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ABSTRACT 

Internet has created a new dimension of consumer involvement with brands. During the last 

decades, social media has became one of the most popular online activity among consumers 

worldwide, leading companies to adapt and evolve their strategies in other to engage the 

consumer through new medias. The Consumer Brand Engagement is a new concept in 

marketing research and has increasingly becoming an important topic when developing a brand 

strategy by businesses. It is importance is due to many factors, such as the close relationship 

of consumer brand engagement with brand loyalty, trust, satisfaction, and commitment from 

the client. Considering the online environment, the social media has a key participation when 

building consumer brand engagement; moreover, consumers can develop three roles in this 

situation: consumer, contributor or creator of content. Thus, this empirical study aims to 

understand and compare the consumer brand engagement in luxury brands on social media 

between Brazil and Italy, defining if culture can impact on the consummation, contribution, 

and creation of content on social media. The luxury brands chosen are Louis Vuitton, Chanel, 

and Prada; the social media studied are Facebook, Twitter, YouTube and Instagram. The study 

used a quantitative research design, with a questionnaire survey in order to collect the 

responses. Furthermore, 671 questionnaires were collected, being 438 valid questionnaires. 

The results suggest that there is not a relationship between culture and consumer brand 

engagement on luxury brands through social media. 
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RESUMO 

A invenção da internet criou uma nova dimensão de engajamento do consumidor com marcas. 

Durante as últimas décadas, mídias sociais se tornaram uma das atividades mais populares entre 

consumidores ao redor do mundo, levando empresas a se adaptarem e desenvolver novas 

estratégias para engajar seus consumidores nessas plataformas. O engajamento do consumidor 

é um conceito novo de pesquisa de marketing, porém vêm se tornando um fator importante 

para o desenvolvimento da estratégia de marketing empresarial. Sua importância é devido a 

diversos fatores, como: fidelidade do consumidor, confiabilidade da marca, satisfação e 

compromisso do consumidor perante a marca. Considerando o ambiente online, mídias sociais 

têm um papel fundamental na construção do engajamento do consumidor e este, por sua vez, 

pode possuir três papeis principais nessa situação: consumidor de conteúdo, contribuinte ou 

criador. Dessa maneira, esse estudo tem como objetivo entender e comparar o engajamento do 

consumidor em marcas de luxo nas mídias sociais entre Brasil e Itália, definindo como a 

cultural pode impactar na consumação, contribuição ou criação de conteúdo online. As marcas 

escolhidas para a pesquisa foram Louis Vuitton, Chanel e Prada: as mídias sociais foram 

Facebook, Twitter, YouTube e Instagram. O estudo usou uma abordagem quantitativa, com 

um questionário quantitativo para obter respostas. Dessa forma, 671 questionários foram 

coletados, sendo 438 válidos. Os resultados sugerem que não há uma relação entre cultura e 

engajamento do consumidor em marcas de luxo nas mídias sociais. 
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Introduction 

In the past decades, the still ongoing technological revolution has changed the dynamics of 

markets. The digital revolution started in 1947, marked by the invention of the transistor1, 

which led to a range of new inventions: it made possible the birth of the computer, portable 

phones, internet and high definition television. During mainly the last 3 decades, these 

inventions played a central role in the environmental change of how people think, behave and 

do business.  An evidence of how these technologies influence lives nowadays is reflected by 

the number of people who are connected, for instance, by 2017, the estimated number of 

connected devices were 3.1 billion (Financial Times, 2017), roughly half of the world 

population. Interestingly, this number has an exponential growth, and it is expected to reach 

7.6 billion by 2020 (Financial Times, 2017). 

Due to this technological revolution, a new and relevant phenomenon aroused: the social media 

(SM), which are technological platforms for individuals to connect, produce and share content 

online (Boyd & Ellison, 2008). The first website recognizable as a SM was the Six Degree, 

created in 1997. By 1999, the first blogging websites started to boom and it is in use until today; 

during the early 2000s, socials like Myspace, LinkedIn, Flickr, YouTube, Facebook and 

Twitter were created, leading to the current online environment. As a result of people’s 

interaction in these platforms, SM became one of the most popular online activity among 

consumers worldwide (Li & Bernoff, 2011; Kujur & Singh, 2015) and are considered by some 

scholars as another dimension inside the marketing mix of a company (Cvijikj & Michahelles, 

2013). Through SM consumers can criticize, compliment, rate and rank brands online: all of 

these option made consumers much more critical and aware of brand-related events and 

incidents (Fournier & Avery, 2011). Consequently, SM plays a central role in companies’ 

marketing nowadays: in order to be successful in the short and long term, companies must 

fundamentally change how they engage with their customers and transform themselves into 

more “social” corporations.   

Moreover, the activities on SM are particularly important to millennials (adults born between 

1980 and 1994), as internet plays a central role in their daily habits and their lives are 

completely integrated into the tech world (Lenhard et al., 2010). For instance, millennials 

shoppers are three times more likely than other generations to use social media to learn about 

                                                           
1 A transistor is a device used to amplify or switch electronic signals. This “component” was one of the greatest 

inventions of the 20th century and it is still part of most all electronics devices.  
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products, express their opinion online or to post photos about products; they also turn to friends, 

family and strangers on social for more information about the product or service they are 

interested in (Market Strategies, 2014). Therefore, as Paul Donagher (Vice President of 

Communication at Market Strategies) stated: 

“Millennials are more engaged, more vocal and more visual. They are 

not merely passive readers — they post, pin, view and blog. And, they’re 

willing to experiment and go onto the next innovation in social media.”  

Market Strategies (2014) 

Hence, this generation actively contributes, shares, likes, searches for and consume content 

online, mainly through social media platforms. These activities are related to what marketing 

theory calls consumer engagement, which can be described as an ongoing emotional, cognitive, 

and behavioral investment in specific brand interactions (Hollebeek, 2011).  

As empirical research regarding the topic is still scarce, this study aims to understand how 

culture can influence the millennials consumer engagement on social media, targeting luxury 

brands in Brazil and Italy. Therefore, this research intent to investigate if national culture from 

Brazil and Italy can impact millennials’ luxury brand engagement on social media. The 

countries has been chosen due to the author’s involvement with them, as she was born in Brazil 

and during the development of this work lived in Italy. The final results determine if the cultural 

aspects of each country does or does not impact the luxury brand engagement. The research 

question is “Does the cultural differences between Brazil and Italy affects the millennials 

engagement in luxury brands on social media?” The brands studied are Chanel, Louis Vuitton, 

and Prada and the social media are Facebook, Instagram, YouTube and Twitter.  

The study used a quantitative research design, with an online questionnaire survey in order to 

collect the responses. Moreover, the answers of the quantitative questionnaire were chosen 

taking into consideration the target group, in other words, people who are from Italy or Brazil, 

millennials and who consider the brand as a distinctive characteristic of a product. The analysis 

of the results were made with a first internal consistency analysis (Cronbach’s Alpha), then 

with a test T student to determine if there was a difference between the engagement and the 

culture aspect in Brazil and Italy. The last step was a regression in order to determine the 

relationship between culture and brand engagement on luxury brands through social media. 

