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a b s t r a c t

This study extends brand relationshi p theory to the context of the microblogging platform Twitter. The 
authors investigate the impact of Twitter trust on users’ intentions to continue using the platform and 
to ‘‘follow’’ brand s that are hosted on Twitter (the trust transfer phenomenon). They also explore the role 
of perceived self-Twitter personality match in strengthening trust towards the Twitter brand. A cross- 
cultural American–Ukrainian sample allows to identify potential culture-based differences in brand per- 
sonali ty and brand trust concepts. The results show that the positive effect of trust in Twitter on its users’
patron age intentions is robust across two cultures wit h diverse history and ideology. An important novel 
finding is the influence of trust in Twitter on patronage intentions towards the businesses hosted on 
Twitter. However, this relationship reaches statistical significance only in the Ukrainian sample, signaling 
potential differences in the trust transfer processes in different cultures. The study confirms the role of 
similarity in personality traits between Twitter users and the Twitter brand in engendering trust in Twit- 
ter. The salience of different personality traits in the ‘‘personality match – Twitter trust’’ link for different 
cultures suggests important implications for global marketers.

� 2013 Elsevier Ltd. All rights reserved.

1. Introduction 

Broadly defined as web-based platforms that allow users to 
connect, share and contribute to the collective creation of content 
that is persistent and visible to all (Bradley, 2010 ), emergent social 
media structure s include blogs, wikis, and social networks. While 
different in technical specifications, they uniformly support ‘‘pub- 
lic displays of connections’’ (boyd & Ellison, 2008 ) and offer expo- 
nential spread of content, along with its unprecedented 
accessibility. These features of social media make it the fastest- 
growing marketing channel in the world (Coremetr ics, 2010 ).
Expenditures on social media marketing in the US are predicted 
to grow 34% annually and reach $3.1 billion in 2014 (Forrester Re- 
search, 2009 ). Although calculatin g the hard return on social media 
marketing remains a challenge, other indicators of its effectiveness 
abound. For example, 67% of Twitter users who become followers 
of a brand report buying that brand’s products, 60% of Facebook 
users who become a fan of a brand are more likely to recommend 
that brand to a friend, and 74% of consumer s’ buying decisions are 

influenced by the input from fellow social media participants 
(Business Week, 2009; imoderate.com, 2010 ).

While social media (SM) and its marketing applications prolifer- 
ate, developing distinctive strategie s for effectively targeting and 
engaging users on each platform remains a work-in-progres s. Dif- 
ferences in audience characterist ics (Hughes, Rowe, Batey, & Lee,
2012) may explain motivational, behavioral, and psychological dis- 
tinctions in SM membership choices, activity levels and continu- 
ance intentions. These differences in user characterist ics may not 
only account for users’ motivations to join and continue using a
particular SM site, but also explain users’ intentions to follow busi- 
nesses and brands ‘‘hosted’’ on this site, and potentially affect pur- 
chasing decisions. Therefore, developing an understa nding of the 
role of personality traits in engendering loyalty to a particular 
SM platform, and users’ behaviors towards brands ‘‘hosted’’ on 
the platform, would contribute towards the nascent theory of on- 
line consumer behavior and provide strategic insights for market- 
ing managers.

Academic research investigatin g differences in member motiva- 
tions, loyalty, and continua nce intentions towards each platform is 
insufficient. The majority of existing studies on determinants of SM 
participa tion take a utility-based approach and investigate gratifi-
cations obtained (Park, Kee, & Valenzue la, 2009 ), perceived value,
satisfaction , consumer knowledge of alternatives (Gu, Oh, & Wang,
2009), and habit (Barnes & Bohringer , 2011 ). Others utilize the 
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Technology Acceptance Model (Pookulanga ra & Koesler, 2011 ) and 
the Theory of Planned Behavior (Pelling & White, 2009 ) to explain 
participatio n and loyalty of SM users. However , with high informa- 
tion transparency and low barriers to entry in the social media 
industry, as well as low customer switching costs, new social med- 
ia that imitate the functionality of existing sites proliferate. This 
necessitates a closer investigatio n of the relationshi p- and brand 
personality-ba sed competitive advantage.

In this research we utilize the brand relationship theory per- 
spective, which maintains that by acting as identity-expres sing 
symbols, brands acquire stereotypical images and identities (per-
sonalities) in consumer minds, which helps position them as social 
relationship partners (Fournier, 1998 ). An essential catalyst for 
establishing and maintaining long-term relationship s is brand 
trust, defined as confidence in the brand’s consisten cy, reliability 
and honesty (Wang & Emurian, 2005 ). Trust facilitates customer 
satisfaction with and commitment to a brand (Chaudhuri &
Holbrook, 2001; Morgan & Hunt, 1994 ), which determine customer 
intentions to maintain the relationship and may facilitate trust 
transfer to other closely associated brands (Stewart, 2003 ).

In this study, we extend the brand relationship theory approach 
to the context of the microblogging platform Twitter. We contrib- 
ute to the extant literature by exploring the role of perceived self- 
brand personality match in strengthening brand trust and by 
investigatin g the impact of Twitter trust on both the intentions 
to continue using the platform and the intentions to follow and 
purchase other brands that are ‘‘hosted’’ on the Twitter platform 
(the trust transfer phenomenon). Following calls for internati onal- 
izing research, we utilize a cross-cultur al sample to identify poten- 
tial culture-base d differenc es in brand personality and brand trust 
concepts, and to validate the proposed theoretical links. The data 
were collected in the US and Ukraine (an emerging economy with 
17% internet penetration and 3% Twitter use rates by the adult 
population). The paper reports the results of the data analysis 
and concludes with the discussion of the findings and the implica- 
tions for advertiser s, marketing managers, and for future research.

