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ABSTRACT 

 
This study focuses on analyzing the effects of brand awareness 
through the use of social media in consumer acquisition from 
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Generation Y and Z, specifically in the fast-food industry. 
Specifically, it aims to investigate the impact of social media and 
brand awareness on consumer food habits, especially content 
created by a company's customers since it has been determined to 
have a research gap. The researchers used a stratified sampling 
method for this study because they had to split the data population 
into several clusters before the desired qualifications were fulfilled. 
In addition, the study's population is limited to two generations: 
Generation Y and Generation Z. The data were then analyzed on a 
survey of 385 participants. Given the constraints of the new 
pandemic, the testing instruments will be disseminated, compiled, 
and interpreted online. The results revealed that brand awareness 
and social media have a significant impact on consumer acquisition 
in both Generations Y and Z. In the fast-food industry, both of these 
factors are critical in encouraging customers to make a purchase. 
 

Keywords:  Brand Awareness, Consumer Acquisition, Fast-food, 

Generation Z, Millennial, Social Media  

 

INTRODUCTION 

 

Engagements of consumers in terms of social media endeavors 

develop relationships on brand equity, brand satisfaction, brand 

loyalty and customer retention (Ali & Cheng, 2012). The 

interrelation of these factors has also been proven in order to 

develop proper strategies in using social media in dealing with past 

consumers with experiences to the fast-food company even before 

adopting digital media. Some findings show that increasing in the 

promotional efforts could likely result in brand awareness and 

equity, but the contents of these efforts are not yet determined in 

regard to the type that could attract new consumers such as key 

purchase drivers, particularly of that of Generations Y and Z. 
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Although the emergence of such media created a platform for 

people to interact with each other, the number of followers doesn’t 

usually equate to the performance of the company (Gascón, 2017). 

It has been established that the Internet provides ways in 

delivering brand awareness but the effects of such are all in favor 

of those who have previously encountered the fast-food company 

and not of those who haven’t. With the numerous users of social 

media, and the increasing interest of the consumers to 

advertisements (Tan et. al., 2012), it is quite challenging to remain 

in their minds and compete in generating new sales.  

Social media has played a substantial factor in helping people 

interact and connect with others. It also provided new information 

that would support their knowledge and would later gain them 

insights into what they just have found out (Manning, 2014). As 

listed in the 2018 Global Digital Report, Asia has consumed a lot 

of time using social media. The United Arab Emirates ranked 

ninth in the "Time Spent on Social Media" category, while 

Malaysia ranked fourth and Indonesia ranked third. Overall, the 

Philippines had the highest social media usage rate in the world, 

garnering an average of three hours and 57 minutes every day. As 

for the age of social media users, generally, younger adults spend 

much more time than older adults. In Japan, 82% of those ages 18-

36 are on social media while Germany had a total of 74%. In the 

Philippines, 78% of the people aged 36 below are on social media 

compared with the 20% of the older adults (Poushter et al., 2018). 

As social media continues to influence people's lives, they now tend 

to use it as a guide or a way to make specific decisions. Thus, it has 

also caused companies to adopt social media and use it as a method 

to reach out and engage with their customers. 71% of the customers 

now reflect their purchasing behavior based on social media 

referrals (Ewing et al., 2019). With that said, brand equity would 

also increase its value by offering customer interaction that would 
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later affect the relationship of the customers and the company 

(Khan et al., 2016). 

With the Philippines having the longest hours spent in social 

media, with the majority coming from ages 36 and below who's 

purchases are greatly influenced by social media, it is an open door 

to the fast-food companies to acquire new younger consumers and 

use such opportunity to create content that attracts Generation Y 

and Z consumers. The effect of the use of social media and brand 

awareness on consumer’s food preferences, especially those content 

developed by a company's consumers, was ascertained to have a 

research gap. The consumer’s food habits, social networking, and a 

person’s overall behavior as a consumer are all issues that 

interrelate with each other in some way. There are some phases 

that one has to consider in order to fully understand the 

effectiveness of brand awareness through social media in fast-food 

consumption. For instance, the influence that the internet has had 

on consumer’s habits; also, it's important to relate this to the 

emergence of technology or the use of mobile devices and social 

media. It is covered by parameters and a company’s attainment 

that would be measured by how effectively they use social media 

as a platform to target consumer’s needs and wants. Likewise, the 

capacity to comprehend the effects of social media on the study of 

customer behavior is important, hence, the purpose of this research 

is to be able to answer and convey the effectiveness of brand 

awareness through social media in acquiring new fast-food 

consumers. 

