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A study of the relationship between self-presentation on social media and brand
preference
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In this research project, we focused on the limitations of self-presentation
by brands and consumption, and examined the impact of social media use, a means of
self-presentation, on brand evaluation.
Specifically, we examined the hypothesis that "self-presentation on social media decreases the
evaluation of a brand"s self-expression function" based on the results of a questionnaire survey.
The results suggest that the group that posted on social media immediately prior to the survey may
rate the closeness to the brand lower than the group that did not post on social media.
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