The results show that there seems to be a relationship between power distance and consuming 
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and creation of content from of COBRA’s framework: if one is high, the other is low. However, 

this study was not able to define further relationship between other culture dimensions and 

consumer engagement and all the consumer engagement on social media were low. Thus, this 

study cannot affirm that cultural difference affects the consumer engagement in luxury brands 

on social media.    

Moreover, the thesis is structured as follows: (1) Literature review, which explains the 

relationship between millennials and social media, brand engagement, and cultural differences 

between Brazil and Italy; (2) Aim and objectives of this study; (3) Research Design, containing 

all the methodology used to develop the study; (4) Results; (5) Conclusion.  

 

1. Literature Review 

1.1. Millennials and social media  

The most recent generation to reach adulthood is the Millennials, Generation Y or “Why”, 

which are people born between 1980 and 1994. They present some unique characteristics: for 

the optimistic, such as Raines (2003), millennials are sociable, optimistic, talented, well-

educated, collaborative, open-minded, influential, and achievement-oriented; however, for 

more pessimistic researches, millennials are stressed, anxious, unproductive, lazy, narcissistic, 

and prone to jump from job to job In addition, this generation grew up in an environment that 

presents (Raines, 2003):  

 Scheduled and structured lives: this generation is the busiest one so far, as children and 

young adults they faced time pressures traditionally reserved for adults. They carried 

out busy agendas, full of extra activities and little spare times.  

 Globalization: this was the first generation to live globalization in their whole life and 

at its pick.  

 Multiculturalism: millennials grew up with more daily interaction with other ethnicities 

and cultures than ever before. 

 Are more focus on children and family then the last generation; 

 Terrorism: these children faced a different kind of “danger”, the terrorism that started 

to begin on the 90s in The US and spread in the world during the 2000s.  
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 Parent advocacy: this generation was raised by active, involved parents who often 

interceded on their behalf. 

Regarding their daily habits, millennials have different patterns from the two past generations 

(Generation X, which are people born between the middle 1960s until 1980 and Baby Boomers, 

which is the generation born from 1946 to the middle 1960s): their internet usage is diverse, 

spending preferences are broader and their shopping ways is also different (USC Dornsife, 

2017). The main divergences are:  

 Device ownership: millennials are the most connected generation, as most of them own 

a smartphone, a computer and a tablet.  

 Social media usage: millennials heavily use social media. In The U.S., 89% of 

millennials uses social networking regularly; as a matter of comparison, 82% of 

Generation X uses it and 49% of baby Boomers. Out of the millennials who uses social 

in The U.S., they are used to interact with brands, 49% follow their favorite brands or 

retailers via social media and 38% use social media to discover new brands; this is a 

higher number than the previous generations.  

 Media consumption: as they are tech savvy nature, millennials constitute the smallest 

group of newspaper and magazine readers; they also are the generation that listen the 

radio and watch television the least.  

 Spending preferences:  

o Millennials spend their money on education, clothing, food, services, 

socializing, transport, food, and groceries.  

o Gen X consumers spend most of their income on entertainment, pension, and 

personal insurance.  

o Baby boomers spend their money on personal care products, healthcare, 

reading, miscellaneous spending, and services. 

 Shopping preferences: most of the millennials are used to purchase products online, 

while Generation X and Baby Boomers are not.  

Furthermore, millennials can also be called “Digital Natives” as it is the first one to have spent 

their entire lives in the digital environment. As a consequence, according to Lenhard et al. 

(2010), internet has a central role in millennials’ lives and they exhibit a unique pattern of using 

it, being very diverse from the preceding generation (Killian et al., 2012). The creation of SM, 

bound with the unique interaction millennials have on it, developed the “participation 
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economy” (Fromm & Garton, 2013): as this generation is not willing to be passive consumers, 

they actively participate, create and co-create content online and have higher engagement and 

interaction with brands.  

Consequently, millennials are highly influenced by social media in many ways (Martin & 

Turley, 2004) and are affected by online reviews more than other generation (Smith, 2012). 

Some studies showed that millennials are the first generation to give a greater importance to 

online word of mouth (information shared on SM) than to traditional types of recommendations 

or advertising tools (Senecal & Nantel, 2004; Smith, 2011). Thus, as Pate & Adam (2013) 

found out, millennials are more likely to acquire a product that was “liked” or recommended 

by their friends on SM and they perceive comments as more “transparent” and blogs “more 

objective”.  

As a result of their online interactions, SM plays a fundamental role at millennials’ consume 

behavior. SM platforms has a greater impact mainly in two stages of the consumer funnel:  

(1) Pre-purchase: as a source of information in order to make a purchase decision.  

(2) Post-consumption: as it is used to share their experience of the product and the brand 

from which they had purchased (both positive and negatives experiences).  

In conclusion, millennials actively contributes, shares, likes, searches for and consume content 

on social media platforms. In this sense, the following part of the literature review aims to 

better understand how consumers engage on SM.  

 

1.2. Consumer Brand Engagement 

Even though there is an increasingly amount of interest on this topic, research on consumers’ 

engagement is still at a nascent stage (Schultz & Peltier, 2013), thus empirically based studies 

are scarce. Regardless the stage of academic studies, consumer brand engagement (CBE) is 

emerging as a central topic when developing a brand strategy in businesses due to its 

importance when developing brand loyalty, trust, satisfaction, and commitment (Lujja & Ozata, 

2017).  
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There are several definitions of CBE: the one used in this study is that CBE is as an ongoing 

emotional, cognitive, and behavioral investment in specific brand interactions (Hollebeek, 

2011). Nonetheless, other scholars such as Bowden (2009) states that the CBE is as a 

psychological process that shapes the mechanisms by which customer relationship and loyalty 

forms for new customers as well as the mechanisms by which loyalty is maintained for repeat-

purchase customers. As showed previously, many scholars have different definition, ranging 

from the creating deep connections with customers decision to the behavioral manifestation 

towards a brand, on Table 1 it is possible to observe the most important definitions developed 

so far.    

Table 1 – Consumer Engagement Definitions 

 

Source: Lujja & Ozata (2017) 

Considering all the definitions it is logical to assume that in order to keep up with market 

changes and engage consumers, the brands have to reshape their marketing strategies and get 

into customers’ lives, activating them both emotionally, physically, and cognitively, trying to 
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establish with them a deep and authentic relationship, getting more intimate, private, and 

exclusive over time (Gambetti & Graffigna, 2014). One of the pioneer studies in this field, 

developed by Hollebeek, Glynn & Brodie (2014), stated that CBE has three different stages, 

one antecedent the engagement, which they call it “involvement” with the brand. The 

engagement per se, which includes: (1) a cognitive process with the brand, which is related to 

what and when the consumers think about the brand and what stimulate their thoughts, (2) 

affection, which is the positive feeling related to the use of the brand and (3) activation, which 

is related to the level of usage of the brand related to others. The consequences of the CBE, 

according to the study, is the personal connection with the brand and the higher intent to use 

or re-purchase from the same brand.  