 

REVIEW OF RELATED LITERATURE  

 

Consumer Acquisition  

Social network marketing has been an important method for 

increasing an organization's competition because it allows for a 
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rapid response from a focused audience. These immersive 

experiences enable customers to engage with the company and feel 

as though they are in a partnership with it. Furthermore, both 

social media marketing and brand loyalty are essential 

components for consumer acquisition Riaz et al. (2019). They will 

be more inclined to acquire a product or service if they are exposed 

to advertisements on social networking sites such as Facebook 

(Munir, 2017). In social media marketing, there must be an 

exchange—-that is, the impact of this media marketing campaign 

should have an impact not just on the internet environment or 

online, but also on the exchange of actual sales.  

According to Gascon et al. (2017), it is believed that the parent 

company's income has a significant impact on social media 

operation since a certain amount of revenue is then devoted to 

digital marketing. Another assumption is that a greater user base, 

which in our case refers to sales value, leads to organic interest in 

a brand and a larger number of future customers, who can only 

become and stay fans if they are interested in the company's 

published material. Momany and Alshboul (2016) suggest that 

people who participated in web marketing more often had higher 

brand visibility and online purchases from social media than those 

who did not. The benefits to brand exposure were about 27% higher 

among participants who used social media ads than the benefits to 

revenue as calculated by web purchases. Both perceived brand 

recognition and perceived share of online purchases are strongly 

linked to perceived social media outreach activities. This means 

that as B&B owners expand their social media marketing 

activities, consumer perception of their companies grows, as does 

the number of online purchases. Saad and Badran (2017) stated 

that the companies should have a low-cost, accessible 24-hour 

social media platform where they can communicate with their fans 

on a daily basis. With this, people will converse with their favorite 
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brand as though they were conversing with a friend and receive a 

response in minutes. Eventually, these activities will not just 

strengthen the customer-brand relationship but also the 

profitability of the consumers (Ramkurar et al., 2013). According 

to Stahl et al. (2012), customers are more likely to stick to a 

company if they are familiar with it, so the brand is less likely to 

fail to satisfy their needs.  

Similarly, well-known brands are not required to pay a risk 

premium to consumers in the form of cheaper rates. As a result, 

brand awareness (familiarity) can have a favorable impact on both 

acquisition and profit margin. Researchers Joshi and You (2020) 

tested their study on both high-involvement durable and low-

involvement non-durable materials. According to the researchers, 

user-generated content is more strongly associated with consumer 

acquisition, whereas conventional advertising is more strongly 

associated with consumer retention. They also look at how user-

generated content and conventional media interact within and 

through media. As a result, the target of ads shifts from convincing 

to informing for return sales, where the customer's own product 

knowledge outweighs the source legitimacy of external media 

(Joshi and You, 2020). According to Karimi et al. (2015), consumers 

still analyze a wider array of choices and evaluate them all against 

a broader set of criteria before making a purchasing decision. They 

shift between choices constantly and spend more time considering 

them. 

 

Brand Awareness  

Brand awareness has evolved into a critical factor that 

influences consumer expectations of a company. It is a variable 

that determines a customer’s perception of a brand as well as their 

choices (Karam & Saydam, 2015). According to Hutter et al. (2013), 

it is significant since it implies that a consumer is aware of the 
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brand. This is a requirement for being included in any "decision 

process" throughout the acquisition. Moreover, it serves as an 

important component of brand equity wherein it helps in 

recognizing, relating, and recalling certain brands for the 

customers (Alhaddad, 2015). It has four stages, namely: brand 

unaware, brand recognition, brand recall, and top of mind, which 

is the highest point or brand that is present in the mind of 

customers (Tritama & Tarigan, 2016). Because awareness is a 

significant component in mediating the effects of advertising on 

attribute significance perceptions—and maybe even brand 

perceptions -- the qualities of commercials that influence attention 

allocation should be a top priority (MacKenzie, 1986). Nonetheless, 

understanding and overseeing brand image and loyalty correctly 

to establish clear qualities that can influence customers when 

making choices is the key to success in brand management. 

Because of the differences in size, brand recognition was viewed 

separately from other metrics, as well as media and types of media 

that influence customer behavior (Karam & Saydam, 2015).  

