising	
is	a	paid,	mediated	form	of	marketing	communication	from	an	identifiable	source,	designed	to	
persuade	the	receiver	to	take	some	action,	now	or	in	the	future”	(p.74).	However,	there	are	
various	advertising	approaches	that	can	be	used.	Which	approach	is	best	to	use	is	based	on	
such	aspects	as	the	advertised	product/service,	medium,	audience	and	marketing	objectives	
(Haygood,	2017).	This	study	is	focused	on	two	different	and	opposing	advertising	approaches:	a	
traditional	advertising	approach	and	a	content	marketing	advertising	approach.		
	
2.1.1	Traditional	Advertising	Approach	
A	traditional	advertising	approach	is	foremost	characterized	by	a	strong	focus	on	product	or	
service	specific	features	to	inform	consumers	directly	what	is	for	sale,	for	what	price	and	how	
and	where	it	can	be	bought	(Brown,	2015;	Fennis	&	Stroebe,	2015;	Schmitt,	1999).	It	is	
established	from	a	rational	and	analytical	view	of	customers,	products	and	competition	
whereby	the	self-interest	of	the	organization	is	directly	noticeable	(Brown,	2015;	Schmitt,	
1999).		
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Overall,	advertisements	with	a	traditional	advertising	approach	contain	strong	promotional	
information	with	a	clear	objective	for	selling	by	using	persuasive	arguments	that	include	
product	features	and/or	aspects	as	price	and	discount	and/or	a	direct	call	to	action	to	convince	
and	motivate	prospective	buyers	to	directly	make	the	purchase	(Brown,	2015;	Fennis	&	
Stroebe,	2015;	Schmitt,	1999).		
	

The	traditional	advertising	approach	is	a	widely	used	strategy	for	advertising	
nondurable	goods	(Fennis	&	Stroebe,	2015;	Zaichkowsky,	1985).	Nondurable	goods	can	be	
defined	as	relatively	cheap	products	which	are	used	and	bought	often	and	can	be	consumed	
during	one	or	more	uses	as	for	example	laundry	detergent.	Consumers	are	usually	not	highly	
involved	while	shopping	for	this	type	of	product	because	little	cognitive	process	is	required	
(Fennis	&	Stroebe,	2015;	Zaichkowsky,	1985).		

	
The	latter	can	be	explained	by	the	Elaboration	Likelihood	Model,	which	states	that	the	

amount	of	cognitive	involvement	required	to	notice	and	process	an	advertised	message,	
depends	on	one’s	perceived	personal	relevance	and	the	situation	one	is	involved	with	(Fennis	&	
Stroebe,	2015;	Petty,	Cacioppo	&	Schumann,	1983).	A	low	state	of	consumer	involvement	can	
be	characterized	by	having	little	or	no	time	and/or	motivation	to	search	for	information	or	to	
read	and	overthink	arguments.	A	peripheral	route	of	processing	is	used	whereby	decisions	are	
made	based	on	simple	heuristics,	inferences,	gut	feelings	or	positive	or	negative	cues	(Chaiken	
&	Maheswaran,	1994;	Fennis	&	Stroebe,	2015;	Petty	et	al.,	1983).	For	that	reason,	this	direct,	
hard-sell,	traditional	advertising	approach,	is	often	used	for	advertising	nondurable	products	
(Fennis	&	Stroebe,	2015).	
	

	
2.1.2	Content	marketing	advertising	approach		
In	comparison	to	the	traditional	advertising	approach	there	is	the	soft,	indirect	advertising	
approach	of	content	marketing.	According	to	the	Content	Marketing	Institute,	content	
marketing	is:	“creating	and	distributing	valuable,	relevant	and	consistent	content	to	attract	and	
acquire	a	clearly	defined	audience…with	the	objective	of	driving	profitable	customer	action.”	
(CMI,	2015).	Additionally,	Peter	Kerkhof	(2012),	described	the	main	objective	of	content	
marketing	as:	“creating	and	sustaining	relationships	with	customers	and	prospects	by	offering	
valuable	information	instead	of	only	promotional	information”	(p.2)	and	that	it	is	used	more	
often	online	with	the	possibility	to	share	it	among	social	media	networks	(Kerkhof,	2012).		
	

This	advertising	approach	puts	customers	in	a	central	position	instead	of	the	product	or	
the	brand	taking	first	place	and	it	evokes	an	interaction	with	the	customer	(Liebrecht,	2015).	
Therefore,	the	self	interest	of	the	organization	is	minimally	noticeable	if	at	all,	and	the	
consumers	can	experience	the	content	as	a	helpful	service	instead	of	a	direct	attempt	to	sell	
(Kerkhof,	2010;	Liebrecht,	2015;	Pulizzi,	2012).		The	content	marketing	advertising	approach	has	
as	prior	objective	of	promoting	valuable	and	informative	content	to	persuade	consumers	to	
start	reading	it	and	to	positively	influence	their	attitudes	to	eventually	achieve	the	set	
marketing	objectives	(Abel,	2012;	Liebrecht,	2015).			
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Consequently,	the	content	of	a	content	marketing	exposure	must	first	trigger	the	
consumer	to	notice	and	read	it	to	become	effective	(Abel,	2012,	Pulizzi,	2012).	Therefore,	
consumers	must	find	the	exposed	content	relevant	and	interesting	(de	Groot,	2014).		However,	
the	Elaboration	Likelihood	Model	states	that	consumers	only	become	high	involved	when	the	
product	or	content	is	seen	as	important	to	the	consumer	and	if	the	reader	has	enough	time	and	
motivation	to	actively	think	about	it	(Fennis	&	Stroebe,	2015;	Petty	et	al.,	1983).	As	a	result,	
content	marketing	is	a	commonly	used	strategy	among	products	that	require	high	consumer	
involvement	as	durable	goods	(Bakker,	2017).	Durable	goods	can	be	defined	as	products	that	
last	at	least	three	years	after	purchase	and/or	which	theoretically	cannot	be	used	up	like	
computers	or	cars	(Fennis	&	Stroebe,	2015;	Zaichkowsky	1985).		
	

For	that	reason,	some	marketers	questioning	the	effectiveness	of	using	the	content	
marketing	advertising	approach	instead	of	the	traditional	approach	for	advertising	
‘uninteresting’	nondurable	goods	on	Facebook,	a	medium	where	people	are	often	low	involved.	
(Bakker,	2017;	T.	Lavender,	personal	communication,	October	21,	2016).		

2.2	Advertising	Effectiveness		

2.2.1	Salience	
According	to	Fennis	and	Stroebe	(2015)	salience	of	an	advertisement	can	be	defined	as	the	
extent	to	which	an	exposure	draws	attention	and	becomes	more	interesting	for	an	individual.	
The	amount	of	salience	is	based	on	visual	and	contextual	aspects	as	well	as	personal	
interpretations	and	evaluations	of	the	exposure	(Fennis	&	Stroebe,	2015;	Isaac	&	Grayson,	
2017).	According	to	the	Persuasion	Knowledge	Model	of	Friestad	and	Wright	(1994),	these	
personal	interpretations	and	evaluations	are	based	on	prior	knowledge	of	persuasion	tactics	
and	the	exposed	brand	and	its	product	or	service.	Herewith	the	perceived	appropriateness	and	
credibility	of	the	persuasive	message	in	the	exposure	can	be	determined	(Friestad	&	Wright,	
1994;	Isaac	&	Grayson,	2017).	Based	on	whether	these	evaluations	are	positive	or	negative,	
specific	consumer	behaviour	is	evoked.	This	behaviour	can	vary	from	paying	attention,	
accepting	and	admitting	the	persuasive	message,	to	unconsciously	activating	a	defence	
mechanism	whereby	the	consumer	ignores	the	advertisement	(Fennis	&	Stroebe,	201;	Isaac	&	
Grayson,	2017).	Therefore,	the	evaluation	of	the	advertising,	which	occurs	mostly	unconscious,	
can	determine	whether	the	advertising	will	be	ignored	and	determines	the	salience	(Friestad	&	
Wright,	1994).		
	
2.2.2	Attitudes	
Based	on	whether	an	advertisement	get	noticed	by	an	individual,	the	evaluation	of	it	
determines	the	attitudes	towards	the	advertisement.	Attitudes	are	formed	by	evaluating	a	
specific	concept	by	a	certain	degree	of	favour	or	disfavour	(Fennis	&	Stroebe,	2015;	Spears	&	
Singh,	2004).		According	to	the	Dual	Mediation	Hypothesis	of	Mackenzie,	Lutz	and	Belch	(1986),	
attitudes	towards	the	advertisement	directly	influence	the	attitudes	towards	the	brand	and	
indirectly	influence	personal	action	tendencies	as	for	example,	a	purchase	(MacKenzie,	Lutz	&	
Belch,	1986;	Spears	&	Singh,	2004;	Torres,	Sierra	&	Heiser,	2007).		
	

According	to	this	hypothesis,	the	attitudes	towards	the	advertisement	influence	the	
attitude	towards	the	brand	through	two	pathways:	indirect	via	prior	brand	cognitions	and	direct	
via	evaluative	conditioning	(Fennis	&	Stroebe,	2015,	p.136).		
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According	to	Fennis	and	Stroebe	(2015),	evaluative	conditioning	holds	that	the	evoked	

attitudes	towards	the	advertisement	are	transferred	to	the	brand	and	therefore	directly	
determine	or	influence	the	brand	attitude.	The	attitudes	towards	the	brand	in	turn	determine	
or	influence	the	personal	action	tendencies.		Hence,	a	mediated	relationship	exists	between	the	
attitudes	towards	the	advertisement	on	the	attitude	towards	the	brand	and	the	personal	action	
tendencies	(MacKenzie,	Lutz	&	Belch,	1986;	Spears	&	Singh,	2004;	Torres,	Sierra	&	Heiser,	
2007).	The	Dual	Mediation	Hypothesis	is	used	many	times	for	performing	research	into	
advertising	effectiveness	(Spears	&	Singh,	2004).	Hence,	this	study	has	measured	both	the	
attitudes	and	personal	action	tendencies	to	get	insights	into	the	effectiveness	of	both	
advertising	approaches	in	advertising	nondurable	goods	on	Facebook.		

2.3	Facebook	Advertisement		

The	determination	of	which	advertising	approach	to	use	depends,	among	other	things,	on	the	
advertising	medium	(Haygood,	2017).	According	to	the	Content	Marketing	Institute	(2015)	the	
social	media	platform	Facebook	is	at	94%	the	most	used	digital	marketing	medium	to	practise	
content	marketing	(CMI,	2016).	For	that	reason,	this	study	has	measured	the	effectiveness	of	
both	advertising	approaches	on	Facebook.		
	

On	Facebook	people	or	organizations	can	share	posts	on	their	Facebook	timeline	
organically,	which	means	that	only	accounts	which	are	with	mutual	consent	linked	to	the	sender	
will	be	exposed	with	the	posts.	Facebook	users	are	mostly	low	involvement	while	scrolling	
through	their	Facebook	timeline	as	it	is	seen	as	a	little	break	(Morin,	2016).		Next	to	that,	there	
are	advertised	or	so	called,	‘sponsored	Facebook	posts’,	which	can	be	‘pushed’	on	the	timelines	
of	a	specific	target	group.	These	types	of	sponsored	Facebook	posts	have	a	note	of	‘sponsored’	
and	‘proposed’	to	inform	the	receiver	that	it	is	an	advertisement	(Facebook,	2017).		

	
According	to	Statista	(2017)	the	most	active	Facebook	users	worldwide	are	42%	females	

and	58%	males	between	the	age	of	20	and	45.	Within	this	group,	most	online	purchases	in	the	
category	of	nondurable	and	household	products	are	made	by	consumers	in	the	age	range	of	25	
and	45	years	(CBS,	2016).	Hence,	Facebook	users	within	the	age	group	of	25	–	45	years	olds	are	
the	target	group	of	this	study.	

