
FOCUSWTO.IB •  July-September 2019 (Vol. 21 No. 3) 33

ARTICLES

Priyanka Munjal*, Mridula S. Mishra** and Ravi Shanker***

Exploring Triadic Relationship between
Individuals, Brands and Communities in
On-Line Social Platforms

* Ph.D. Scholar, Indian Institute of
Foreign Trade, New Delhi.

** Co-Founder and Director,
ESPIAL-EDGE Pvt. Ltd., 604,
Annora, Hiranandani Estate,
Thane, Mumbai 400607.

*** Chairperson, Indian Institute of
Foreign Trade, New Delhi.

Introduction

COMMUNICATION is
ubiquitous and we are living

in a global age wherein technology
has brought everyone much closer
together through improved
confabulation. Ever more pervasive
Internet has become critical infras-
tructure underpinning society and
commerce around the globe.

The digital marketing landscape has changed dramatically in the last few years with greater
emphasis on social media and utilization of it for customer engagement by major brands globally.
Social networking Website is an interactive platform, which provides facilitation of dialogue
between individuals, brands and communities and survey based studies have indicated that
around 1.2 billion internet users spend one in every five minutes on these sites. In order to en-
cash this opportunity, the consumer facing companies engage their customers by establishing
their presence on social media platforms like Facebook, Instagram, Twitter, etc.

Due to limited scholarly support, nature of customer engagement remains ambiguous and its
relationship with marketing strategy is yet to be discovered. Hence, a triadic relationship is
formed amongst the three entities that are interacting with each other, viz. individuals, brands
and communities. An attempt has been done to establish a significant connection between the
different dimensions of these entities which are customer engagement, brand communities,
content and communication, network creation (Pass-along behaviour) in social media platforms
through a model.

Keywords: Digital marketing, Social media, Individuals, Brands, Community, Customer
engagement, Word-of-mouth.

customer engagement by major
brands globally.

Social media is the term
commonly given to internet and
mobile-based channels and tools
that allow users to interact with
each other and share opinions and
content. Alternatively, when
consumer and business audience
participation, interaction and
sharing are encouraged digitally,
we call it Social media. Charted
Institution of Public Relations
defines social media as the medium
of participation and engagement
via building of communities or
networks. “Social Network” is the
label attached to any consumer-
initiated communication with other
consumers who share an interest

E-marketing strategies entail
utilizing existing and emerging
communication and data networks
to impart personalized and
uninterrupted communication
between the firm and its customers
and to provide value above
traditional networks. Using the
internet as a platform allows firms
to adapt to the needs of customers,
reduces transaction costs, and
allows customers to move from
time- and location-based
behaviours toward non-temporal
and non-location oriented
behaviours (Watson et al.,
2002).This fundamental shift in
business and consumer behaviours
has a greater emphasis on social
media and utilization of it for
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and use the World Wide Web as a
platform for creating a community
“Sarah et al., 2010”. Kaplan and
Haenlein in a 2010 Business
Horizons article define social media
as “a group of Internet-based
applications that build on the
ideological and technological
foundations of Web 2.0 and that
allow the creation and exchange of
User Generated Content.”
Paraphernalia of social media is
able to cultivate brand relationships
with customers through its versatile
vehicles. Social media network
include blogs, micro blogs, content,
communities, social networking
sites (SNS), virtual game worlds,
virtual social worlds, image and
video sharing. With the
advancement of digital tools and
technologies, a shift in consumers’
interest of internet use is observed
during last few years, and their
inclination towards web of social
media is infallible. So, the bend of
companies paying heed to customer
engagement is obvious.

Using social media sites with
the intent of attaining website traffic
and gaining attention of customers
is known as social media marketing.
Creating content that attracts
attention and encourages readers to
share it across their own social
networks, and to get engaged is the
essence of social media marketing
programmes.

Recently, Social Networking
Sites have expanded very quickly
and turned to an enormous media.
With the rise of Social Networks, a
new world of collaboration and
communication is created. For any
brand, to remain competitive in
global market, Social media
marketing strategy is no longer an
option, but a strategic imperative.