Figure 1 – Consumer Brand Engagement Framework 

 

Source: Hollebeek, Glynn & Brodie (2014) 

 

1.3. Consumer Brand Engagement on Social Media 

The invention of internet has changed the way marketing is done. The interest in brands on the 

internet had its start in the 1990s, when people started to use websites such as Yahoo and AOL 

to share their opinions about products (Kozinets, 2001). The internet has created and developed 

a new dimension of consumer involvement with brands in SM, becoming one of the most 

popular online activity among consumers worldwide (Li & Bernoff, 2011; Kujur & Singh, 

2015), as social networking websites such as Facebook, Twitter, Instagram, and YouTube 

(platforms that allow people to share and create content about anything) have became 

increasingly central in consumers’ lives, influencing thus their communication and buying 

habits (Schivinski, Christodoulides & Dabrowski, 2016). Therefore, according to Kim & Ko 
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(2010) and Kujur & Singh (2015), social media can have dramatic impact on a brand’s 

reputation, as the main purpose of social media in the business context is to raise the level of 

involvement, interaction, and intimacy with the brand over time.  

Regarding the interaction and communication through SM, there is a research by Zailskaite-

Jakse & Kuvykaite (2016) that display in a simple diagram how the personal traits of a person 

together with his motives are related to the communication in social media, then, how this 

communication can enhance the brand equity through awareness, associations, and loyalty.  

Also, the culture in this framework would be part of the antecedents, with personal traits and 

engagement motives.  

Figure 2 – Model of communication in social media regarding brand equity 

 

Source: Zailskaite-Jakse & Kuvykaite (2016) 

Furthermore, there are already some research regarding the influence of internet and its social 

media on consumer brand engagement. The most important is COBRA Theory, developed by 

Mutinga, Moorman & Smit (2011); this theory separates the activeness on social media use 

into three dimensions that demonstrate the path of involvement with band-related content. The 

categories are: 

(1) “Consuming brand-related content”: represents the consumers with a minimum level of 

online brand-related activeness, as these people participate on social media but do not 

actively contribute or create content.  

(2) “Contributing brand-related content”: this category represents the middle level of 

activeness, in which the consumers sometimes interact about brands, making comments, 

posting pictures, videos or any other content.  

(3) “Creating brand-related content”: represents the consumers who actively produce and 

publish brand-related content.  
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The Table 2 illustrates all the types and some examples of social media uses of each one.   

Table 2 - COBRA Typology 

 

Source: Muntinga, Moorman & Smit (2011) 

Moreover, Graffigna & Gambetti (2014) developed a model that highlights the features a brand 

has to have in order to trigger the development of an engage relationship with customers. In 

order to be viewed as a “life mate” – a humanization of the brand by customers, in other words, 

a lifelong companion – a brand has to meet some conditions. The first condition is to be a 

dream carrier, which happens when the brand is perceived as a source of imagination, of 

possible selves and possible worlds where the consumers’ selves can be free to express 

themselves; also, the brand also has to sustain consumers’ projections and expectations. When 

this condition is complete, the brand is perceived by the customer as a friend (friendship phase), 

as an important component of consumer life and as source of positive feelings. The second 

condition is the brand as a relationship facilitator, which is the brand encouraging consumers’ 

interpersonal network, helping them to get along with their connections and get in touch with 

people with shared passions and interests; also, the brand should make the consumer feel more 
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self-confident. When the second condition is complete starts the intimacy phase in which there 

is the beginning of genuine engagement and the consumer perceives the brand as an important 

component of their daily life. The last condition is the brand as a compass and it happens when 

the brand becomes a reference point for consumers that is constantly present across time in 

their lives. When the last phase is complete there is the “symbiotic phase”, which represents 

the highest level of engagement and the brand is seen as indispensable.  The Figure 3 illustrates 

the whole process of engagement. 

Figure 3 – The consumer-brand engagement process 

 

Source: Graffigna & Gambetti (2014) 

Furthermore, internet and SM are clearly important for all millennials, thus, the usage of SM 

is mainly composed by them. In the Figure 4 (page 21), it is possible to observe that in all the 

social platforms the consumer have between 16 to 44 years old (Chaffey, 2017). 
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Figure 4 – Active users of the top social platforms and messaging tools by age 

 

Source: Chaffey (2017) 

 

1.4. Background from Brazil and Italy  

1.4.1. Millennials  

In Brazil, the total number of millennials is 51 million (24.50% of total population) (Innovar e 

Pesquisa, 2016).  According to Visa (2017), millennials in Brazil is the group that buy the most 

through internet, holding more than 20% of all the transactions made online. As for their goals 

in life: 74% want to travel and get to know different places around the world; 43% expect to 

earn enough to maintain a comfortable life; 10% want to become rich (Innovar e Pesquisa, 

2016).  

As for the Italian millennials, they are 11.2 Million (18.50% of total population), and current 

8.6 million of them are active in SM. As a unique characteristic of the Italian Millennials is 

that the country has the highest percentage of unemployment among young people in Europe, 

being almost 38% in 2017 for under-35 age bracket (Edwards, 2017). Moreover, they are 

characterized by being pessimist about their future, they are usually unhappy, ignorant and 

have lack of self-confidence (Bianchi, 2016).  

 

1.4.2. Usage of Social media  

Regarding the usage of SM, a research developed by Chaffey (2017) showed that Brazil had 

more visitors in all top social platforms (FaceBook, Twitter and YouTube) than Italy.  
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Figure 5 – Visitors to the top social platforms by Country  

 

Source: Chaffey (2017) 

 

Brazil  

By 2016, 45% of the Brazilian population was active in SM (approximately 93.6 million 

people). According to the same research, Brazilians are most active (in decreasing order) in 

FaceBook, YouTube, Instagram, Google+, Twitter, Linkedin, and Pinterest. Also in 2016, the 

country held the biggest number of social network users in Latina America (Canal Tech, 2016). 

Moreover, Brazil is the global leader in time spent on the internet by month, as each user spend 

in average 21 minutes by “visit” and 650 hours per month (O Globo, 2015). 

Italy  

By 2017 in Italy, 39 million of people have access to internet and 31 million actively use SM 

(out of a population of 60 million) (Nappi, 2017).  According to the same research, Italians are 

most active (in decreasing order) in YouTube, Facebook, Instagram, Twitter, Google+, 

Linkedin, Pinterest, and Tumblr. Regarding the behavior on socials, the time Italian users spent 

on social media was:  
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Graphic 1 – Time spent on social media by Italians 

 

Source: Audioweb (2017)  

As of the reasons why Italians use social platforms, they are: (1) curiosity and interest, (2) 

create new and personal relationships, (3) free time and pleasure, (4) because it is inevitable to 

own a profile in a social platform (BlogMeter, 2017).  

 

1.4.3. Cultural aspects 

Culture can have many definitions, however, the one adopted by this thesis is that culture, 

according to Engel, Blackwell & Miniard (1993), are the set of values, ideas, artifacts and other 

symbols that help individuals to communicate, evaluate and interpret as members of a society. 