2.4	Possible	differences	in	effectiveness		

The	content	marketing	and	the	traditional	advertising	approach	differ	in	terms	of	content	of	
which	the	content	marketing	approach	does	not	look	like	an	active	attempt	to	sell	but	rather	to	
inform	and	help.	According	to	the	Persuasion	Knowledge	Model,	it	might	therefore	be	less	likely	
to	be	perceived	as	a	persuasive	attempt	and	as	a	result,	can	evoke	positive	evaluations	of	
credibility	which	can	increase	the	salience	and	attitudes	towards	the	brand	(Abel,	2012;	
Liebrecht,	2015;	MarketingMonday,	2013;	Visser,	2015).	Besides,	the	fact	that	it	looks	like	an	
attempt	to	inform	the	consumer	rather	than	an	attempt	to	sell	can	evoke	more	positive	
attitudes	towards	the	advertisement	and	the	brand	(Hofmann	et	al.,	2010;	Spears	&	Singh,	
2004)	which	can	lead	to	preferred	consumer	behaviour	as	making	purchases	(Spears	&	Singh,	
2004)	or	in	case	of	Facebook	advertisements:	clicking	or	sharing	the	advertisement	on	Facebook	
(Facebook	Ad	Guide,	2017).		
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Therefore,if	Facebook	users	do	notice	the	content	marketing	advertisement,	and	recognize	it	as	
an	attempt	to	inform	rather	than	an	attempt	to	sell,	one	could	argue	that	an	advertisement	
with	a	content	marketing	approach	is	more	preferred	by	consumers	to	receive	on	their	personal	
Facebook	timeline.			
	

On	the	other	hand,	one	could	also	argue	that	a	content	marketing	advertising	approach	
would	be	less	effective	compared	to	a	traditional	advertising	approach.	According	to	the	
Persuasion	Knowledge	Model,	the	appropriateness	of	the	advertisement	and	the	match	or	
mismatch	between	what	a	consumer	prefers	and	expects	to	see	from	a	product	or	brand,	and	
what	is	exposed	in	an	advertisement,	determines	the	consumer’s	evaluation	and	attitudes	
(Fennis	&	Stroebe,	2015;	Friestad	&	Wright,	1994;	Isaac	&Grayson,	2017).	If	consumers	perceive	
the	content	of	the	content	marketing	advertisement	of	a	nondurable	good	as	irrelevant	or	
uninteresting,	it	can	evoke	negative	attitudes	creating	undesirable	consumer	behaviour	such	as	
dismissing	the	advertisement	(Friestad	and	Wright,	1994).	If	the	content	marketing	approached	
advertisement	is	considered	to	be	irrelevant,	a	preference	towards	the	traditional	advertising	
approached	advertisement	can	be	expected.		

	
	Besides,	the	traditional	advertising	approach	is	used	more	often	for	advertising	

nondurable	goods	(Fennis	&	Stroebe,	Zaichkowsky,	1985).	Hence,	one	could	argue	that	the	
traditional	advertising	approached	advertisement	would	perform	better	in	salience	and	evoking	
positive	attitudes	because	it	looks	more	familiar	to	the	consumers.		

	
Moreover,	because	Facebook	users	are	mostly	low	involved	while	scrolling	on	their	

Facebook	timeline	(Moring,	2016),	a	peripheral	route	of	processing	is	activated.	The	
advertisement	is	processed	and	evaluated	based	on	simple	heuristics	and	positive	and	negative	
cues	(Chaiken	&	Maheswaran,	1994;	Fennis	&	Stroebe,	2015;	Petty	et	al.,	1983).	Because	the	
content	of	the	traditional	advertising	approached	advertisement	contains	more	clear	and	direct	
aspects	(for	example	discount)	it	might	be	more	‘suitable’	to	be	processed	via	the	peripheral	
route	and	therefore	become	more	effective	compared	to	the	content	marketing	advertisement.	
The	low	involved	state	of	the	respondents	might	make	them	ignore	the	content	marketing	
approached	advertisement	because	not	enough	cognitive	focus,	motivation	and/	or	time	is	
available	to	process	it.		
	

Many	scientific	theories	exist	about	the	effectiveness	of	the	traditional	advertising	
(Brown,	2015;	Fennis	&	Stroebe,	2015;	Schmitt,	1999)	and	the	content	marketing	advertising	
approach	(Kerkhof,	2012;	Liebrecht,	2015;	Visser,	2015).		Moreover,	previous	research	into	the	
effectiveness	of	content	marketing	on	‘owned’	digital	media	as	the	organizations	website	exists	
(Liebrecht,	2015;	Visser,	2015).	However,	research	into	the	effectiveness	of	using	a	content	
marketing	advertising	approach	for	advertising	nondurable	goods	on	Facebook	is	lacking,	which	
is	why	no	clear	predictions	can	be	made.	For	that	reason,	an	exploratory	research	has	been	
performed	to	give	insights	in	to	what	extent	the	effectiveness	between	both	advertising	
approaches	differ.			
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Chapter	3:	Research	methods	
First	the	research	question	and	research	design	are	defined	followed	by	the	justification	and	
determination	of	the	manipulation	stimulus	and	respondents.	The	last	subsection	includes	a	
description	of	the	research	procedure	and	the	used	research	methods.		

3.1	Research	question		

Scientific	research	into	the	effectiveness	of	using	content	marketing	for	nondurable	goods	is	
lacking	as	well	as	scientific	research	into	the	effectiveness	of	using	a	content	marketing	
approach	on	Facebook.	Therefore,	an	exploratory	research	has	been	performed	to	gain	insights	
into	which	theories	of	content	marketing	can	and	cannot	be	applied	to	using	content	marketing	
on	Facebook	for	advertising	nondurable	goods.	The	aim	of	this	exploratory	study	was	to	answer	
the	research	question:		

-	to	what	extent	do	advertisements	with	a	content	marketing	advertising	approach	differ	
in	terms	of	salience	and	influencing	attitudes	compared	to	advertisements	with	a	traditional	
advertising	approach	in	advertising	nondurable	goods	on	Facebook	amongst	Facebook	users	
within	the	age	group	of	25-45	year	olds?	-	

3.2	research	design	

A	two	by	three,	between-subjects	factorial	design	was	used	in	which	the	two	independent	
variables	were	(1)	an	advertising	approach	with	two	levels:	traditional	and	content	marketing	
and	(2)	a	nondurable	product	with	two	different	products.	The	dependent	variable	is	the	
advertisement	effectiveness	with	the	three	levels:	(1)	salience,	(2)	attitudes	and	(3)	preferences.		
	

Two	pre-tests	have	been	conducted	prior	to	designing	the	main	study.	The	study	
consisted	of	an	online	questionnaire	which	gathered	the	data	in	four	research	parts.	In	the	first	
part	the	salience	of	the	sponsored	Facebook	posts	were	measured	and	in	the	second	part	the	
attitudes	and	personal	action	tendencies.	To	increase	the	practical	relevance	of	the	study	a	hot-
spot	analysis	was	conducted	in	the	third	part.	In	the	fourth	and	final	part	the	direct	preferences	
between	both	advertising	approaches	were	measured	by	use	of	an	A/B-test.	Figure	1	on	the	
next	page	visualizes	the	performed	study.	
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3.2.1	Pre-tests	
The	data	of	the	first	pre-test	determined	and	justified	the	nondurable	products	and	the	
characteristics	of	the	traditional	advertising	and	content	marketing	approach	for	designing	valid	
stimulus	materials.	An	online	questionnaire	gathered	the	data	of	32	respondents	of	which	90%	
were	familiar	with	the	concept	of	content	marketing	and	76%	had	a	job	or	education	related	to	
digital	marketing.	
	

First	four	nondurable	goods	were	elected	based	on	previous	research	onto	nondurable	
goods,	and	in	consultation	with	Isobar	NL	to	make	the	study	of	more	practical	relevance	(Bech-
larsen	&	Nielsen,	1998;	Hoonsopon	&	Puriwat,	2016;	Zaichkowsky,	1985).	The	seven-point	Likert	
scale	of	Zaichkowsky	(1985)	for	measuring	involvement,	justified	which	product	respondents	
were	least	involved	with	(a=.80).	Based	on	the	results	and	practical	relevance	for	Isobar	NL,	the	
products:	wall	paint	(M=.42,	SD=.20)	and	laundry	detergent	(M=.82,	SD=.20)	were	selected	for	
this	study.	Secondly,	the	distinctive	main	characteristics	for	both	the	traditional	advertising	and	
content	marketing	advertising	approaches	were	determined.	Herewith	the	stimulus	materials	
could	be	designed	and	tested.	The	results	of	the	first	pre-test	can	be	found	in	appendix	2.	The	
second	pre-test	(N=19)	was	performed	to	check	the	comprehensibility	and	navigation	of	the	
online	questionnaire	for	the	final	study.	The	results	of	the	second	pre-test	can	be	found	in	
appendix	3.	
	 	

Figure	1:	Visualization	of	the	performed	research	
Note:	CM	is	the	abbreviation	for	content	marketing.	TM	is	the	abbreviation	for	traditional	advertising.			
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3.3	Manipulation	Materials		

3.3.1	Facebook	advertisements	
The	manipulation	materials	used	in	this	study	consisted	of	four	different	sponsored	Facebook	
posts:	both	the	nondurable	products	laundry	detergent	and	wall	paint,	one	version	with	a	
content	marketing	approach	and	a	version	with	a	traditional	advertising	approach.	Figure	2	
includes	all	four	manipulated	Facebook	posts	used	in	this	study.	The	fictional	brand	and	logo	
‘Onimo’	were	used	for	both	nondurable	products	to	avoid	conflict	with	other	possible	brand	
associations	and	attitudes	as	well	as	to	increase	the	internal	validity	of	the	study	(Keller	&	Aaker,	
1992).		

Figure	2:	Facebook	advertisements		

Note:	From	left	to	right,	first	row:	advertisement	1,	traditional	advertising	approach	with	product	paint;	advertisement	2,	content	
marketing	approach	with	product	paint.	From	left	to	right,	second	row:	advertisement	3,	traditional	advertising	approach	with	product	
laundry	detergent,	advertisement	4:	content	marketing	approach	with	product	laundry	detergent.	
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3.3.2	Simulated	Facebook	timeline			
The	exposure	of	sponsored	Facebook	posts	on	a	Facebook	timeline	has	been	simulated	to	
increase	the	internal	validity	of	the	study.	Therefore,	a	fictional	Facebook	timeline	was	created	
along	with	a	fake	account	of	the	University	of	Twente.	The	timeline	included	seven	organic,	
fictional	Facebook	messages	and	one	sponsored	Facebook	post.	One	of	the	four	simulated	
Facebook	timelines	can	be	found	in	Appendix	4.	Figure	3	includes	a	part	of	the	timeline.	
	 	

Figure	3:	First	part	of	the	fictional	Facebook	timeline		
Note:	Stimulus	material	exposed	here:	TA	version	with	paint.	
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3.4	Measurement	procedure	and	methods	

As	discussed	in	paragraph	3.1,	the	online	questionnaire	used	for	gathering	the	data	contained	
of	four	parts.	Per	research	part	the	procedure	and	method	are	described.		
	

3.4.1	Research	part	1:	measuring	salience	
For	the	first	part	of	the	study	scrolling	through	an	actual	Facebook	timeline	was	simulated	and	
therefore	the	respondents	state	of	low	involvement	was	manipulated.	Because	scrolling	
through	a	Facebook	timeline	is	mostly	performed	mindlessly,	with	little	or	no	specific	focus	and	
with	low	involvement,	the	respondents	needed	to	perform	four	IQ-test	questions	to	deplete	
them	and	to	manipulate	a	state	of	low	involvement	(Morin,	2016).	After	the	respondent	had	
performed	the	IQ-test	questions,	they	were	instructed	to	‘take	a	break	and	relax’	and	to	scroll	
through	the	simulated	Facebook	timeline	from	top	to	bottom	and	then	from	the	bottom	up.	
The	respondents	had	ten	seconds	to	scroll	through	the	Facebook	timeline.		

	

Measurement	
For	measuring	the	saliences	of	the	sponsored	Facebook	posts,	‘recall	tasks’	were	used	to	
measure	the	salience	in	an	unconscious	way	(Torres	et	al,	2007).	After	performing	the	
instructions	of	scrolling	through	the	Facebook	timeline,	the	respondent	was	asked	to	recall	as	
many	subjects	as	he	or	she	could	from	the	Facebook	timeline.	Herewith,	insights	could	be	
gathered	whether	the	Facebook	advertisement	was	noticed	(Torres	et	al.,	2007).		
	

Thereafter,	a	direct	and	explicit	question	was	used	to	verify	if	the	respondent	had	seen	
a	sponsored	Facebook	post	of	a	brand,	followed	by	letting	the	respondent	fill	in	the	product	
they	thought	they	had	seen	at	the	sponsored	Facebook	post.	To	gain	insights	in	to	what	extent	
the	respondent	could	recall	all	aspects	of	the	sponsored	Facebook	post,	a	direct	question	was	
asked	to	recall	the	brand	name.	The	overall	salience	of	the	sponsored	Facebook	post	could	be	
determined	based	on	whether	a	subject,	product	and	brand	related	to	the	stimulus	materials	
was	recalled.	To	overcome	researcher	bias	and	to	test	the	inter-rater	reliability,	an	external	
researcher	assessed	the	results	first	(Dooley,	2001).	
	