2. Theoretical developmen t and hypotheses 

Trust, as an essential element in relationship initiation and 
maintenanc e, is a foundationa l concept of the relationship market- 
ing perspective (Anderson & Narus, 1990; Dwyer, Schurr, & Oh,
1987). In marketing, trust is broadly defined as ‘‘a willingnes s to 
rely on an exchange partner in whom one has confidence’’ (Moor-
man, Deshpande, & Zaltman, 1993 ). Morgan and Hunt (1994) iden-
tified trust and the resulting commitmen t as key mediators of 
successful buyer–seller relationships that lead to cooperation and 
reduce conflict and uncertainty in the business-to-bus iness con- 
text. In the end-consum er domain, brand trust represents a mani- 
festation of relationship quality (Crosby, Evans, & Cowles, 1990 ), is 
viewed as the essence of brand’s value to consumer s (Berry, 2000 ),
and is central for engendering brand loyalty (Chaudhu ri & Hol- 
brook, 2001 ). Previous studies found positive effects of trust on 
the likelihood of continuing a relationship (Crosby et al., 1990 ),
long-term orientation of the trustor (Ganesan, 1994 ), and con- 
sumer intent to make a purchase (Doney & Cannon, 1997 ).

Trust in the online environm ent is characterized by greater 
complexity (e.g. trust in the web site vs. trust in technolo gy), need 
for structural assuranc es of security and privacy, and the lack of 
tangible brand cues. The impersonality, anonymity and automa- 
tion of electronic transactions and communicati ons make it diffi-
cult for consumer s to evaluate the trustworthi ness of online 
vendors and other consumer s. Yet, trust is critical for both attract- 
ing traffic and completing successful online interactions , as well as 
creating and maintain ing online communitie s and virtual groups 

(Coppola, Hiltz, & Rotter, 2004 ). According to Princeton Survey Re- 
search Associates, 94% of Internet users say that being able to trust 
a site is very or somewhat important for their decision to visit it 
(PSRA, 2002 ). Earlier studies in electronic commerce found trust 
to be strongly related to shopper information disclosure (Metzger,
2004) and purchase intentions (Lumsden & MacKay, 2006 ). Follow- 
ing several breaches of user privacy and initiatives undertaken by 
members, similar to the ‘‘Student s against Facebook Newsfeed s’’
group and the ‘‘quit Facebook’’ movement (boyd, 2008 ), the issue 
of trust has become central to participatin g in social media. Re- 
search studies report that trust is one of the major factors influenc-
ing the intensity of networking activity on SM sites (Ulusu,
Durmus, & Yurtkoru 2011 ) and the information sharing intensity 
(Dwyer, Hiltz, & Passerini , 2007 ). Addition ally, privacy-c hallenging 
innovations have been found to disrupt users’ sense of control 
(boyd, 2008 ). Finally, arguments for introducing legal regulatio ns 
concerning privacy of social networks have been proposed (Hodge,
2006). Since three quarters of global online consumers spend 22%
of their online time on SM sites (Nielsen, 2010 ), understand ing 
whether and how trust in these sites affects users’ intentions to 
continue their membershi p and to recomme nd these sites to oth- 
ers is important for marketing researche rs and practitioners . Given 
previous findings of the positive role of brand trust in brand rela- 
tionship continuation, and the increased importance of trust in 
the online context, we propose that trust towards a social media 
brand is an important determinan t of users’ patronage (continu-
ance and recommend ation) intentions towards this social medium:

H1. Trust in a social media site will positively affect intentions to 
continue using this site and to recomme nd it to others.

The phenomenon of ‘‘transference’’, originating from social psy- 
chology (Andersen & Baum, 1994; Chen & Andersen, 1999 ), de- 
notes a pattern of carrying over the effects of past relationship s
into future relationshi ps, based on the activation of a cognitive 
schema triggered by a relevant stimulus . In personal relationships,
prior cognitive evaluations of (or emotions toward) a significant
other were shown to influence future assessments and feelings to- 
ward that significant other (Andersen & Baum, 1994 ). The explana- 
tion of this phenomeno n lies in the information -processing models 
of social judgmen t, whereby people draw upon pre-existing 
knowled ge when attempti ng to understand others (Fiske & Taylor,
1991) and in the affective stereotyping (Fiske & Pavelchak, 1986 )
characteri zing social cognition. In marketing and advertising,
numerous studies documented the transfer of celebrity qualities 
(trustworthiness, attractivene ss, expertise, etc.) and demogra phics 
(e.g. sex) to the products advertised (Debevec & Iyer, 1986; Lang- 
meyer & Walker, 1991 ), as well as the transfer of attitudes towards 
celebrities to brand attitudes (Ohanian, 1991; Till, 2001 ). Addition- 
ally, in sponsorship and co-brand ing literatures, symbiotic rela- 
tionships have been observed with ‘‘transfer ence of inherent 
values’’ from sponsored activities to sponsors and from one brand 
to another, constructing co-branded identities (Motion, Leitch, &
Brodie, 2003 ). Other empirica l findings showed that affective com- 
mitment to a brand ‘‘spills over’’ to complementar y brands, brand 
allies (Ruth & Simonin, 2003 ), and from offline to online retail 
brands (Levin, Levin, & Heath, 2003 ).