This earned media is more
influential as its communication
come from trusted source instead of
brand itself. The present generation
Consumers are highly inclined
towards social networks and are
actively devoting their time and
energy online. They search their
friends online and communicate
with them and share information,
photos and videos by utilizing these
Web sites. They are tech-savvy and
forever on-the move over the internet
and so are their expectations;
demanding and highly dynamic.
Threshold opportunities to engage
customers became infinite after
people started to tune into Social
networking sites. So, the prospects
of social media marketing cannot be
ignored and companies have to
considerably focus on Social Media
Websites.

Engagement

Customer engagement is an
evolving process of intensifying an
individual’s involvement in
organizational activities and
capturing prospect’s set of
behavioural patterns towards
brand offerings. In the glossary of
private and public sector enterprise,
the term ‘Customer Engagement’ is
quite a prevailing and sought after
concept deciding success of an
enterprise to some extent (C.M.
Sashi, 2012). “Turning on a
prospect to a brand idea enhanced
by the surrounding context” defines
Customer Engagement (Advertising
Research Foundation, 2006). Long
term relations, profound
experiences, meaningful
sustainable interactions are the
essence of Customer-Brand
Engagement. Trust, commitment,
reliability, integrity are all the words

which define customer engagement
in marketing context.

In the context of social media,
Customer Engagement is creating
and posting brand related content on
social media websites which make
sense for the users and exercise their
attention. Companies make them in
charge by handing over some extent
of command upon sharing,
modifying the user generated content
to make the marketing effort a two
way communication (Parent et al.,
2011). Engagement accounts for the
participation of stakeholders,
prospects or customers rather than
merely being observers.

Threshold Opportunities to
engage customers became infinite
after people started to tune into
Social networking sites. To engage
customers on platforms where huge
number of audience interacts is one
of the vital objectives pertaining to
social media marketing for firms
(industry survey reports-Ascend 2,
2013; Gerber, 2014). Review of
products and services and favou-
rable or unfavourable responses
have taken a huge space of
interactions of online customers
and brands where customer
engagement behaviour has been
broadly defined as “a customer’s
behavioural manifestations that
have a brand or firm focus, beyond
purchase, resulting from motiva-
tional drivers” (Doorn et al., 2010)

Brand Communities

Brand communities have
become an integral aspect for brand
management in offline as well as
online sphere. Brand Community is
the one imperative building block
in a broad arrangement of brand as
a whole. In today’s competitive
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scenario, there is an elevated
inclination of marketers towards the
working mechanism of brand
community. The reasons for this
interest have been proved by many
published studies. These days, due
to cut throat competitive state of
affairs of brands, Brand
communities are a commonly used
marketing instrument to enhance
customer attraction and retention
via social media platforms.

Brand communities defined as:

• Explicitly commercial

• Informed by a mass mediated
sensibility (McLuhan 1964)

• Liberated from geography
(Wellman, 1979)

• More committed members

In a 1995 study, Albert Muniz
Jr. and Thomas C. O’Guinn first
presented the term “brand
community”. Later in 2001, they
defined Brand community as “a
specialized, non-geographically
bound community, based on a
structured set of social relations
among admirers of a brand.” Brand
communities are a special form of
consumer communities and as they
bind the brand and community
members together, they stand
significant in the study of brands
(Zaglia, 2011).

So, a brand community is
formed when in computer mediated
environments, users come together
and get involved in sub groups
with a brand as the centre of
attraction. They exchange and
share information regarding brand
and related aspects, express their
devotion and affection for the brand,
give constructive feedback and get
involved in the activities of
community, thus getting associated

with other members of the group as
well.

Content and Communication
(Level of Engagement)

Many Social networking sites
are attributed to allow companies
by creating their brand pages and
subsequently give an option to users
to become fans, subscribers or
followers of those pages. This
ensures the visibility of boundless
posts published related to their
brands or services. Plentiful
comments, reviews likes and shares
up on/of these posts are being
registered at fan pages each day. The
number and content (in terms of
polarity) of these likes and
comments act as Word-of-Mouth
(WoM) communication and
influence brand posts image. By
making a post popular, brand
owners tend to encourage customer
engagement with their brands.
Reach of brand posts to maximum
number of users/followers gives a
wider domain to brand online
promotions and campaigns. We can
sense that members can freely share
the content from personal stories to
viewpoints on any issue be it news,
experience with any product or
service. Some of this is influenced
by others and some never make any
sense. Thus, understanding how
word of mouth affects, and is
affected by, cognitive, attitudinal
and behavioural consumer
tendencies is thus key for forming
and nurturing strong customer
relationships (El-Gohary, 2010; Kim
and Song, 2010).

