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Executive Summary 

This thesis is motivated by the debate surrounding how much Facebook is actually worth. The 

studies on this topic often look merely at correlation between sales and Facebook fans rather 

than what causes the actual value. The media agency Mindshare is facing this specific 

challenge when providing an interactive Facebook strategy for one of their clients, Ford of 

Europe. This raised the opportunity for this thesis and following research question: 

 

Through a deeper understanding of brand equity and its measurements, a new framework is developed 

that looks at how consumer-brand interactions on Facebook impact brand equity. 

 With the following sub-questions: 

o How can the impact of Facebook be measured in terms of brand equity? 

o How can Ford of Europe implement the Interactive Facebook Elements in their Facebook 

strategy in order to build their brand equity?  

 

To answers this, The Social Media Brand Equity Framework has been developed with a point of 

departure in Aaker‟s (1996) traditional brand equity measurement tool and Christodoulides 

(2006) online brand equity model. This framework is used to clarify how to measure and analyze 

brand equity through Facebook. The concepts of omnipresence and U-space have a significant 

impact on developing interaction and personalization through Facebook. Additionally, it was 

discovered that the subconscious has a major impact on consumer behavior on Facebook. 

Consumer interaction with brands on Facebook extends their sense of self and identity. 

  

To answer the research question, data is gathered through a focus group and web-based 

survey, providing the foundation for the analysis and the managerial/strategic implications. 

Some of the main points concluded from the analysis include that the brand-consumer 

relationship on Facebook is complex and dynamic in nature, yet there are tendencies in their 

actions showing that consumers highly value humor, a sense of belonging/community and are 

deeply motivated by image and personal gains. 

 

From the analysis the managerial implications are provided, which focus on general strategic 

recommendations, including how to convert Facebook brand equity to additional value for a 

company for example: Enhance brand position, Expand brand propositions and Capitalize on 

equity. Furthermore more tactical suggestions for how Ford of Europe can optimize their 

Facebook presence through the different Interactive Facebook Elements are presented.    
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1.0 Introduction    

This thesis finds its motivation in the debate surrounding how much Facebook actually is worth. 

Several studies have been developed in order to give an idea of how much monetary value the 

different Facebook activities are worth, which is exemplified by Mathieu‟s (2011) Facebook: how 

much is a “like” worth?, which values “the “like” at $8, by comparing the number of “likes” and 

the number of immediate sales of a “liked” product”. This thesis, however, strongly disagrees 

with statements like these, as studies of this nature often look merely at correlation between 

sales and Facebook fans, rather than what causes the Facebook fans to generate more value. 

 

The media agency Mindshare is facing this specific challenge in providing an interactive 

Facebook strategy for one of their clients, Ford of Europe. This raised the opportunity for this 

thesis to investigate the value of and motivations behind the brand-equity-building Facebook 

activities in order to provide Mindshare and Ford of Europe with a more accurate description of 

what a “like” is truly worth.  

 

1.1 Problem Identification 

While many people were not, at the time, aware of what exactly this would come to mean, in the 

late 1990‟s sites such as SixDegrees.com and Classmates.com were the start of what would 

grow to become the social networking phenomena. Years later in 2003, networks such as 

LinkedIn and MySpace emerged, and shortly thereafter in 2004, Harvard students were 

introduced to what ultimately would become the most recognized social networking site of all – 

Facebook (Malik, 2005). Since then, the site has expanded to be available to not only college 

students, as it originally was, but anyone who is interested in being part of the vast network of 

over 800 million members1.  

 

As people spend more and more of their time online visiting social networking sites, such as 

Facebook, it has become clear that “electronic social networking is the norm,” (Venkatraman, 

2010) and everyone, businesses in particular, need to have an online presence if they plan on 

staying current. A company that creates a strategic presence for themselves online is providing 

the company access to a low-cost advertising and brand-building platform that can prove to 

have many advantages in building relationships with consumers (Dutta, 2010 & Barwise, 2010). 

According to a recent study performed by Social Semantic, 66% of companies have 

                                                
1
 http://www.facebook.com/press/info.php?statistics 
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implemented social media within the last year in an attempt to strengthen their company‟s value 

(Social Semantics, 2011). However, exactly how companies go about making use of their social 

media presence is different from company to company, and as of yet there is no generic 

solution for how to create a useful and successful social networking presence. Consequently it 

is seen that the strategies companies use to optimize their Facebook profiles vary drastically 

(Zeisser, 2010), and most admit to not even having a strategy at all (Social Semantics, 2011). 

 

Delta Airlines‟ usage of Facebook is an example of one type of interactive Facebook strategy2. 

Aside from their Facebook wall, which displays the most recent Delta Airlines news updates, 

they also offer such services as “Delta Assist” and “Book a Trip,” both featured on their own tabs 

on Delta‟s profile. The “Book a Trip” feature allows U.S. Facebook users to purchase a trip 

directly from the Facebook page3. Delta launched this service in late 2010, and was able to beat 

competitors in being the first to make this service available to their customers4. They saw the 

opportunity for this use of social media to be a success since they already knew that Facebook 

was the most visited site on in-flight Wi-Fi by Delta customers as well as their previous success 

with promotions and sales on websites such as Twitter5. While Delta‟s Facebook page currently 

only has approximately 118,000 fans, offering services like “Book a Trip” and the newer “Delta 

Assist” will encourage their customer base to become more engaged in this Facebook dialogue. 

Contrastingly, with over 15 million fans, Red Bull has a very actively engaged customer base6. 

Through different sections of their Facebook page being dedicated to Red Bull Web TV, Polls, 

Games, and comments from professional athletes, Red Bull provides ample opportunity for their 

Facebook friends to actively participate in their network. However, even though there are many 

companies that use Facebook as an integral element in their social media campaigns, it is hard 

to say what they are actually getting out of it, as the true value of social networks has yet to be 

made clear (Zeisser, 2010). 

 

This project takes its point of departure in the assumption that to create a dialogue between 

company and consumer through the use of the social media tool of Facebook will have a 

positive effect on the strength and value of a brand. So far it has been very difficult for 

                                                
2
 www.facebook.com/delta 

3
 http://www.facebook.com/delta?Sk=app_119581404755652 

4
 http://www.independent.co.uk/travel/news-and-advice/airline-ticket-booking-via-facebook-goes-live-
2051888.html 

5
 http://www.independent.co.uk/travel/news-and-advice/airline-ticket-booking-via-facebook-goes-live-
2051888.html 

6
 http://www.facebook.com/redbull 
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companies to concretely measure what exactly they are getting out of using social media in their 

marketing strategy. This could be partly explained by the fact that social media tools are 

generally used simultaneously with television, radio, and online advertisement campaigns 

(Grønholdt, 2006) as well as the fact that the specific interactions happening in social 

networking forums do not have a known value. Thus, it has been nearly impossible to link the 

efforts made on a social media platform, such as Facebook, with changes in brand equity since 

there are rarely signs as to whether the success is a result of what the company has been doing 

in their television and radio advertisements, or on their Facebook and other social media pages. 

 

Thus, derived from the above, our research topic is: 

 

Through a deeper understanding of brand equity and its measurements, a new framework is 

developed that looks at how consumer-brand interactions on Facebook impact brand equity. 

 With the following sub-questions: 

o How can the impact of Facebook be measured in terms of brand equity? 

o How can Ford of Europe implement the Interactive Facebook Elements in their 

Facebook strategy in order to build their brand equity?  

 

1.2 Contribution & Justification 

With the increased interest in having a presence in the online world and the ability to connect to 

other people unhindered by distance in time and geography, significant improvements in the 

overall efficiency in the exchange of information have occurred (understood in the broadest 

sense possible) (Gavin, 2010). As the internet technology that enables one‟s ubiquitous online 

presence continues to evolve, the concept of being online has transcended the mere social 

world, and has become an integrated and integral concept in how companies do business. 

  

While it is difficult to predict exactly which business practices will prove to be superior in a ten-

year-perspective, the trends point toward market communication that is characterized by 

dialogue, not monologue, and which is also characterized by its much more complex 

communication mix (Louro & Cunha, 2001) and differentiated use of channels7. This concept 

and consequent market/marketing implications provide a variety of challenges for businesses. If 

                                                
7
 http://www.businessihub.com/communication-mix/ 
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harnessed and integrated properly, it can provide companies with the opportunity to create a 

significant competitive advantage. Furthermore, as the omnipresence of networks continues to 

evolve, it is important for businesses to realize that the way in which they communicate with 

their stakeholders needs to evolve simultaneously (Poynter, 2008). The connectivity and 

communication between an organization and its stakeholders is changing from a rather 

simplistic and unidirectional model to something that is much more complex and multidirectional 

(Watson, 2002). This emerging multidirectional communication pattern has paved the way for 

successful social networks such as Twitter, LinkedIn, and what is the most widely used social 

networking site of all – Facebook8. 

 

While it is clear that multidirectional communication and the interactive nature of social 

networking sites such as Facebook are becoming a necessary characteristic for companies to 

adopt if they wish to maintain their competitive advantage, there is still no clear cut value that 

can be directly associated with these actions. There is no adequate way for a company to 

currently measure precisely what a Facebook fan or picture comment is worth in terms of brand 

equity, which has caused most companies to dive into the world of social networking without 

having a strategy for how they plan to optimize their online presence (Social Semantics, 2011). 

Instead of focusing on a concrete strategy for how to engage in social media, companies are 

simply hoping that it will positively impact their brand, and help bring them ahead of their 

competitors (Social Semantics, 2011). But if companies really want their social media presence 

to be more than just a fan-page on Facebook, further research needs to be done so that 

concrete knowledge can support the strategy-building process of brands interacting on 

Facebook (Social Semantics, 2011, pg 7). Thus, it is the goal of this thesis to provide insight into 

how and why the different Facebook elements specifically impact a company‟s brand equity.  