Even though the world suffered a wave of globalization, the cultural aspects of each society 

continued the same, thus people from different countries kept their own different habits, values, 

and norms (Zhu, Quan & Xuan, 2006). Moreover, according to Lynn, Zinkhan & Harris (1993), 

the cultural background is a key environmental characteristic that determines consumer 

behavior in a society.   
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In order to analyze the national culture, the Hofstede’s National Culture Framework was 

chosen for two reasons: (1) this is a widely use framework between scholars when developing 

research related to culture and (2) this framework analyze value-based factors that affects 

purchase decisions (Dimitrova, Kim & Smith, 2017) what might lead to an impact on the 

interaction of the consumer with the brand.  

Considering the cultural aspect developed by Geert Hofstede (2001) it is possible to observe 

some differences between Italy and Brazil (see Graphic 2, page 25). Hofstede (2001) 

characterize culture into six main dimensions:  

 Power distance Index (PDI): this dimension is defined as the extent to which the people 

in the society accepts that power is unequally distributed. Also, as higher is the score 

on this dimension, more people will have need for power, wealth, prestige, and status. 

Hence, Brazil scored higher than Italy (which scored medium), showing that the first 

country is more likely to respect hierarchy and accept that power is distributed 

unequally.   

 Uncertainty avoidance Index (UAI): this dimension measures the degree of tolerance 

for uncertainty. Regarding this, both countries scored high, meaning that both societies 

feel threatened by unknown situations.  

 Individualism versus collectivism Index (IDV): this dimension is regarding the degree 

of collectivism within a society, it measures if people take decisions considering the 

whole group or just the individual perspective. On this dimension Italy scored high and 

Brazil low, which means that in Italy people are more independent than in Brazil (which 

is more collectivist).  

 Masculinity versus Femininity Index (MAS): this dimension measures the degree 

which a culture has its social roles clearly distribute, valuing more male characteristics 

such as assertiveness, success, and competitiveness. If a culture scores low, it means 

that it has feminine characteristics, such as solidarity, modesty, and quality of life. In 

this dimension, Italy scored high and Brazil medium, showing that the Italian society is 

more masculine than Brazilian.  

 Indulgence Index (IDL): this dimension is related to the degree in which people try to 

control their desires and impulses. Brazil scored high while Italy scored low, meaning 

that Brazilians are more indulgent, having weaker control over their desires and 

impulses than Italians.  
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 Long term versus short term orientation Index (LST): this dimension measures the 

degree in which a culture values traditions, being or more normative or more pragmatic. 

Italy scored high and Brazil medium, showing that Italy is more pragmatic than Brazil.  

Graphic 2 – Brazil in comparison with Italy  

 

Source: Hofstede (2001) 

 

2. Aim and objectives  

The purpose of the present research is to analyze consumer engagement on social media 

considering luxury brands on both Italy and Brazil, in order to assess if cultural aspects affects 

the consumer engagement. Thus, the research problem is “Does the cultural differences 

between Brazil and Italy affects consumer engagement in luxury brands on social media?”. 

Moreover, with this question the author aims to measure the engagement with brand-related 

content on social media rather than engagement with the brand per se. Therefore, this research 

is mainly focused on the consumers and not on the brand or on the marketing strategy of each 

company.  
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2.1. Hypothesis development 

According to Hofstede (2001), the nature and intensity of social media use can be shaped by 

cultural context. For instance, a studied conduct by Kim, Yeong & So (2011) showed that 

collectivist cultures tend to emphasize obtaining social support from existing social 

relationships, while individualistic cultures focus more on seeking entertainment on social 

media. Following this line of thought, the hypothesis below develop a connection between 

Hofstede’s Cultural aspects and CBE on social media.  

Power Distance 

A research developed by Kim & Zhang (2014) showed that there is a positive correlation 

between consumers from high PDI cultures and the purchase of luxury brands, as people from 

this type of culture seek wealth, prestige and status recognition. Hence, this constant need for 

status can lead to a higher volume of creating content online, as it could display to others one’s 

individual achievements; the creation of posts with luxury brands products, such as purses, 

shoes and clothes, could show to others one’s personal status and bring prestige in the format 

of likes and comments (H1a).  

Furthermore, people from this type of culture tend to admire and respect who has achieved a 

perceived high social status: for millennials, these people are the so-called digital influencers 

and bloggers. Brazilians Millennials probably are more influenced by these people on social 

media than Italians are, as they value the possibility of following these people, compare, admire 

and see how the daily lives of these “famous” people are (H1b).   

H1a: Brazilian Millennials “create” more luxury brands posts on social media than Italians 

due to the Brazilian high level of power distance 

H1b: Brazilian Millennials are more influenced by “digital influencers” and “bloggers” than 

Italians due to their high level of power distance  

Individualism versus Collectivism 

A research developed by Mourali, Laroche & Pons (2005) and Doran (2002) showed that 

consumers from collectivist cultures consult others and rely on collective brand perceptions in 
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order to make a purchase, whilst individualistic consumers tend to prioritize their own 

experiences and expertise in purchase decisions. In the Figure 6, it is possible to observe that 

Brazil (with a higher collectivism score) has shown a higher degree of use of social media to 

support their purchase decisions than Italians did.  

Figure 6 – Use of social media to make purchase decisions 

 

Source: Goodrich & Mooij (2013) 

Thus, in order to make a luxury brand purchase, Brazilians Millennials consumers would 

monitor more closely the brands they are interesting too, with the purpose of analyze more 

carefully the pages, read comments about it and so on. As consequence, they would follow 

more online brand pages in order to support their purchase decisions, therefore:  

H2: Brazilian Millennials “follow” more luxury brands pages on social media than Italians 

due to the Brazilian high level of collectivism  
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Long-term versus Short-term 

According to Goodrich & Mooji (2013), the crossing between the LST and the IDL explains 

which the main functions of SM are to a specific culture (Figure 7). In this regard, the research 

frames Brazil as a country that uses SM with the purpose of self-enhancement, self-disclosure, 

engage with people, make friends and have consumer-to-consumer related activities. On the 

other hand, for Italians, the use of social media is related to a limited personal interaction, as 

they have selective friends on their socials and prioritize the security of the information they 

are disclosing on those SM.  

Figure 7 – Function of social media across cultures 

 

Source: Goodrich & Mooij (2013) 

The study also emphasized that Brazilians, as short-term oriented country, has the tendency to 

be very image concerned and carefully when crafting their online persona: image and 

reputation are key aspects for their culture and it guides their online behavior. In this sense, it 

is possible to suggest that as a short-term oriented culture, Brazilians tend to share more posts 

with their friends on SM, with the purpose of self-enhancement: share the right content can 
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help them to better define their online persona. Moreover, this is a complementary activity to 

the creation of content: the creation gives them the desired status and affirm their social 

position, whilst the sharing of content will enhance their displayed status and reaffirm the 

perception they want people to develop about them.  