According to the researchers, brand awareness can range from 

basic name recognition to in-depth knowledge of a brand, its 

related goods, and other content. They found evidence that while 

customers are conscious of a brand, they are more likely to use that 

brand while making purchases. Brand awareness could be 

prepared through various marketing channels that would inform 

and convince the customers about the products, services, and the 

overall brand itself (Shojaee et al, 2015). It can be increased via 

social media, meaning that brand awareness is essential for 

market outcomes (Momany & Alshboul, 2016). In relation to 

customer acquisition, brands go through positioning and 

advertising in various target markets in order to drive sales (Šerić, 

2019). In this way, customers are able to go through what they 

want to buy and are given the opportunity to purchase and/or avail 
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of those products and services since brands have adjusted 

themselves in order to provide the aforementioned. Promoting 

brand awareness can now create a strong relationship with 

customer acquisition hence the retention of customers with their 

chosen brand. According to Shojaee et al. (2013), brands must 

establish a strong relationship with customers in order to reach 

various levels of brand awareness, recognition, recall, top of mind, 

and dominance.  

 
H1a: Brand Awareness has a positive relationship with the 
number of consumers acquired.  
H1b:  Brand Awareness has a negative relationship with the 
number of consumers acquired. 
 

Social Media Marketing  

The rapid advancement and digitalization of media and 

networking technology have radically altered the advertisement 

landscape. Companies have been using social media as a 

marketing medium from their inception. Their goal is primarily on 

having greater reach and staying on traditional marketing may 

have a disadvantage on this goal because Ahmed, et al. in 2019, 

mentioned that a firm will not be able to reach consumers beyond 

their usual market if pure traditional will be retained. The most 

popular form of engagement with content marketing is through 

social media content where 93% of marketers use it as a platform 

for business (Dodo et al., 2016). Social media sites are communities 

of people connected by similarities in interests and involvement 

through virtual means. According to Gascon et al. (2017) creating 

a social media experience is essentially around how businesses 

leverage accessible social media. The constructive aspect of social 

media interaction entails publishing new online material on a daily 

basis and spreading content from other websites, whilst the 
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reactive part entails reacting to those who leave comments on the 

posts. For instance, Facebook has been considered to be the most 

widely used social media platform as it is used for complaints, 

queries, obtaining information, socializing, and entertainment 

(Gaber et al., 2019). Advertisements generated in these media 

platforms provide an avenue for showing proper images and 

appearance-related postings that are similar to that of the ideal 

images of the consumers, most especially the young adults. In 

addition, consistency in images and messages would strengthen 

the brand image to the consumers. Yet again, social media, in 

general, has provided numerous opportunities for businesses 

across all sectors and has transformed the position of the consumer 

into a brand influencer.  

Internet marketing is where companies use internet media to 

market their products as well as create relationships with their 

customers despite their locations. This aids the customers with a 

larger volume of information about the firm’s products that assist 

them to have brand awareness even before they purchase them. 

Such creates an influence on their minds that the specific brand 

should be their choice and not their competitors’. Attracting new 

customers is less expensive but much easier as compared to 

retaining them. To assist this concern, it is crucial to take part in 

digital marketing as consumers are already exposed to information 

anytime and anywhere, they may be. Furthermore, gadgets such 

as mobile phones have become a platform in the development of 

customer relationships (Ali et al., 2012). According to Karam and 

Saydam (2015), consumers utilize internet platforms, social media 

as one of them in researching and purchasing products and 

services around the globe no matter how far the firm may be from 

them. Likewise, the consumers interact and exchange information 

at the present time as such capability is already embedded in the 

design of the media.  One of the factors in the endeavors in this 
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type of marketing is the process of exchange because not only does 

it affect its customers virtually but also impact the sales of the 

company (Dilham et. al, 2018). Thus, Momany and Alshboul said 

in 2016, engagement, in this case, is a crucial factor to have both 

public awareness and higher online sales volume. The consumers 

will be engaging in the marketing-related activities of the company 

through user-generated content if the firm would focus not just on 

the consumers’ motivations and gratifications in the media rather 

its relationship with the usual activities that they do while in the 

media (Heinonen, 2011).  

In a study conducted by Dodo et. al (2016), a small percentage of 

consumers ages 15 to 25 stated that they do not buy products based 

on the advertisement they received but the consumers of the Fast-

Food Industry greatly indulge in social media of the companies in 

the industry. However, the use of social media has a strong 

correlation to attracting new consumers as they are interested in 

advertisements as well (Tritama & Tarigan, 2016). Abdullah et al. 

(2014) have emphasized that Millenials’ intention to buy will 

reduce the presence of negative social media communication. 