 

1.3 Theoretical Contribution 

Through conversations with various media agencies in Copenhagen, it has become obvious that 

they are in need of a measurement tool for how to measure the value of social media 

interactions and more specifically, Facebook9. After reviewing the theories and frameworks 

available for measuring brand equity with respect to social media, it appears that for the context 

of this thesis there are currently none that adequately tackle the combination of social media 

and brand equity. While there are some theories that cover the traditional branding aspects and 

                                                
8
 http://blog.compete.com/2009/02/09/facebook-myspace-twitter-social-network/ 

9
 Appendix 1: Meetings With Mindshare 
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some that look at the online experience, there are none that take both elements into 

consideration when measuring brand equity, and consequently none that can adequately 

measure the impact social media have on brand equity. As it is seen in the preexisting branding 

frameworks for measuring traditional and online brand equity such as Aaker (1996), 

Christodoulides (2006) and Keller (1993), the elements of social media and social networking 

are not taken into account. Thus, the theoretical contribution of this thesis is that it will develop a 

new framework which aims to clarify how to measure and analyze brand equity within the scope 

of Facebook. 

 

1.4 Delimitation & Limitations 

 This thesis takes its point of departure in the Danish market, as the database Mindshare 

had available for the research only included Danish profiles10. However, as argued in 

Section 6.2: The Applicability of Danish Data Across Europe, the investigation in this 

thesis is applicable across Ford‟s European market. Due to the cultural similarities 

between the European countries, the research based on Danish data is applicable 

across Europe (see Section 6.2: The Applicability of Danish Data Across Europe). 

 

 When investigating behavior on sites like Facebook, the research can be handled in 

many different ways depending on the desired outcome. It can be argued that the 

optimal research solution for this thesis would have been a communicative research 

approach combined with an observation research approach. This would have allowed for 

a more comprehensive understanding of the behavior of Facebook users, and a deeper 

understanding of their subconscious actions. However, the amount of time allotted for 

this thesis combined with the resources provided by Mindshare, presents a situation in 

which the optimal research strategy is not possible. Despite the fact that the optimal 

research approach is unattainable, it is argued that using a communicative approach will 

be sufficient.  

 

 A limitation exists in the data collection process as a result of the translation and 

formatting processes associated with the survey. Since the survey was translated from 

English to Danish, as requested by Mindshare11, it can be assumed that some slight 

changes in perceived meaning have occurred. Additionally, through the formatting 

                                                
10

 Appendix 1: Meetings With Mindshare 
11

 Appendix 1: Meetings With Mindshare 
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changes made by Mindshare prior to sending out the survey, the meaning of some 

questions was altered12.  

 

1.5 Definitions 

New Media: This concept should not be understood as a form of new technology, but rather a 

new way of combining existing technologies in a way that creates a new communication 

platform.  

 

Social Media: The use of social media in this thesis is referring to the social networking site of 

Facebook. Furthermore, it excludes from “social media” other networking sites, such as Twitter 

and LinkedIn, and focuses only on Facebook. 

 

Facebook: The use of Facebook in the context of this thesis is focused on how brands can use 

it as a tool to communicate with their consumers, rather than a purely social forum. 

 

Brand Equity: In the context of this thesis, brand equity is viewed from a consumer perspective 

in terms of how much value can be created through the use of Facebook. This thesis does not 

view brand equity in its financial or economic sense, but rather focuses on how a brand can 

cultivate brand equity in a more qualitative way.  

 

1.6 Philosophy of Science 

In order to clarify the philosophy of science of this thesis, the epistemological approach is 

defined in this section. Overall this thesis takes its point of departure in the epistemological 

mindset of interpretivism and critical realism. In order to answer the research question this 

thesis has to use qualitative and quantitative research methods, which will be explained and 

discussed in Section 5: Methodology. In terms of the qualitative part it is important for the 

researcher to understand the subjective opinions and underlying reasons for consumers‟ actions 

when interacting on Facebook. Additionally, it is important for the researcher to take into 

account pre-constructed social ideas regarding motivations and beliefs. Furthermore, the 

qualitative research is not solely coming from objective facts or theories and hypotheses, but 

rather from already seen actions and socially constructed behavior. The qualitative research 

should detect what is happening in a specific situation, which also points towards an 

                                                
12

 Appendix 7: Survey Flaws 
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interpretivistic stance (Blumberg, 2008). It is, however, also important to recognize the gap 

between the perception of the researcher and the “true,” yet unknown reality. This is the point of 

departure of the critical realism which needs to be taken into consideration during the research 

process (Langergaard et al., 2006).   

 

1.7 Structure 

In Figure 1.1 below, an overview of the structure of this thesis is featured. In order to answer the 

problem formulation, this thesis starts out with a theoretical section, which is used as a platform 

for understanding the theoretical foundation of branding, new media, and social 

media/Facebook. At the end of the first theoretical section, the analytical branding framework is 

constructed and will provide the foundation for the research and analysis of this thesis. In order 

to present and form the research field, the methodology section is introduced. A discussion of 

and argumentation for the chosen research methods, as well as a detailed description of how 

the focus group and survey are constructed are provided. Next, in Section 6.0: Ford of Europe 

Case Study, a description of Ford of Europe and their goals as a company are presented. As 

the research for Ford of Europe is conducted in Denmark, a justification of how and why the 

research is applicable for the European market is also introduced in Ford‟s case study. Before 

being able to engage in a discussion and analysis of the findings, another theoretical section is 

presented. This section focuses on the consumer-brand relationship and how and why it exists 

in the world of Facebook. The foundation provided by the two theoretical sections and the 

research allows for the discussion and analysis to take place. In Section 9.0: Analysis, the 

findings and resulting analysis will be structured around the five parameters of the Social Media 

Brand Equity Framework, which is constructed in Section 3.0: Developing the Social Media 

Brand Equity Framework. Taking a point of departure in the analysis, this thesis ends with 

managerial and strategic implications for Ford of Europe. These implications will provide some 

general recommendations as well as specific tactical suggestions for Ford of Europe. This leads 

to the end of the thesis where a conclusion is provided in order to summarize and highlight the 

answers to the research questions presented in this thesis. 
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2.0 Theoretical Section 1 

In this section a deeper understanding is gained of how branding is viewed in the context of this 

thesis. This will provide the foundation for the framework that is developed in order to measure 

the impact Ford of Europe‟s Facebook usage has on their brand equity.  

 
 

2.1 Identification of Branding 

The concept of how to best brand a product or service is a practice that is constantly evolving. It 

is a topic that has been written about and debated for many decades, and even today, the 

meaning behind branding is shifting and crossing new boundaries. Despite its evolutionary 

nature, it can be argued that the basic purpose of branding has been and always will be to 

provide consumers with a clear idea of what makes a brand special and why in fact they should 

choose that brand over others.  But how to go about achieving this goal is where it gets a little 

complicated, and with the increasing use of new media, a whole new concept of branding in the 

digital era is only adding to the complexity of the situation (Edelman, 2010).  

 

However, before the issue of how to best brand a product in today‟s market can be tackled, it is 

crucial to understand the concepts that build the foundation of branding. For example, before 

being able to design an appropriate and efficient marketing strategy for a brand or product, it is 

integral to understand what brand personality the company wants to present to the consumers. 

While the brand personality is a representation of the brand as intended by the sellers13, how 

people actually perceive the brand is known as brand image14. Thus, one of the key elements of 

branding is to align the brand personality with the brand image so as to present a clear and 

unified brand to the consumers. It is safe to assume that the brand personality that is presented 

to the consumer and the resulting brand image is an attempt from a company to increase their 

brand equity. The American Marketing Association defines brand equity as the overall value of a 

brand as seen from the perspective of the consumer15. 

 

2.2 Brand Management  

In order to clarify the use of branding in this project, this section will review some models and 

theories, which will lead to a definition of branding that is used as a foundation for the 

                                                
13

 http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B#brand+personality 
14

 http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B#brand+image 
15

 http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B#brand+equity 
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framework that is developed in this thesis. Branding can be used in several ways, depending on 

the brand‟s communication and media strategies, which is why a clarification is necessary in 

order to determine how it will be used in this thesis. One of the ways a brand can measure 

branding is through the concept of brand equity. The concept of Brand Equity emerged in the 

early 1990s to close the gap between short- and long-term marketing activities, whereas today it 

is a widely used term in every company (Ambler 2003). It can be measured in many ways, 

through both tangibles and intangibles16, and in the context of this thesis it will be viewed in a 

more a qualitative sense.  

 
2.3 Branding Strategies 

Branding can be used to accomplish many different purposes – for example, to brand a product 

or to brand a corporation (Morsing, 2002). This paper will take its point of departure in corporate 

branding where the company applies a strategic and coherent use of the company‟s unique 

identity (Aaker, 2004). Corporate branding can be described as the process of creating, nursing 

and maintaining a good relationship within a company toward its employees and its external 

stakeholders in order to communicate a strong and consistent message toward the 

consumers.  By using corporate branding, the company consequently communicates one image 

and identity no matter what, where or to whom they are communicating (Shultz, 2006). 

 

2.3.1 Corporate Branding 

Aaker (2004) argues that there are two important reasons for why it is important to have a 

strong corporate brand. First of all, a strong corporate brand facilitates internal and external 

communication of a company. If you are able to create a strong corporate brand, the 

communication towards the stakeholders, prospective employees, retailers and investors will be 

the best possible. Contrastingly, it is difficult to communicate the brand to the external 

environment if the corporate organization is not well informed and engaged with the selected 

brand identity. When the internal communication is good regarding the corporate brand, the 

external dissemination of the brand will be easier. Secondly, Aaker (2004) emphasizes that a 

strong corporate brand can facilitate positioning and differentiation on the current market as the 

corporate brand often presents the company and its products as a whole. Over time, products in 

the same industry can become very similar to each other – same functionality, size, color, etc. If 

that happens, then a corporate brand can help differentiate the products from one another, 

                                                
16

 To measure brand equity in a financial way can be done through this formula: Brand Equity (I) = 
Effective Market Share (%) * Relative Price * Durability (Loyalty Index) (I)16. 
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since companies will typically be very different.  Furthermore, the corporate brand can have an 

influence on the sales of the product portfolio. Positive corporate brand associations can help a 

company if the consumers are having any doubt in the buying situation, i.e. if a consumer has to 

choose between several products and one company has a good reputation, then it is likely that 

the consumer will prefer that company‟s product. 