Trust transference has also been identified in previous studies.
For example, Zaheer, McEvily, and Perrone (1998) found a strong 
correlation between trust in an organization and trust in an indi- 
vidual within the organization, and Henslin (1968) observed cab 
drivers’ trust in a location influencing their trust in passengers 
from that location. Milliman and Fugate (1988) found that a sales- 
man can transfer the burden of establishing trust to a ‘‘proof 
source’’ – the industry association, which offered a verifiable evi- 
dence of the salesperson’s claim and led to greater intention to 
buy. In the context of online travel, associating new travel agency 
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brands with well-known brands increased consumer trust to the 
unknown brand and intention to purchase (Delgado-Ba llester &
Hernández-Espallardo, 2008 ). A study by Stewart (2003) on the 
role of hyperlinks between familiar and unknown commercial 
websites found that consumers perceived interactio n and similar- 
ity between the linked sites, which had a positive impact on the 
perceived trustworthines s of the unknown site. Lee, Kang, and 
McKnight (2007) examined trust transfer from an offline to an on- 
line setting and found that customer’s trust in an offline bank sig- 
nificantly influenced trust in its online banking counterpart. Lu,
Yang, Chau, and Cao (2011) found that a customer’s established 
trust in internet payment services influences his or her initial trust 
in mobile payment services. Finally, by examining the formation of 
potential customers’ online trust of a brick-and-c lick retailer be- 
fore they visited its online website, Kuan and Bock (2007) reported
that customers’ trust in the offline stores significantly affected 
their trust in the online counterpart.

The notion that Twitter trust spills over on Twitter-hosted 
brands that are followed by users can be considered from the per- 
spectives of Heider’s (1958) cognitive balance theory and Festin-
ger’s (1946) theory of cognitive dissonance. According to the 
balance theory, Twitter members will strive for harmony /balance 
in their attitudes towards Twitter and the brands they follow on 
the platform. This means that those who have high trust in Twitter 
will transfer this perception to the brands they follow on the plat- 
form. Similarly, the theory of cognitive dissonance would predict 
that those who experience a dissonance in their trust toward the 
Twitter brand and the hosted brands will be motivated to either 
abandon the platform or disassociate themselves from unreliable 
brands by not following them on Twitter. Thus, due to these cogni- 
tive and social processes, trust in Twitter is expected to transfer to 
Twitter-hos ted brands that are followed by users on the platform.

By establishi ng brand accounts in SM, companies engage in con- 
versations with existing and potential customer s and expose them- 
selves to close scrutiny and viral word-of-mout h. Since trust in SM 
influences the intensity of networking (Ulusu et al., 2011 ) and 
information sharing (Dwyer & Hiltz, 2007 ), Twitter users who trust 
Twitter will interact more with the brands hosted on Twitter.
These repeated interactions and mutual information disclosure 
are likely to facilitate the transfer of trust in Twitter to the hosted 
brands followed by the user (Doney & Cannon, 1997; Strub &
Priest, 1976 ). This transferred trust is hypothes ized to impact 
patronage intentions towards these followed brands (intentions
to visit their websites, make purchases, and to recomme nd them 
to friends).

H2. Trust in the social media site will positively affect patronage 
intentions towards the brands the user follows on the site.

Based on the symbolic interactionism perspective (McCracken,
1988) and prior research on consumer propensity to incorporate 
brands into self-concept constructi on and expression (Escalas,
2004; Fournier, 1998 ), prior engagement with the hosted brands 
that SM members follow on the site should be a factor determining 
intentions to make purchases from these brands’ websites and rec- 
ommend them to others. For example, it has been shown that the 
intensity of ‘‘brand engagement in self-concept’’ (BESC) leads to 
greater awareness and recall of those brands, as well as higher 
preference and loyalty to them (Sprott, Czellar, & Spangenb erg,
2009). It has been further argued that higher levels of BESC lead 
to better attention to brand stimuli in the environment (Sprott
et al., 2009 ), which may provide those brands a competitive edge 
in the cluttered SM environment.

H3. Brand engagem ent with brands that are followed on the social 
media site will positively affect users’ patronage intentions 
towards these brands.

According to the social identity theory (Festinger, 1954; Tajfel &
Turner, 1986 ), similar attitudes, personality traits, background, and 
perceptions about life invoke cultural stereotypes and lead to cat- 
egorizing people into social ‘‘in-groups’’. The marketing literature 
on source similarity has supported this theory by numerous re- 
search findings showing that the buyer is more strongly influenced
by a seller with whom he/she shares certain attributes (Byrne,
1962; Byrne, Griffitt, & Stefaniak, 1967; Dion, Easterling, & Miller,
1995; Stotland, Zander, & Natsoulas, 1961; Taylor & Woodside,
1982). The social response theory (Moon, 2000, 2003; Reeves &
Nass, 1996 ) posits that people apply social rules in communi cating 
with humanlike virtual entities, with several studies confirming
that consumers exhibit preferences to interact with computer s
possessing similar personali ties, and are more satisfied with such 
interactio ns (Nass, Moon, Fogg, Reeves, & Dryer, 1995 ). In the e- 
commerc e context, it has been shown that an avatar’s (virtual sales 
representat ive’s) internal similarity to the buyer positively affects 
purchase intentions (Pentina & Taylor, 2010 ). It is possible that 
SM users also take perceived similarity into account when making 
a decision to trust, join, and continue using an SM site. Under- 
standing users’ perceptions of SM brand identities and their assess- 
ments of how strongly these sites match and reflect their own 
identities may be important for creating new and unique SM 
brands that can be trusted, and for uniquely utilizing SM sites for 
marketing.