The	last	question	of	this	research	part	included	a	seven-point	semantic	differential	scale	
with	one	scale:	“the	sponsored	Facebook	post	is	an	advertisement	/	the	sponsored	Facebook	
post	is	not	an	advertisement”.	Insights	could	be	gathered	to	what	extent	the	two	different	
advertising	approaches	were	identified	as	advertisement.	In	this	study	only	seven-point	scales	
are	used	instead	of	five-point	scales	to	get	more	precise	information	of	the	measurement	
(Alwin,1997).		
	
3.4.2	Research	part	2:	measuring	attitudes		
The	attitudes	towards	the	advertisement,	attitudes	towards	the	brand	and	the	personal	action	
tendencies	are	measured	by	use	of	seven-point	semantic	differentiation	scales	for	each	
dependent	variable.	To	stimulate	and	activate	a	peripheral	route	of	processing	of	the	
exposures,	the	respondent	first	got	to	see	the	sponsored	Facebook	post	for	five	seconds	
because	low	involved	people	are	not	motivated	or	take	little	or	no	time	to	pay	attention	(Fennis	
&	Stroebe,	2015;	Petty	et	al.,	1983).	Before	seeing	the	sponsored	Facebook	post,	the	
respondent	was	informed	that	it	was	a	sponsored	Facebook	post	of	a	new	brand	that	was	not	
yet	available	in	The	Netherlands.		
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Because	this	study	used	a	fictional	brand,	it	was	important	to	note	that	the	respondents	needed	
to	make	evaluations	based	on	the	advertisement	itself	instead	of	existing	brand	cognitions	
(Keller	&	Aaker,	1992).		
	

Measuring	attitudes	towards	the	brand		
First	of	all,	the	attitudes	toward	the	brand,	Onimo,	were	measured	by	the	use	of	a	seven-point	
differential	scale.	The	scale	contained	nine	items:	(1)	good/	bad;	(2)	positive/	negative;	(3)	
friendly/	unfriendly;	(4)	high	quality/	low	quality;	(5)	interesting/	uninteresting;	(6)	desirable/	
undesirable;	(7)	worthless/	valuable;	(8)	I	would	buy	the	brands	products/	I	would	not	buy	the	
brands	product;	(9)	the	brand	looks	reliable/	the	brand	does	not	look	reliable.	The	items	of	the	
scale	are	derived	from	a	successfully	conducted	research	onto	attitudes	towards	the	brand	
done	by	Spears	and	Singh	(2004).	To	check	the	focus	of	the	respondent	and	prevent	habituation	
bias,	item	7:	worthless/	valuable,	was	reversed	from	the	other	items	(Dooley,	2001).	After	
recoding	the	reversed	item,	the	scale	reliability	was	confirmed	(a=.90).		
	
Measuring	personal	action	tendencies		
The	personal	action	tendencies	are	measured	by	a	seven-point	semantic	differential	scale	with	
three	items	of	which	the	respondent	needed	to	indicate	to	what	extent	they	were	intended	to	
perform	the	behaviour.	The	three	items	used	are:	(1)	click	intention:	definitely	do	tend	to	click/	
definitely	do	not	tend	to	click,	(2)	share	intention:	definitely	do	tend	to	share/	definitely	do	not	
tend	to	share	this	at	my	Facebook	timeline	and	(3)	read	intention:	definitely	do	tend	to	read	
more	about	this/	definitely	do	not	tend	to	read	more	about	this	on	the	brands	website.	The	
scale	item	reliability	was	confirmed	(a=.89).		

Measuring	attitudes	towards	the	advertisement		
Finally,	to	measure	the	attitudes	towards	the	advertisement,	a	seven-point	semantic	differential	
scale	was	used	with	ten	items:	(1)	interesting/	uninteresting;	(2)	positive/	negative;	(3)	pleasant/	
unpleasant;	(4)	enjoyable/	irritating;	(5)	relevant/	irrelevant;	(6)	appropriate/	inappropriate;	(7)	
credible/	sceptical;	(8)	nice	to	see/	annoying	to	see;	(9)	a	clear	attempt	to	sell/	no	clear	attempt	
to	sell;	(10)	clear	attempt	to	inform/	no	clear	attempt	to	inform.		
	

Items	one	to	eight	are	derived	from	a	previous	study	on	attitudes	done	by	Spears	and	
Singh	(2004).	Items	nine	and	ten	are	added	based	on	the	characteristics	of	this	study.	The	
internal	consistency	of	the	scale	was	confirmed	(a=.89).		
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3.4.3	Research	part	3:	hot-spot	analysis	
To	increase	the	practical	relevance	of	this	study,	insights	are	gathered	for	both	advertising	
approaches	on	a	qualitative	level	using	a	hot-spot	analysis.	Based	on	the	Facebook	ad	style	
guide	(2017)	and	the	characteristics	of	this	study,	the	sponsored	Facebook	posts	were	divided	
into	eight	layout	components.	The	eight	components	were	red	squared	and	numbered	and	the	
respondents	needed	to	assess	all	eight	components	of	both	a	content	marketing	and	a	
traditional	advertising	approached	Facebook	posts	as	either:	positive,	negative	or	neutral.	After	
the	data	was	gathered,	the	layout	components	which	were	evaluated	most	positive	were	
coloured	green	whereas	the	most	negative	evaluated	components	were	coloured	red.	Herewith	
the	evaluation	of	the	pre-defined	components	of	the	sponsored	Facebook	posts	were	visualized	
which	is	referred	to	as	hot-spot	analysis	(Qualtrics,	2017).	The	results	of	the	hot-spot	analysis	
gave	practical	insights	for	digital	marketers	into	which	Facebook-post	items	were	positively	and	
negatively	evaluated	by	consumer	per	type	of	advertising	approach.	Figure	4	shows	the	eight	
layout	components,	which	included:	
1.	Notification	‘proposed	post’	
2.	Logo	and	notification	‘sponsored	post’	
3.	Call-to-action	button:	‘like	page’		
4.	Headline	text	
5.	Image	
6.	Call-to-action	button:	‘click	here	for	discount’	(traditional	advertising	version)	/	click	here	for	
more	information	(content	marketing	version)	
7.	Call-to-action	button:	‘go	to	website’	
8.	Button	‘more	information’	
	 	

Figure	4:	Sponsored	Facebook	post	with	pre-defined	layout	components	used	for	
creating	the	hot-spot	analysis	
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3.4.4	Research	part	4:	measuring	preferences	
Next,	an	A/B-test	allowed	the	respondent	to	directly	choose	between	a	content	marketing	and	
a	traditional	advertising	approached		Facebook	advertisement.	According	to	Dooley	(2001),	A/B-
testing	is	a	frequently	used	method	to	identify	performances	between	two	different	types	of	
advertisements.		
	

To	get	more	insights	into	the	reason	of	the	preference,	a	seven-point	Likert	scale	was	used	
with	scale	one	indicating	‘absolutely	do	not	agree’	and	seven	indicating	‘absolutely	do	agree’.	
The	respondents	needed	to	rank	nine	items	for	the	statement	‘I	prefer	advertisement	X	(the	one	
they	had	chosen)	above	advertisement	Y	because…’.	The	nine	items	used	are:	(1)	It	is	more	
interesting	to	me,	(2)	It	is	more	relevant	to	me,	(3)	It	has	more	value	to	me,	(4)	the	other	
advertisement	is	annoying,	(5)		the	information	given	is	of	more	value	to	me,	(6)	I	prefer	this	
type	of	advertisement	more,	(7)	I	like	to	get	this	type	of	post	on	my	Facebook	profile,	(8)		I	
would	click	on	the	advertisement	to	get	more	information,	(9)	I	would	share	this	post	on	my	
Facebook	timeline.	The	scale	reliability	was	confirmed	(a=.80).		

3.5	Participants		

In	total	208	Dutch	respondents	with	an	age	group	range	of	25	-	45	year	olds	(M:	34.94	years,	
SD=6.28)	have	participated	in	this	study.	As	was	stated	in	chapter	3.1,	the	research	design	
resulted	in	four	research	groups.	The	respondents	were	randomly	divided	among	the	four	
research	groups.	An	overview	of	all	four	research	groups	per	age	and	gender	can	be	found	in	
table	1.	To	increase	the	quality	of	the	data,	the	participants	are	collected	by	the	research	panel	
agency:	Panelzicht.	The	age	and	gender	were	equally	distributed	among	all	four	conditions	
(both	F<1).		
	
Table	1:	Overview	research	groups	per	age	and	gender	

Research	groups	
	

N	 Age	 Gender	

M	 SD	 Male	 Female	

Group	1:	CM	x	Paint	 52	 35.13	 6.91	 50%	 50%	

Group	2:	TA	x	Paint	 52	 34.10	 6.04	 50%	 50%	

Group	3:	CM	x	Detergent	 52	 35.21	 6.23	 50%	 50%	

Group	4:	TA	x	Detergent	 52	 35.31	 6.01	 50%	 50%	
Total	 208	 34.94	 6.28	 50%	 50%	
Note:	CM	is	the	abbreviation	for	content	marketing.	TM	is	the	abbreviation	for	traditional	advertising.			
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4.	Results	

4.1	Results	Salience	

4.1.1	IQ-tests	questions	
A	small	majority	of	53%	of	all	respondents	has	answered	all	four	IQ-tests	questions	correctly.	
The	first	question	was	answered	correctly	by	84%,	the	second	by	78%,	the	third	by	86,5%	and	
the	fourth	by	68,8%.	The	high	scores	show	that	most	respondents	have	performed	the	IQ-tests	
questions	with	high	cognitive	involvement	which	caused	depletion	and	therefore	stimulated	a	
state	of	low	involvement.	Herewith	the	cognitive	state	of	the	respondents	is	more	similar	to	as	
they	were	scrolling	through	an	actual	Facebook	timeline	(Morin,	2016).	
	

4.1.2	Results	measuring	salience	
Secondly,	a	Chi-square	test	showed	no	significant	differences	between	the	salience	of	both	
advertising	approaches.	
	

First,	the	results	show	that	19.23%	of	all	respondents	could	recall	a	word	related	to	the	
stimulus	material	of	which	45%	had	seen	a	Facebook	advertisement	with	a	content	marketing	
approach	and	55%	the	traditional	advertisement.	A	Chi-square	test	showed	no	significant	
differences	𝑋"	(2)=	0.62,	p=	0.73.	Secondly,	30.77%	of	the	respondents	answered	‘Yes	I	have	
seen	a	sponsored	Facebook	post	of	a	brand	and	its	product’	of	which	47%	of	respondents	were	
exposed	to	a	content	marketing	advertisement	and	53%	to	a	traditional	advertisement.	A	small	
majority	of	53.13%	of	the	respondents	could	recall	a	related	product	of	which	41.18%	was	
exposed	to	a	content	marketing	advertisement	and	58.82%	to	a	traditional	advertisement.	
Again,	no	significant	differences	were	found	𝑋"(2)	=	.38,	p=	.83.	Thirdly,	29.70%	of	the	
respondents	could	recall	the	right	brand	name	or	a	name	related	to	the	brand	of	which	36.85%	
was	exposed	to	a	content	marketing	advertisement	and	63.15%	to	the	traditional	advertising	
approached	advertisement.		
	

	 There	is	a	consistent	difference	of	more	recalled	words	related	to	the	traditional	
advertising	approached	advertisement	in	comparison	to	the	content	marketing	advertisement.	
Even	though	this	difference	is	not	significant,	it	can	be	used	as	a	groundwork	for	further	
research.	An	overview	of	the	results	per	recall-question,	per	research	group	can	be	found	in	
appendix	1.	An	overview	of	all	recalled	subjects,	products	and	brand	names	of	the	Facebook	
timeline	can	be	found	in	appendix	6.		
	