 

Cornelissen (2004) emphasizes that corporate branding contains the culture of the organization, 

a strategic vision, an image and an identity. Thus, based on “who we are as an organization”, 

corporate branding focuses on the development of these characteristics of the organization 

through leading and organizational processes. This means that corporate branding makes it 

possible for companies and organizations to express their unique identity towards the 

stakeholders while simultaneously involving the stakeholders with regard to participation in this 

identity in order to make it sustainable and relevant. To put it in another way, successful 

corporate branding is about establishing a long-term vision for a company and trying to get the 

company operations to meet the objectives. 

 

Olins (1989) characterizes three strategies for corporate brands: Branded identity, endorsed 

brand identity and monolithic brand identity. This project will take its point of departure in 

monolithic brand identity, which is when a company uses one name and one visual style for all 

of its products and activities, thus achieving strong and coherent communication toward 

stakeholders. This supports the chosen corporate branding strategy, which focuses on a 

cohesive and clear communication to the consumers. When branding a corporation, companies 

are facing a growing number of new challenges. Consumers have increasingly more influence 

on corporate branding because of the boost in media interaction, which facilitates the 

communication between consumers (Antorini, Y. M. et al., 2005). The purpose and identity of 

the products rely heavily on the common external expression from the company. Additionally, 

corporate branding is about communicating an “aesthetically appealing universe and creating 

emotions that attracts and hold on to the consumer, and which is firmly tied in with the company 

itself”(Morsing, 2002, p. 40). Furthermore, the relations with the consumers are getting more 

and more important, and there is a fine balance in how much the company should involve the 

consumers without compromising the corporate brand. Many models and theories have been 

created in order to frame and categorize the different kinds of communication between the 

companies and their customers. It is very difficult, if not impossible, to categorize all the different 

communication flows, but Grunig and Hunt (1984) have framed different ways of communicating 
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to the recipients in their model, the Four Models of Public Relations. The four purposes are: 

Press Agency /Publicity, Public Information, Two-Way Asymmetrics, Two-Way Symmetric. The 

last two are very interesting in the context of this thesis. In Two-Way Asymmetrics and Two-

Way Symmetric, communication flows both to and from publics, yet there is still a great 

difference in the two perspectives. Regarding the Two-Way Asymmetrics approach, the effect of 

the public relation is in imbalance in favor of the organization. The organization does not change 

as a result of public relation, but rather pay attention to the public and attempt to change the 

public attitude and behavior. The Two-Way Symmetric model is, in contrast, focusing on a 

dialogue with the recipients. Furthermore, in this model, companies adjust their public relations 

strategy in response to the developments in the market.  

 

Turning back to corporate branding with the Public Relations model in mind, Louro & Cunha 

(2001) establish a foundation for integrating and differentiating current approaches to brand 

management. Through the identification of similarities and divergences across perspectives 

they cluster dominant conceptualizations around these central paradigms: product paradigm, 

projective paradigm, adaptive paradigm and relational paradigm. With the monolithic brand 

identity in mind, a closer look on the projective paradigm can be relevant. It is scaled towards 

the so-called brand centrality, i.e. it is the brand that is in focus. The projective paradigm is 

focused on reinforcing and developing brand positioning and by achieving a coherent focus 

across a brand portfolio and projecting a consistent message to all stakeholders (deChernatony 

& Dall‟Olmo Riley, 1998). Within this perspective, brands are conceptualized as focal platforms 

for articulating and implementing an organization‟s strategic intent. In contrast to the projective 

paradigm, the relational paradigm is centralized around the consumers. It recognizes branding 

as an ongoing dynamic process, without a clear beginning or end, in which brand value and 

meaning is co-created through interlocking behaviors, collaboration and competition between 

organizations and consumers (Putnam, Phillips & Chapman 1996). Brand management in the 

relational perspective entails the recognition of the consumer‟s active role in co-developing 

brand meaning and value. These two paradigms will be used as a basis for further discussion in 

this thesis. 

 

The models and theories used for this section are chosen in order to determine the direction of 

branding communication. Even though none of the models or theories provides a clear 

description of how branding communication can be used, they provide an indication of how to 

form a successful communication strategy.  
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Summing up, this thesis uses the concept of corporate branding with a strong focus on 

communicating a coherent identity towards the consumers in order to provide a foundation for 

the Social Media Brand Equity framework and the Ford of Europe Case Study. Monolithic brand 

identity supports this by stating the importance of one name and one style for products and 

activities. Furthermore, the projective paradigm, and to a large extent, the relational paradigm, 

correlate with monolithic brand identity by reinforcing and developing brand positing and 

focusing on communicating a coherent message to stakeholders and consumers and focusing 

on consumer interaction with regard to a brand and consumer centrality. The consumer 

centrality aspect of the relational paradigm is extremely important as it focuses on the active 

role consumers have in co-developing brand meaning and value in a company.  

 

 

2.4 Online/New Media 

This section will take a deeper look at the impact and implications of new media and having a 

strategic online presence, raising questions regarding the influential aspects of online media 

and its effects on the firm-consumer relationship.  

 

2.4.1 The Impact of New Media on Marketing Efforts 

Rayport and Sviokla (1995) argue that, “every business today operates in the physical world of 

resources (marketplace) and the virtual world made of information (marketspace)” (Cited in Eid 

and Trueman 2002; p. 60). The emergence of, not only the Internet but also mobile phones, 

PDAs, social networking sites and the like, challenges the traditional perception of media use in 

communicating with customers and building brand relationships. As a marketer, especially when 

operating online, where barriers to entry are remarkably lower, imitation easier and the need for 

considering possible new entrants high (Wilson and Abel 2002), great attention must be drawn 

in order to create a unique and sustainable competitive advantage through long-lasting 

interactive customer relationships. Eid and Trueman (2002) argue that, “the interaction-network 

approach (…) views marketing as an interactive process in a social context where relationship 

building and management are vital cornerstone” (p. 62). They further argue that the key to a 

more successful online marketing effort is an interactive strategy.  

 

The emergence of the internet as a marketing tool has lead to the appearance of a new 

marketing paradigm, and has greatly changed the way in which firms approach their customer 
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relationships. Rayport and Sviokla (1995) emphasize the increasingly dominant role of 

information in this new marketing paradigm, arguing that in market space or virtual value-chain, 

information in itself is a source of value for the customers, as opposed to the traditional 

approach of marketing – i.e. no use of online tools – where information was merely a supporting 

element. The content of what is actually communicated is thus playing an increasingly integral 

role as new communication channels are fostered. This is especially relevant for marketers for 

many reasons. Most importantly of all, the inclusion of channels such as mobile phones, emails, 

banner, sponsored links etc. implies that consumers are increasingly being bombarded with 

information and promotions. A regular consumer is projected to being exposed to thousands of 

ads every day, yet only actually noticing a very small percentage17. This has major implications 

for marketing, and implies a need for more focused and context-relevant communication. 

Furthermore, this communication should target customers in a customized way in order to 

create a personal relationship between consumer and brand. This will help ensure that 

consumers are actually paying attention to the messages they are exposed to, and 

simultaneously encourage the consumer to actively engage in communication with the brand.  

 

2.4.2 Taking it a Step Further: The U-Space 

A more recent approach presented by Watson et al. (2002) takes the importance of networks 

and personalization a step further, by presenting a conceptual foundation for thinking about next 

generation marketing based on ubiquitous networks. Through the concept of U-commerce – 

über commerce – where marketing becomes independent of time and space, this approach 

emphasizes the ability of the internet to appear as a new medium, through the interaction with 

so many other media - print, mobile and broadcast. Watson et al. (2002) argue that markets are 

going through a three-stage progression: market place → market space → U-space. Market 

place is defined as how we know a traditional physical market place, including the exchange of 

goods and services via face-to-face human interaction. Market space is an informal market 

place, where goods and services are exchanged via computer interaction. Finally, the U-space 

is a transcension and integration of market place and market space (Watson et al., 2002; Table 

2; p. 339). Furthermore, u-commerce is defined as the use of omnipresent networks supporting 

a unified, personalized and uninterrupted communication and transactions between a firm and 

its various stakeholders, providing a level of value over, above and beyond traditional 

commerce (Watson et al., 2002).  

                                                
17

 http://www.guardian.co.uk/media/2005/nov/19/advertising.marketingandpr 
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Although the foundation of the u-space theory is presented as a possible future direction of 

marketing, several aspects have already become a reality. Thus, according to this view, the 

newness is therefore not to be found in the technology itself, but in the way it is combined and 

applied as well as the way it facilitates interaction between networks and individuals.  

 

2.4.3 New Media Literature Review  

Many authors agree with the notion that new media is not necessarily based on the technology 

itself, but rather on innovative ways of using existing tools. “We take „new media‟ to refer to the 

following: New textual experiences (…) New relationships between subjects (users and 

consumers) and media technologies (…) New ways of representing the world” (Lister 2003; p. 

12). The novelty and benefit of new media – although the literature is rather dispersed and often 

concerned with a very broad view encompassing all types and aspects of media – is, in a 

majority of the cases, to integrate communication, while emphasizing personalization and 

interaction (Bezjian-Avery et al. 1998). Especially the terms „Information and communication 

technology‟, ICT (Kennedy 2008), and „computer-mediated communication‟, CMC 

(Haythornthwaite, 2001), are often the concepts associated with new media. New media is 

conceptualized as a social construct initiated and developed through interaction. It is argued 

that new media has the potential of building strong ties and relationships between a firm and its 

customers as communication is more frequent and encompasses a higher number and types of 

resource exchange (Haythornthwaite, 2001). Furthermore, the interactive focus encompasses 

the option of customizing the information communicated and thus, not only strengthens the 

relationship with customers but also strengthen the value of the message as customers no 

longer have to sort through all the noise but are directed to information that is specifically 

relevant to their profile.  
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3.0 Developing the Social Media Brand Equity Framework 

As described in Section 1.0: Introduction, the purpose of this thesis is to investigate how 

consumer interactions on Facebook impact brand equity. However, due to the fact that for the 

context of this thesis no measurement tool currently exists that optimally analyzes the 

connection between social media and brand equity, this section will develop a framework for 

assessing the value of brand equity in terms of Facebook. The brand equity parameters that are 

developed in this section will later be used to analyze the impact the Interactive Facebook 

Elements have on social media brand equity. The framework developed in this section is 

applicable for the specific case study described in Section 6.0: Ford of Europe Case Study, and 

while it is not necessarily applicable to every company in every industry, there are some 

elements that can be used in other social media contexts.  