Research on consumer relationship s with brands has shown 
that brands are increasingly anthropomorp hized and perceived 
as social entities by consumers. For example, Aaker (1997) showed
that consumer s ascribe human personali ty qualities to brands, and 
Fournier (1998) identified existence and developmental stages of 
interpers onal relationship s consumers develop with brands. In 
the online context, brands have been proposed to represent in- 
stances of socially constructed identities, created by both market- 
ers and consumers (Muniz & O’Guinn, 2001 ), that reflect
characteri stics associate d with the typical user, as well as with 
advertisi ng images and associations (Poddar, Donthu, & Wei,
2009). Consistent with this, attempts have been made to describe 
online brand personalities (Okazaki, 2006 ), e-brand personalitie s
(Park, Choi, & Kim, 2005 ), and website personalities (Chen & Rod- 
gers, 2006 ) using both pre-existing personality scales and lists of 
adjective s derived from qualitative research. The role of website 
personali ty in eliciting visitors’ trust has been studied by Tan and 
Sutherland (2004) who found that extroversion and openness to 
experience lead to a higher disposition to trust, while neuroticism 
and conscientious ness negatively affect the disposition to trust.
However , all prior studies mainly focused on mechanisms of creat- 
ing different personality dimensio ns using various web design and 
interactiv e tools. Only one study to date has attempted to intro- 
duce the Perceived Social Network Site Personality construct and 
found that it differentially affects the members’ activity level and 
their attitudes towards marketing messages on the site (Wehrli,
2008). A few attempts have also been made to evaluate the role 
of social media users’ personality traits in their preference for so- 
cial media sites, and in the preferred uses (social vs. informat ional)
of these sites (Hughes et al., 2012 ). However, no research to date 
has investiga ted the role of personality match (similarity) between 
the social media site and its members in engendering members’
trust.

For the purposes of this study, we define brand personality of a
social media site as a combination of human personality traits 
associate d with a particular social media site brand (Aaker, 1997;
Azoulay & Kapferer, 2003 ). By facilitating human interactions, so- 
cial media sites possess the important relational attribute of reci- 
procity (Fournier, 1998 ), which renders them the legitimacy of 
social agents and human-like identities. Earlier research has shown 
that symbolic meaning of brands reflects attributes associate d with 
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groups using the brand and is used to help enhance self-concept 
through brand adoption (McCracken, 1988 ). It can be inferred that 
an SM brand should reflect attributes generally ascribed to its 
members, as well as the online activities they engage in, and there- 
fore would engender trust from those individuals who associate 
themselves with this in-group. Perceived personal similarity was 
earlier shown to positively affect trust between interviewer s and 
applicants (Gallois, Callan, & Palmer, 1992 ), franchisees and suppli- 
ers (Nicholson, Compeau, & Sethi, 2001 ), and buyers and sellers 
(Doney & Cannon, 1997 ). By joining a particular SM site, its mem- 
bers may perceive its brand identity as similar and more easily 
identify with it, which should lead to greater brand trust. There- 
fore, based on the Social Identity (Tajfel & Turner, 1986 ) and Social 
Response (Moon, 2000, 2003 ) theories, perceived self-brand per- 
sonality match may have an effect on the trust, which individua ls 
have in an SM brand (Escalas & Bettman, 2005 ):

H4. Perceived personali ty match with a social media site will be 
positively related to trust in the site.

Defined as ‘‘shared perceptions of the social environm ent’’ (Tri-
andis, 1972 ), culture incorporate s language, art, customs, habits,
knowledge, morals, and beliefs acquired by a person in the process 
of socializati on (Tylor, 1958 ). It affects information processing and 
evaluation and has an influence on each individual’s self-construal 
and group identification (Markus & Kitayama, 1991 ). It also has an 
impact on the mechanism of cognitive stereotypi ng that leads to 
classification and evaluation of self and others in terms of person- 
ality traits and similarity, shaping the attitudes and behaviors to- 
wards relationshi p developmen t and maintenance. Although 
prior research has not found any differences in the strength of 
trust-commi tment relationship between Type 1 (individualistic,
small power distance, weak uncertainty avoidance) and Type 2
(collectivistic, large power distance, strong uncertainty avoidance)
cultures, several studies identified differences in trust antecedents 
among cultures (Kim, 2005; Pavlou & Chai, 2002 ). Dominated by 
the Russian communal culture through the 17–19th centuries 
and by the Soviet ideology for a large part of the 20th century,
Ukrainian population has distinctiv e preferenc es for the personal- 
ity traits desirable in a relationshi p partner (Badan, 2011 ). Accord- 
ing to Katz (2008), Ukrainians are ‘‘generally serious people who 
rarely smile and may seem stern.’’ They appreciate sincerity, firm-
ness and dependability in their relationship counterpar ts. For 
them, relationship building is a slow process and patience is of crit- 
ical importance (Katz, 2008 ). Based on this, the personali ty traits 
Ukrainians would prefer in their relationshi p partner for greater 
trust and relationshi p continuatio n should differ from those pre- 
ferred in the US (Robins, Caspi, & Moffitt, 2000 ).

H5. Different traits will be salient in personality match affecting 
trust in a social media brand in Ukraine and the US.

3. Method 

3.1. Context 

Born in 2006 as a side project and spun off into a different com- 
pany in 2007, Twitter was an unusual entrant on the social media 
scene. Although similar to other Web 2.0 phenomena in terms of 
growth (currently 500 million registered users; TechCrunch,
2012), the micro-bloggi ng site holds a distinct status by allowing 
members to follow anyone without being followed back and limit- 
ing all posts to 140 characters. The fact that only 16% of adult SM 
participants are registered on Twitter (compared to the 66% who 
have a Facebook profile) and the distinctive Twitter demograph ics 
(higher income and education levels compared to other SM) (Pew

Internet, 2012 ) suggest that Twitter may project a unique brand 
personali ty that appeals only to certain types of users (represent-
ing a niche brand). These features make Twitter an appropriate 
context for testing the proposed brand relationships. Addition ally,
with the recent adoption of the ‘‘Do Not Track’’ feature, Twitter 
command s higher levels of user trust compared to other social 
media (Bilton, 2012 ), which may permit more accurate identifica-
tion of Twitter trust antecedents and consequences .