H3: Brazilian Millennials “share” more luxury brands posts on social media than Italians due 

to the Brazilian short-term view 

In summarization, the hypothesis connect the Hofstede’s theory with COBRA’s model: the 

author intents to develop a model connecting both, as shown in the Figure 8 below.  

Figure 8 – Model  

 

Source: Author’s Development  

 

3. Methodology  

3.1. Research Design 

The unit of analysis is the phenomenon of consumer engagement on social media. This study 

takes into consideration the Hofstede’s cultural aspects of Brazil and Italy, comparing three 

luxury brands and the Brazilian and Italian CBE. The level of analysis is macro, considering 

Brazil and Italy as a whole and not taking into account the differences between States within 
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the countries. Furthermore, the social media that are studied are considered as a unit in the 

conclusion and not separately.   

3.1.1. Brands  

The three brands chosen for this study are: Chanel, Louis Vuitton, and Prada. The choice was 

based on the definition of luxury brand, which is a brand that sells something expensive, high 

quality, hard to obtain, extravagant, and offers something more indulgent than a necessity 

(Corbellini & Saviolo, 2009). If the brand it is present on  both countries and if they sell a 

similar range of products, ranging from accessories (such as sunglasses, purses, bags, belts etc.) 

to clothes and shoes. The last requirement was the online presence on social media platforms, 

such as Facebook, Instagram, YouTube and Twitter.  

Chanel 

The brand Chanel was founded by the French designer Coco Chanel in 1910. The brand is 

famous for its timeless designs, trademark suits and black dresses. By 1920, Coco introduced 

her first perfume, a suit and the little black dress to her collection. Nowadays the company is 

privately held by Alain and Gerard Wertheimer, grandsons of Pierre Wertheimer (a business 

partner of Coco).  

Louis Vuitton 

LV was founded in 1854 by Louis Vuitton in France with its iconic truck and, by that time, the 

LV’s famous monogram already appeared on most of the products. The company opened its 

first store in 1885, at Oxford Street in London; and by 1900 the company was already 

considered global. Nowadays, Louis Vuitton is part of the Group LVMH.  

Prada 

Prada was founded in 1913 by Mario Prada in Milan, Italy. The first store was located at 

Galleria Vittorio Emanuele II, one of the most luxury galleries in the world. The company 

maintained its core business since the beginning, which is sell luggage, accessories and luxury 

goods produced with fine materials and by hand. The brand quickly became a sensation in the 

Italian Luxury market and by 1919 Prada received the warrant of “Official Supplier of the 

Italian Royal Household”. Nowadays, Prada is part of Prada Group, which include many other 

luxury brands.  



31 
 

 

Brands on Social Media 

Regarding the presence of the three brands on SM, Chanel and LV have a larger presence on 

Facebook than Prada, however, LV have a greater number of visits per follower than Chanel. 

On Instagram, Chanel is to brand with the larger number of followers, but with the smallest 

number of posts, whilst Prada has the smallest number of followers and the highest number of 

posts. On Twitter, Chanel has almost the double of followers than LV, while Prada has a 

considerable small number of followers. YouTube seems to be the less used media, as none of 

the three brands has more than one million followers.  

Table 3 – Brands on Social Media 

 

Source: Author’s Development based on data from Facebook, Instagram, Twitter and 

YouTube 

3.1.2. Social Media 

Moreover, the four social media chosen for the research are Facebook, Instagram, YouTube 

and Twitter. The choice was made based on the monthly visitors of each channel (on June 

2017). On Graphic 3 (page 32) it is possible to see the whole list of social media and its viewers 

from June 2017.   

 

 

Chanel Louis Vuitton Prada

Number of followers on 

Facebook
20.14 million 20.25 million 6.25 million

Number of total visits on the 

Facebook Page
152 thousand 298 thousand -        

Number of visit per follower 0,008 0,015

Number of followers on 

Instagram
24.8 million 19.8 million 13.9 million

Number of posts on 

Instagram
878 2,281 2,956

Number of followers on 

Twitter
13.4 million 7 million 901 thousand

Number of followers on 

YouTube
942 thousand 170 thousand 74 thousand

Number of videos on 

YouTube
671 290 264
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Graphic 3 – Most popular social networking sites 

 

Source: DreamGrow Website (2017) 

Facebook  

Facebook is a free social media created in 2004 that allows its users to create profiles, upload 

photos, videos and status, and send messages to friends. Moreover, Facebook has a marketplace 

(which works as a virtual store, where users can buy and sell things), groups, events and pages. 

Each member can follow, like and comment whatever she or he desires to.  

Instagram  

Instagram is a social networking app that allows its users to share photos and videos from a 

smartphone. Each user has a profile with all the pictures she or he posted and these picture will 

be display for all hers/his friends. It is possible to follow friends or brands, like and comment 

on pictures and videos. Moreover, users can post pictures in something called “Stories” and 

these pictures will be available for all hers/his friends for just 24 hours.  

Twitter 

Twitter is about broadcasting daily short messages to other people: each post can have 

maximum 280 characters. Users can follow people or brands, use hashtags (“#”) to create a 

cluster of messages and people can “re-tweet”, which means share someone else’s  post.  
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YouTube 

YouTube is a free video sharing website that allows people to upload and watch videos online.  

 

3.2. Methods for gathering and analyzing data 

The research method design was based on the quantitative verification method, also referred as 

hypothesis-testing research (Newman & Benz, 1998). Usually this type of research starts with 

a topic of interest, literature reviews, statement of theory or research question, from which 

some hypotheses are derived. After, an experimental design is developed to measure the 

dependent variables - the consumer engagement in this case (Newman & Benz, 1998).  

 

3.2.1. Data Collection 

The data collection was developed through a quantitative structured online research (shown in 

details in Appendix A) approach on both countries in order to measure the consumer 

engagement regarding luxury brands. The quantitative method was chosen because it is the 

most effective method to test hypotheses (Newman & Benz, 1998). The easiness to conduct 

the interview online and the advantage of the speed and vast networking (Olsen, 2012) also 

played a fundamental role when choosing the methodology. Moreover, the study was design 

as a cross-sectional research, where the author aims to compare two samples at a single point 

of time.  

Regarding the quantitative questionnaire, it was conducted on November 2017. First of all, it 

had an initial check of information in order to assure the respondent satisfy the conditions of 

being from Italy or Brazil, be a millennial, be brand-sensitive (consider the brand as a 

distinctive characteristic of product quality) and be a social media user. Then, there was a 

cultural question section, which aims to analyze if the respondent correspond to Hofstede’s 

cultural aspects (independent variables): this section was developed based on Hofstede’s book 

Culture’s Consequences (2001) and studies that aimed to analyze cultural dimensions; the 

author developed three questions for each tested dimension. Additionally, there were some 

questions regarding social media and, subsequently, 23 Likert constructs (ranging from 1 – 

Totally Agree to 5 – Totally Disagree) for each brand to address the consumer engagement 
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level of the respondent. This section was developed based on Gambetti & Graffigna (2014) and 

COBRA’s Framework, with some adaptations due to the development of new social medias, 

new technologies, and to properly reach the target group. The questionnaire was available in 

Italian and Portuguese and it were translated by native speakers from both countries.  