 

3.1 The Existing Literature 

An appropriate point of departure for re-conceptualizing brand equity with respect to the current 

market tendencies, as described in Section 1.1: Problem Identification, is the preexisting 

framework of Aaker‟s Brand Equity Ten. The measurement parameters presented in Aaker‟s 

framework are proposed as an initial point of reference that is to be customized to fit the brand-

specific context of what is being measured (Aaker, 1996). Furthermore, the framework does not 

take into account the effect of new media, or any sort of online communication per se, which is a 

prerequisite for the framework needed for the research of this thesis. In order to overcome this 

shortcoming, Christodoulides et al. (2006) introduces a more recent study on conceptualizing 

and measuring the equity of online retail/service (ORS) brands. By acknowledging the unique 

characteristics of the Internet, which according to Christodoulides render consumers as co-

creators of brand value, he defines ORS brand equity as “a relational  type of intangible asset 

that is co-created through the interaction between consumers and the e-tail brand” 

(Christodoulides et al., 2006; p. 799). The inclusion of the ORS brand equity framework allows 

for the evaluation of online consumer-brand interaction in relation to brand equity. However, as 

ORS is specifically related to online retail/service brands, the categories of the framework are 

shaped accordingly, including certain aspects which do not fall within the specific scope of this 

thesis. 

  

Thus, the brand equity framework that is constructed in this thesis will explore both the more 

traditional approach to measuring a firm‟s brand equity (Aaker) and a more recent approach that 
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acknowledges the impact of online branding (Christodoulides). Despite the fact that neither of 

the two frameworks on their own are entirely applicable for the context of this thesis, it can be 

argued that a combination of the two will lead to a brand equity framework that takes into 

account both the traditional aspects of a brand as well as the online elements of new media (cf. 

Section 2.4: Online/New Media). This consequently forms a framework that is applicable in the 

context of this thesis.  

  

To sum up, Aaker provides the foundation of the framework developed in this thesis as his 

Brand Equity Ten is developed with the aim of providing a broadly applicable brand equity 

measure that focuses on the various more traditional aspects of the consumer‟s perception of 

brand equity (Aaker, 1991). Christodoulides‟s ORS will work as a supplement to Aaker‟s Brand 

Equity Ten as it incorporates certain aspects of the new media perspective necessary to 

understand how consumer-brand interactions that happen online can have an impact on brand 

equity. Furthermore, the ORS framework is based on the importance of customer interaction, 

which is a vital element of how new media should be perceived, and consequently adds to the 

importance why ORS should be integrated into our brand equity framework. Finally, it is argued 

that linking various parameters from the two separate brand equity frameworks will enable us to 

develop an appropriate measurement tool that encompasses the appropriate and necessary 

elements of brand equity that are impacted through the use of the new media tool of Facebook. 

 

3.2 Developing the Framework 

In order to clarify the reasoning behind the construction of this framework, the initial step in this 

process will be an assessment of the brand equity measurements from the two frameworks and 

their respective significance for the investigation in this thesis. Ultimately, the relevant 

parameters will be derived and the Social Media Brand Equity framework is presented.  

3.2.1 Brand Equity Ten 

Aaker defines brand equity as “a set of assets and liabilities linked to a brand, its name and 

symbol, that adds to or subtracts from the value provided by its products and services to a firm 

and/or to that firm‟s service” (Aaker 1991; p. 12). He takes his point of departure for the Brand 

Equity Ten framework in the dimensions of brand equity - loyalty, perceived quality, associations 

and awareness (1991). Furthermore, Aaker‟s emphasis is guided by the view that general 

measurements can provide structure and guidance for developing a set of measures for 

individual brands.  



 
 23 

  

Aaker emphasizes the need for modifications in order to fit the framework to the specific 

context. Consequently, the measures he presents form the starting point for the framework 

developed in this thesis. The Brand Equity Ten is composed of ten sets of measures grouped 

into five categories: 1) Loyalty, 2) Perceived Quality, 3) Associations, 4) Brand Awareness and 

5) Market Behavior. The first four categories represent customer perception of the brand, and 

are constructed along the dimensions of brand equity. The fifth represents information obtained 

from the market and offers an additional and accurate insight into the performance of the brand. 

  

It should be mentioned that each of the parameters – and their corresponding variables – could 

involve some potential problems and need for caution when engaging in the measurement. A 

general implication is the fact that often they have to be measured vis-à-vis a frame of 

reference, which can be cumbersome to demarcate, as several factors are not that straight 

forward or easy to define e.g. competitors, innovation, interpretation of brand, key drivers etc. 

However, this thesis will attempt to derive from the more generic categories of Aaker‟s 

framework and further apply these in the well-defined setting of a specific case study that 

analyzes the impact of social media in terms of specific parameters. Aaker‟s framework is 

perceived as a solid foundation to base general brand equity parameters on, yet each of the 

chosen parameters will be specifically defined in the context of this thesis. This point will be 

returned to in Section 3.3: Developing the Social Media Brand Equity Parameters.   

 

3.2.2 ORS Brand Equity 

Christodoulides takes his point of departure in Aaker‟s framework and definition of brand equity 

(1991), arguing that existing brand equity conceptualizations and measures overlook the brand 

building potential of computer-mediated environments, and furthermore identifies the facets of 

online retail/service brand equity. Little research has been directed towards understanding 

brand equity in an e-business context, and “no study to date has addressed the issue of brand 

equity measurement in online environment.” (Christodoulides 2006; p. 803). Christodoulides‟ 

framework is intended to fill the gap in existing research and produce a valid, reliable, and 

parsimonious scale to measure brand equity on the web, through the development of his ORS 

brand equity scale. Three important aspects are connected to the definition of ORS brand 

equity. First, ORS brand equity, similar to consumer-based brand equity (Keller 1993) implies an 

intangible asset reflecting the connection between a brand and its consumers. Secondly, ORS 

brand equity, and brand meaning, involves co-production by marketers and consumers (Vargo 
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& Lusch, 2004). And finally, the previously mentioned intangible asset is an outcome of the 

interactions between consumers and the e-tail brand (cf. Section 2.4: Online/New Media).  

  

Through specifying, exploring and testing the domain of the construct, five dimensions of ORS 

brand equity are presented - 1) Emotional Connection, 2) Online Experience, 3) Responsive 

Service Nature, 4) Trust, 5) Fulfillment. Despite the fact that these dimensions can be said to 

encompass all relevant aspects of assessing brand equity in an online environment, it must be 

kept in mind that the study is intended for e-tailers who have to build their brand equity from 

scratch, and thus, cannot leverage their offline awareness. This becomes obvious when looking 

further into the measurements of each category, which to some extent are composed by e-tail 

and online shopping specific aspects such as security, privacy and delivery and are not 

specifically relevant in the context of this thesis and case study. The ORS brand equity 

framework would therefore not be sufficient to use alone, as without a general and more 

traditional measurement approach it would not provide the findings and insight necessary to 

address the topic of this thesis. In the following section, the Social Media Brand Equity 

framework will be outlined, and each parameter will be defined in detail. 

 

3.3 Developing the Social Media Brand Equity Parameters 

The first step in merging the two frameworks and developing a new media brand equity 

conceptualization is to take a thorough look at the specific elements each of the frameworks 

contain in order to see where overlap may exist or where parameters may be irrelevant. The two 

frameworks are presented below:  

  

Brand Equity Ten 

1. Loyalty 

a. Price premium 

b. Satisfaction/Loyalty 

2. Perceived Quality 

a. Perceived Quality 

b. Leadership 

3. Associations/Differentiation Measures 

a. Perceived Value 

b. Brand Personality 

c. Organizational Associations 
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4. Awareness Measures 

a. Brand Awareness 

5. Market Behavior Measures 

a. Market Share 

b. Price and Distribution Indices 

  

ORS Brand Equity 

1. Emotional Connection 

a. Affiliation 

b. Care 

c. Empathy 

2. Online Experience 

a. Ease of Use 

b. Navigation 

c. Speed 

3. Responsive Service Nature 

a. Responsiveness 

b. Interaction 

4. Trust 

a. Privacy 

b. Security 

5. Fulfillment 

a. Accuracy 

b. Delivery 

  

Before going further in depth regarding the different dimensions and parameters that are 

appropriate for new media brand equity, a revisit to the purpose of this thesis is needed (cf. 

Section 1.1: Problem Identification). The main intention of this thesis is to investigate brand 

equity and how it is affected by social media. In order to begin with this investigation, a 

framework with which to look at social media and brand equity needs to be developed. This 

framework, when paired with the Facebook elements/parameters, will highlight how the various 

elements impact the different parameters of the Social Media Brand Equity Framework. 
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As a point of departure for advancing further with the assessment of the ten parameters of 

brand equity listed above, the categories will be narrowed down and customized to fit the 

context of this thesis. 

  

First of all, dimension number five of Brand Equity Ten, Market Behavior, will not be included as 

a parameter in the framework developed in this thesis. Aaker defines market behavior as brand 

performance measures that are gained through market-based information rather than directly 

from customers, and is composed of such elements as market share, market price and 

distribution coverage (Aaker, 1996). It can be argued that valid brand equity measurement 

cannot be carried out without knowledge and insight into the current structures and market 

situation in which the specific brand is operating. However, since the focus of this thesis is to 

take a closer look at the interactions occurring on Facebook and how customers perceive these 

various interactions as impacting brand‟s equity, it is deemed unnecessary to include the Market 

Behavior parameter. Furthermore, as Aaker points out, the Market Behavior parameter cannot 

be measured through a survey, but rather has to be gained through further market research. 