Although internet penetration in the developing countries still 
lags behind, its rate of growth, as well as the growth rate of social 
media use, far exceeds those of the developed world (The Econo- 
mist, 2011 ). Ukraine, boasting a high level of education and literacy 
and classified as an emerging market by the World Trade Organiza- 
tion, the United Nations, and the World Bank, is representat ive of 
other former Soviet countries in economic transition. With the 
GDP per capita estimate d at $7,200 and the human developmen t
index of 0.729 in 2011, Ukraine is undergoing a prolonged complex 
transition to a free-market, consumptio n-based economic model.
Its emerging middle class exhibits great interest and involvement 
with the Internet as both information al and commercial communi- 
cation channel. Therefore, understa nding the principles of social 
media consump tion can both assist marketing managers in devel- 
oping strategie s and provide insights into the potential role of cul- 
ture in brand relationshi p developmen t.

3.2. Sample and procedure 

Data were collected in the US and Ukraine via an online survey.
All questions were translated and back-translate d from Ukrainian 
to English by two bilingual authors to avoid language-related er- 
rors in the analysis. In the US, the link to the survey was distributed 
by two Twitter members (with 14,000 followers combined) to their 
followers with a request to complete the questionnair e. The 
respondents were also encouraged to forward the survey link to 
their followers. As a result of utilizing this snowball technique,
appropriate for the exploratory stage of research, 184 complete d
responses were collected. The average age of respondents was 
40, with 62% female and 85% having complete d college. These 
demogra phics reflect the profile of Twitter members with an aver- 
age age of over 35; 53% female, and household income of over 
$60,000 (Cheng & Evans, 2009 ). In Ukraine, the link was distributed 
by six established Twitter members (with 15,000 followers com- 
bined) to their followers with a request to complete the question- 
naire and then forward it to their followers. The link was also 
posted in online forums of the Ukrainian Twitter Community .
The Ukrainian sample (n = 125) was 55% male, with an average 
age of 28 years old, and with 89% of respondents having at least 
a bachelor’s degree. These demographics correspond to the profile
of Twitter members in Ukraine constructed by Universal McC- 
ann Wave5 and GfK Ukraine, with 87% between 16 and 34 years 
of age, and 61% male (Universal McCann Wave5, 2011 ). The estab- 
lished Twitter members selected for survey disseminati on were 
determined based on their diversified occupations, gender, age,
and the consisten cy between these characteri stics and each coun- 
try’s Twitter user profile. The characteristics of the established 
Twitter users in Ukraine and the US are provided in Table 1.

3.3. Measures 

All constructs were measure using established scales. Trust in 
Twitter was measured by the Dwyer and Hiltz (2007) scale, Engage- 
ment with other Brands – by the Sprott et al. (2009) scale. The out- 
come variables of patronage behavioral intentions regarding 
Twitter and other brands were adopted from Dwyer et al. (2007)
and Sprott et al. (2009), respectively. While past research indicates 
that consumers ascribe human-like personality characteristics to a
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wide variety of brands, including retail stores and services (d’Astous
and Lévesque, 2003 ), no universally accepted metrics or scales to 
measure these characterist ics exist. Numerous studies utilize con- 
text-specific brand personality measureme nts stemming from the 
Five Factor Model (Goldberg, 1993 ) or the five empirically derived 
brand personality dimensions of sincerity, excitement, competence ,
sophisticati on, and ruggedness (Aaker, 1997 ). For the purposes of 
this research, the 10-item personality inventory (TIPI, Gosling,
Rentfrow, & Swann, 2003 ) has been utilized. This choice was made 
due to the highly social nature of the brand under considerati on that 
most likely would have a personality consistent with that of hu- 
mans and because prior research on social networks personality 
confirmed its relevance (Wehrli, 2008 ). Additionally, the Big Five 
personality dimensional structure has been found highly replicabl e
across cultures (Schmitt, Allik, McCrae, & Benet-Martínez, 2007 ),
which favored its use in this research for both samples. The inde- 
pendent variable Perceived Personality Match was calculated as a
squared distance between the respondents’ evaluations of their 
own personality scores and the Twitter personality scores (with
the opposite sign) (Parker, 2009 ). All items with their descriptive 
statistics are presented in the Appendix.

4. Results 

Partial Least Squares (PLS), specifically SmartPLS 2.0 (Ringle,
Wende, & Will, 2005 ), was used to assess the psychometri c proper- 
ties of the measureme nt model and to test the hypothes es. Our 
proposed model (Fig. 1) contains latent constructs with attitude 
measureme nt items (both formative and reflective) to explain the 
antecedents and consequences of user trust in an SM brand. Such 
measures are rarely normally distributed (Peterson & Wilson,
1992) and do not meet the multivari ate normality assumptions re- 
quired by the alternative covariance-based structural equation 
modeling method (Fornell & Bookstein, 1982 ). Chin, Peterson,
and Brown (2008) advocate the use of PLS path modeling when 
researchers have to estimate a complex model capturing attitudes 

and behaviors using relatively small sample, such as ours. Covari- 
ance-based structural equation models are full information proce- 
dures that are less appropriate for early stages of theoretical 
developmen t because even one wrongly specified structural path 
or one construct with weak measures will affect all other estimate s
througho ut the covariance-based structural equation model (Chin
et al., 2008 ). PLS path modeling, being a component-ba sed least 
squares alternative, is more robust to these issues.