Network Theory (Information
Flow)

There has been an explosion of
research by a wide variety of

academics, creating a new ‘network
Science’. Discovering the shape of
the web is critical to the working of
vastly linked social media websites.
Semantic web and authenticated
user are the components of online
networks. These networks are
imperative to understand for brand
owners to make strategies on brand
posts and content analysis. Over the
past ten years, use of internet has
created a wealth of new
dimensions. Astonishing patterns
and complexity in network growth
and usage is exposed from web
logs, search engine results and other
digital data. Shape and evolution
of networks are extremely important
for online marketers.

Various theories and models
have attempted to explain the web
structure:

Metcalfe’s law states that the
value of a telecommunications
network is proportional to the
square of the number of nodes
(connected users) of the system. A
network’s value grows quickly as
the participants join. Metcalfe’s
Law gave an air of credibility to the
mad rush for growth and the
neglect of profitability at the same
time.

Clustering A Cluster is a
collection of individuals with dense
friendship patterns internally and
sparse friendships externally.
Clustering is the tendency of
individuals to share close friends,
co-workers and family members.
This is one of the oldest recognized
patterns in Social networking.
Underlying structures in networks
and identifying tightly knit
communities is imperative for
marketers so that their schemes can
be targeted based on clustering.
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Sarnoff holds that the value of a
network increases in direct
proportion to the number of
participants on that network. This
underlies the reach component of the
most media pricing model. One way
channels like radio, TV are
governed by Sarnoff.

Reed’s Law Contemporary Social
Networks which encourage the
creation of content and
communication between groups
follow Reed’s law that recognizes
the importance and impact of
groups within social networks.

Edge Network (Visibility) Edges
provide a much richer
characterization of community
behaviour. A brand post reaches to
only a limited number of
subscribers based on various
factors say number of people who
are currently active online or on
the basis of related past
interactions of the users with the
brand. In general,  pair wise
interaction content provides very
specific information about the
nature of the relationship between
a particular pair of individual.

Literature Review
Extensive research was done to

seek out internet marketing articles
and research papers within Internet
marketing, consumer behaviour or
social media/networking context.
The database was queried for
keywords appearing in the title,
abstract or keyword list. Online
bibliographic services were looked
upon and a systematic literature
review was done to get current
insights on the methods used, and
so elucidate the work accomplished
by different authors in the related
field of research.

Use of Social Media

Adkins and Lury (2011) stated
that with the development of
science and technology, social
media have come to exert great
impact on commercial value.

Tate (2012) is of the view that
in Social media websites, visual
display quality of advertising
content is indomitable offers
ubiquitous support to pictorial
images which increases the chances
of hitching the prospects’ attention.
He further added that this
enhanced experience is the reason
that marketers are finding social
media sites as potential platform for
selling their products and services.
The model he proposed is:

• Discovery  Engagement  Purchase

The use of social media for
business is gaining importance and
brands are using social media for
capturing opportunities for sales
(Boland, 2014). The brands use both
the, aggregator sites that host a large
array of brands and their products
as their own website. Social media
was primarily the platform to for
creating awareness, but in times the
social media is also gaining
importance for its role in sales. The
analytics tools used by the brands
also helps them to create customized
offers for the users. Hence, it is felt
that in order to gain from the
customized offer made exclusively
to the user; the user would be
interested to buy through the social
media interface.

In recent times brands have
started using social media as a
mode of communication with
prospective as well as existing
customers to increase brand
awareness (Malhotra et al., 2013;

Rohm et al., 2013). The social media
brand pages have become an
important channel of
communication and create
opportunities of interactions with
the brand directly. The interaction
opportunities are primarily
categorized as “like”, “share” and
“comment”. These interactions
capture the behaviour of the user on
the social media platform. Malhotra
et al., (2013) in their paper have
indicated that when the user likes
or comments on a post, it fulfils an
intrinsic behaviour of expressing
their own positive self-identity
through the brand. Hongjun Wang
(2013) provided marketing
professionals and researchers with
an overview and understanding of
core components that make up the
current social media environment
from a young consumer’s
perspective to enable successful
communication, outreach and
engagement techniques to be
developed. The paper combines
personal and peer experiences,
observations of user interaction and
behaviour on social media with the
application of existing frameworks
and campaigns to derive a
complete picture of the social media
environment.