And since in the context of this thesis the framework is being supported with research gathered 

through the forms of survey and focus group, again the parameter of Market Behavior was seen 

as irrelevant for the Social Media Brand Equity Framework being developed.  

  

As mentioned previously, ORS brand equity is intended for pure e-tailers who do not have the 

benefit of a physical store and reference point for consumers, and consequently rely solely on 

online shopping. And since the framework being developed is for a social media context, the 

idea of online shopping is irrelevant since no purchasing of goods or services happens directly 

from a brand‟s Facebook profile. Thus, dimension number five of the ORS framework, 

Fulfillment, as well as its two sub categories, accuracy and delivery, will be excluded. 

  

Before summing up with the final Social Media Brand Equity Framework, a deeper look will be 

taken at each suggested parameter to determine which specific elements of the parameter 

should be included and excluded, and consequently a definition of each Social Media Brand 

Equity parameter will be presented. 
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3.3.1 Key Parameters of Social Media Brand Equity  

Loyalty 

Aaker defines Loyalty as a core dimension of brand equity and is composed of the elements of 

Price Premium and Customer Satisfaction/Loyalty. Loyalty, i.e. a loyal customer base, has the 

potential of representing a barrier to entry, and further, it can act as a basis for charging price 

premiums and provide the firm with a safer position in terms of its competitors. In the context of 

this framework, Loyalty will be used to measure how social media, specifically Facebook, affects 

a consumer‟s decision to purchase and remain loyal to a specific product, brand or company. 

Thus, this parameter will encompass aspects of the business-consumer relationship and how it 

will react in a social media campaign. Furthermore, since this is how the concept of Loyalty will 

be viewed in this framework and thesis, the aspect of price premium will not be included under 

the Loyalty parameter. As previously implied, the focus will be on customer satisfaction and the 

resulting loyalty that is created through social media interactions on a product, brand or 

company‟s Facebook profile/fan page. However, price premium, defined by Aaker as how much 

a customer will pay for one brand compared to another, is still viewed as an integral element of 

brand equity, but it is outside the scope and means of the research possibilities of this thesis. 

Consequently, price premium will not be included in the Social Media Brand Equity framework.  

  

Perceived Quality 

Aaker defines perceived quality as one of the key dimensions of brand equity, and it is often 

associated with price premiums, brand usage, stock return, and price elasticities. In Aaker‟s 

framework, perceived quality is divided up into two separate elements, perceived quality and 

leadership/popularity. In the context of this thesis and social media brand equity both elements 

are deemed relevant and necessary for the analysis of social media‟s impact on brand equity. 

The aspect of perceived quality will be included as a reference for how a customer‟s perception 

of a product/brand/company‟s quality is affected through the consumer-business interaction 

occurring on social media platforms, such as Facebook. The second element of perceived 

quality, leadership/popularity, will also be taken into account when looking at whether or not 

having a social media presence will have an impact on the consumer‟s perception of who is a 

leading and popular brand within a specific industry. While Aaker warns that there is not enough 

research surrounding the merits of leadership/popularity to warrant it too much attention, within 

the context of social media that the ideas of leadership and popularity are central to the 

interactions occurring on Facebook. Thus, this parameter will be used in the context of this 

research to take a deeper look at how the different elements of interactions occurring on a 
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product, brand, or company‟s Facebook profile impact the consumer‟s perception of whether or 

not a product, brand, or company is popular or a leader within their industry.  

  

Associations 

Associations are, in the framework of Aaker, defined in terms of image dimensions, which are 

unique to a product class or brand. He distinguishes between three perspectives of brands: the 

brand-as-product (perceived value), the brand-as-person (brand personality), and the brand-as-

organization (organizational associations) (Aaker 1996). These three perspectives can structure 

the measurement of brand equity and consequently reveal how consumers interpret the brand. 

In terms of the framework developed in this thesis, associations are highly relevant. They can 

reveal the values consumers get from the brand, and whether these values are merely 

functional (brand-as-product) or whether there is a higher emotional connection that transcends 

physical qualities of the product (brand-as-person and brand-as-organization). Due to the fact 

that this thesis focuses on the interactions occurring in the social networking forum of Facebook, 

it can be assumed that the value that is being presented through a product, brand, or company‟s 

Facebook presence is not directly product functionality oriented, but rather focuses on the 

emotional connection that is being made through consumer-business interaction. Thus, this 

framework will not include the brand-as-product perspective, as it is deemed irrelevant for the 

purpose of this thesis. However, the other two elements of associations – brand-as-person, 

which focuses on brand personality, and brand-as-organization, which focuses on 

organizational associations – will be highly relevant in looking at how brand associations are 

impacted through the use of social media, and will provide a significant reference point for 

further analysis on the overall effect of social media on brand equity. Together, these two 

elements of associations will form the subparameter of Brand Personality.  

  

Brand Awareness 

Aaker (1996) views brand awareness as a very important aspect of brand equity that can have a 

great influence on perceptions and attitudes of consumers. There are many different levels of 

awareness that range from recognition, which looks at whether or not a customer has heard of a 

brand, to top-of-mind, which focuses on the first-named brand in a recall task, to brand opinion, 

where consumers have a clear opinion on a brand. Consequently, this parameter will be 

included in this Social Media Brand Equity Framework in order to provide a closer look at what 

impact Facebook interactions have on the consumer‟s brand awareness. 
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Emotional Connection 

According to Christodoulides, all great brands have to make an emotional connection with 

consumers. The power of an emotional connection can impact the consumer‟s perception of a 

brand, and ultimately play an integral role in the development of brand equity for any product, 

brand or company that is interacting with consumers not only in the physical world, but perhaps 

even more importantly, in the online world of social networking. And while an emotional 

connection can be difficult to measure, its importance in this framework and thesis is 

undeniable. However, instead of listing emotional connection as its own parameter, it will be 

included in the framework under the parameter of online experience. The reason for this is that 

in the context of this thesis it can be argued that the emotional connection would not be possible 

without the online experience of being on Facebook, and an online experience would not be 

complete or effective without an emotional connection. Thus, it is feared that to separate the two 

parameters would result in unclear research with excessive overlap, and to couple the two 

parameters in under one title – Online Experience – would make much more sense in the 

context of this thesis and framework. 

  

Online Experience 

Christodoulides (2006) defines online experience in terms of ease of use, navigation, and 

speed. Accordingly, online experience is a very powerful concept in cyberspace 

(Christodoulides, 2006). Online experience implies that the users experience the brand in real 

time, which obviously brings about certain standards, which must be reached. Users have 

constant access to the brand as well as several other brands, which suggests that the online 

experience of a particular brand is crucial for creating a positive impact on a consumer‟s 

perception of the brand. Although the ORS framework uses online experience solely in 

reference to an online retail/service brand, we find the parameter remains applicable in the 

context of this thesis due to the fact that everything occurring on the social media networking 

site of Facebook is an online experience. Furthermore, online experience in this framework is 

defined in collaboration with the subparameters of Responsiveness and Interaction, taken from 

the Christodoulides (2006) ORS parameter of responsive service nature, and the parameter of 

emotional connection, as discussed above.  The reason for these other parameters/elements 

being added in under the parameter of online experience is due to the fact that they both play 

an integral role in what this thesis considers an online experience. With the evolving nature of 

the internet and the online world, the concept of what should be included in an online 

experience is changing as well, and has surpassed the traditional needs associated with. Using 
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the example of an online retail store, it has progressed into something that encompasses both 

business-consumer interactions and consumer-consumer interactions, which create a certain 

omnipresence of the brand (cf. Section 2.4: Online/New Media). If harnessed correctly, this 

omnipresence can ultimately create a sustainable and unique emotional connection.   

  

Trust  

Trust, as defined by Christodoulides, “refers to the confident expectations of the brand‟s 

reliability and intentions in situations involving consumer risk” (Christodoulides, pg 806, line 1-2). 

While, in the context of the research associated with this thesis there is no online shopping or 

other interactions that warrant extreme trust, there is an overall feeling of trust that should exist 

within a social networking community. Since this thesis is taking a closer look at the effect that 

social networking interactions occurring on Facebook between a consumer and a product, 

brand, or company‟s Facebook profile, it can be assumed that there should be some element of 

trust when these interactions occur. Consequently, this parameter will be used in order to 

investigate how important the element of trust is when consumers are interacting with a product, 

brand, or company‟s profile on Facebook. In the ORS framework, the parameter of trust is 

composed of privacy and security. In the framework developed in this thesis, however, privacy 

and security will not remain as the specific focus of the parameter, but rather the overall feeling 

of trust as the individual consumer perceives it will be how trust is viewed in the context of this 

research. Trust will be moved under the parameter of Associations, since trust in itself is an 

outcome of interactions occurring on Facebook, and thus can be considered an association.  

  

Before summing up, here is an overview of the Social Media Brand Equity Framework that will 

be used as a point of departure in researching the impact of Facebook interactions on brand 

equity.  

  

The Social Media Brand Equity Framework 

1. Loyalty 

2. Perceived Quality 

a. Perceived Quality 

b. Leadership/Popularity 

3. Associations 

a. Brand Personality 

b. Trust 
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4. Brand Awareness 

5. Online Experience 

a. Emotional Connection  

b. Responsiveness/Interaction 

 

This Social Media Brand Equity framework will be used to research and analyze how the 

Interactive Facebook Elements impact a company‟s brand equity. It provides the foundation for 

Section 9.0: Analysis and the subsequent managerial implications.  
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4.0 Facebook & Social Media Theory 

With the evolution of social media gaining more and more momentum, the world is seeing social 

networking sites being integrated into the business world as a means to leverage the power 

behind the millions of users logging on to sites such as Twitter, Facebook, and LinkedIn 

worldwide. However, while many companies are starting to see the potential in creating an 

online presence on sites like these, many are also beginning to question the actual worth of 

social media, and whether or not it will, at the end of the day, actually generate any more 

business (Laduque, 2010). Up until now, unfortunately, the theoretical literature available on the 

discussion of social networking sites is minimal at best, which is why most companies are 

venturing into the world of social media without any appropriate strategy in mind (Social 

Semantics, 2011).  