Composite reliability scores (ranging from 0.89 to 0.97) con- 
firmed scale reliability and the internal consistency of the con- 
structs in both samples (Gefen, Straub, & Boudreau, 2000 ). Since 
the measure of Personality (Mis)Match is formativ e, we report 
the reliability measures for trust, brand engagement and patronage 
behavioral intentions (Table 2). Consistent with the guidelines of 
Fornell and Larcker (1981), the average variances extracted (AVEs)
are all above 0.70. Convergent and discriminant validity of the 
three constructs were assessed by two criteria: (1) each item 
should have a higher loading on its hypothesized construct than 
on other constructs and (2) the square root of each construct’s 
average variance explained should be higher than its correlation 
with other constructs. All items loaded highly on their correspond -
ing construct with low cross loadings. Then we compared the 
square root of the AVE of a construct with its correlations . As Ta-
ble 2 indicates, the AVE’s square root is greater than the cross-cor- 
relations among the constructs.

The measureme nt of the structural model was estimated using 
the PLS approach . First, the overall structural model containing 
both sub-samples was tested, followed by separate tests of the 
US and Ukrainian data. The results of the model estimation for 
the combined data, including the standardized path coefficients,
significance of the paths based on two-tailed t-test, and the 
amount of variance explained, are presented in Fig. 1. Hypothes es 
H1, H2, H3 and H4 were supported. Trust in Twitter is significantly
related to patronage intentions towards the site (b = 0.63, p < 0.01),
accountin g for 40% of the variance. Similarly, the effects of trust in 
Twitter (b = 0.21, p < 0.01) and brand engagement with businesses 

Table 1
Profiles of Twitter users who distr ibuted the survey.

Occupation Country Age Gender Number of followers 

IT entrepreneur, internet-marketing consultant Ukraine 31 M 3650 
IT society organizer and leader Ukraine 34 M 3500 
Lecturer and business consultant Ukraine 42 M 550 
Business events organizer Ukraine 37 M 1900 
PR consultant Ukraine 32 F 2800 
Fashion and show-biz blogger Ukraine 28 F 2600 
Social media consultant US 52 F 5500 
IT blogger US 38 M 8500 

Fig. 1. Structural model testing results for combined data.
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followed by respondents on the SM site (b = 0.59, p < 0.01) on the 
intentions to patronize these businesses (H2 and H3) were sup- 
ported. Trust and brand engagement together explain 45% of the 
variance of the behavioral intentions towards followed brands. Fi- 
nally, personality match is significantly related to trust (b = 0.20,
p < 0.05), in support of H4.

To test Hypothesis 5, we examined separate roles of matching 
personality traits that affect trust in Twitter for each sub-sample 
(Fig. 2). US respondents who perceived Twitter similar to them in 
Extroversion (b = 0.28, p < 0.05), Openness to New Experiences 
(b = 0.29, p < 0.05) and Emotional Stability (b = 0.32, p < 0.05) indi- 
cated greater trust towards Twitter. For Ukrainian respondents,
only the match in Conscientiousnes s (b = 0.37, p < 0.05) is signifi-
cantly related to trust, supportin g H5.

5. Discussion and implications 

The results confirm the important role of brand trust in the con- 
text of social media by supportin g positive effects of trust in Twit- 
ter on its members’ intentions to continue using the social network 
platform in the future and to recommend the platform to their 
friends. This finding supports the culturally-inva riant role of trust 
in engendering commitmen t and loyalty identified in previous re- 
search (Pavlou & Chai, 2002 ). An important finding that trust in 

Twitter is positively correlated with patronage intentions towards 
the hosted brands that are followed by Twitter users was statisti- 
cally significant only in the Ukrainian sample. This result may sig- 
nal the existence of differences in the trust transfer processes in 
different cultures. A potential explanat ion could be the high- 
context character of the Ukrainian culture, whereas persons and 
contexts contain meanings that are not explicitly conveyed in mes- 
sages, which tend to be implicit and indirect (Gudykunst et al.,
1996). Therefore, Ukrainian Twitter users may look more intently 
for meanings, and attribute the connections between Twitter and 
the hosted brands more readily. As a result, they would transfer 
their trust in Twitter to the brands they follow on Twitter more 
willingly than American Twitter users who, as representative s of 
low-context culture, would not immediatel y associate presence 
on the platform with similarity to it without a more explicit and di- 
rect connection present.

Our findings confirm the relationship of prior engagement with 
hosted brands with behavioral intentions towards those hosted 
brands (visiting their websites , making purchases and recom- 
mending them to others) for both cultures. This suggests that so- 
cial media sites and compani es that are hosted on these sites 
might benefit from designing and implementi ng different relation- 
ship building strategies in different cultures. In particular, it ap- 
pears that mere presence on a social platform may render 
advantag es to companies in high-context cultures if platform users 

Table 2
Composite reliability, AVEs and construct correlations US and Ukraine.

Composite 

Reliability AVE 1 2 3 4

US sample 
1. Trust 0.89 0.74 0.86
2. Brand engagement in self concept 0.98 0.88 0.17 0.94
3. Patronage intentions towards Twitter 0.96 0.93 0.33 * 0.76** 0.96
4. Patronage intentions towards followed brands 0.97 0.92 0.21 0.79 ** 0.22 0.96

Ukrainian sample 
1. Trust 0.92 0.79 0.89
2. Brand engagement in self concept 0.95 0.76 0.32 * 0.88
3. Patronage intentions towards Twitter 0.96 0.92 0.62 ** 0.28* 0.96
4. Patronage intentions towards followed brands 0.93 0.76 0.48 ** 0.48** 0.55** 0.87

The bold values are the square root of AVE. The significance level for each correlation is added.
* p < 0.05.
**p < 0.01.