4.1.3	Results	determination	Advertisement	
Finally,	no	significant	differences	were	found	between	the	results	of	both	advertising	
approaches,	F(3,60)=.97,	p=.41.	A	one	sample	t-test	showed	that	both	the	content	marketing	
advertising	approached	advertisements	as	well	as	both	the	traditional	advertising	approached	
advertisement	were	significantly	more	defined	as	advertisements	instead	of	no-advertisement,	
(M=4.14,	SD=1.80),	t(63)=-2.93,	p<0.01.		
Both	advertisements	were	defined	as	“clearly	an	advertisement	because	it	is	posted	
inorganically”.		
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4.2	Results	Attitudes	and	Personal	Action	Tendencies	
	
4.2.1	Results	Attitudes	towards	the	Brand		
First,	an	analysis	of	variance	showed	no	significant	differences	between	the	results	of	the	
attitudes	towards	the	brand	of	both	advertising	approaches,	F(3,	204)	=	.34,	p=	.80.	There	are	
no	significant	differences	between	the	results	of	both	content	marketing	(paint:	M=	3.62,	SD=	
1.02;	detergent:	M=	3.60,	SD=	1.09)	and	both	traditional	advertising	(paint:	M=	3.77,	SD=	0.89;	
Detergent:	M=	3.72,	SD=	1.17)	approached	Facebook	posts.	An	overview	of	the	results	can	be	
found	in	appendix	1.	
	
4.2.2	Results	Personal	Action	Tendencies	
Secondly,	an	analysis	of	variances	showed	no	significant	differences	in	the	results	of	the	evoked	
personal	action	tendencies,	F(3,	204)	=	.11,	p=	.96.	The	results	of	both	content	marketing	
approached	advertisements	(paint:	M=5.15,	SD=1,58;	laundry	detergent:	M=5.05,	SD=1.62)	did	
not	differ	significantly	with	the	results	of	both	traditional	advertisements	(paint:	M=5.24,	
SD=1.80;	laundry	detergent:	M=5.16,	SD=1.67).	An	overview	of	the	results	can	be	found	in	
appendix	1.	
	

	4.2.3	Results	Attitudes	towards	the	Advertisement	
Thirdly,	an	independent	sample	t-test	showed	no	significant,	but	marginal	significant,	
differences	between	the	results	of	both	content	marketing	advertisements	(M=	3.65,	SD=	.98)	
and	traditional	advertising	advertisements	(M=	3.90,	SD=	1.15)	in	evoking	attitudes	towards	the	
advertisement,	t(206)=	-1.71,	p=	.09.	However,	a	marginal	but	not	significant	difference	was	
found	between	the	results	of	the	content	marketing	(M=	3.52,	SD=	.92)	and	the	traditional	
advertising	approached	Facebook	advertisements	(M=	3.93,	SD=	1.25)	for	advertising	laundry	
detergent,	t(102)	=-1.94,	p=	.06.	No	significant	differences	were	found	between	the	two	groups	
of	content	marketing	(M=	3.78,	SD=	1.03)	and	traditional	advertising	(M=	3.87,	SD=	1.05)	for	the	
paint	product	group	t(102)=-.43,	p=	.67.	An	overview	of	the	results	can	be	seen	in	table	2	on	the	
next	page.		
	

Moreover,	an	ANOVA	showed	statistic	significant	differences	between	the	mean	scores	
of	item	4:	‘Enjoyable	–	Irritating’	between	both	content	marketing	(paint:	M=	3.85,	SD=	1.49;	
detergent:	M=	3.42,	SD=	1.40)	and	both	traditional	advertising	(paint:	M=	4.10,	SD=	1.49;	
detergent:	M=	4.27,	SD=	1.79)	approached	Facebook	advertisements,	F(3,	204)=	2.91,	p=	.04.		
Besides,	on	scale	item	10:	‘A	clear	attempt	to	inform-	No	clear	attempt	to	inform’,	also	a	
significant	difference	was	found	between	the	mean	scores	of	both	content	marketing	(paint:	
M=	3.29,	SD=	1.39;	detergent:	M=	2.85,	SD=	1.23)	and	both	traditional	advertising	approached	
Facebook	advertisements	(paint:	M=	3.67,	SD=	1.57;	detergent:	M=	3.58,	SD=	1.38),	F(3,	204)=	
3.68,	p=	.01.	The	results	are	not	significant,	but	the	results	do	shows	a	pattern	in	favour	of	the	
content	marketing	advertising	approached	Facebook	advertisements.		
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Table	2:	Overview	results	attitude	towards	the	advertisement		
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4.2.4	Mediation	effect		
Subsequently,	the	mediated	relationship	of	evaluative	condition,	as	part	of	the	Dual	Mediation	
Hypothesis,	was	also	found	in	this	study.	Approximately	37%	of	the	variance	in	the	results	of	the	
personal	action	tendencies	was	accounted	for	by	the	predictors:	attitudes	towards	the	
advertisement	and	attitudes	towards	the	brand	(𝑅"=.37).	The	regression	coefficients	and	
standard	errors	can	be	found	in	Table	3.	Four	steps	for	measuring	a	mediated	relationship	with	
a	linear	regression	are	performed	(Kenny,	2016).	As	a	first,	a	significant	relation	between	the	
attitudes	towards	the	brand	and	the	personal	action	tendencies	was	found,	F(1,206)	=	64,264,	
p<.001,	adj.	𝑅"	=	.24.	Secondly,	a	significant	relation	between	the	attitudes	towards	the	
advertisement	and	the	personal	action	tendencies	was	found,	F(1,206)	=	117,049,	p<.001,	adj.	
𝑅"		=	.359.	Thirdly	a	significant	relation	between	the	attitudes	towards	the	advertisement	and	
the	attitudes	towards	the	brand	was	found,	F(2,	205)	=	59.33,	p	<	.001,	adj.	𝑅"		=	.61.	As	a	
fourth,	the	attitudes	towards	the	brand	were	no	longer	a	significant	predictor	of	the	personal	
action	tendencies	after	controlling	the	proposed	mediator	(p=.24)	which	indicates	a	mediation	
effect.		
This	test	was	performed	to	check	the	internal	validity	of	the	used	measurement	scales.	The	
measurement	scales	used	to	measure	the	attitudes	and	personal	action	tendencies	are	
extensively	derived	from	the	study	of	Spears	&	Singh	(2004)	and	were	adjusted	to	the	
characteristics	of	this	research.	Because	the	same	mediated	relationship	was	found,	the	
measurements	scales	used	in	this	study	are	proven	to	be	reliable.	Secondly,	a	marginal	but	no	
significant	difference	was	found	in	the	results	of	the	attitudes	towards	the	advertisement.	
Based	on	the	found	mediated	relationship	predictions	can	be	made	which	can	be	used	as	a	
groundwork	for	further	research	into	the	effectiveness	of	using	a	traditional	or	content	
marketing	advertising	approach	on	Facebook.		
	

Table	3:	Results	regression	analysis	of	the	attitudes	towards	the	brand	on	the	personal	action	tendencies	with	the	
attitudes	towards	the	advertisement	as	mediator	

	

	 	

Note:	𝑹𝟐	=.37,	*p<0.001.	

Dependent	
Variables	

B	 SE	B	 β 
	

t	 Sing.	(p)		

Constant	 1.49	 .36	 	 4.15	 .00*	
AA	 .82	 .13	 .53	 6.46	 .00*	
AB	 .15	 .13	 .10	 1.18	 .24	
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4.3	Results	Hot-spot	analysis	

To	increase	the	practical	relevance	of	this	study	a	hot-spot	analysis	is	performed	to	gain	
qualitative	insights	into	the	preferences	of	the	respondents	per	Facebook	advertisement	lay-out	
component.	The	top	three	most	positive	and	negative	evaluated	components	of	all	four	
Facebook	advertisements	can	be	seen	in	figure	5.	Green	represents	a	positive	and	red	a	
negative	evaluated	component.	The	corresponding	scores	can	be	found	in	appendix	1.		Both	
content	marketing	advertisements	gained	more	positive	rankings	for	component	4:	‘Headline	
text’	compared	to	the	traditional	advertisement	which	is	a	characteristic	of	the	content	
marketing	approach.	Whereas	the	traditional	advertisement	gained	more	positive	ranking	for	
component	6:	‘Discount	call-to-action	button’,	which	is	a	characteristic	for	the	traditional	
advertising	approach.	For	all	four	Facebook	advertisements,	the	component	numbers	of	1:	
‘Notification	of	proposed	post’	and	2:	‘Brand	logo	+	notification	sponsored	post’	were	ranked	
most	negatively.	
	

	
	
	

Figure	5:	Results	Hot-spot	analysis		

Note:	From	left	to	right,	first	row:	advertisement	1,	content	marketing	with	product	paint;	advertisement	2,	traditional	
advertising	with	paint.	From	left	to	right,	second	row:	advertisement	3,	content	marketing	with	laundry	detergent;	
advertisement	4,	traditional	advertising	with	laundry	detergent.		
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4.4	Results	preferences		

	
4.4.1	Results	A/B-test		
The	traditional	advertising	approached	Facebook	advertisement	is	with	59.62%,	significantly	
more	preferred	than	the	content	marketing	advertisement	in	the	research	groups	including	the	
paint	product,	𝑋"(1)	=4.99,	p=0.05.	A	phi=	.20	showed	a	moderate	but	significant	difference	
(Field,	2009).	At	the	laundry	detergent	product	group	also	a	majority	of	57.69%	of	respondents	
preferred	the	traditional	advertising	approached	advertisement.	However,	no	significant	
differences	were	found,	𝑋"(1)	=1.42,	p=.23.	Table	4	shows	the	total	scores	of	both	versions.		
	

A	majority	of	respondents	who	chose	the	content	marketing	advertisement	supported	
their	choice	with	scale	item	3	‘it	has	more	value	to	me’	(M=4.44,	SD=1.43)	whereas	a	majority	of	
respondents	who	chose	the	traditional	advertisement	agreed	with	scale	item	4:	‘The	other	post	
(content	marketing)	is	annoying’.	The	results	of	all	nine	scale	items	per	Facebook	posts	
preference	can	be	found	in	appendix	1.		
	
Table	4:	Overview	results	preferences	

	
Research	groups	

CM		 TA	 Total	

Group	1:	CM-Paint	 30.77%	 69.23%	 100%	
Group	2:	TA-Paint	 50.00%	 50.00%	 100%	
Group	3:	CM-Detergent	 48.08%	 51.92%	 100%	
Group	4:	TA-Detergent	
	

36.54%	 63.46%	 100%	

Total	 41.35%	 58.65%	 100%	
Note:	Percentages	are	calculated	per	research	group	with	N=52,	in	total	N=208.	CM	is	the	abbreviation	for	content	
marketing.	TM	is	the	abbreviation	for	traditional	advertising.			

	
	
4.4.2	Overall	attitude	towards	receiving	sponsored	advertisement	
Finally,	on	average,	respondents	do	not	like	to	receive	sponsored	Facebook	posts	on	their	
personal	timeline	(M=2.92;	SD=1.73),	t(207)=	-7.30,	p<0.01.	No	significant	differences	were	
found	between	the	results	of	the	four	research	groups	F(3,204)=	.51,	p=	.67.	The	results	per	
research	group	can	be	found	in	appendix	1.		
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5.	Discussion			

5.1	Discussing	the	results	

The	main	goal	of	this	exploratory	study	was	to	get	insights	in	to	what	extent	Facebook	
advertisements	with	a	content	marketing	advertising	approach	differ	in	terms	of	salience	and	
affecting	attitudes	compared	to	Facebook	advertisements	with	a	traditional	advertising	
approach	in	advertising	nondurable	goods.		
	

Salience	

The	results	for	measuring	the	effectiveness	in	terms	of	saliences	showed	small	differences	
which	were	not	found	to	be	significant.	Respondents	which	were	exposed	to	the	traditional	
advertisement	could	recall	more	related	subjects	(55%),	products	(58.82%)	and	brand	names	
(63.15%)	compared	to	respondents	exposed	to	the	content	marketing	advertisement.	Besides,	
both	advertisements	were	significantly	recognized	as	an	advertisement	(p<0.001)	

	
The	found	pattern	can	be	explained	by	the	fact	that	both	types	of	Facebook	

advertisements	were	defined	and	recognized	as	advertisements	in	this	study.	Facebook	
advertisements,	other	than	printed	advertisements,	have	a	notification	of	the	post	being	
‘sponsored’	and	‘proposed’	which	might	have	caused	this	outcome	(Facebook,	2017).	It	makes	
the	advertised	Facebook	post	directly	recognizable	as	an	advertisement.	For	that	reason,	one	
might	argue	that	the	theories	and	statements	of	the	content	marketing	advertising	approach	
being	more	effective	in	terms	of	salience	because	it	is	not	directly	recognized	as	an	
advertisement	(Abel,	2012;	Liebrecht,	2015;	MarketingMonday,	2013;	Visser,	2015)	cannot	be	
applied	to	Facebook	advertisements.	Therefore,	further	research	into	the	effectiveness	in	terms	
of	salience	for	using	the	content	marketing	advertising	approach	on	Facebook	advertisements	is	
required.		
	