Nature of Customer Engagement

The roots of customer
engagement can be associated to
relationship marketing (Fournier,
1998). Research on Customer
Engagement is marked by host of
insightful investigations after 2005.
There is less clarity on the actual
meaning of customer engagement as
some researchers treat it as a
psychological process whereas
others focus on its behavioural
aspects. (Brodie et al., 2011a)
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Kilger and Romer (2007),
Malthouse and Peck (2010), and
Sprott et al. (2009) discussed
Customer engagement from
cognitive point of view. Heath
(2009) gave an insight on its
affective perspective. Van Doorn et
al. (2010) and Verhoef et al. (2010)
suggested co native aspects of
engagement and proposed that it is
behavioural in nature which is an
outcome of certain driving forces.
Bowden (2009), Brodie et al. (2011),
Gambetti et al. (2012), Gummerus et
al. (2012) conceptualize
engagement with theories in a
comprehensive manner. A
relational framework for the
components of engagement is also
being emphasized by these authors.

A step by step Psychological
process is stated by Bowden (2009)
which explores how a brand is
approached by customers and the
ways of inculcating loyalty factor
in new and existing customers. Also
he compared the traditional
(involvement, loyalty, etc.) and
newer (engagement) marketing
constructs by adopting a relational
approach between them.

In a recent study, Kumar et al.
(2010) focus on Customer’s
Engagement value that accrues to
service firm instead of Customer
Engagement and came up with four
CEV (Customer Engagement Value)
types viz. Customer Lifetime Value,
Customer referral value (CRV),
Customer influencer value (CIV)
and Customer knowledge value
(CKV).

Customer Engagement with
Brands on Social Media

C.M. Sashi (2012) in his work
‘‘Customer engagement, buyer-

seller relationships and social
media’’, brings food for thought to
our memory concerning
engagement of social media
generation. An engagement cycle is
prepared by him keeping in view
the modern concepts of marketing
which is than structured in context
of social media to trace the web
users’ engagement behavioural
pattern. Seven stages of new
comprehensive engagement cycle
are: incorporating connection,
interaction, satisfaction, retention,
commitment, advocacy and
engagement. In his study on
Facebook, this extensive model
considerably contributed to
enhance thoughtfulness on
consumers’ interactions with
companies and brands. He applied
Structural equation modelling to
evaluate the data that were collected
by means of an online questionnaire
for 358 respondents. Findings were
in confirmation with the prescribed
model which revealed that
consumer’s self-brand affiliation
and interactions with friends
influence customer engagement
behaviour.

Libai (2011), studied Customer
engagement in novel media
platforms and latest methods of
firm-consumer interaction which
may or may not lead to purchases.
Authors have presented Consumer
engagement behaviour in various
forms like indulging in legal action,
favourable mention, writing blogs
and mentioning reviews (van
Doorn et al., 2010). Van Droon et al.,
(2010) in their paper have indicated
that “behaviours that go beyond
simple transactions may be
specifically defined as a customer’s
behavioural manifestations that
have a brand focus, beyond

purchase, resulting from
motivational drivers.” Further,
some other studies explain
engagement as focal to consumer
behaviour outcome (Higgins 2007
a, b; Pham and Avent 2009; Schau,
Muniz and Arnould 2009).
However, it is felt that consumer
engagement leads manifold
outcomes which need to the
thoroughly investigated for the
benefit of the brand page
administrators, who can further
utilize this insight for
communication with the users on
the brand pages.

Motivations Behind Engagement
of Customers

Figallo (1998), J. Brodie et al.
(2011), R. Oldenburg (1999) in their
studies summarizes that
Consumers’ desires to get informed
regarding various brands, to get
help in respect of selection of
products, to vent out their feelings,
to participate on the brand-
consumer interaction platform and
their need of community
belongingness form some of the
motivations of to join brand pages
on social media.