 

4.1 WOM & e-WOM 

Before going too in depth with what social media is and what functions social media offers to its 

users, it is important to take a look at some of the theories and concepts that lay central to the 

effectiveness of social media and social networking. For example, the idea of Word-of-Mouth 

(WOM) and e-Word-of-Mouth (e-WOM) are driving factors in what makes online marketing so 

powerful and useful when it comes to branding a product through social networking sites 

(Zeisser, 2010). And as the technology behind social networking gains traction in the business 

world, the corporate presence on sites such as Twitter, YouTube, FourSquare and of course 

Facebook is rapidly increasing (Venkatraman, 2010). These WOM concepts may not yet be 

completely understood because of the relative infancy of social networking technology, but 

when compared to traditional marketing, its benefits are clear (Trusov, 2009). For example, the 

fact that WOM and e-WOM are earned types of marketing rather than paid marketing, like 

traditional marketing is means that companies are incurring much lower costs when engaging in 

activities that generate WOM (Zeisser, 2010). Furthermore, WOM communication allows 

marketers to overcome consumer resistance and have an exceptionally fast delivery time, 

especially through the assistance of the internet (Trusov, 2009).  

 

While there are many types of activities that can generate WOM, the type being created through 

social networks is starting to be viewed as its own distinct type of media with its own set of rules 

for how to harness brand equity building power (Zeisser, 2010). In order for a company to 

initiate or sustain WOM marketing, it is important that they are in some way providing something 
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useful to the individuals who the company hopes will engage in WOM conversations (Zeisser, 

2010). In terms of social networks, being useful to the originators of WOM is to make them feel 

important within their social environment (Zeisser, 2010).  How exactly this can be done is 

something that up until now has varied greatly from company to company, with few actually 

having a concrete strategy regarding their social networking actions (Social Semantics, 2011). 

However, if WOM through social networks such as Facebook can be harnessed properly it has 

the potential to become an integral tool in any marketer‟s arsenal and help to significantly build 

a company‟s brand equity (Zeisser, 2010). 

 

 

4.2 What is Social Networking 

With advertisers and marketers focusing more of their efforts on online social networking 

communities, it is, before anything else, important to understand what exactly a social 

networking community entails. They are digital networking in which users have and/or create a 

connection to other members, and certain web-based services allow the users of online social 

networking communities “to (1) construct a public or semi-public profile within a bounded 

system, (2) articulate a list of other users with whom they share a connection, and (3) view and 

traverse their list of connections and those made by others within the system” (Zeng, 2009, 

Page 2, line 12-16). Of all of the social media/social networking tools available to the public, it is 

undeniable that the most influential of them all is Facebook. As previously mentioned in Section 

1.0: Introduction, there are over 800 million users worldwide. With these growing numbers, it is 

becoming increasingly important to understand the inner workings of the interactions occurring 

between users and businesses on this social networking tool if companies wish to have a 

fighting chance at leveraging the power and scope of Facebook.  

 

Within the Facebook community there are many different ways to interact. Whether you are a 

twenty-year-old college student, a fifty-year-old business executive, or a startup company trying 

to gain a following, Facebook can prove to be a useful website. Before describing the different 

interactive elements of Facebook a basic overview will be presented.  

 

Facebook is an online social networking community where a Facebook user has a profile which 

is used to present information about who they are, where they work, etc. These profiles also 

have a wall where the user‟s friends on Facebook can post comments, pictures, links and 

videos. As previously mentioned in Section 1.1: Problem Identification, while Facebook was in 
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its starting phases it was only available to college students, whereas today, in 2011, it is 

available to anyone with a valid email address that wishes to sign up. Some of the interactive 

possibilities available to a company who has a profile on Facebook include being able to post a 

comment to their own wall18, create a photo album filled with photos19, post videos and tag 

friends in them20, create polls21, as well as many other creative opportunities such as the ones 

described in Section 1.1: Problem Identification. Furthermore, as a user on Facebook there are 

also many opportunities when interacting with a brand on Facebook.  

 

4.3 The Interactive Facebook Elements 

In the context of this thesis, there are a group of Facebook elements that will be analyzed closer 

in relation to the parameters of the Social Media Brand Equity framework in order to uncover 

what impact these elements have on the brand equity of a company that is interacting on 

Facebook. These elements will be presented and briefly described below.  

 

“Liking” a Brand – this involves the act of becoming a fan of a brand through “liking” the brand 

on their Facebook profile. This Interactive Facebook Element results in the user being counted 

in the brand‟s total number of people who like this brand22, and the page will show up on the 

user‟s profile under a relevant category of their information23. The Facebook fans will also 

receive updates from the brand on their newsfeed24.  

 

Fan Wall Post – this Interactive Facebook Element involves a Facebook user that is a fan of a 

brand posting a comment, picture, video, etc. on the wall of the brand‟s Facebook profile.  

 

Wall Post Interaction – a wall post interaction is when a user either “likes” or comments on a 

post that is present on a product, brand, or company‟s Facebook wall. This can either be on 

another user‟s post or a post from the brand.  
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 A newsfeed is found on a Facebook user‟s start page, featuring the latest updates and activities of their 
friends on Facebook.  
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Video Interaction – a video interaction is the act of a Facebook user either “liking” or 

commenting on a video that is present somewhere on the brand‟s Facebook profile.  

 

Picture Interaction – a picture interaction is the act of a Facebook user either “liking” or 

commenting on a picture that is present somewhere on the brand‟s Facebook profile.  

 

Contest Participation – contest participation is defined as when a Facebook user participates in, 

“likes”, comments on, or shares a contest that is being presented on a brand‟s Facebook profile.  

 

Sharing – sharing occurs when a Facebook user wants to share a picture, video, comment, etc. 

from the profile of a brand. This is done through clicking on “share” under the corresponding 

item on the Facebook profile.  

 

Facebook Polling – polling is the act of a brand posting a poll on their Facebook profile. This poll 

consists of a question and has several answer options. A Facebook user viewing a poll has the 

option to participate through selecting an answer, or simply just viewing the results of all the 

answers that have already been registered25.  

 

These Facebook elements present the point of departure for analyzing how various Facebook 

interactions impact the brand equity of a brand. In order to answer the research topic presented 

in this thesis (cf. Section 1.1: Problem Identification), these Interactive Facebook Elements will 

be investigated using the Social Media Brand Equity framework developed in Section 3.0: 

Developing the Social Media Brand Equity Framework. The figure below should be used as a 

reference point to help visualize how the various research methods will be used to draw a 

causal connection between the Interactive Facebook Elements and the parameters of Social 

Media Brand Equity. Figure 4.1, is pictured below:  
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Source: Own Contribution 

Figure 4.1 Facebook‟s Impact on Social Media Brand Equity 
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5.0 Methodology 

The purpose of the following section is to present and argue for the chosen methods of research 

i.e. focus group, survey, primary and secondary data, in order to ensure that there is a 

continuous relevance between the fundamental purpose of this thesis and the research 

decisions. The appropriate research design is identified and the general data selection process 

and its sources are outlined. Finally, the theoretical field is critically reviewed.  

 

 

5.1 Methodological Reflections 

The increasing use of Facebook from a business perspective presents certain challenges as a 

chosen research area. This field of study calls for various types of research methods that span 

the entire social sciences field, including secondary qualitative research, a focus group, and a 

customized theoretical framework based in the natural sciences. The epistemological point of 

view, that helps frame the methodological approach in the context of this thesis, takes its point 

of departure in interpretivism and critical realism (cf. Section 1.6: Philosophy of Science). 

 

Overall, the frame of this research area is an explanatory study as the purpose is not only to get 

a theoretical understanding and a general idea of the behaviors occurring on Facebook, but also 

to be able to understand and explain the underlying actions behind the actual behavior. It can, 

however, also be argued that this study has a predictive nature, since, as mentioned in the 

Section 1.2: Contribution & Justification, social media is becoming more and more 

commercialized and has become an important tool for companies. This is why it is now 

interesting to investigate whether these actions can be valuable for companies in relation to 

brand equity (Blumberg et al., 2008). In order to answer the research question this thesis will 

take its point of departure in a focus group and a survey as the primary research methods. The 

reason for this approach is explained in the following sections.  

 

 

5.2 Research Design 

Before embarking on any actual research, it is integral to take a look at the theoretical 

framework behind the research decisions in order to find the correct form of research that can 

deliver the desired results. The research design chosen in this thesis can be categorized as 

exploratory, with the aim of finding the connection between the various Interactive Facebook 

Elements and the parameters of the Social Media Brand Equity framework. In order to explore 
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the underlying reasons for consumer behavior on Facebook, a communication approach is 

appropriate. Choosing a communication approach is suitable for answering the investigative 

research question presented in this thesis, as it allows for insight to be acquired into 

participants‟ attitudes, opinions, expectations, and intentions. These requirements can be 

fulfilled by using a focus group and a survey as the chosen methods for gathering data with the 

communication approach as a point of departure. Choosing this method will have a direct 

impact on what questions are being asked, how they are designed, what type of sampling to 

use, as well as the data-collection processes (Blumberg, 2008).  

5.2.1 Choosing the right methods 

Once a communication approach has been determined, and surveying chosen as the data-

gathering process, it is still necessary to decide which type of survey to use. Some of the 

possible approaches include personal interviews/focus groups, telephone interviews, web-

based surveys, and mail surveys (Blumberg, 2008). This thesis will use a focus group followed 

by a web-based survey. 