Attitudes		

Secondly,	although	no	significant	differences	were	found	in	the	results	of	the	attitudes	towards	
the	advertisement,	attitudes	towards	the	brand	and	personal	action	tendencies,	the	study	did	
found	a	consistent	and	interesting	pattern.		

	
The	Facebook	advertisements	with	a	content	marketing	approach	evoked	not	

significant	but	slightly	more	positive	attitudes	towards	the	brand	(content	marketing:	
M=3.62/M=3.60;	traditional	advertising:	M=3.77/M=3.72),	more	positive	attitudes	towards	the	
advertisement	(content	marketing:	M=3.52/M=3.78;	traditional	advertising:	M=3.93/M=3.87)	
and	more	personal	action	tendencies	(content	marketing:	M=5.15/M=5.05;	traditional	
advertising:	M=5.24/M=5.16)	compared	to	the	traditional	advertising	approached	
advertisement.	A	marginal	significant	(p=.09)	difference	was	found	in	the	attitudes	towards	the	
advertisement	between	all	four	groups.	Within	only	the	product	group	of	laundry	detergent,	
the	p-value	was	nearly	significant	(p=.06).		
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Additionally,	the	sponsored	Facebook	post	with	a	content	marketing	approach	was	

significantly	more	evaluated	as	‘Enjoyable’	(p=.04)	and	‘A	clear	attempt	to	inform’	(p=.01)	
compared	to	the	post	with	a	traditional	advertising	approach.		

	
The	pattern	of	the	content	marketing	approached	advertisement	evoking	moderately	

more	positive	attitudes	can	be	explained	by	the	mediated	relationship	of	evaluative	
conditioning	(Mackenzie,	Lutz	&	Belch,	1986;	Spears	&	Singh,	2004).	The	results	of	this	study	
found	the	same	mediation	relationship	confirming	that	the	attitudes	towards	the	advertisement	
do	influence	the	attitudes	towards	the	brand	and	in	turn	influence	the	personal	action	
tendencies	(p	<	.001,	𝑅"=.37).	For	that	reason,	the	more	positive	attitudes	towards	the	content	
marketing	approached	Facebook	advertisement	has	caused	more	positive	attitudes	towards	the	
brand	and	personal	action	tendencies.		The	found	pattern	gives	reasons	and	can	be	used	as	a	
groundwork	to	further	explore	the	effectiveness	of	using	a	content	marketing	advertising	
approach	for	advertising	nondurable	goods	on	Facebook.	

	
Thirdly,	the	hot-spot	analysis	showed	small	differences	in	the	positively	evaluated	

components	of	both	types	of	advertising	approaches.	The	‘call-to-action-discount-button’	of	the	
traditional	approached	Facebook	advertisement	was	most	preferred,	whereas	the	informative	
‘headline	text’	was	most	positively	evaluated	at	the	content	marketing	approached	Facebook	
advertisement.	These	results	show	that	the	characteristics	of	both	advertising	approaches	are	
evaluated	as	most	positive	and	favourable.		

	
Fourthly,	the	study	showed	a	significant	preference	in	favour	of	the	traditional	

Facebook	advertisement	(p=.05).	The	respondents	would	rather	see	a	sponsored	Facebook	post	
of	a	nondurable	product	with	a	traditional	advertising	approach	instead	of	a	content	marketing	
approach.	The	reason	most	respondents	had	for	preferring	the	Facebook	post	with	a	content	
marketing	approach	was:	‘it	has	more	value	to	me’.	Whereas	most	respondents	who	preferred	
the	Facebook	post	with	the	traditional	advertising	approach	had	the	reason:	‘the	other	post	
(CM)	is	annoying’.		

	
This	result	in	contradicting	the	found	marginal	difference	of	the	more	favourable	

attitudes	towards	the	content	marketing	advertisements.	The	results	might	be	explained	by	that	
sponsored	Facebook	posts	with	a	content	marketing	advertising	approach	do	evoke	more	
positive	attitudes	(Abel,	2012;	Liebrecht,	2015;	MarketingMonday,	2013;	Visser,	2015),	but	in	
terms	of	relevance	and	practical	utility,	consumers	rather	receive	discount	and	direct,	sales	
focused	information	about	‘uninteresting’	nondurable	goods	while	they	are	mindlessly	scrolling	
through	their	Facebook	timeline	(Fennis	&	Stroebe,	2015;	Zaichkowsky,	1985).	Besides,	since	
the	traditional	advertising	approach	is	more	commonly	used	for	advertising	nondurable	goods,	,	
it	might	be	more	familiar	and	therefore	be	seen	as	relevant	to	consumer	(Friestad	&	Wright,	
1994).	Besides,	the	fact	that	the	traditional	advertising	approached	advertisement	included	a	
simple	cue	offering	discount,	might	have	made	it	more	suitable	to	be	processed	via	the	
peripheral	route	which	led	to	be	more	favourable	(	Fennis	&	Stroebe,	2015;	Petty	et	al.,	1983).		
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Moreover,	the	fact	that	the	traditional	advertising	approached	advertisement	included	

a	discount	offer,	might	have	evoked	the	feeling	of	‘gaining’	something,	the	possibility	of	saving	
money,	which	might	have	made	it	more	favourable	(Fennis	&	Stroebe,	2015).	Finally,	the	
proposed	information	about	the	‘uninteresting’	nondurable	good	of	the	content	marketing	
approached	Facebook	advertisement	might	have	been	experienced	as	irrelevant	to	the	
consumer	(Bakker,	2017),	whereas	saving	money	for	a	nondurable	product	might	be	more	
relevant.			
	

Finally,	significant	evidence	was	found	that	the	respondents	do	not	like	to	receive	
sponsored	Facebook	posts	on	their	personal	timeline	(p<0.001).	This	finding	was	also	supported	
by	the	hot-spot	analysis.	The	notification	of	the	post	being	‘a	proposed’	and	‘sponsored’	post	as	
well	as	the	‘click-to-like-this-page’	button	were	most	negatively	evaluated	regardless	of	the	
advertising	approach.	

5.2	Recommendations	

As	was	addressed	in	chapter	1,	since	2013	an	ever	growing	majority	of	marketers	have	started	
to	use	content	marketing,	but	without	a	pre-defined	strategy	or	insights	in	the	effectiveness	
(Abel,	2012;	Berthon,	Pitt,	Plangger,	&	Shapiro,	2012;	Kho,	2014;	Pulizzi,	2012;	Wright	&	Khanfar	
2010).	Because	the	highly	promising	blogpost	about	the	effectiveness	of	content	marketing	are	
all	over	the	internet,	many	marketers	have	started	to	implement	content	marketing	in	their	
digital	marketing	strategies	(Berthon	et	al.,	2012;	Wright	&	Khanfar,	2010).	The	assumptions	
made	on	previous	theories	and	research	onto	content	marketing	have	been	mindlessly	applied	
to	theories	of	using	content	marketing	on	social	media.	However,	this	study	found	contradicting	
results	and	therefore,	as	Kerkhof	(2014)	and	Liebrecht	(2015)	stated,	further	research	is	
required	to	make	well-reasoned	and	wise	decisions	before	implementing	content	marketing.	
	

For	that	reason,	marketers	should	be	critical	in	assessing	the	reliability	and	credibility	of	
information	sources	before	using	it	for	designing	marketing	strategies.	Besides,	more	
organizations	should	be	aware	of	their	own	possibilities	to	invest	in	high	quality	research	for	
both	practical	and	scientifically	purposes.	Herewith	marketing	strategies	can	be	made	which	
rely	on	more	specified,	precise	and	foremost	reliable	information	which	is	of	great	value	for	
developing	successful	marketing	strategies.		
	

As	a	following,	the	results	of	this	study	underlined	the	characteristics	of	content	
marketing	being	‘valuable’	and	a	‘clear	objective	to	inform’.	Marketers	who	use	the	content	
marketing	advertising	approach	could	use	these	characteristics	for	designing	their	campaigns.	
However,	marketers	should	bear	in	mind	that	these	characteristics	are	the	power	of	content	
marketing	and	they	must	be	aware	of	the	ethics	of	the	consumer	(Pulizzi	2012).	Using	content	
marketing	for	only	getting	the	consumers	attention	without	meeting	the	set	expectations	can	
damage	the	brand	image	badly.	If	a	consumer	experiences	to	be	treated	unfair,	as	for	example	
misleading	them	with	nonsense	content,	negative	attitudes	will	be	evoked	towards	the	brand	
which	can	harm	the	brand	image	(Fennis	&	Stroebe,	2015;	Friestad	&	Wright,	1994).		
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Next,	the	hot-spot	analysis	showed	that	the	main	characteristics	of	both	advertising	

approached	were	evaluated	most	positively.	A	marketer	could	therefore	use	these	insights	for	
designing	their	Facebook	advertisements.	Again,	the	results	emphasised	on	the	importance	of	
creating	valuable	content	since	the	‘headline	text’	was	evaluated	most	positively.		
	

Finally,	this	study	showed	that	respondents	do	not	like	to	receive	sponsored	Facebook	
posts.	Marketers	could	use	this	insights	in	designing	their	digital	marketing	campaigns	more	
precisely.	For	example,	they	could	use	targeting	to	increase	the	relevance	of	the	advertisement	
and	to	prevent	advertising	overload.		

5.3	Limitations	

The	findings	of	this	study	cope	with	several	research	limitations	due	to	the	fact	that	it	is	an	
exploratory	research.	First	of	all,	an	exploratory	research	design	is	known	for	the	low	ability	in	
drawing	explicit	conclusions	and	therefore	lacks	the	potential	for	being	able	to	generalize	
results	(Dooley,	2001).	This	is	because	it	is	focused	on	gathering	insights	to	form	a	hypothesis	
for	further	research	instead	of	testing	hypotheses.	The	results	of	this	research	gave	insights	into	
the	effectiveness	of	content	marketing	in	digital	marketing.		
	

Secondly,	differences	in	results	between	the	two	product	groups	could	be	explained	by	
the	fact	that	the	products	do	not	belong	to	the	same	product	category;	the	paint	product	
belongs	to	the	group	of	construction	products	whereas	laundry	detergent	is	a	household	
product.	The	latter	is	used	more	often	as	a	nondurable	product	in	research	on	low	involved	
consumers	(Zaichkowsky,	1985).	Therefore,	laundry	detergent	is	more	relevant	to	consumers	
because	it	is	bought	and	used	more	frequently	by	consumers	than	paint.	This	could	have	
influenced	the	outcome	reliability	of	this	research	which	is	why	further	research	into	the	
possible	differences	of	both	advertising	approaches	for	nondurable	products	is	required.			
	

Moreover,	a	fictional	brand	was	used	in	this	research	causing	respondents	to	make	
decisions	based	on	only	the	restricted	time	they	saw	the	stimulus	material	and	not	on	
experiences	with	the	brand.	Therefore,	they	could	not	rely	on	prior	knowledge	of	the	brand	to	
form	expectations	and	attitudes	(Friestad	and	Wright,1994).	As	a	recult,	differences	in	the	
results	of	the	evoked	attitudes	can	be	caused	by	consumers	relying	on	their	emotional	state	or	
guessing	rather	than	the	advertisement	or	product	itself	(Keller	&	Aaker,	1992).		

	
Additionally,	differences	in	the	results	can	be	caused	due	to	technical	problems	of	the	

questionnaire.	The	stimulus	material	in	the	first	two	parts	of	the	research	were	exposed	for	a	
restricted	period	(ten	and	five	seconds)	to	stimulate	a	peripheral	route	of	processing	the	
exposure	(Petty	et	al.,	1983).	If	the	respondent	did	not	see	the	stimulus	material	correctly	due	
to	technical	problems,	for	example,	an	incorrect	scaled	image,	the	results	of	that	respondent	
were	no	longer	reliable.	
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5.4	Conclusion	

To	conclude,	this	exploratory	research	has	shown	that	the	advertising	approach	of	content	
marketing	for	digital	marketing	strategies	demands	further	scientific	research.	Marketers	
cannot	rely	on	existing	theories	to	predict	the	effectiveness	of	using	the	content	marketing	
advertising	approach	for	advertising	nondurable	goods	with	Facebook	advertisements.	
Especially	in	this	dynamic	digital	age	that	has	created	new	media	channels	as	social	media,	with	
its	own	highly	specific	characteristics,	there	is	a	need	for	researchers	to	create	new	theories	
about	the	effectiveness	and	performance	of	the	content	marketing	advertising	approach.		
	