According to Hollebeek (2011),
personal traits of individuals
determine his/her interactivity level
on brand pages of Social Media.
Intrinsic motivation of customers
leads to engagement in brand
communities (Algesheimer et al.,
2005)

Dokyun Lee et al., investigated
the effect of social media content on
customer engagement using a large-
scale field study on Facebook. The
study revealed that persuasive
content, such as emotional and
philanthropic content, has a



38 FOCUSWTO.IB • July-September 2019 (Vol. 21 No. 3)

ARTICLES

positive impact on engagement.
This suggests that firms gain from
sharing their brand personality and
information about their social
initiatives on social media. Further,
they found that product informative
content has a negative impact on
user engagement.

Andrew Rohm (2013) analyzed
the role of social media platforms
such as Facebook and Twitter
among younger consumers
(“digital natives”) in their
interactions with brands. He
conducted a mixed-method study
including latent class analysis
(LCA) to examine the role of social
media among younger consumers
(referred to as “digital natives”) in
their interactions with brands. The
findings from this study suggest
that brand-consumer interactions
driven by social media can be
characterized by five primary
motivations or themes:
entertainment, brand engagement
(specifically identification with or
connection to the brand), timeliness
of information and service
responses, product information,
and incentives and promotions.

Motivations Behind Engagement
of Brands

Kidd (2011) is of view that
Social media gives numerous
advantages to companies like
popularity of brand, maintaining
customers’ diaries, cultivation of
relationships with customers. A
qualitative study approach was
employed by Georgios et al. (2014)
for their study in which data were
collected from personal interviews
with 14 marketing managers
responsible for the social media
activity of their company, providing
preliminary evidence about the

actions firms take, the motivations
that led them to getting involved,
and the derived outcomes. The
basic motivations are the increasing
popularity of social media, compe-
titors’ presence, headquarters’
strategy, and cost reduction
pressure. Interact with customers,
create/enhance relationships with
customers, brand awareness,
customer engagement, promote
products/increase of sales and the
more targeted acquisition of new
customers, were referred to as the
main expected outcomes for
companies.

Customer Engagement with Brand
Communities Online

Experiential outcomes of social
interactions amongst members in a
brand community of Harley
Davidson’s owners group (HOG)
are perpetual emotions and a sense
of fulfilment for the brand (René
Algesheimer, Utpal M. Dholakia,
and Andreas Herrmann, 2005).

In a note about the
consequences of identification with
brand community, McAlexander,
Schouten, and Koenig (2002) have
found that sharing and contributing
in event of Jeep Brandfest makes
customer even more attached to
their vehicles and also considerably
to the Jeep brand.

Kim and Jung (2007) state that
loyalty of community members and
word of mouth is the consequences
of participation of customers in
online brand communities. An
online sample of 2,000 consumers
was collected to find the motives of
consumers’ online articulations by
Thorsten Hennig-thurau et al.
(2004). According to the analysis,
the major factors leading to

electronic W-O-M are desire of
economic benefits, social
interaction, leveraging their self-
worth and helping others choosing
a brand.

JochenWirtz et al. (2013)
conceptualized that if a brand page
meets the customers’ expectations
of benefiting from knowledge and
insights about the brand, elevating
his/her social inter-connectivity,
the customer’s satisfaction level
will be high which leads to loyalty,
positive word-of-mouth towards the
brand. Thus, a direct relationship
is developed between loyalty and
satisfaction which are impacted by
engagement. They have mentioned
that the Brand communities
globally are uprising as a result of
high level of customer and brand
engagement. He defined online
brand community engagement as
the affirmative conclusive impact
and innate inclination of
consumers associated with an
online brand community. They
have mentioned that with hardly
any joining costs and exit barriers,
consumers can easily Join brand
pages keeping their identity secret
and can have many connections
too. This study focused on the
requisites to join prospects to online
brand communities and identified
three brand related engagement
accelerators. These are brand
related drivers like brand
identification, social drivers like
social benefits and identity and
functional drivers like quality of
information. Seeking customers’
attention is something that a brand
cannot ignore despite of all these
motives. As the same is not followed
in the study and the brands should
strategically gain the attention of
viewers in order to get them joined.
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Elizabeth E. Bushelow
examined whether liking and
interacting with a Facebook fan
page has an effect on brand loyalty
and purchase intentions, and
Facebook fan pages create an online
brand community. An analysis of
104 online survey responses
indicates that interaction with fan
pages is not a strong indicator of
consumer brand loyalty or
purchase intentions, suggesting
that brand communities are not
formed on the basis of liking a page.