 

Focus Group  

A focus group is often used when researching consumer behavior with a focus on a new 

product or product concept, but can also be used, as it is in this case, with a focus on a new 

way of interacting with consumers.  A focus group is chosen as an appropriate research method 

since it not only provides insightful answers but also provides clarity that can help to form the 

optimal questions for the subsequent web based survey. The goal of using this type of research 

is to gain insight into the pre-formed opinions and ideas of the persons being interviewed on the 

important issues that are within the scope of this thesis. Additionally, it can be used in order to 

reformat the hypothesis if necessary. A focus group will additionally provide this thesis with a 

deeper understanding of consumer behaviors surrounding the social networking tool of 

Facebook, compared to the web based survey, which will provide a source of quantitative data. 

Using a focus group as a method of research, participants are allowed to give their subjective 

opinions regarding the research field, as well as allowing the researcher to ensure that all 

participants enter the discussion. Furthermore, the researcher has the opportunity to ask more 

specific and insight provoking questions regarding certain areas of discussion, and can also 

have a greater control of where the conversation and discussion is heading. There are, 

however, some critical aspects of a focus group that need to be examined as a focus group also 

has its downsides. For example, a focus group is not always a substantial resource for 

accessing the 95% of thinking that takes place below the surface (Zaltman, 2009). This can lead 
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to the conclusion that a focus group may not, on its own, allow a researcher to gain access to 

the information that is below the level of awareness of the participants that is taking place in a 

specific situation. Additionally, the focus group participants are provided with a limited time to 

speak and articulate their thoughts, which can prove it to be difficult to take the discussion to a 

deep level that avoids distorted surface reactions (Zaltman, 2009).  

 

In this thesis, aside from being used as a tool to enrich the research field with qualitative data, 

the focus group is also used in order to clarify potential flaws associated with understanding the 

research field before conducting an exploratory web-based survey. A focus group would not be 

applicable as the only research method, but when combined with an exploratory survey it 

provides the thesis with a two-step research method. This research method will provide an 

understanding of the actions and behavior of consumers on Facebook, which is an applicable 

and sufficient approach within the scope and means of this thesis (cf. Section 1.4: Delimitations 

& Limitations). As mentioned above, keeping the critical aspects in mind, using a focus group as 

a research method provides the data with deeper and more subjective answers compared to the 

data that can be gathered through an exploratory web-based self-administered survey. Before 

initiating the actual focus group, a lot of planning and time went into deciding how the different 

questions should be introduced. A protocol called The Consumer Journey26 from Mindshare is 

used as a framework for organizing the questions and focus group. The Consumer Journey is 

divided into four parts: Seek, Involve, Act and Share. Aside from the four parts of the Consumer 

Journey, the parameters from the Social Media Brand Equity Framework are used to design the 

questions of the focus group. The questions used in the focus group to lead the discussion can 

be seen in Appendix 8: Focus Group Data.  

 

Seek 

In this step of the consumer journey, the consumer goes out into the world of Facebook and is 

seeking a product, brand, or company. However, hopefully the focus group discussion will bring 

to light what exactly it is that is being sought out by consumers. The different parameters from 

the Social Media Brand Equity Framework and the interactive Facebook elements that will be 

discussed under seek are:  

 Social Media Brand Equity Parameters: 

o Brand Awareness; Loyalty 
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 Interactive Facebook Elements: 

o Becoming a Fan 

Involve 

This step in the consumer journey encompasses all of the Interactive Facebook Elements that 

can be engaged in as a Facebook user on a brand‟s profile. This can be everything from posting 

a wall comment to sharing a video link with a friend, and it is hopefully through this level of 

involvement that the next step, Act will be reached.  

 Social Media Brand Equity Parameters: 

o Loyalty; Perceived Quality; Associations ; Brand Awareness; Online Experience 

 Interactive Facebook Elements: 

o Wall Interaction; Picture Interaction; Video Interaction; Contest Participation; 

Facebook Polling; Sharing Activities 

Act 

The consumer journey step of Act covers consumer purchases, and it is in this step that the 

journey leaves the world of Facebook and enters the arena of online or in-store shopping. Thus, 

one could argue that the leap from Involve to Act is the same as generating valuable brand 

equity from Facebook interactions.  

 Social Media Brand Equity Parameters: 

o Brand Awareness 

 Interactive Facebook Elements: 

o None 

Share 

The act of sharing is greatly aligned with the parameter of loyalty, and encompasses all of the 

actions that take place after a product is purchased. While this can include all of the Facebook 

interactions that were also included in the Involvement step, they are now used as a method of 

sharing thoughts and opinions regarding the brand that the consumer has purchased. This step 

investigates whether or not the consumer uses Facebook as a forum for recommending 

products to others, and furthermore what interactions they use when recommending 

products/brands/companies to others.  
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 Social Media Brand Equity 

o Loyalty 

 Interactive Facebook Elements 

o Wall Interaction; Picture Interaction; Video Interaction; Contest Participation; 

Facebook Polling; Sharing Activities 

 

Web-Based Survey 

Web-based surveys are becoming more and more prevalent because of their ease of use and 

significantly low costs. Furthermore, being able to send a survey through e-mail or online forum 

allows the geographic scope of the research to greatly increase without much effort being 

expended on the behalf of the researchers.  Online surveys will have a very short turnaround 

time for results, and there is typically an automated way to keep track of the results that 

minimizes the time and effort needed to tally the responses. The main challenge that is linked to 

web-based surveys is if individuals do not have access to the internet or a computer, or if some 

technical glitch occurs.  However, this problem is becoming less and less as the percentage of 

people using the internet continues to grow. Also, it is important to be aware of the various 

potential problems that can come about, such as the fact that the quality and quantity of the 

information gathered relies greatly on exactly how willing the participants are to be honest and 

cooperate (Blumberg, 2008). And even if they are willing to cooperate, there is a risk that they 

may not have the adequate level of knowledge or experience to provide insightful and useful 

information. These risks further support the importance of taking the time to focus on all the 

different elements of survey design in order to optimize the results received from this research 

method.  

 

After having selected the proper method of survey implementation as the conduction of a self-

administered online survey through a database of leads from Mindshare, a deeper explanation 

of this survey will now be presented. 

 

5.3 Survey Design 

In this thesis the type of survey used is a self-administered web based survey. When creating a 

survey, the researcher will have to determine what type of approach should be used when 

collecting data. In order to do this accurately, it is important to look at what type of information is 

needed, what data type is desired, and to whom it should be sent out (Blumberg, 2008).  
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5.3.1 Target Group   

The target group contains Danish residents between the ages of 18 and 50 that are active 

Facebook users. As of August 2010, 2,566,060 Facebook users were registered in Denmark27, 

which in the context of this survey represents the target group. This group of people was chosen 

as the target group in order to gain a generalized view of how all people on Facebook in 

Denmark value the different interactive elements of the social networking forum with respect to 

the parameters of the Social Media Brand Equity Framework. The persons who will receive the 

survey are from a Danish database used by Mindshare, which is why it will only be Danes who 

are answering the survey. 

5.3.2 Sampling 

One of the first things to look at when designing the survey is what type of sampling to perform.  

With so many different sampling strategies available, the first distinction to make is if probability 

or non-probability sampling will render the best results for your research. The basic idea behind 

sampling is that when trying to make some conclusion about an entire population, pulling out 

some of the elements from within that population can provide a representative answer for the 

whole population (Blumberg, 2008).  Furthermore, sampling has many attractive qualities such 

as greater accuracy of results, lower costs, and faster speed of data-collection. One way to 

carry out the act of sampling is through the use of the internet. However, it is important to keep 

in mind that there are some issues that may be encountered when using internet populations 

and sampling, especially if a probability sampling technique has been chosen. This thesis takes 

its point of departure in probability sampling as it will provide a generalized picture of the 

population.  

 

Determining the size of the sample has a vital importance for the overall substantiality of the full 

scale study and is by no means a decision to be made upon an estimate. The accuracy of the 

sample emphasizes the bias of the survey and thereby the systematic variance, which is a 

measure variation caused by known or unknown influences (Blumberg, 2008). See the sample 

size calculation in Appendix 6: Sample Population Calculation. 

5.3.3. The Questions  

Undeniably, the most important part of the survey is the questions and the way in which they are 

ordered and phrased.  A draft of the questions is typically made after a completed list of 

investigative questions has been considered and data-gathering method determined (Blumberg, 
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2008). The type of questions that are used will rely greatly on what the objective of the individual 

question is (Blumberg, 2008).  Also, in order to control bias, how the question is worded is 

integral to achieving a successful questionnaire. A survey generally includes three types of 

measurement questions: (1) Administrative questions, which identify the participant, interviewer, 

interview conditions, and where the interview is located28, (2) Classification questions, which 

usually focus on demographic variables that will help researches realize any potential patterns, 

and (3) Target questions, which aim to address the investigative questions of the specific study.   

 

Target questions are arguably the most important aspect of the entire survey as they provide 

the thesis with the answers that will hopefully solve the management dilemma at hand.  The 

target questions are structured questions where participants are given a fixed set of choices. 

Another area to consider when designing research survey questions is whether or not the 

objective should be disguised. The survey used in the research of this thesis contains disguised 

questions as the goal of the survey is to get answers which can be applied to the generalized 

parameters of the Social Media Brand Equity framework, and not only specifically to the case 

study presented in this thesis. While there are many reasons that a survey may choose to 

disguise certain study objectives, in the case of the survey conducted in this thesis, the 

participants will not be given the full purpose of what the questions are trying to discover as this 

may alter the responses of the participants or cause confusion/misunderstanding (Blumberg, 

2008).   

 

Ultimately, getting the response that is informative and helpful is what asking the survey 

questions is about. Thus, the questions need to be asked in a way that encourages each 

participant to provide accurate and adequate responses (Blumberg, 2008).  In order to form the 

right questions, four questions are asked about each question: (1) Should this question be 

asked? (2) Is the question of proper scope and coverage? (3) Can the participant adequately 

answer this question as asked? (4) Will the participant willingly answer this question, as asked?  