As	is	stated	in	a	quote	by	Albert	Einstein:	“A	theory	can	be	proved	by	experiment;	but	no	
path	leads	from	experiment	to	the	birth	of	a	theory”	(1976),	this	study	has	provided	insights	and	
reasons	for	researchers	to	develop	and	test	new	theories	of	content	marketing.				
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Appendix	1:	Overview	results	main	study	
	
For	all	tables	hold	the	following:	CM	is	an	abbreviation	for	the	content	marketing	advertising	
approach	and	TA	the	abbreviation	for	traditional	advertising	approach.		
	
1.1	Overview	results	salience	
	
Table	1:	Overview	results	recall-task:	recall	Facebook	subjects,	per	research	group		

	
	

Table	2.	Overview	results	confirmation	salience	of	Facebook	post,	per	research	group	

Research	group	 N	 Yes	 No	 I	do	not	know	 Total	

Group	1:	CM-Paint	 52	 28.85%	 32.69%	 38.46%	 100%	

Group	2:	TA-Paint	 52	 36.54%	 28.85%	 34.62%	 100%	
Group	3:	CM-Detergent	 52	 28.85%	 30.77%	 40.38%	 100%	
Group	4:	TA-Detergent	 52	 28.85%	 32.69%	 38.46%	 100%	
Total	 208	 30.77%	 31.25%	 37.98%	 100%	

	
	 	

Note:	Percentages	are	calculated	per	research	group	with	N=52.		

Research	group	 N	 Related	 Unrelated	 No	answer	 Total	

Group	1:	CM-Paint	 52	 9.62%	 65.38%	 25.0%	 100%	

Group	2:	TA-Paint	 52	 23.07%	 59.62%	 17.31%	 100%	
Group	3:	CM-Detergent	 52	 25.00%	 59.62%	 15.38%	 100%	
Group	4:	TA-Detergent	 52	 19.23%	 55.77%	 25.00%	 100%	
Total	 208	 19.23%	 60.10%	 20.67%	 100%	

Note:	Percentages	are	calculated	per	research	group	with	N=52.		
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1.2	Overview	results	attitudes	towards	the	brand	
	
Table	3:	Overview	mean	and	standard	deviation	of	results	7-point	differential	scale	for	measuring	AB	per	research	
group.	

	
	

Group	1:		
CM-paint	
	

Group	2:	
TA-paint	

Group	3:	
CM-
Detergent	

Group	4:		
TA-Detergent	

Total	

Scale	items	 M	 SD	 	 M	 SD	 	 M	 SD	 	 M	 SD	 	 M	 SD	
1.	Good	-	Bad	 3.4

4	
1.29	 3.69	 1.32	 3.42	 1.41	 3.67	 1.54	 3.56	 1.38	

2.	Positive	-	Negative	 3.3
7	

1.30	 3.44	 1.41	 3.42	 1.36	 3.65	 1.44	 3.47	 1.37	

3.	Friendly	-	Unfriendly	 3.3
3	

1.42	 3.42	 1.22	 3.25	 1.40	 3.29	 1.24	 3.32	 1.32	

4.	High	quality	-	Low	quality	 3.4
0	

1.24	 3.77	 1.28	 3.44	 1.35	 3.60	 1.26	 3.55	 1.28	

5.	Interesting	-	Uninteresting	 3.7
3	

1.46	 3.85	 1.56	 3.56	 1.70	 3.79	 1.61	 3.73	 1.57	

6.	Desirable	-	Undesirable	 4.0
6	

1.50	 4.17	 1.47	 3.71	 1.70	 3.92	 1.58	 3.97	 1.56	

7.	Valuable	-	Worthless	 3.4
2	

1.33	 3.85	 1.49	 3.79	 1.59	 3.67	 1.46	 3.68	 1.47	

8.	The	brand	looks	reliable	-	
does	not	look	reliable	

3.6
7	

1.22	 3.75	 1.44	 3.81	 1.44	 3.71	 1.36	 3.74	 1.35	

9.	I	would	buy	the	product	-		
I	would	not	buy	the	product	

4.1
7	

1.10	 4.04	 1.31	 3.96	 1.19	 4.19	 1.40	 4.09	 1.25	

Total		 3.6
2	

1.02	 3.77	 0.89	 3.60	 1.09	 3.72	 1.17	 3.70	 1.04	

	
	
1.3	Overview	results	personal	action	tendencies	
	
Table	4:	Overview	mean	and	standard	deviation	of	results	7-point	semantic	differential	scale	for	measuring	PAT	per	
reseach	group.	

	 Group	1:	
CM-paint	
	

Group	2:	
TA-paint	

Group	3:	
CM-Detergent	

Group	4:	
TA-Detergent	

Total	

Scale	items	 M	 SD	 	 M	 SD	 	 M	 SD	 	 M	 SD	 	 M	 SD	
PAT:	clicking	 5.12	 1.71	 5.13	 1.91	 4.71	 1.89	 5.04	 1.94	 5.00	 1.86	
PAT:	Sharing	 5.73	 1.72	 5.62	 1.91	 5.81	 1.71	 5.65	 1.73	 5.70	 1.76	
PAT:	Read	more	
online	
	

4.60	 1.82	 4.96	 1.93	 4.63	 1.91	 4.79	 1.87	 4.75	 1.88	

Total	 5.15	 1.58	 5.24	 1.80	 5.05	 1.62	 5.16	 1.67	 5.15	 1.66	
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1.4	Overview	results	hot-spot	analysis	
	
Table	5:	Overview	total	results	hot-spot	analysis	per	advertising	approach	(CM	x	TA)	per	nondurable	product	category	
(paint	x	detergent)	on	three	hotspot	analysis	levels	(positive	x	neutral	x	negative)		

Hotspot	
levels	

CM	version	 	 TA	version	 	

	 Paint	 Detergent	 Total	 Paint	 Detergent	 Total	

Positive	 24.40%	 30.17%	 27.28%	 26.44%	 30.41%	 28.43%	
Neutral	 58.29%	 55.65%	 56.97%	 59.74%	 53.00%	 56.37%	

Negative	
	

17.31%	 14.18%	 15.75%	 13.82%	 16.59%	 15.20%	

Total	 100%	 100%	 100%	 100%	 100%	 100%	
Note:	1	The	total	score	each	stimulus	material	of	CM	and	TA	could	gain	per	construct	group	was:	eight	Facebook	post	
components	times	two	version	(CM	and	TA)	times	52	respondents	=832.		

	
	
Table	6:	Overview	hot-spot	analysis	results	top	3	most	positive	and	negative	evaluated	Facebook	post	components	of	
both	CM	and	TA	posts	of	the	product	group	paint	

Product	paint	x	CM	version	 Product	paint	x	TA	version	

Positive	 Negative	 Positive	 Negative	

Component	5:	38	 Component	2:	22	 Component	6:	52	 Component	1:22	

Component	4:	36	 Component	1:	20	 Component	4:	38	 Component	2:	19	

Component	6:	30	 Component	3:	16	 Component	5:	36	 Component	3:	16	

Total:	104	 Total:	58	 Total:	126	 Total:	57	

	
	

Table	7:	Overview	hot-spot	analysis	results	top	3	most	positive	and	negative	evaluated	Facebook	post	components	of	
both	CM	and	TA	versions	of	product	group	Laundry	Detergent	

Product	laundry	detergent	x	CM	version	 Product	laundry	detergent	x	TA	version	
	

Positive	 Negative	 Positive	 Negative	

Component	4:	44	 Component	1:	22	 Component	6:	52	 Component	1:25	

Component	6:	42	 Component	2:	21	 Component	4:	38	 Component	2:	23	

Component	7:	39	 Component	5:	10	 Component	8:	20	 Component	7:	20	

Total:	125	 Total:	53	 Total:	110	 Total:	68	
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1.5	Overview	results	preferences	
Table	8:	Overview	of	the	number	of	respondents	who	preferred	CM	or	TA	as	percentage	of	the	total	N	per	research	
group	

	
Research	groups	

CM		 TA	 Total	

Group	1:	CM-Paint	 30.77%	 69.23%	 100%	
Group	2:	TA-Paint	 50.00%	 50.00%	 100%	
Group	3:	CM-Detergent	 48.08%	 51.92%	 100%	
Group	4:	TA-Detergent	
	

36.54%	 63.46%	 100%	

Total	 41.35%	 58.65%	 100%	
Note	2:	Percentages	are	calculated	per	research	group	with	N=52,	in	total	N=208.	

	
	 	

Figure	1:	Bar	chart	representing	the	differences	in	preferences	for	a	CM	or	TA	Facebook	
post	per	research	group	
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Table	9:	Overview	mean	and	standard	deviation	of	results	7-point	Liker	scale	for	measuring	motives	for	the	given	
preference	between	CM	and	TA	sponsored	Facebook	post	

	
	
	
	
Likert	Scale	items	
	

Preference	
	

	
	

	
	

Group	CM	
	

Group	TA	 Total	

“I	prefer	this	post	instead	of	the	other	one	
because…”	

M	 SD	 	 M	 SD	 	 M	 SD	

1.	It	is	more	interesting	to	me	 4.16	 1.59	 3.94	 1.61	 4.03	 1.60	

2.	It	is	more	relevant	to	me	 4.02	 1.48	 3.91	 1.61	 3.96	 1.56	
3.	It	has	more	value	to	me	 4.44	 1.43	 4.12	 1.42	 4.25	 1.43	
4.	The	other	post	is	annoying	 3.74	 1.67	 4.25	 1.53	 4.04	 1.61	

5.	The	information	given	is	more	valuable	to	
me	

4.37	 1.52	 4.22	 1.46	 4.28	 1.48	

6.	My	preferences	go	to	this	type	of	post	 4.49	 1.40	 4.24	 1.54	 4.34	 1.49	
7.	I	like	to	get	this	type	of	posts	on	my	
Facebook	timeline		

3.03	 1.54	 3.34	 1.63	 3.22	 1.60	

8.	I	would	click	on	this	post	to	get	more	
information	

3.52	 1.61	 3.39	 1.62	 3.44	 1.62	

9.	I	would	share	this	post	on	my	Facebook	
timeline	
	

2.50	 1.64	 2.80	 1.68	 2.68	 1.66	

Total		 3.70	 1.54	 3.91	 1.57	 3.69	 1.56	
	
	
	
	
Table	10:	Overview	mean	and	standard	deviation	of	results	7-point	Likert	scale	for	measuring	attitude	toward	getting	
sponsored	posts	on	a	personal	Facebook	timeline	

	
	
	
	
	
	 	

Group	1:	
CM-paint	
	

Group	2:		
TA-paint	

Group	3:		
CM-Detergent	

Group	4:	
TA-Detergent	

Total	

M	 SD	 	 M	 SD	 	 M	 SD	 	 M	 SD	 	 M	 SD	

3.04	 1.61	 2.67	 1.82	 2.94	 1.74	 3.04	 1.77	 2.92	 1.73	
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Appendix	2:	Results	first	pre-test	
The	pre-test	first	gave	insights	in	the	consumer’s	involvement	among	the	products:	laundry	

detergent,	shampoo,	wall	paint	and	mineral	water.	The	second	part	validated	the	characteristics	

of	the	marketing	approaches:	traditional	and	content	marketing	advertising	exposure,	for	

correctly	designing	the	stimulus	materials	used	in	the	main	study.			

		
2.1	Survey	characteristics	
In	total	the	pre-test	contained	16	questions	of	which:		

- 4	geographic	questions:	age,	Facebook	usage,	background	in	digital	marketing;	

- 5	questions	to	validate	product	involvement.	(7-point	Likert	scale);	

- 2	direct	questions	to	validate	definition	content	marketing	/	traditional	marketing;	

- 2	questions	to	validate	per	Facebook	exposure	the	TA	or	CM	characteristics;	

- 2	questions	to	directly	check	the	recognition	of	TA/CM	exposure;	

- 1	question	what	respondent	likes	to	receive	on	they	Facebook	page	on	average:	CM/TA	

advertising	approach.		

2.2	Demographics		
In	total,	32	people	with	an	average	age	of	25	years	performed	the	questionnaire.	All	

respondents	owned	a	personal	Facebook	profile	and	29	where	familiar	with	concept	of	content	

marketing.	A	majority	of	74,2%	of	all	respondents	has	a	job	or	a	study	related	to	digital	

marketing.	Besides,	38,7%	owns	or	manages	a	business	profile	on	Facebook.		

	
2.3	Product	involvement			
As	a	following,	the	product	involvement	of	four	different	nondurable	goods	was	measured.	The	

four	nondurable	good	where	elected	based	on	previous	research	on	nondurable	goods	

(Zaichkowsky,	1985;	Bech-larsen	&	Nielsen,	1998;	Hoonsopon	&	Puriwat,	2016)	and	for	practical	

relevance	of	the	study	also	focused	on	the	current	client	portfolio	of	Isobar	NL.	The	four	

products	elected	where:	paint,	laundry	detergent,	mineral	water	and	shampoo.		