René Algesheimer, Utpal M.
Dholakia, and Andreas Herrmann,
2005 developed a conceptual model
of how various aspects of
customers’ association with the
brand community influence their
behaviours. They authenticated
how identification with brand
community Leads to affirmative
consequences, such as higher
community engagement, and
negative consequences, such as
normative community pressure and
finally reactance. Moderating
effects of customers’ brand
knowledge and size of the brand
community was also examined.
They realized that the brand
community’s social influence is
greater for knowledgeable custo-
mers than for novice customers

Brand Community Outcomes

Firms facilitate brand
communities due to many motives.
A survey of offline cultivated
community members by
McAlexander, Kim, and Roberts
(2003) indicated that a sense of
integration and belongingness in a
brand community increases
satisfaction which in the long run
augments loyalty towards the
product, brand and company.

Apart from these advantages,
brand communities can affect
behaviour of consumer in support
of brands. Besides Loyalty and
integration, concept of oppositional
loyalty in the community is also
highly researched variable in the
literature of brand community.
(McAlexander et al., 2002; Muniz
and O’Guinn, 2001).

Scope of improvement in
products, services and processes is
highly raised when members of a
brand community give their
innovative ideas and constructive
feedback as they consider
themselves associated to the brand
and brand performance is
important to them. (Füller et al. 2008;
Von Hippel, 2005).

Sentiment Analysis (of content
and communication)

The social media brand pages
have become an important channel
of communication and create
opportunities of interactions with
the brand directly. The interaction
opportunities are primarily
categorized as “like”, “share” and
“comment”. These interactions
capture the behaviour of the user on
the social media platform. Malhotra
et al., (2013) in their paper have
indicated that when the user likes
or comments on a post, it fulfils an
intrinsic behaviour of expressing
their own positive self-identity
through the brand.

A significant study in
measuring consumer sentiments
towards marketing practice was
carried out by Barksdale and
Darden (1972) in the USA. Their
scale was further modified by Gaski
and Etzel (1986) and a longitudinal
study was carried out once again

in the USA to measure consumer
sentiments towards marketing over
time (GaskiandEtzel, 2005). Pang,
Lee (2008) and Wilson et al. (2008)
are of view that sentiment analysis
is an approach that classifies
comments as complaints or praise
remarks, and subsequently
categorizes complaints into
actionable areas that can be used to
improve physician practices. It
utilizes words or phrases found
within the comments to classify
them.

As noted by O’Leary (2011) and
Thelwall et al. (2011), growing
volume of blogs, tweets, online
polls, and communities offering
reflection on products/services
from the first-hand consumer
perspective have turned social
media into a vast repository of
information with immeasurable
potential for recording, extracting
and processing customer data.
Over the past decade, numerous
methods have been proposed for
analyzing social media content,
from netnography studies
(Kozinets, 2009; Hine, 2005) to
opinion-mining (Dave et al., 2003)
and natural-language processing
(Nasukawa and Yi, 2003).
Christopher et al. (2010) found that
Critic reviews and blog postings are
longer than user reviews and
discussion threads, and contain
longer sentences. His study only
analyzed movie review documents.
According to Jacobson (2009) and
Kho (2010) human analysis is
essential in opinion-mining, as
unstructured and informal
messages in social media often
contain nuances in textual
expressions that convey delicate
distinctions in sentiments that
sometimes cannot be detected by
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software (i.e. sarcasm, humour,
irony, etc.) and could therefore be
misinterpreted.