The method to choose the sample was the snowball (a nonprobability sample) as this method 

was the most convenient and it was easier to gather responses from the target group. The 

questionnaires were sent through a unique link, and it was posted on Facebook groups, posted 

on Instagram by the author and sent by the author to all her network through text and email, 

both in Brazil and Italy. The use of social media and the author’s network to send the 

questionnaires was due to the easiness to reach the target group: all her network are millennials 

and most of them users of social media. The number of questionnaires sent are not clear, as the 

author kindly asked for her network to spread the link, in order to gather the highest number of 

response from different type of people.   

A total of 671 questionnaires were received, 341 from Brazil and 330 from Italy, however, 

some questionnaires were not taken into consideration as were not completed or because it did 

not corresponded to the target group. In order to analyze the questionnaire, the first thing was 

to not consider answers from people who were not from either Brazil or Italy; then, the author 

excluded all the responses from people who were not millennials, who do not have social media 

and for last, those who do not perceived brand as a synonymy of quality. Thus, just 438 were 

valid (210 from Brazil and 228 from Italy). Regarding the demography of the respondents, in 

Brazil, 51% (107) of the respondent identify themselves with the feminine gender, while 49% 

(103) as masculine. As for Italy, 42% (96) respondents affirmed to be female, while 58% (132) 

male.  

 

3.2.2. Data Analysis 

In order to analyze the data and answer the research question, the author started the analysis 

with an internal consistency, then went through the means, testing it and then making 

regressions to check the R2. The initial analysis of the data was made by developing a 

Cronbach’s Alpha analysis of each section of questions (power distance, individualism versus 

collectivism, long-term versus short-term, consuming, contributing, and creating) in order to 

assess the internal consistency of the questionnaire. As Likert Scale set of questions, this is the 
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most effective way to determine the reliability of each section, analyzing how close and 

correlated the answers are. The alpha ranges from 0 to 1, and coefficients that score less than 

0.6 are out of the further analysis.   

The next step was to calculate the average, standard deviation and variance, in order to check 

if the average and variance were different.  Then, the author developed a Test T Student in 

order to confirm that the means were statistically different. The test T Student was made 

considering different means, different variances, independent variables, a bi-caudal test and a 

p-value of 5% (95% of confidence). Moreover, the Hypothesis Null was that the means were 

not statically different, while the Hypothesis Alternative was that the means were different.  

The last step regarding the data analysis for accept or reject the Hypothesis is the development 

of a regression between the cultural dimensions (PDI, IDV, LTS) as independent variable and 

the engagement aspects (consuming, contributing, creating, follow pages, share posts, and 

create posts, influenced by digital influencers) as dependent variables. A regression for each 

hypothesis is made and the decision factor is the R2, as this ratio determine if independent 

variable explains properly the dependent one. Thus, the higher the R2, the better the model 

represents the data: in order to accept an hypothesis, the author will accept a R2 higher than 

0.0196, as, according to Cohen (1992), a R2 is small the range between 0.0196 and 0.1304, 

medium is between 0.1304 and 0.2592; and high when the number is above 0.2592.   

 

4. Results  

This section is organize as follow: a first part explaining the results of the whole analysis, the 

results for each hypothesis and a third part focusing on further findings. Furthermore, when the 

author discuss the hypothesis, keep in mind that the consumer engagement was tested using 

Likert Scale, thus, the closer the average is to 1 means “Totally Agree” and the closer the 

average is to 5 means is “Totally Disagree”. Additionally, regarding the cultural aspects:  

(1) PDI: the closer to 1, the higher is the power distance of the country;  

(2) IDV: the closer to 1, the more collectivist is the country and the closer to 5, the more 

individualistic;  
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(3) LTS: the closer to 1, the country presents a more short-term view, the closer to 5, the country 

presents a long-term view.  

 

General Analysis  

Cronbach’s Alpha 

The analysis to assess the internal consistency of each section of the questionnaire proved that 

the questions were homogeneous, leading to a positive result as all the sections scored over 0.6. 

In the following table are presented all the Cronbach’s alpha for each category.   

Table 4 – Cronbach’s Alpha 

 

Source: Author’s Development  

Average, standard deviation and variance 

The next step was to calculate the average, standard deviation and variance: as the independent 

variable was the cultural dimensions, these were the first part the author calculated in order to 

see if the means were different and the expected results consistent: which, as the table below 

shows, are different. Then, the author calculated the ratios for consumer engagement and the 

follow, share, and create aspects: which are also different.  

 

Cronbach's Alpha

PDI 0,80502                      

IDV 0,74345                      

LTS 0,86286                      

Consuming - Chanel 0,85512                      

Contributing - Chanel 0,90612                      

Creating - Chanel 0,94584                      

Consuming - Louis Vuitton 0,87690                      

Contributing - Louis Vuitton 0,89074                      

Creating - Louis Vuitton 0,90689                      

Consuming - Prada 0,88435                      

Contributing - Prada 0,91329                      

Creating - Prada 0,96582                      



37 
 

 

Table 5 – General Statistics  

 

Source: Author’s Development  

Test T Student 

As all the averages and variances seemed different, the author developed a Test T Student in 

order to confirm that the means were statistically different. Most of the means were proved 

statistically different (with a “P(T<=t) Bi-caudal” lower than the p value of 5% or 0.05). The 

exceptions were the variable “Follow Pages” and “Influenced by digital influencers”. In the 

Table below it is possible to see all the results for the Test T Student.  

Table 6 – Test T Student  

 

Source: Author’s Development 

 

 

Average

Standard 

Deviation Variance Average

Standard 

Deviation Variance

PDI 1,89 1,00 1,00 3,34 1,38 1,91

IDV 2,33 1,09 1,18 3,27 1,40 1,97

LTS 1,81 0,89 0,79 3,20 1,46 1,97

Consuming - COBRA 3,46 1,61 2,60 3,15 1,59 2,53

Contributing - COBRA 4,21 1,20 1,43 3,77 1,41 1,99

Creating - COBRA 4,49 1,06 1,12 3,86 1,36 1,86

Follow Pages 3,05 1,69 2,86 2,72 1,61 2,59

Share Posts 4,41 1,02 1,05 4,08 1,23 1,52

Create Posts 4,56 1,00 1,01 4,03 1,32 1,75

Brazil Italy

Section P(T<=t) bi-caudal 

PDI 0,0000

IDV 0,0000

LTS 0,0000

Consuming - COBRA 0,0232

Contributing - COBRA 0,0003

Creating - COBRA 0,0000

Follow Pages 0,7672

Share Posts 0,0083

Create Posts 0,0009

Influenced by "Digital Influencers" 0,1631



38 
 

 

Regression 

The last step was the development of the regressions in order to analyze the R2 ratio. In order 

to consider that the variables analyzed have a high fit to the regression, it has to be at least 

0.0196.  