Proper and careful handling of the media pages and accounts 

would assist in avoiding a larger percentage of potential 

Generation Y consumers who would stray away from our fast-food 

chain.  Consequently, it makes it easier for these fast-food chains 

to attract followers, and the plan for retaining them focuses on 

publishing meaningful content that aims for brand loyalty and 

brand awareness. Specifically, this content may include incentives 

as the consumers in the industry of fast-food are highly price-

sensitive (Šerić &  Praničević, 2017). Since their efforts are 

channeled to a deeper type of customer retention even though their 

current status is only new followers, there is no doubt that they 

will first achieve customer acquisition before proceeding to a 

deeper relationship with the consumers. In 2014, Gaber and 
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Wright cited that across all other media, the internet is considered 

to be the most effective in terms of creating positive brand 

attitudes and even attracting potential consumers. In line with 

this, a key factor in affecting brand and preferences is the social 

media advertisements that involve the products and services of the 

brand (Hanaysha, 2016).  

 

H2a: The use of social media in marketing products and services 
has a positive relationship with consumer acquisition.  
H2b: The use of social media in marketing products and services 
has a negative relationship with consumer acquisition.  
 

CONCEPTUAL FRAMEWORK  

 

This study focused on the effects of the use of social media and 

brand awareness on consumer acquisition.  

 

Figure 1.  The Proposed Research Model 
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The determinants of the use of social media depend on the 

engagements of the consumers, the content to be delivered, and the 

process of communication. Based on the provided literature review, 

below is the proposed conceptual framework: 

 

RESEARCH METHOD  

 

A stratified sampling method was used for this research since the 

researchers narrowed the total population down into different 

multiple clusters until the desired qualifications have been met. 

Also, the sample in this study is only limited to 2 generations which 

are Generation Z and Generation Y, also known as the Millennials.  

A sample of 385 was then selected for data analysis. The research 

instruments were disseminated, collected, and analyzed through 

online means given the restrictions of the current pandemic. 

Primary data were used to suffice the needed information in 

testing the hypotheses. Given the need for strata, the screening 

part would assist in assuring that the requirements per strata will 

be attained and other personal information will be subject to 

analysis purposes such as their demographic - age, gender and 

residence. The analysis methods used in this study were Pearson's 

correlation, multiple regression, and mean and standard deviation. 

In order to test how strong the relationship between two variables 

on the same interval or ratio scale, the Pearson’s correlation will 

be of help to measure them through the use of statistical data 

(Kenton, 2020).  On the other hand, the multiple regression was 

aimed to explain the relationship between the independent and 

dependent variables used in the study (Hayes, 2020). Lastly, the 

mean is the average between two or more sets of numbers (Hayes, 

2021) while the standard deviation computes the scattering of a 

data that is relative to its mean (Hargrave, 2021). 
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RESULTS AND DISCUSSION 

 

As it can be seen in Table 1, it is evident that the use of social 

media has a significant weak positive relationship with consumer 

acquisition for Generation Z. Therefore, there is enough evidence 

to reject the null hypothesis and accept H2. Similar to the previous 

table, Table 3 has a significant strong positive since its coefficient 

is above 0.5. Thus, the null hypothesis is again rejected and H2 is 

accepted. These tables can be confirmed through Tritama and 

Tarigan (2016) study that the use of social media has a strong 

correlation to attracting new consumers as they are interested in 

advertisements as well. It also shows that there is enough evidence 

to prove that brand awareness has a significant strong positive 

relationship with consumer acquisition for Generation Z and Y 

respectively. Therefore, the null hypothesis is rejected and the H1 

is accepted for both generations.  

 

Table 1 Pearson’s correlation 
GENERATION Z GENERATION Y 

 use of 

social 

media 

(USM) 

customer 

acquisition 

(CA) 

 use of 

social 

media 

USM) 

customer 

acquisition 

(CA) 

USM 1  USM 1  

CA 0.454 1 CA 0.643 1 

 brand 

awareness 

(BA) 

customer 

acquisition 

 brand 

awarenes

s 

customer 

acquisition 

BA 1  BAess 1  

CA 0.568 1 CA 0.644 1 
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Table 2. Reasons for liking and following a fast-food restaurant’s 

social media page 
Reasons GEN Z GEN Y 

18 - 24 years old 25 - 39 years old 

N = 169 N = 216 

Mean   SD Mean   SD 

 [I like a fast-food 

restaurant’s page when 

there are many people who 

like it.] 

3.05 A 0.90 3.49 A 0.66 

 [I like a fast-food 

restaurant’s page when I 

am familiar with it outside 

social media.] 

3.57 SA 0.73 3.75 SA 0.46 

[I like a fast-food 

restaurant’s page when 

they actively post on the 

page.] 