FotisMisopoulos et al. in their
study have used opinion-mining,
also known as sentiment analysis,
for analyzing consumer insights
in social media and to unveil the
experiences customers encounter
when dealing with various types
of services and service providers.
Marian Alexander Dietzel et al.,
examines internet search query
data provided by “Google
Trends”, with respect to its ability
to serve as a sentiment indicator
and improve commercial real
estate forecasting models for
transactions and price indices
and empirically found out that all

models augmented with Google
data, combining both macro and
search data, significantly
outperform baseline models which
abandon internet search data. A
content analysis was performed
for 1,443 posts present on 50
apparel brands’ Facebook profile
pages in the time period from 28
November 2011 to 25 December
2011 by Ben Touchettein 2015. The
findings provide meaningful
insights into apparel social media
use of Facebook as a social media
strategy. The most dominant
branded entertainment consisted of
photos and advertisements and
was directed toward promoting
specific products and sales without
using a particular play theme.

Micro-blogging site Twitter is
among the world’s top ten social
media channels interms of
registered users and daily visits
(Garg et al., 2011). Twitter proved to
be one of the most favourite social
media tools for information sharing
(Geho et al., 2010; Gayo-Avello,
2011; O’Leary, 2011).

Conceptual Framework

The literature shows evidences
of consumer motivation for
engagement with brands and vice
versa in online brand community,
their outcome and the pass along
behaviour from strategic point of
view. Based on the extensive review
of the same, a research model is
designed (Figure 1). The framework

FIGURE 1
IDENTIFYING RELATIONSHIP BETWEEN INDIVIDUAL, BRAND AND COMMUNITY

Source: Author’s Depicition.
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captures following aspects of
consumer behaviour when they
interact with brands on social
media:

1. Motivations of customers to
engage with brands on social
media like intend to do business,
to get entertained, to get good
deals, to get informed, etc.

2. Motivations of brands to engage
with customers on social media
like to catch high number of
eyeballs, promotions and other
benefits.

3. Activities carried out on the
brand page as an outcome of the
engagement (Pass along
behaviour) viz., liking the page,
sharing of content and spread
WOM, etc.

4. Expected outcome of
Engagement in the form of
participation in Brand
Community.

5. Level of engagement and
network creation.

communities (lead by users only).
Individuals’ reaction to those
messages can take following forms:

A thorough investigation of
literature in this area indicates the
following research gaps:

• Research should be conducted to
investigate any possible
relationships between industries
and a variety of social media
tools, or even the effect of social
media on customer service from
a logistics point of view.

• Insufficient attention is paid to
consumer engagement informa-
tion of positive associations of
the brand and building of the
brand loyalty through consumer
engagement in social media.

• Findings of Study of Johanna
Gummerus et al., 2012 are limited
to one brand community only
which cannot be generalized to
other brands.

• There is very less discussion
about community from the
consumption aspect of consumer
behaviour.

• It has been established in the
literature that aspects of
consumer engagement “like”,
“comment” and “share” are
positively related (Kabadyi et al.,
2014), but there is a gap in
establishing the relationship
between consumer motivation,
engagement and outcome.
Outcomes of motivation and
engagement have not been clearly
defined.

• The study of SertanKabadayi
only included liking and
commenting behaviour on
Facebook. It does not include the
elements of overall pass along
behaviour.

• The trend of research online and
purchase offline (ROPO) is more
dominant practice in the area of
e-commerce and one of the major
challenges for companies. Hence,
impact of social media cannot be
judged only through online sales
as an outcome. The outcome of
social media presence can be
categorized as “shopping
online”, “spend money on
activities other than shopping”,
“loyalty”, “recommend brand
pages”, “trust the brand pages”.
Thus the conceptual research
model was proposed to expand
the existing base of research.

Keeping in considerations the
gaps of literature, aim of this study
is to explore a relation between
individual, brand and community
by making an attempt to investigate
the motivation, engagement and
outcome factors of social media
brand pages where user interaction
is promoted through brand
communities. Further this can be
achieved by validating the
proposed model.

Future Scope of this study may
be formulated as:

• Finding the factors of
motivations of individuals and
brands to join and interact with
the brand pages and community
forums at online social
networks.

• Exploring the outcomes of
community participation of
customers.

• Measuring the impact of user
generated online content
(comment, tweet, review, etc.)
and other communication
(likes, share, re-tweet) on
brands at community level in

No Reaction Zero Engagement

Reaction Low Engagement
(Share/Re-tweet)
High Engagement
(Comment, Tweet,
Review)
This User-generated
content of high Engage-
ment accounts for
popularity of the
brand which can be
negative or positive.