	

The	respondents’	statements	was	measured	by	use	of	a	7-point	Likert-scale	derived	from	

Zaichkowsky	(1985),	which	is	successfully	used	in	resent	research	done	by	Hoonsopon	&	

Puriwat	(2016),	including	the	following	levels:	1.	strongly	disagree,	2.	Disagree,	3.	Somewhat	

disagree	4.	Neither	agree	or	disagree	5.	Somewhat	agree	6.	agree	7.	Strongly	agree.		

	

	

The	used	items	are:	

1.	the	product	is	important	to	me	

2.	I	can	relate	to	the	product	
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3.	the	product	is	beneficial	to	me	

4.	I	am	interested	in	the	product	

5.	for	me	the	product	is	an	exciting	product	

6.	the	product	is	necessary	for	me	

7.	I	need	the	product	

8.	I	think	the	product	is	an	intriguing	product	

9.	the	product	means	a	lot	to	me		

	

To	get	better	insights	into	the	scores	of	the	Likert	Scales,	the	variables	were	computed	and	

changed	into	scores	between	zero	and	one	of	where	zero	means	no	interest	and	one	means	a	

lot	interest.	Table	1	shows	the	mean	scores	per	product.	Mineral	water	and	painting	scored	the	

lowest	scores,	which	means	they	have	the	lowest	involvement	scores	(a=	.8).			

	
Table	1:	Mean	score	of	involvement	per	product	

N31	 Mineral	water	 Detergent	 Shampoo	 Paint	
Mean	 0.68	 0.82	 0.86	 0.41	
Std.	deviation	 0.28	 0.18	 0.20	 0.19	
	
This	shows	that	the	respondents	on	average	have	least	interest	in	paint	(M=.41,	SD=.19),	

followed	by	mineral	water	(M=.68,	SD=.28),	detergent	(M=.82,	SD=.18)	and	shampoo	(M=.86,	

SD=.20).	This	can	be	confirmed	by	a	direct,	control	questions	which	product	the	respondent	is	

least	interested	in:	71%	has	chosen	painting	as	least	interesting	product	followed	by	19.4%	for	

mineral	water.	The	evaluations	of	Facebook	posts	in	the	following	questions	contained	the	two	

products	respondents	where	least	involved	with.		

	

2.4	Content	marketing	understanding	
To	guarantee	that	this	study	would	get	insights	into	the	possible	differences	between	a	

traditional	and	a	content	marketing	advertising	approach,	a	pre-test	has	verified	that	both	

concepts	can	be	defined	and	recognized	as	it	is	descripted	and	processed	in	the	study.	Based	on	

the	literature	study	the	following	characteristics	are	set	for	a	Facebook	Advertisement	with	a	

content	marketing	or	traditional	marketing	approach.		

	
	
Traditional	Marketing	advertisement	approach	
	
The	following	distinctive	characteristics	are	used	to	design	stimulus	material	of	a	traditional	
marketing	approach	ad:		
-	 The	ad	contains	at	least	one	of	the	following	promotional	information:	price,	discount,	

how	to	buy,	product	features.	
-	 The	ad	is	strong	promotive	and	therefore	an	active	attempt	to	sell	rather	than	an	

attempt	to	help/inform	
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-	 The	ad	contains	options	to	directly	buy	the	product	by	offering	the	consumer	a	direct	
link	to	the	web-shop.	

-	 The	ad	contains	at	least	one	of	the	three	behaviour	stimulating	sentences	as:	buy	now,	
get	to	the	store	now,	click	here	to	buy.		

-	 the	link	includes	a	title	which	is	a	direct	representation	of	the	content	of	the	exposure	
or	does	contain	‘call	to	action’	sentences.		

	
	
Content	marketing	approach	
	
The	following	distinctive	characteristics	are	used	to	design	stimulus	material	of	a	content	
marketing	approach	ad:		
-	 The	ad	does	not	contain	any	promotional	information	as	price,	discount,	how	to	buy	or	

specific	product	features.	
-	 The	ad	does	contain	regular,	non-brand,	product-type	information	which	is	applicable	to	

any	other	brand	of	the	same	product.		
-	 The	ad	is	an	attempt	to	help/	nice	gesture	rather	as	a	direct	attempt	to	sell.	
-	 The	ad	includes	a	link	to	a	web-page	with	the	instruction	to	click	on	it	to	read	more	

about	it	or	to	get	more	information.			
-	 The	ad	includes	a	short	summery	in	which	the	informative	blog	is	offered	to	the	reader.		
-	 The	ad	does	not	contain	any	options	to	directly	buy	the	product.	
-	 The	image	of	the	teaser	reflects	the	content	and	topic	of	the	exposure	and	does	not	

contain	any	price,	discount	or	purchase	information.		
-	 The	title	is	a	clear	announcement	of	the	content	of	the	information	given.	
-	 The	ad	contains	at	least	one	of	the	two	behaviour	stimulating	sentences	as:	click	here	

for	more	information,	go	to	the	website	for	more	information.			
-	 the	link	includes	a	title	which	is	a	direct	representation	of	the	content	of	the	exposure.	
	
2.4.1	Assigning	characteristics		
First	respondents	needed	to	assign	six	statements	to:	content	marketing,	traditional	marketing	

or	other.	On	average,	all	characteristics	of	content	marketing	are	confirmed	except	for	the	

statement:	“	is	used	for	creating	brand	associations	and	positioning	brand”		this	was	evaluated	

more	often	as	a	characteristic	for	a	traditional	marketing	advertising	approach.	Table	2	reveals	

an	overview	of	the	results.		
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Table	2:	Overview	results	evaluation	characteristics	CM	and	TA	

	 	

	 Content	
marketing	

Traditional	
marketing	

Other	

1.Is	sterk	gericht	op	het	communiceren	van	de	volgende	
aspecten:	prijs,	korting,	product	of	service	specificities,	
aankoopmogelijkheden	(TA)	

	 28		
	
97%	

1	
	
3%	

2.	Is	sterk	gericht	op	het	direct	verkopen	van	producten	of	
diensten	(TA)	

	 27	
	
93%		

2	
	
7%	

3.	Is	vooral	bedoeld	om	gewenste	merkassociaties	te	
communiceren	en	de	naamsbekendheid	op	te	bouwen	(TA)	

16	
55%	

10	
35%	

3	
10%	

4.	Is	sterk	gericht	op	het	communiceren	van	voor	de	beoogde	
consument	relevante	en	waardevolle	informative	(CM)	

27	
93%	

	 2	
7%	

5.	Is	sterk	gericht	op	het	opbouwen	en	onderhouden	van	
klantrelaties	en	heeft	daardoor	raakvlakken	met	PR	(CM)	

19	
65%	

1	
3%	

9	
32%	

6.	Wordt	doorgaans	niet	als	een	advertentie	beoordeeld	(CM)	 25	
86%	
	

1	
3%	

3	
13%	

	
TOTAL	N	(29	X6=174)	

	
87	

	
67	

	
20	
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2.4.2	Likert-scale		
	
Each	respondent	needs	to	evaluate	a	sponsored	Facebook	ad	of	both	CM	and	TA	version,	of	the	

product	they	choose	as	least	interesting	in	previous	question.		

	

To	control	as	many	external	influences	as	possible	to	get	valid	and	reliable	results	of	this	pre-

test	and	study,	the	same	Facebook	designs	are	used	for	all	advertisement	approaches.		

To	not	cause	any	extra	attention	or	undesirable	influences,	the	design	aspects	of	the	exposures	

need	to	be	familiar	for	the	respondent.	Therefore	the	most	standard	and	used	Facebook	

advertisement	designs	will	be	used	which	is:	Photo	Ad	with	link	(Monnes,	2015;	Facebook	ad	

guide,	2017).	According	to	Monnes	(2015),	this	type	of	advertisement	includes	a	short	text,	and	

a	photo.	Herewith	the	optimal	size	of	the	photo	is	1200	x	628	pixels.	The	post	on	top	of	the	

exposure	includes	max	70	characters.		

	

Also	colours,	product	type,	product	size	and	other	design	aspects	will	be	kept	as	much	constant	

as	possible	between	both	advertising	approaches.		

Respondents	needed	to	indicate	on	a	seven-point	Liker	scale	to	what	extent	they	agreed	with	

the	statements	given	about	the	stimulus	material	they	saw.	Herewith	the	level	of	

agreement/disagreement	was	measured	with	the	following	seven	dimensions:		

1.	strongly	disagree,	2.	Disagree,	3.	Somewhat	disagree	4.	Neither	agree	or	disagree	5.	

Somewhat	agree	6.	agree	7.	Strongly	agree.		

	

Based	on	the	characteristics	found	in	the	literature,	the	stimulus	material	are	designed.	The	

main	objective	of	the	questionnaire	is	to	capture	the	statements	of	to	what	extent	they	agree	

or	disagree	with	these	characteristics.		

The	following	12	items	will	be	used:	

	
1.	 this	Facebook	post	is	an	attempt	to	sell	
2.	 this	Facebook	post	is	an	attempt	to	help/inform	
3.	 the	Facebook	post	informs	you	about	the	price	of	the	product	
4.	 the	Facebook	post	informs	you	about	how	to	buy	this	product	
5.	 this	Facebook	post	makes	it	easy	for	you	to	buy	the	product	
6.	 the	Facebook	post	provides	you	information	which	is	of	value	for	you	
7.	 this	Facebook	post	provides	you	interesting	information	
8.	 the	Facebook	post	contains	promotive	information	
9.	 The	main	objective	of	this	exposure	it	so	sell	rather	than	inform	
10.	 The	main	objective	of	this	exposure	it	so	inform	rather	than	sell	
11.	 This	Facebook	post	has	a	traditional	advertising	approach	
12.	 This	Facebook	post	has	a	content	marketing	approach	
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To	be	able	to	calculate	a	total	score,	the	items	of	both	the	question	for	validating	TA	and	CM	are	

recalculated.	If	for	example,	a	respondent	saw	a	CM	exposure,	and	they	would	agree	with	all	

characteristics	given	for	CM,	they	would		‘agree’	with	50%	of	the	statements.	They	would	

‘disagree’	with	the	other	50%	of	the	statements.	Therefore,	the	answers	with	TA	characteristics	

are	recoded.	1=disagree	will	be	counted	as	7-agree.	Herewith	the	higher	the	total	score	the	

better	the	respondent	has	performed	the	task.		

	

Respondents	needed	to	answer	this	question	based	on	two	sponsored	Facebook	post	(CM	and	

TA	version)	of	the	product	they	had	chosen	as	least	interesting	in	the	previous	part	of	the	pre-

test.	For	that	reason,	per	product	group	the	results	will	be	given.			
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1.	Results	post	Painting:		
N:	20,	both	groups	scored	a	high	average	score	with	a	low	variance,	this	means	that	people	
have	ranked	the	Facebook	exposures	correctly	on	the	CM	or	TA	characteristics.	Image	1	shows	
the	used	stimulus	material.		
	
Validating	CM	Facebook	exposure	

• The	Cronbach’s	alpha	for	painting	is:	0.87	=	>0.8	good	
• Mean	of:	.74	;	Std.dev:	.13	
• Direct	question:	90%	recognizes	CM,	10%	says	both	advertisements	are	CM.	

	
	
Validating	TA	Facebook	exposure	

• The	cronbach’s	alpha	for	painting	is:	0.85=		>0.8	good	
• Mean:	.86,	Std.	dev:	.1	
• Direct	question:	95%	recognizes	it	as	TA,	5%	says	both	are	TA.		

	
	
	 	

Figure	1:	Stimulus	material	pre-test	product	paint.		
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2.	Results	post	Detergent		
N=	2,	Image	2	shows	the	used	stimulus	material.		
	
1.	validating	CM	Facebook	exposure		

• a=0.82	>	0.8	good.	
• Mean:	.80,	Std.	dev:	.13		

	
2.	Validating	TA	Facebook	exposure		

• a=0.6	(=6,	which	means	poor)	
• Mean:	0.80,	Std.	Dev:	0.06	

	
	 	

Figure	2:	Stimulus	material	pre-test	product	detergent		
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3.	results	post	Mineral	water	
N=6,	image	3	shows	the	used	stimulus	material.		
	