3.36 A 0.76 3.71 SA 0.50 

 [I like a fast-food 

restaurant’s page when 

they have a variety of 

posts. (Videos, pictures, 

stories, and other 

publication materials)] 

3.48 A 0.74 3.74 SA 0.45 

[I like a fast-food 

restaurant’s page to know 

the latest promos and 

discounts.] 

3.58 SA 0.72 3.77 SA 0.42 

[I like a fast-food 

restaurant’s page when 

they respond to their 

customers quickly.] 

3.59 SA 0.71 3.76 SA 0.45 

I like a fast-food 

restaurant’s page when the 

reviews are good.] 

3.55 SA 0.75 3.78 SA 0.43 

[I like a fast-food 

restaurant’s page when 

3.54 SA 0.72 3.62 SA 0.61 
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their posts are creative and 

pleasing to the eye.] 

[I like a fast-food 

restaurant’s page when 

their products are endorsed 

by a celebrity.] 

3.04 A 0.95 3.44 A 0.73 

[I like a fast-food 

restaurant’s page because 

of peers’ influence.] 

3.22 A 0.83 3.59 SA 0.61 

 [I follow a fast-food 

restaurant’s page because I 

want to get notifications 

every time they will post.] 

2.96 A 1.02 3.59 SA 0.62 

 [I follow a fast-food 

restaurant’s page because I 

was forced to.] 

2.41 D 1.27 2.98 A 0.98 

Overall 3.28 A 0.84 3.60 SA 0.58 
Note: 4 - Strongly Agree (SA), 3 - Agree(A), 2 - Disagree(D), 1 - Strongly Disagree (SD) 

 

With the goal of this paper to understand key drivers for 

consumers to follow and like a social media page, Table 2 portrays 

the causes and the agreement of the people into these possible 

causes. Although the mean of the two generations depicts different 

meanings (strongly agree and agree), it is evident from the 

individual questions that the Generation Y have firmer 

dispositions in their reasons for the engagement to a page. But 

overall, both would strongly agree that a page must prove 

familiarity outside social media, publish promos and discounts, 

have prompt responses, contain good reviews and include aesthetic 

publication materials. This table could confirm the study of 

Tritama and Tarigan (2016), which states that social media can 

attract more customers since its users are more interested in 

advertisements.  
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Table 3. Reasons for not transacting in social media 
Reasons GEN Z GEN Y 

18 - 24 years old 25 - 39 years old 

N = 169 N = 216 

Mean   SD Mean   SD 

 [I don’t know how to order] 2.17 D 1.08 3.26 A 0.86 

 [It takes too much time to 

process.] 

2.86 A 0.98 3.48 A 0.68 

 [I cannot comply with the 

mode of payment.] 

2.00 D 0.91 3.19 A 0.75 

 [It is not convenient for 

me.] 

2.83 A 1.12 3.52 S

A 

0.63 

[I prefer ordering on-

site/offline means] 

3.21 A 0.98 3.61 S

A 

0.56 

Overall 2.61 A 1.01 3.41 A 0.69 
Note: 4 - Strongly Agree (SA), 3 - Agree(A), 2 - Disagree(D), 1 - Strongly Disagree(SD) 

 

Moreover, the study of Šerić and Praničević (2017) also explains 

that content that includes incentives are for highly price-sensitive 

consumers of the fast-food industry. In terms of being forced to like 

a page is more agreed on by the millennials than the Generation Z.  

 

Table 4. Importance of social media platform factors that 

influence purchase decision 
Factors GEN Z GEN Y 

18 - 24 years old 25 - 39 years old 

N = 169 N = 216 

Mean   SD Mean   SD 

[Reviews] 4.60 EI 0.75 4.70 EI 0.65 

[Logo] 3.69 VI 1.22 4.38 VI 1.06 

[Colors used on the page] 3.70 VI 1.23 4.39 VI 1.05 

[Credibility of Pages] 4.56 EI 0.73 4.69 EI 0.71 

[Number of follows and/ or 

likes] 

3.92 VI 1.09 4.46 VI 0.90 
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[Creativity of Posts] 4.25 VI 0.90 4.50 EI 0.90 

[Endorser] 3.48 MI 1.35 4.37 VI 1.03 

[Discounts and Sales] 4.62 EI 0.71 4.72 EI 0.65 

[Activeness] 4.56 EI 0.69 4.68 EI 0.73 

[Quick Responses] 4.71 EI 0.59 4.69 EI 0.72 

[Relatable Posts] 4.24 VI 1.00 4.62 EI 0.81 

[Referral of Peers] 4.40 VI 0.83 4.59 EI 0.77 

[Many Customer Reviews] 4.54 EI 0.73 4.68 EI 0.74 

[Number of 

likes/comments to post] 