Fig. 2. Structural model testing results with all five personality match variables.
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have trust in the platform. On the contrary, mere presence on a
trusted social media platform is not sufficient for businesses to ob- 
tain customer patronage in low-context cultures, and other 
engagement techniques should be employed. In fact, a recent re- 
port notes that 64% of Twitter users are more likely to make a pur- 
chase from a brand that answers their tweeted questions and pays 
attention to their comments (eMarketer, 2011 ).

Our results also suggest that similarity in personality character- 
istics is positively related to trust, extending the existing findings
on the role of perceived source similarity in persuasio n, sales out- 
comes, and relationship quality Pentina & Taylor, 2010 (; Smith,
1998) to the context of social media. Interestingl y, and in support 
of our hypothesis, a match in different personali ty traits is impor- 
tant for trust development in different cultures. The US respon- 
dents who perceived Twitter to be similar to themselves in 
Extroversion, Openness to New Experiences, and Emotional Stabil- 
ity exhibited greater trust in Twitter than those who considered 
Twitter similar to them in Agreeablenes s and Conscienti ousness 
or did not perceive any similarity with Twitter’s personali ty. Ukrai- 
nian respondents considered match in Conscientiousnes s to be the 
only personality-rel ated similarity that increased their trust in 
Twitter. This finding may be indicative of different values assigned 
by different cultures to personality traits in the relationship-bu ild- 
ing processes, as well as of the different functions the Twitter plat- 
form may perform in Ukraine and the US.

Media reports show that Ukrainian Twitter users utilize the 
platform to a large extent for the purposes of obtaining objective 
information and news (as opposed to ‘‘paid’’ news and propa- 
ganda), and for professional goals of promoting their businesses 
and following industry trends. For example, the majority of the 
25 most popular hashtags in the past 6 months relate to the world 
and Ukrainian news (#ukraine, #news, #ua, #us, #kiev) (Watcher ,
2012). American participa nts, on the other hand, may use Twitter 
more for socializing and congregatin g with like-mind ed others.
According to Pew Internet report, 72% of US Twitter users post up- 
dates related to their personal life, activities or interests, with one 
in five (19%) doing it at least once a day. Additionally , 62% of Amer- 
ican Twitter users post updates related to their work life, activities 
or interests, with 12% doing so on a daily basis, and only 55% of 
Twitter users share links to news stories, with 12% doing this at 
least once a day (Smith & Rainie, 2010 ).

Previous research in the US context recognizes that both Extro- 
version and Opennes s to New Experiences predispose people to 
socialize, with Extroversion considered critical in new tie forma- 
tion (Wehrli, 2008 ) that mainly characterizes Twitter use. Prior 
studies also report negative relationshi p between Conscientious- 
ness and using Twitter for socializati on purposes (Hughes et al.,
2012), providing tentative support for the function-r elated expla- 
nation of the observed differences. Although no prior cross-cultural 
studies exist on the role of personality match in trust formation,
we speculate that the traditionally introvert ed communi cation 
patterns and the high-context culture (Podolyan, 2005 ) may deter- 
mine the lower importance of personality match in Extroversion 
and Opennes s to New Experiences for Twitter trust development.
Mean responses to the Big Five scale reveal that Ukrainians charac- 
terize their extroversion (4.78 out of 7) and openness (5.3 out of 7)
significantly lower than Americans (5.09 and 5.85 respectively),
and consider themselves more neurotic (3.99 vs. 2.87 for the US 
sample). While both Ukrainians and Americans evaluate their con- 
scientiousne ss rather highly (5.64 and 5.35), Ukrainian respon- 
dents also believe Twitter to be more dependable and self- 
disciplined (4.53 out of 7) than do American Twitter users (3.06
out of 7). These numbers may support the culture and values- 
based explanat ion of differences in matching traits leading to 
greater trust. Thus, it is possible that both cultural and functional 
explanation s combine to explain the findings.

Our findings suggest that in order to increase membership and 
stimulate desirable consumer behaviors, social media sites could 
attune their brand identities to those of their participa nts in order 
to facilitate formatio n of stronger relationshi ps. This may involve 
voluntari ly limiting target segments of potential users by project- 
ing a more narrowly defined and specific image to attract customer 
segments with certain personali ty traits, as well as from different 
countries . The study also indicates that strategically , advertiser s
should utilize different approach es depending on the site’s pro- 
jected personality characterist ics, the degree of user’s trust in the 
site, and the cultural context. For example, it appears that to attract 
and form relationship s with users who are Extrovert ed and Open 
to New Experiences in a low-context culture, advertisers should 
intensify brand engagement, such as soliciting and responding to 
questions , inviting participatio n in community involvement and 
new product developmen t. It may be sufficient to just be present 
on a platform to earn trust by association in high-context cultures.

6. Conclusion and future research 

As social media are acquiring greater importance for global 
marketing and advertising (both on the Internet and via mobile 
networks ), understanding the mechanisms of users’ relationshi p
formatio n with the social media brands becomes imperative for 
managers and scholars. As an essential element of relationship ini- 
tiation and maintenanc e, trust has been shown to play a role in 
engenderi ng commitment and loyalty and, as a result, reducing 
relationshi p maintenance costs (Chaudhuri & Holbrook, 2001;
Crosby et al., 1990 ). This study extends our understand ing of the 
role of trust in a social media brand by confirming its positive rela- 
tionship with the users’ intentions to continue using the site and to 
recomme nd it to others. Notably, the positive effect of trust in 
Twitter on its users’ patronage intentions is robust, manifesting 
in the context of different cultures, with diverse history and ideol- 
ogy. Given Twitter’s greater potential for user anonymity (due to 
absence of the requiremen t for reciprocal following), it is possible 
that the role of trust in the social media sites with greater expecta- 
tions of personal informat ion disclosure will be even higher. There- 
fore, an obvious suggestio n for future research would be to 
evaluate the importance of trust for patronage intentions and 
behaviors in other social media.