1.	validating	CM	Facebook	exposure	

• a = 0.91	>	8	(excellent)	
• Mean:	.76,	Std.	Dev:.13	

	
2.	validating	TA	Facebook	exposure	

• a = 0.74	<	0.8	>	α	≥	0.7	acceptable		
• mean:0.90,	std.	dev.:	0.06	

	
1.4.3	Direct	question	
As	a	final,	a	direct	question	is	asked	what	type	of	sponsored	Facebook	post	the	respondent	
would	like	to	see.	Of	all	respondents,	42%	answered	that	it	depends	on	the	product,	an	equal	
score	of	24%	choose	for	TA	or	CM,	and	10	%	choose	for	none.			

	 	

Figure	3:	Stimulus	material	pre-test	product	detergent		
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Appendix	3:	Results	second	pre-test		
	
The	second	pre-test	is	performed	to	check	the	comprehensibility	and	navigation	of	the	online	
questionnaire.	One	of	the	four	versions	of	the	questionnaire	is	tested	of	which	the	stimulus	
materials	of	paint	with	a	Content	Marketing	advertising	approach	is	used.	
	
3.1	Demographics		
In	total,	19	respondents	with	an	average	age	of	24	years	have	performed	the	second	pre-test.	
Of	these,	ten	were	man	and	nine	were	women.		
	
3.2	Salience	
	
2.2.1	recalling	related	words	
Of	all	19	respondents,	58%	(11/19)	recalled	word	related	to	the	stimulus	material.	Table	1	
shows	the	results.			

	
Table	1:	Overview	recalled	words	related	to	the	stimulus	material	

Recall	Related	words		
	
1e	 2e	 3e	 4e	
tafel	 lamp	 stoel	 kabels	
hout	 behang	 laminaat	 verf	
schuurpapier	 muurverf	 schroeven	 hamer	
bed	 kast	 tafel	 bank	
verf	 hout	 Tuinmeubels	 planten	
Gamma	 	 	 	
stofzuiger	 hamer	 zaag	 pan	
verf	 behang	 afwasmiddel	 afwasdoekjes	
Verf	 	 	 	
Verf	 Kwast	 Pan	 Schoonmaakmiddel	
Hamer	 Boor	 Waterkoker	 Zaag	
Paraplu	 	 	 	
Hamer	 Verf	 Spijkers	 Lijm	
muurverf	 schuurpapier	 lak	 kwast	
schuurpapier	 kwast	 	 spijker	 muurverf	
Niet	kunnen	lezen	
omdat	het	toen	al	
oversprong	

	 	 	

verhuisdoos	 verf	 laminaat	 kwast	

Hout	 hamer	 zaag	 verf	
Hamer	 Verf	 Bestek	 Bord	
tafel	 lamp	 stoel	 kabels	
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3.2.2	recalling	sponsored	Facebook	post	
10	out	of	19	respondents	has	answered	to	have	seen	an	advertisement,	8	said	no	and	2	said	‘	I	
don’t	know’.	Only	the	respondents	who	answered	8	could	process	the	rest	of	this	first	part.		
	
3.2.3	recalling	related	product		
8	out	of	the	10	remaining	respondents	answered	to	have	seen	a	sponsored	post	of	painting.	
42%	

	
3.2.4	Confirming	recalling	sponsored	post	of	Onimo	
	5	out	of	10	answered	to	have	seen	an	advertisement	of	paint	brand	Onimo.		
	
Conclusion:	a	small	majority	has	seen	the	advertisement.		
	
3.3	Attitudes	
	
3.3.1	AB		
	
After	recoding	the	reversed	questions,	the	internal	consistency	is	accepted	(a:	0,	83	>	0.8).	
table	2	shows	the	mean	and	standard	deviation	per	scale	item.		
	
	
	
Table	2:	Overview	results	measuring	AB	

	
	
Overall,	the	brand	is	evaluated	positively.			
	 	

	
Scales	 N	 Minimum	 Maximum	 Mean	 Std.	Deviation	
[Goed	|	Slecht]		 19	 1	 4	 2,26	 1,098	
[Positief	|	Negatief	 19	 1	 5	 2,26	 1,147	
[Vriendelijk	|	Onvriendelijk]		 19	 1	 5	 2,16	 1,214	
[Hoge	kwaliteit	|	Lage	kwaliteit]		 19	 1	 5	 3,11	 1,100	
[Interessant	|	Oninteressant]		 19	 1	 5	 3,05	 ,911	
[Gewenst	|	Ongewenst]		 19	 1	 5	 3,53	 1,073	
[Ik	zou	producten	van	dit	merk	
beslist	kopen	|	Ik	zou	producten	
van	dit	merk	beslist	niet	kopen]		

19	 1	 4	 3,16	 1,119	

Recoded:	waardevol	|	
waardeloos	 19	 1,00	 6,00	 3,31	 1,24956	

Recode:het	merk	komt	
betrouwbaar	over	|	het	merk	
komt	onbetrouwbaar	over	

19	 1,00	 4,00	 2,16	 ,89834	
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3.3.2	PAT		
	
The	internal	consistency	is	accepted	(a=	0,	7	>	0.8).	table	3	shows	the	mean	and	standard	
deviation	per	scale	item.		
	
Table	3:	Overview	results	pre-test	PAT	

	
Scale	 Minimum	 Maximum	 Mean	 Std.	Deviation	
[Ik	zou	zeker	op	de	advertentie	
klikken	|	Ik	zou	zeker	niet	op	de	
advertentie	klikken]		

1	 7	 5,21	 1,782	

[Ik	zou	deze	advertentie	delen	op	
mijn	Facebook	tijdlijn	|	Ik	zou	deze	
advertentie	zeker	niet	delen	op	
mijn	Facebook	tijdlijn.]		

1	 7	 6,26	 1,485	

[Ik	zou	online	meer	willen	lezen	|	Ik	
zou	online	niet	meer	willen	lezen		 1	 6	 3,68	 1,493	

	
Overall,	the	respondents	are	slightly	willing	to	read	more	about	it	online	(M=3.68,	SD=1.5)	and	
not	willing	to	perform	behaviour	that	is	noticeable	on	Facebook	itself	as	liking	or	sharing.		
	
3.3.3	AA		
After	recoding	the	reversed	scales,	the	internal	consistency	is	accepted	(a:	0,	94	>	0.8.)	table	3	
shows	the	mean	and	standard	deviation	per	scale	item.		
	
Table	4:	Overview	results	pre-test	AA	

Scale		
	 N	 Minimum	 Maximum	 Mean	 Std.	Deviation	
[Interessant	|	Oninteressant]		 19	 1	 5	 2,74	 1,284	
[Positief	|	Negatief]		 19	 1	 4	 2,26	 ,991	
[Aangenaam	|	Irritant]		 19	 1	 6	 2,68	 1,336	
[Leuk	om	te	zien	|	Storend	om	
te	zien]		

19	 1	 6	 2,47	 1,429	

[Relevant	|	Irrelevant]		 19	 1	 6	 4,16	 1,608	
[Geloofwaardig	|	
Ongeloofwaardig]		

19	 1	 6	 2,58	 1,465	

[Duidelijke	poging	tot	
informeren	|	Geen	poging	tot	
informeren]		

19	 1	 5	 2,68	 1,416	

recode:	plezierig	|	onplezierig	 19	 1,00	 4,00	 2,7368	 1,09758	
Recode:	toepasselijk	|	ongepast	 19	 1,00	 5,00	 3,1053	 1,24252	
Recode:	duidelijke	poging	tot	
verkoop	|	geen	duidelijke	
poging	tot	verkoop	

19	 1,00	 7,00	 3,3684	 2,08728	

	
Overall	the	advertisement	is	evaluated	positively.	Especially	the	scales	‘	positive	/	negative’	and	‘	
nice	to	see’	are	evaluated	positive.		
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3.4	Hotspot	analysis		
	
Respondents	needed	to	evaluate	all	eight	components	of	both	CM	and	TA	versions.			

	 	 	 	 	 	

	 	 	 	
	
The	differences	in	the	overall	mean	per	version	of	sponsored	Facebook	post	can	be	seen	in	
table	5.		
 
Table	5:	Overview	mean	scores	hotspot	analysis.		

	
N Mean Std. Deviation 

Std. Error 
Mean 

grouped_Hotspot_A 19 ,5307 ,12175 ,02793 
Grouped_hotspot_B 19 ,5965 ,15154 ,03477 

	
A	low	mean	indicated	a	more	overall	positive	evaluation.	There	can	be	stated	that	the	CM	
version	(M=.53,	SD12)	has	a	slightly	lower	mean	score	than	the	TA	version	(M=60,	SD=15).		
Table	6	shows	the	overall	scores	per	Facebook	components.		
	
Table	6:	Overview	total	mean	score	per	sponsored	Facebook	component		

Component	 CM-version	 TA-version	

1	 2,37	 2,37	
2	 2,16	 2,11	

3	 1,84	 1,95	

4	 1,16	 1,53	
5	 1,16	 1,52	

6	 1,26	 1,37	

7	 1,37	 1,79	

8	 1,42	 1,68	

		

Figure	1:	Paint	X	TA	
Figure	2:	Paint	X	TA	
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The	most	positive	evaluated	component	of	the	CM-version	are	components	4	and	5,	and	most	
negative	are	1	and	2.	For	TA	this	holds	the	same	evaluations	for	negative	components,	and	most	
positive	is	components	1,	the	discount	button.		
	
3.5	A/B	testing	
	
2.5.1	Final	choice			
	
15/19	respondents	choose	for	the	CM	version,	and	4	choose	TA	version.		
	
2.5.2	Explanation	final	choice		
	The	scale	is	tested	on	internal	consistency	which	gave	a	Cronbach’s	alpha	of	0.6.	After	
removing	the	reversed	question	(removing	scale	7)	a	Cronbach’s	alpha	of	.7	was	given.		
	
Most	people	answered	that	in	terms	of	‘relevance’,	‘	interest’	and	‘	value’,	they	choose	for	CM	
instead	of	TA.	Table	7	shows	the	results.		
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Table	7:	Overview	results	of	A/B	test		

Geef	aan	in	hoeverre	u	het	eens	
bent	met	onderstaande	
stellingen.Ik	verkies	deze	
advertentie	boven	de	andere	
omdat:	 N	 Minimum	 Maximum	 Mean	 Std.	Deviation	
[Deze	advertentie	meer	relevant	
is	voor	mij]		 19	 2	 7	 5,16	 1,302	

[Deze	advertentie	meer	waarde	
heeft	voor	mij]		 19	 3	 7	 5,63	 ,955	

[Ik	deze	advertentie	interessant	
vind]		 19	 4	 7	 5,68	 ,671	

[Ik	de	andere	advertentie	irritant	
vind]		 19	 1	 7	 4,58	 1,895	

[Ik	de	informatie	gegeven	in	
deze	advertentie	waardevoller	
vind]:	

19	 4	 7	 6,00	 ,667	

[Mijn	voorkeur	naar	dit	type	
advertentie	gaat]:	 19	 2	 7	 6,00	 1,155	

[Ik	het	leuk	vind	dit	soort	
advertenties	op	mijn	tijdlijn	te	
krijgen]		

19	 1	 7	 3,16	 1,834	

[Ik	zou	op	deze	advertentie	
klikken	om	meer	informatie	te	
krijgen]		 19	 1	 7	 3,95	 2,121	

[Ik	zou	deze	advertentie	delen	
op	mijn	tijdlijn]		 19	 1	 7	 1,89	 1,663	

{	'Ik	vind	het	leuk	om	
advertenties	op	mijn	Facebook	
tijdlijn	te	ontvangen]		 19	 1	 7	 3,16	 1,893	

[Recode	ik	vond	de	andere	
advertentie	beter]	 19	 1,00	 7,00	 5,6842	 1,70139	
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Appendix	4:	Facebook	timeline	
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Appendix	5:	Questionnaire	
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Appendix	6:	Results	research	part	1,	recalling	words	
	
	
	
	 		1.	Results	version:	content	marketing	x	Paint	
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	2.	Results	version:	Traditional	marketing	x	Paint	
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	3.	Results	version:	Content	marketing	x	Detergent	
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	4.	Results	version:	Traditional	marketing	x	Detergent	
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Appendix	7:	Results	research	part	1,	recalling	product	and	brand	
name		
	
	

	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 	

	1.	Results	version:	content	marketing	x	Paint	
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	2.	Results	version:	Traditional	marketing	x	Paint	
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	3.	Results	version:	Content	marketing	x	Detergent	
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	4.	Results	version:	Traditional	marketing	x	Detergent	
	



—	The	hard	way	or	the	informative	way?	—	

	University	Twente	

78	

	 	



—	The	hard	way	or	the	informative	way?	—	

	University	Twente	

79	

	
	