Table 7 – Regression  

 

Source: Author’s Development 

Correlation 

Furthermore, in order to support the analysis, the author developed a correlation analysis. The 

results are shown below, and the analysis will be more explored on the next section. Moreover, 

according to Cohen (1992), the correlations can be divided into: trivial, when below 0.1; small, 

when between 0.1 and 0.3; medium when between 0.3 and 0.5; and large when above 0.5.  

Table 8 – Correlation: Brazil 

 

Source: Author’s Development 

 

Hypothesis Independent Variable Dependent Variable Country R-square

H1a PDI Create Posts Brazil 0,0459

None PDI Create Posts Italy 0,0088

H1b PDI Influence of "Digital Influencers" Brazil 0,0151

None PDI Influence of "Digital Influencers" Italy 0,0088

H2 IDV Follow Pages Brazil 0,0689

None IDV Follow Pages Italy 0,1208

H3 LTS Share Posts Brazil 0,0041

None LTS Share Posts Italy 0,0019

Regression 

PDI IDV LTS Consuming Contributing Creating Follow Share Create

PDI 1,000

IDV -0,064 1,000

LTS 0,524 0,292 1,000

Consuming 0,379 -0,289 0,174 1,000

Contributing 0,243 -0,248 0,010 0,718 1,000

Creating 0,197 -0,175 -0,014 0,511 0,886 1,000

Follow 0,343 -0,263 0,081 0,814 0,458 0,312 1,000

Share 0,082 -0,131 -0,064 0,513 0,883 0,902 0,303 1,000

Create 0,214 -0,144 -0,020 0,449 0,846 0,972 0,263 0,869 1,000
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Table 9 – Correlation: Italy 

 

Source: Author’s Development 

 

Hypothesis  

H1a 

As H1a is: “Brazilian Millennials “create” more luxury brands posts on social media than 

Italians due to the Brazilian high level of power distance”, the author analyzed first the means 

of power distance of the countries. Brazil had a 1.89 average of responses while Italy 3.35, 

meaning that Brazil has a higher PDI than Italy. Then, the means for “creation of posts” were 

4.56 for Brazil and 4.03 for Italy. As the Test T Student proved all the means were statistically 

different, the author rejects the hypothesis as the mean indicates that Italians create more posts 

than Brazilians do.   

Additionally, as the relationship between PDI and creating content in Italy had a medium to 

high R-squared (0.115 – Table 12) and small to medium in Brazil (0.039), it is possible to 

conclude that the lower the power distance, the higher is the creation of brand-related content. 

The possible explanation is that with a lower power distance people have more access to luxury 

products, being able to create online content after the use: as in high power distance countries 

people have less access to these products, the creation of content will be lower.   

H1b 

As H1b is “Brazilian Millennials are more influenced by “digital influencers” and “bloggers” 

than Italians due to their high level of power distance” and the PDI is already proven to be 

higher in Brazil, the variable that needs to be analyzed is the influence by “digital influencers”. 

PDI IDV LTS Consuming Contributing Creating Follow Share Create

PDI 1,000               

IDV 0,694               1,000               

LTS 0,736               0,863               1,000               

Consuming 0,159               0,333-               0,193-               1,000             

Contributing 0,204               0,139-               0,014               0,803             1,000              

Creating 0,317               0,096-               0,060               0,788             0,970              1,000             

Follow 0,036-               0,368-               0,196-               0,884             0,595              0,575             1,000             

Share 0,112-               0,092-               0,088-               0,470             0,753              0,684             0,305             1,000             

Create 0,017-               0,099-               0,092-               0,604             0,839              0,832             0,489             0,907             1,000  
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When developing the Test T, however, the author found that the means are not statistically 

different, which make the hypothesis not valid. Moreover, the R-square for both countries were 

lower than the expected 0.0196, being 0.0151 in Brazil and 0.0088 in Italy; also, the correlation 

between PDI and the influence was (respectively): 0.123 and 0.107, which represents a weak 

correlation.  

H2 

As H2 is “Brazilian Millennials “follow” more luxury brands pages on social media than 

Italians due to the Brazilian high level of collectivism”, the first variable to be analyzed is the 

level of collectivism (IDV). The mean for Brazil was 2.33 and for Italy was 3.27, proving that 

the level of collectivism of the Brazilians respondents were higher than in Italy. Moreover, 

regarding the variable “follow”, the Test T proved that the means are not statistically different, 

which makes de Hypothesis invalid. However, even though there is no statistically difference 

between the means, the R-square for both countries were small to medium: Brazil scored 

0.0689 and Italy 0.1208; this might be an opportunity for further investigation on this topic, as 

it seemed that IDV has an impact on consumer engagement.  

H3 

As H3 is “Brazilian Millennials “share” more luxury brands posts on social media than 

Italians due to the Brazilian short-term view”, the first variable to be studied is the short-term 

view (LTS). Brazil had a mean higher than Italy with 2.33 and 3.20 respectively, proved as 

statistically different by Test T. Regarding the R-square, the ratio is 0.0041, which means that 

the model do not properly explains the dependent variable. Furthermore, regarding the 

correlation, Brazil had a correlation between LTS and share of 0.08, a weak correlation. Thus, 

the H3 is not valid.  

 

Other Findings  

Social Media 

Regarding the usage of SM, as a requirement, all respondents are connected to at least one 

platform. In general, most of the respondents are on Facebook (97% per Italy and 98% per 

Brazil), Instagram (73% for Italy and 82% for Brazil) and YouTube (66% of Italians and 73% 
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of Brazilians). In regard of other platforms, the numbers are more divergent between both 

countries: Italians are more connected on Snapchat (47% against 31% in Brazil), Twitter (31% 

against 13% in Brazil) and Linkedin (73% against 49% in Brazil).  

Graphic 4 – Percentage of respondents that use each SM  

 

Source: Author’s Development  

As of the number of friends, the results are similar. Most of the Italians and Brazilians have 

between 501 and 1000 friends on Facebook and Instagram, while in Twitter most of Italians 

have also between 501 and 1000 and Brazilians have between 101 and 500.  

Moreover, as the frequency as the respondents access these platforms, Facebook is the most 

accessed one, with most of the respondents from both countries using it more than once per 

day. YouTube, in both countries, millennials access it more than once per week. Additionally, 

Instagram and Twitter demonstrated an opposed consumer behavior in the countries, as Twitter 

is used less than once per week in Brazil and once a day in Italy, while Instagram is used less 

once per week in Italy and once a day in Brazil.  
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Table 10 – Frequency of usage of SM  

 

Source: Author’s Development  

Brand Engagement  

Regarding the consumer engagement and culture, when analyzing the R-square for all the 

cultural dimensions and the aspects from COBRA, one regression had a medium to high R-

square value: PDI and consuming content in Brazil (0.144); when analyzing the same variables 

in Italy, the ratio was small to medium (0.027). As the means for consuming were 3.46 for 

Brazil and 3.15 for Italy, proved as statistically different by Test T Student, it is possible to 

infer that the higher is the power distance in the country, the lower is the consummation of 

luxury brand-related content. This is interesting as, as stated when discussing H1a, the author 

found out that the lower the power distance, the higher is the creation of brand-related content. 