3.88 VI 1.15 4.44 VI 0.90 

Overall 4.22 VI 0.93 4.56 EI 0.83 

Note: 5 - Extremely Important (EI), 4 - Very Important (VI), 3 - Moderately Important (MI),2-Slightly 
Important (SI), 1 - Not at All Important (NAAI) 

 

According to Stahl et al. (2012), customers are most likely to 

stick to a company if they are familiar with the brand. That said, 

it is less likely that they will fail to satisfy their needs. As 

engagement is concerned, transacting or ordering in a social media 

page is not practiced due to its inconvenience and the preference of 

the two generations into other means of transactions. Additionally, 

the generation Z has more knowledge in the process of ordering as 

well as the mode of payment as these two are not obstacles in the 

transaction. However, with "I don't know how to order" having a 

standard deviation of more than 1, must indicate that there are 

still members of the generation that are not updated in the process 

of transaction. 

Should a fast-food restaurant want to increase its utilization of 

social media into integrating a goal of consumer acquisition, table 

13 will serve as a guide on the focal points of their marketing 

efforts. Similarly with the previous table, reviews, discounts, 

activeness, and prompt responses are marked as extremely 

important. As the overall mean of the answers for both generations 

highlight the gravity of importance of all the factors, there are still 

focal points that marked a 'strongly agree' most especially when 
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the fast-food restaurant is able to form its credibility to its 

consumers. 

In similar studies, Išoraitė (2016) and Dilham et al. (2018) had 

mentioned that brand awareness could be raised through various 

internet marketing tools which would help consumers be notified 

and convinced about their brand, their products and services. 

 

Table 5. Brand awareness 
Factors Gen Z Gen Y 

18 - 24 years old 25 - 39 years old 

N = 169 N = 216 

Mean  SD Mean  SD 

[When I hear of fast-food 

restaurants, a brand comes 

into my mind immediately.] 

3.63 SA 0.53 3.62 SA 0.52 

[I often see advertisements 

from this fast-food restaurant 

on social media.] 

3.55 SA 0.56 3.59 SA 0.56 

[I am familiar with the details 

of this brand.] 

3.51 SA 0.60 3.55 SA 0.59 

[This fast-food restaurant 

provides all the necessary 

information on their social 

media page.] 

3.46 A 0.59 3.58 SA 0.62 

[This fast-food restaurant’s 

social media page helps me 

when you are searching for 

specific information.] 

3.49 A 0.60 3.59 SA 0.62 

Overall 3.53 SA 0.57 3.59 SA 0.58 

Note: 4 - Strongly Agree (SA), 3 - Agree (A), 2 - Disagree (D), 1 - Strongly Disagree (SD) 

 

The factors listed in the table are related to the independent 

variable in this study which is brand awareness. Overall, these 

questions will support the objective “to determine the brand 
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recognition of fast-food consumers through the use of social media 

platforms” using a 4-point Likert Scale. The acquired general 

average and standard deviation of the questions in Gen Z are 3.53 

and 0.57, respectively. On the other hand, the acquired general 

average and standard deviation of the questions in Gen Y are 3.59 

and 0.58, respectively. This means that all the indicated factors in 

the table are very influential with brand awareness in both 

generations. 

Table 6 is related to the same independent variable as the 

previous table. Using the frequency-type of answers, the acquired 

general average and standard deviation of the questions in Gen Z 

are 4.04 and 0.99, respectively. On the other hand, the acquired 

general average and standard deviation of the questions in Gen Y 

are 4.38 and 0.81, respectively. 

 

Table 6. Experiences in brands in social media 
Factors Gen Z Gen Y 

18 - 24 years old 25 - 39 years old 

N = 169 N = 216 

Mean  SD Mean  SD 

Search for the brand 

name on the search 

engine of the social 

media] 

3.96 O 1.08 4.39 O 0.83 

[Visited the fast-food 

restaurant’s page on 

social media] 

3.86 O 1.12 4.38 O 0.84 

[Mention the brand to a 

friend/family member 

etc.] 

4.12 O 0.93 4.47 A 0.76 

[See people mentioning 

the brand name] 

4.21 O 0.87 4.40 O 0.81 
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[Heard people speaking 

about your chosen 

brand] 

4.26 O 0.83 4.43 O 0.76 

[Engage with their posts 

(comment, react, share, 

view, retweet, etc.)] 