An important novel finding is the relationship of trust in the social
media brand with patronage intentions towards the businesses hosted
on the social media platform and followed by the SM users. While this
relationship is not universal (it lacks statistical significance in the US
sample), the possibility of trust transfer in the context of social media
is certainly a fruitful area for future investigation. Further, hypothesiz-
ing and testing the role of culture in online users’ associative attribu-
tions also presents an interest for developing theories in the nascent
area of online consumer behavior.

An important contributi on of this research to the existing mar- 
keting literature is confirming the role of similarity in personality 
traits between social media users and the social media brand for 
developing trust in the SM brand. Previous studies utilizing per- 
sonality characterist ics as antecedents to their social media 
choices, activity patterns, and preferred functional uses, reported 
inconsistent and contradictor y findings (Hughes et al., 2012 ). The 
finding that customers trust SM brands that are similar to them 
in particular characteristics may help explain the emotional con- 
nection that forms between brands and consumers. This approach 
paves the way to more nuanced and contingency -based research in 
the relationship marketing area. Finally, the salience of different 
personali ty traits in the ‘‘persona lity match – brand trust’’ link 
for different cultures presents a promising potential for studying 
the role of culture manifestation at the individua l customer level.
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Some limitations of this study warrant caution in generalizing 
our results to broader populations. The method of snowball sam- 
pling could have introduced selection bias in the data collection.
Random sampling in subsequent studies is recommend ed to re- 
duce the impact of such bias. Another limitation was the method 
of aggregating multiple hosted brands/business es for one of our 
dependent variables (intention to visit hosted brand’s website,
intention to make a purchase, and intention to recommend 
to friends). Future research should consider conducting the analy- 
sis at the individual hosted brand/bus iness level – a method 

adjustment that would require a larger sample size. Another limi- 
tation that should be addresse d by future research is lack of sepa- 
ration between the familiar hosted brands and those brands that 
were newly introduce d to consumers on the social media platform.
Despite the above limitations, this pioneering study makes an 
important contribution to the social media marketing literature 
by bringing together and identifyin g the links between self-brand 
personali ty match, brand trust, and patronage intentions towards 
both the SM brand and the businesses hosted and followed on 
the platform in the cross-cultur al comparison of Twitter users.

Appendix A. Measureme nt scales and descriptive statistics 

Variable US sample Ukrainian sample t Test 

M SD M SD 

Trusta

Do you-trust this social network? 3.61 0.89 3.70 1.09 (0.54)
Do you-rely on this social network? 3.57 1.10 3.44 1.19 (0.66)
Do you-believe this social network is honest? 3.55 0.80 3.56 0.99 (0.04)
Brand engament a

I consider these brands to be part of myself. 3.14 1.59 2.12 1.18 4.22 ��

I often feel a personal connection between these brands and 3.56 1.63 2.23 1.25 5.33 ��

Part of me is defined by these brands. 3.05 1.50 2.34 1.30 2.94 ��

I can identify with these brands. 4.29 1.83 2.19 1.22 7.90 ��

There are links between these brands and how I view mysel 3.47 1.69 2.42 1.29 4.09 ��

These brands are an important indication of who I am. 3.03 1.59 2.26 1.21 3.21 ��

Personality (Subjects’ personality and Twitter Personality)b

Extroverted and enthusias tic 5.09 6.12 1.63 1.28 4.78 5.56 1.19 1.34 1.31 2.56 ��

Critical and quarrelsom e 3.18 4.06 1.56 1.87 4.30 4.48 1.19 1.46 (4.90)� (1.52)

Dependable and self-disci plined 5.35 3.06 1.19 1.63 5.64 4.53 1.01 1.31 (1.58) (6.00)��

Anxious and easily upset 2.87 3.66 1.52 1.84 3.99 3.69 1.52 1.52 (4.45)� (0.12)

Open to new experiences and complex 5.85 5.84 1.18 1.29 5.30 4.58 0.94 0.95 3.12 �� 6.76

Reserved and quiet 3.10 1.93 1.66 1.36 4.33 3.14 1.31 1.55 (4.98)� (5.00)��

Sympatheti c and warm 5.41 3.93 1.42 1.68 5.28 4.31 1.20 1.53 0.61 (1.45)
Disorganized and careless 2.76 4.01 1.66 1.83 2.92 3.92 1.31 1.23 (0.61) 0.39 
Calm and emotionally stable 4.97 3.09 1.35 1.48 4.66 3.87 1.44 1.30 1.33 (3.38)��

Conventional and uncreative 2.13 2.29 1.41 1.66 3.28 2.97 1.20 1.41 (5.29)� (2.67)��

Patronage intentions towards Twitter c

Do you intend to continue using Twitter in the future? 1.43 0.82 1.77 1.16 (1.97)
Do you intend to recommend Twitter to your friends? 1.78 1.04 2.06 1.24 (2.01)�

Patronage intention towards followed brands (How likely are you to.)d

Visit the website for the businesses/br ands you followed on 1 5.1 1.72 5.3 1.68 (0.02)
Make online purchase s from these sites? 4.48 1.97 4.09 1.92 1.15 
Recommend these brands to friends or acquaint ances? 4.83 1.77 4.72 1.76 0.38 

* p < 0.05.
**p < 0.01.

a Anchored by (l = ’’strong]y disagree’’ and 5 = ’’strongly agree’’).
b Anchored by (1 = ’Extremely non-characteristic’’ and 7 = ’’extremely characteristic’’).
c Anchored by (Indefinitely yes’’ and 5 = ’’definitely not’’) scale is reverse coded.
d Anchored by (l = ’’very unlikely’’ and 7 = ’’very likely’’).
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