Here, Brand Message can be
Sponsored or Non Sponsored.
Sponsored messages involve
targeted Advertising to existing
followers of the brand or to brand
communities. Non sponsored
messages involve formation of
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terms of popularity and image
of brands.

• Investigating the ways to
enhance the of brand pages and
their posts.

• To explore the dynamics of an
online community by examining
the degree of closeness between
its participants’.

• Defining the role and position of
individual participant within an
online community and their
influence on other participants
and finally the key influencers?

(Adapted from the studies of
SertanKabadayi Katherine Price,
2014; Laurence Dessart, 2015;
Johanna Gummerus, 2012;
JochenWirtz, 2013; WafaHammedi,
2015)

Constucts of social media
behavioural outcomes viz. Liking,
commenting have been taken from
the study of SertanKabadayi et al.,
2014. Drivers of Customer-brand
engagement in the model is
extracted from the conceptual
framework given by JochenWirtz et
al., 2013 and later used by Laurence
Dessart et al., 2015 wherein they
have categorized the drivers of
engagement as brand relate, social
and community related variables.

Engagement focus is on brand
in general and brand communities
as extracted from online brand
community engagement framework
and antecedents and outcomes of
consumer OBC engagement given
by Laurence Dessart et al., 2015 and
JochenWirtz, 2013 respectively.
This engagement focus is divided
further into level of Engagement
and Network Creation which is in
addition to already developed
models.

Intended Contribution

• In the present times brands have
to be dynamic to provide the
experience which will keep the
users engaged and motivated to
continue with the brand. Many
new methods and technology is
continuously evolving for
proving more enriching
environment, hence the role of
brand webpage managers is
increasing.

• The study will help marketers to
formulate their strategies
towards visibility, content and
communication for the Brands
which are looking forward to
online social media websites so
that online consumer
relationships are managed and
cultivated.

Conclusion
Recently, Social Networking

Sites have expanded very quickly
and turned to an enormous media.
With the rise of Social Networks, a
new world of collaboration and
communication is created. For any
brand, to remain competitive in
global market, Social media
marketing strategy is no longer an
option, but a strategic imperative.
This earned media is more
influential as its communication
come from trusted source instead of
brand itself. The present generation
Consumers are highly inclined
towards social networks and are
actively devoting their time and
energy online. They search their
friends online and communicate
with them and share information,
photos and videos by utilizing these
Websites. They are tech-savvy and
forever on the move over the internet
and so are their expectations;

demanding and highly dynamic.
Threshold opportunities to engage
customers became infinite after
people started to tune into Social
networking sites. So, the prospects
of social media marketing cannot be
ignored and companies have to
considerably focus on Social Media
Websites.

Online social networking has
become an indispensable part of
our daily life. It has revolutionized
the approach geographically
dispersed consumers communicate
with companies and deal with
brand-specific information.
Opportunities in digital
innovations world are to be
harvested by engaging the online
users. Earlier, volume of socially
connected people was considered
more vital. But researches
unleashed that content design is
the driving force which may solicit
involvement of the users or may turn
them away. The variation and
creativity level in message
development varies for different
products and industries. Whatever
is commented, liked, shared or
reviewed by web user act as
marketing input for other users,
dimensioning the marketing
department of the firm without
boundaries. Thus it is imperative to
consider this process of engagement
as crucial to the success of social
media marketing. Brand content is
important to engage customers.
Once satisfied, customers are a good
source to spread the W-O-M.

Consumers’ own reviews of
products, services, and brands are
highly valued among online
audiences (Burton and Khammash,
2010). Content engineering in social
media has a significant impact on
user engagement as measured by
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Likes and comments for messages.
This study contributes to the
knowledge of how service
companies can benefit from the
application of semantic analysis or
data mining. By analyzing Social
networking wesites feeds, it is easy
to identify common pattern among
customer complaints, discover the
source of negative and positive
sentiments.

Social networks are incredibly
complex. A pair of individuals is
simplest form of network one can
think of. Investigating what causes
the network to form and how the
networks operate is important so
that marketers may join the
communities keeping in view the
algorithms used for edging off the
brand posts to the desired number
of target online participants which
may lead to harvesting of profits.
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