3.93 O 1.04 4.26 O 0.81 

[Click on an 

advertisement of a fast-

food restaurant on social 

media] 

3.95 O 1.08 4.31 O 0.83 

Overall 4.04 O 0.99 4.38 O 0.81 

Note: 5 - Always (A), 4 - Often (O), 3 - Sometimes (S), 2 - Rarely (R), 1 - Never (N)  
 

 

This means that all the indicated factors in the table are highly 

utilized with the experiences of consumers in brands in both 

generations. The results confirm the study of Rishika et al. (2013) 

wherein customer engagement in social media has a direct positive 

relationship to the customer visits to a company’s social media. 

Such is evident on the statements pertaining to searching for a 

brand name and the engagement with near mean value: 3.96 and 

3.93 respectively for Generation Z. Consequently, it garnered a 

higher mean which is 4.29 and 4.26 respectively for Generation Y. 

 

Table 7.  Influence of social media to purchase decision 
Reasons GEN Z GEN Y 

18 - 24 years old 25 - 39 years old 

N = 169 N = 216 

Mean   SD Mean   SD 

 [Fast food advertisements 

on social media convinces 

me to purchase food at a 

new fast-food restaurant.] 

3.44 A 0.62 3.65 SA 0.52 
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 [Inactive fast food posting 

on social media makes me 

not want to purchase.] 

3.13 A 0.86 3.63 SA 0.60 

 [Reading online reviews 

on fast food restaurants 

affects my purchasing 

decision.] 

3.56 SA 0.62 3.73 SA 0.52 

 [I would purchase food at 

a fast-food restaurant that 

is both available online 

and offline.] 

3.57 SA 0.60 3.75 SA 0.43 

 [I prefer fast food 

restaurants that utilize 

social media rather than 

on-site.] 

3.07 A 0.87 3.50 SA 0.68 

 [I prefer fast food 

restaurants that are 

active on on-site than in 

social media] 

3.21 A 0.73 3.59 SA 0.60 

[I would willingly try a 

new fast-food restaurant I 

saw on social media.] 

3.40 A 0.68 3.60 SA 0.50 

Overall  3.34 A 0.72 3.64 SA 0.55 

Note: 4 - Strongly Agree (SA), 3 - Agree(A), 2 - Disagree(D), 1 - Strongly Disagree (SD)  

 

The reasons listed in the table are related to the independent 

variable in this study which is the influence of social media. Using 

a 4-point Likert Scale, the acquired general average and standard 

deviation of the questions in Gen Z are 3.34 and 0.72, respectively. 

On the other hand, the acquired general average and standard 

deviation of the questions in Gen Y are 3.64 and 0.55, respectively. 

This means that all the indicated reasons in the table have a strong 

relevance in influencing the consumers through social media in 

both generations. The highest-ranking mean is the availability of 

the fast-food restaurant on both online and offline means.  
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Table 8. Influence of brand awareness to purchase decision 
Reasons GEN Z GEN Y 

18 - 24 years old 25 - 39 years old 

N = 169 N = 216 

Mean   SD Mean   SD 

[Being aware of the brand 

makes me purchase food at a 

fast-food restaurant.] 

3.60 SA 0.51 3.76 SA 0.43 

[Being able to visit the page of 

the fast-food restaurant on 

social media convinces me to 

purchase at that fast-food 

restaurant.] 

3.47 A 0.61 3.72 SA 0.52 

[Hearing people mention the 

brand makes me purchase food 

at a fast-food restaurant.] 

3.49 A 0.59 3.73 SA 0.47 

[Seeing people mention the 

brand on social media makes 

me purchase food at a fast-food 

restaurant.] 

3.44 A 0.67 3.72 SA 0.50 

[Being able to recall the brand 

and remember its 

advertisements convinces me 

to purchase food at a fast-food 

restaurant.] 

3.52 SA 0.58 3.75 SA 0.47 

[Remembering a “jingle” or 

music mentioning the brand 

convinces me to purchase food 

at a fast-food restaurant.] 

3.34 A 0.77 3.65 SA 0.56 

 [Being able to watch 

advertisements of the brand 

convinces me to purchase food 

at a fast-food restaurant.] 

3.43 A 0.63 3.73 SA 0.49 

Overall 3.47 A 0.62 3.72 SA 0.49 
 

Note: 4 - Strongly Agree(SA), 3 - Agree(A), 2 - Disagree(D), 1 - Strongly Disagree(SD) 
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The reasons listed in the table are related to the independent 

variable in this study which is the influence of brand awareness. 