Thus, power distance is directly related to consumer engagement in a country, as the level of 

creation and consummation of content are closely related to it.  

 

 

 

 

 

 

 

Facebook - Brazil More than a time per day

Facebook - Italy More than a time per day

Instagram - Brazil Once a day

Instagram - Italy Less than once per week

Twitter - Brazil Less than once per week

Twitter - Italy Once a day

YouTube - Brazil More than once per week

YouTube - Italy More than once per week

How many times do you access your SM? 
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Table 11 – R-squares 

 

Source: Author’s Development  

Furthermore, regarding the correlations, the ones between the brand engagement’s dimensions 

were high, mainly between contributing and creating (0.97 in Italy and 0.87 in Brazil – as 

shown in Table 8 and 9). The interpretation is that most of the people who contributes with 

content (adding the page as favorite on Facebook, participating on online contents, events…) 

are also the ones that create content (create posts and hashtags, post pictures with products, 

write articles…).   

 

5. Conclusions 

This research aimed to stablish and discover if national culture has a clear and direct impact on 

the consumer brand engagement on luxury brands on social media, using Hofstede’s cultural 

dimensions and COBRA’s framework. As a result, none of the hypothesis developed in the 

research was accepted, however, some relationship were discovered. Regarding power 

distance, the author concluded that the lower the Power Distance, the higher is the level of 

consummation and creation of luxury brand-related content on social media: hence, PDI seems 

Independent Variable Dependent Variable Country R-Square

PDI Consuming Brazil 0,144         

PDI Creating Italy 0,115         

IDV Consuming Italy 0,094         

IDV Consuming Brazil 0,084         

IDV Contributing Brazil 0,061         

PDI Contributing Brazil 0,059         

PDI Contributing Italy 0,050         

PDI Creating Brazil 0,039         

IDV Creating Brazil 0,031         

LTS Consuming Brazil 0,030         

LTS Consuming Italy 0,030         

PDI Consuming Italy 0,027         

IDV Contributing Italy 0,011         

LTS Creating Italy 0,009         

IDV Creating Italy 0,003         

LTS Contributing Italy 0,002         

LTS Creating Brazil 0,000         

LTS Contributing Brazil 0,000         
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to be directly related to consumer engagement in a country, as two out of three levels of 

consumer engagement on social media are related to it: this conclusion was due to the fact that 

Brazil had a lower rate of consuming and creating content than Italy and both countries 

presented a low or medium R-square in the regression related to these variables.  

Hence, in conclusion to the relationship between culture dimensions and consumer engagement 

aspects, it is possible to observe that PDI seems to be negatively related to consuming and 

creation of content from of COBRA’s framework: if one is high, the other is low. However, all 

the levels of engagement for Italy and Brazil were higher the 3 (neutral to totally disagree), 

meaning the engagement on luxury brands is low. In this sense, even though there seems to be 

a relationship between PDI and engagement, the author cannot affirm that there is a direct 

relationship as the engagement with the brands chosen as sample were small in both countries. 

Moreover, this study was not able to define further relationship between other culture 

dimensions and consumer engagement. Thus, in conclusion, as an answer to the research 

question “Does the cultural differences between Brazil and Italy affects consumer engagement 

in luxury brands on social media?”: No, this research cannot affirm that cultural difference 

affects the consumer engagement in luxury brands on social media.  

Additionally, the study led to other interesting results: the test of H2 (Brazilian Millennials 

“follow” more luxury brands pages on social media than Italians due to the Brazilian high 

level of collectivism) determined that the higher the degree of individualism of the culture, the 

higher is the R-square for the regression with “following pages”: which might mean that 

individualistic cultures follow more pages on social media than collectivists. However, as the 

means for the “following pages” aspect were not statistically different, the author cannot 

conclude anything further than that. This is a result that is not the expected based on the 

literature review, thus, might be a topic for further studies.  

Moreover, regarding platforms on social media, the author confirmed that the most used 

platforms are Facebook, Instagram, and YouTube. Also, the frequency millennials access these 

platforms are quite similar between the countries, as they check their social medias frequently: 

more than once per week for YouTube, once a day (Brazil) and less than once a day (Italy) for 

Instagram and more than a time per day for Facebook. Furthermore, for brand engagement, this 

research found out that the contribution and the creation of luxury brand-related content are 

highly correlated on both countries, leading to the conclusion that most of the people who 

contributes with online content are also the ones who create these contents.  
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This study leaves an opportunity for further investigation: a qualitative study and an 

experimental research both on the cultural side and brand engagement might lead to a better 

understand if there is a relationship between culture and CBE. The relationships between LTS 

and IDV with the consumer engagement aspects are yet not clear and it could be better 

understood with more focused studies. Moreover, another study related to the consumer 

engagement on luxury brands would be interested, as this research shows that millennials 

heavily use social media but do not engage with this type of brands: this is an opportunity to 

study if millennials do not engage with brands in general, with luxury brands or to analyze if 

luxury brand’s strategies on social media are well adapt to this target group.  

The boundaries and limitations of this research are that only two countries and three luxury 

brands are considered on the research, leaving space for further investigation in different 

cultures and different brands. Also, the list of consumers’ online brand activities that is on the 

quantitative questionnaire is not exhaustive and will need further actualization as the online 

environment and social media changes. Furthermore, regarding Hofstede’s model that was used 

in this study, even though it is a widely used model for cultural-related studies, the research 

was developed in the 1980s and it might be considered as “outdated” by some scholars. 

Moreover, this research needs further confirmation and refinement: the sample from the 

consumers’ universe was small, the author did not conducted a qualitative research or an 

experiment (which would make the study more robust and precise), and the quantitative 

questionnaire did not take into consideration some variables such as the expenditure of the 

respondents in luxury goods, which could have avoided the inclusion of aspiring buyers of 

luxury brands and led to a more precise result.    

The practical importance of the results is that some studies suggests that CBE concept is 

expected to contribute to a better understanding of customer experience and the retention 

dynamics (Bowden, 2009). Moreover, even though companies are already using marketing and 

branding strategies on social media, studies on this field are still new and in order to develop 

more effective strategies, understand the consumer behavior and how they get engaged with 

brands on the social media is crucial. Thus, as the results showed, luxury brands are not 

engaging with millennials online: this might mean that their online strategies are not effective 

or that there are not enough marketing efforts towards millennials. Additionally, this fact point 

out some other questions: which are the relevant factors to engage a millennials consumer on 

luxury brands? How luxury brands manage consumer brand engagement online? Are cultural 
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aspects relevant in this regard? Does digital influencers are important when advertising luxury 

brands? Furthermore, on the theoretical point of view, as Schultz &Peltier (2013) affirm, the 

consumers’ perspective on CBE has been neglected as there is not many studies addressing to 

explore consumers’ narratives related to their engagement with brands on social media.  
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Appendix  

Appendix A – Layout of the Questionnaire in Italian and Portuguese 
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