Using a 4-point Likert Scale, the acquired general average and 

standard deviation of the questions in Gen Z are 3.47 and 0.62, 

respectively. On the other hand, the acquired general average and 

standard deviation of the questions in Gen Y are 3.72 and 0.49, 

respectively. This means that all the indicated reasons in the table 

have a strong relevance in influencing the consumers through 

brand awareness in both generations. The highest-ranking mean 

for both generations is their brand recall which will urge them to 

purchase on that specific restaurant. 

 

Table 9. Social media in relationship with consumer acquisition 
Gen Z           Gen Y 

Multiple R 0.454 Multiple R 0.324 

R Square 0.206 R Square 0.105 

Coefficients 0.179 Coefficients 0.113 

t Stat 6.591 t Stat 5.011 

P-value 0.000 P-value 0.000 

 

The survey's social media-related question was correlated with 

the consumer acquisition-related question using this multiple 

regression table. The coefficient is related to how people use social 

media. Although all other factors remain stable, this means that 

with any unit growth in social media use, there is a 0.18 increase 

in consumer acquisition. According to the table, Generation Z's R 

Square was 0.21, indicating that consumer acquisition in that 

generation can be described as any 21% use of social media. R 

Square in Generation Y, on the other hand, was 0.11, indicating 

that consumer acquisition in that generation can be described as 

11% use of social media. Since the P-value is less than 0.05, the 

study accepts H2. Lastly, since the t Stat is higher than 2, then the 
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study has great confidence on the coefficient and the significant 

relationship between social media and consumer acquisition.  

 

Table 10. Brand awareness in relationship with consumer 

acquisition 
Gen Z    Gen Y 

Multiple R 0.568 Multiple R 0.644 

R Square 0.323 R Square 0.414 

Coefficients 0.628 Coefficients 0.577 

t Stat 8.927 t Stat 12.305 

P-value 0.000 P-value 0.000 

 

This multiple regression table was used to link the survey's 

brand awareness question to the consumer acquisition question. 

The coefficient refers to the level of brand exposure among 

customers. Although all other factors remain stable, this means 

that with any unit growth in brand awareness, there is a 0.63 

increase in consumer acquisition. According to the table, the R 

Square for Generation Z was 0.32, indicating that consumer 

acquisition in that generation can be represented as 32% of the 

consumers’ brand awareness. R Square in Generation Y, on the 

other hand, was 0.41, indicating that consumer acquisition in that 

generation can be described as 41% consumers’ brand awareness. 

Since the P-value is less than 0.05, the study accepts H1. Lastly, 

since the t Stat is higher than 2, then the study has great 

confidence on the coefficient and the significant relationship 

between brand awareness and consumer acquisition. 

 

CONCLUSION 

 

Brand awareness and social media have a huge impact on 

consumer acquisition in both Generation Y and Z. Both of these 
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considerations are crucial in enticing customers to make them 

purchase in the fast-food industry. Although, findings on the study 

shows that there is a dominance on the impact of brand awareness 

on consumer acquisition than social media itself, also, dominance 

on the influence on the Generation Y than on the Generation Z. 

This means that fast-food restaurants should still focus on the 

improvements of their brand name through quality service rather 

than exerting all the effort on their social media advertisements 

and platforms. Social media has become a critical component of 

corporate growth because it helps to create brand awareness, 

which is the basis for consumer acquisition.  

Furthermore, social media marketing aids and influences the 

purchasing decision relationship. According to the results of this 

study, social media has a significant impact on consumers' fast-

food purchasing decisions, especially because they can read online 

reviews of the fast-food restaurant and the fast-food restaurant is 

available at the consumers’ convenience. Brand awareness, on the 

other hand, has a significant effect on consumers’ purchasing 

decisions by being mindful of and being able to recall and 

remember advertisements from the restaurant. Subsequently, 

consumers’ familiarity of social media brand awareness is often 

hearing about the brand from a friend or family member. Fast-food 

restaurants should give adequate attention to the following 

considerations, according to the findings of this study, because they 

are highly relevant to consumer perceptions: quick responses, 

discounts and sales, reviews, credibility of pages and activities, a 

large number of customer reviews, creativity of posts, relatable 

posts, and referral of peers.  

With the current pandemic, the transitioning of the 

communication channels of the fast-food industry to social media 

should be carefully made given that the two generations have 

certain specifications on ways to attract them. This is greatly 
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helpful most especially for startups or established restaurants 

shifting to social media operations given the gravity of competition. 

Further research may delve into the specificity of the publication 

materials in technical terms as well as customer retention for both 

generations. 
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