Questions that simply provide the thesis with interesting information should not be used in the 

survey.  Rather, questions need to produce answers that “contribute significant information 

towards answering the research question” (Blumberg, 2008).  As a researcher, designing the 

survey questions knowing what the objective of the study is will sometimes cause a leading 

question to be asked.  In leading questions, the question will often become biased due to the 

leaving out or inclusion of specific information that can distort the participants‟ ability to answer 
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adequately. Also, questions need to provide enough information for the responses to be fully 

interpreted, and if needed, they may need to break the question into multiple questions to gather 

all the necessary feedback which is the case with this survey. To get a thorough amount of 

information, it is important that a balance between generality and specificity is maintained 

throughout the survey.  If a question is asked in a very general manner, this can result in a 

detachment between the participants‟ experiences and the subject matter of the question.  

However, if the questions are asked in a way that is too specific, the results may not fairly 

represent the entire population. To find the suitable balance between generality and specificity, 

it is necessary to analyze the right level for the context-specific subject, industry, setting and 

experience.  It is also important to take into consideration exactly what it is that is desired to be 

learned from each question, and make sure that the question is asked in a correspondingly 

precise manner.   

 

Even if researchers take all of these factors into account when designing their survey, there is 

still the issue of how to word the question, and whether or not the participant will understand the 

question with the exact meaning that is desired (Blumberg, 2008).  In order to minimize the 

potential for misunderstanding the survey questions, it should be ensured that each question 

that is added to the survey fulfills the following criteria: (1) Is the question stated in terms of a 

shared vocabulary? (2) Does the question contain vocabulary with a single meaning? (3) Does 

the question contain unsupported or misleading assumptions? (4) Does the question contain 

biased wording? (5) Is the question personalized correctly? (6) Are adequate alternatives 

presented within the question?  If all of these criteria are met, it is reasonable to assume that, 

most likely, the question will not be misunderstood by the majority of the participants. In order to 

make sure that the questions are personalized correctly, the chosen brand A and B from the 

beginning of the survey will default be written all the way down to all the questions.  To really 

attempt to create a survey that everyone can understand, it is important to be very meticulous 

with exactly what words are chosen.  In order to evaluate whether or not the words chosen are 

part of a shared vocabulary, it is suggested that the following questions should be asked about 

each word in the survey question: (1) Does the chosen word mean what is intended? (2) Does 

the word have multiple meanings? If so, does the context make the intended meaning clear?  

(3) Does the chosen word have more than one pronunciation? Is there any word with similar 

pronunciation with which the chosen word might be confused?  (4) Is a simpler word or phrase 

suggested or possible? (Blumberg, 2008). It can be assumed that the people who are 

participating in the survey have a general knowledge surrounding the actions occurring on  
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Facebook as there is a screening question in place in the survey that asks whether or not the 

participant has an active Facebook profile. If the participant does not, they are not allowed to 

participate further in the survey.  

 

Another issue that is often encountered when trying to create a universally understandable 

question is the matter of frame of reference.  Due to the fact that every person will understand 

“concepts, words and expressions in light of [their] own [experiences],” researchers need to try 

to create a common frame of reference between them and the participants.  The frame of 

reference can be attempted to be controlled through researchers trying to learn what the 

participants‟ frame of reference may be, and through trying to specify to the participants in a 

very detailed manner what the frame of reference should be.   

5.3.4 The Response Strategy 

When attempting to design questions that will provide researchers with useful and adequate 

data, not only is the wording of the question important, but the response strategy chosen will 

play a huge role in how effective the questions are in gathering the desired data.  First of all, 

there is a choice between unstructured and structured responses.  As mentioned earlier in this 

section, the survey used in the context of this thesis contains structured responses. The focus 

group, however, contains both semi-structured and open-ended questions. Hence, the overall 

response structure for the research used in this thesis is semi-structured. Structured responses, 

or closed responses, are most often divided into dichotomous, multiple-choice, checklist, rating 

and ranking response strategies, most of which are used in the survey used in this thesis. In 

When making the decision regarding which type of question to use in a survey, the choice will 

be affected by how much the researcher knows about the objectives of the study, how much the 

participant knows about the topic, the degree to which the participant has thought about the 

topic, how well the participant communicates, and how motivated the participant is to share 

information with the researchers.  Typically, unstructured or open-ended questions will be most 

appropriate when the objective of the study is to determine what the opinions of the participants 

are, whereas closed questions are more relevant for specific questions where there is a clear 

and defined frame of reference.   

 

What order the questions are presented in is very important, as they need to be presented in a 

logical sequence that does not have a strong shift in focus or direction without a clear 

explanation of the shift.  If this does not occur, then respondents may not read the question 
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thoroughly, or make assumptions about what they think the question is trying to ask (Blumberg, 

2008).   

5.3.5. Length of survey 

The parameters of the Social Media Brand Equity framework and the Interactive Facebook 

Elements were presented in Section 3.0 and 4.0 respectively. The purpose of this survey is to 

gain answers that provide an insight into how the different parameters and Facebook elements 

are linked and what this means for brand equity. If specific questions were to be asked about 

the connection between each parameter and element, the survey would be well over 100 

questions. A survey of that length would undeniably decrease the willingness to participate due 

to the time it would take and the lack of transparency. Consequently, the survey was given a 

maximum length of thirty questions29, and should take no more than fifteen minutes to complete. 

5.3.6 Considerations for Constructing the Questions 

When constructing the survey it is important to be aware of the fact that some bias toward the 

investigation of the problem statement may naturally occur. Therefore, all questions are 

thoroughly examined to avoid positive or negatively charged words, which could affect the 

outcome of the question. This will ensure that the respondents are not affected in a certain way 

and can thereby answer more freely and without feeling pressured to answer in a specific 

direction. To provide a better understanding of the questionnaire and its different questions, an 

in-depth explanation of it is presented below. The questions will be presented and analyzed 

under the parameters that they are linked to. As presented in Section 3.0: Developing the Social 

Media Brand Equity Framework, the parameters of the Social Media Brand Equity Framework 

are:  

 

1. Loyalty 

2. Perceived Quality 

a. Perceived Quality 

b. Leadership/Popularity 

3. Associations 

a. Brand Personality 

b. Trust 

4. Brand awareness 

5. Online Experience 
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a. Emotional connection 

b. Interaction/Responsiveness 

 

5.3.7 The Final Survey:  

 

 

 

 

 

 

 



 
 48 

 

 

 

 

 

 

 

 



 
 49 

 

 

Before questions are asked regarding specific Facebook behavior within the different Brand 

Equity Framework Parameters, some general questions are presented to the participant 

concerning such things as gender, age and zip code. These questions are asked in order to 

ensure that there is a diverse spread of responses and that not one segment of the target group 

is represented more so than other segments in the data results. The next two general questions 

are asked as a series of screening questions meant to eliminate participants from the survey 

that are not able to provide useful or valuable information.  

 

The participants will be asked how many of the brands that they are a fan of do they actually 

interact with on a regular basis. Furthermore, the participants will be asked why they “like” the 

brands they “like” on Facebook in order to gain insight into the reasoning behind why Facebook 

users do in fact choose to “like” certain brands on the social networking site. Some of the 

reasons are undoubtedly subconscious, but this question can still provide some knowledge as 

to why Facebook users think they behave the way they do.  

 

After having selected and categorized two brands, it is interesting to investigate how important 

the survey participants feel that these brands are in their daily lives. This question is not 

connected to a specific parameter of the Social Media Brand Equity Framework, but rather is a 

general investigative question used to gauge the level of involvement between consumer and 

brand30. Thus, a question is asked for both Brand A and Brand B in order to determine the level 

of importance of the brands in the eyes of the Facebook users. Additionally the survey 

participants are asked a series of questions, including questions number 10, 13, 16, 19, 22, 25, 

and 28, which investigate how often they engage in the various Interactive Facebook Elements. 

These questions are asked not only to get a general picture of how often people feel that they 

participate in the various Facebook activities, but can also be used to see if there are any 

tendencies between how often people engage in the activities and how they consequently feel 

about the activities. This question is repeated for each of the Interactive Facebook Elements, 
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with the exception of “liking” a brand31. The survey participants are then asked to evaluate their 

general opinion of all the different Facebook elements in order to discover which activities are 

seen as the most valuable and ultimately to assist in the managerial implications for Ford. 

5.3.8 The Parameter-Specific Questions 

Now that a general view of how consumers interact with brands on Facebook has been 

presented, more specific questions are asked in order to cover the five parameters of the Social 

Media Brand Equity Framework.   

 

Loyalty 

The concept of recommendations is one of the best measurements of brand loyalty, which 

makes this an important question in terms of building up brand equity (Aaker, 1996). Thus, a 

question concerning loyalty is asked in order to measure how often consumers feel that they 

recommend the two brands they selected earlier in the survey to their friends. To further 

investigate what makes all of the participants who said they recommend the brands actually 

carry out this recommendation, a series of questions under Loyalty are asked for each of the 

Interactive Facebook Elements. This will provide element-specific results showing which 

Facebook activities have the biggest impact on Loyalty.  

 

Perceived Quality 

The first question used in the survey to investigate the Social Media Brand Equity parameter of 

Perceived Quality is asked in order to gauge how consumers feel about having the opportunity 

to interact with a brand on Facebook. Through understanding how people view a company‟s 

Facebook presence the questions under this parameter hope to uncover to what extent a 

brand‟s actions on Facebook impact Perceived Quality. Furthermore, the questions presented 

under Perceived Quality are also used to investigate the subparameter Leadership/Popularity, 

and will take a deeper look at how a brand on Facebook is viewed in comparison to its 

competitors. The questions are inspired by Aaker‟s (1996) suggestion that looking into how 

consumers view a brand compared to its competitors is one of the best ways of gauging 

leadership and consequently perceived quality. Additionally, in order to gain knowledge 

regarding how the various Interactive Facebook Elements impact the perceived quality, the 

survey participants are asked to scale to what extent they have a more positive view of a brand 

after having engaged in the various Interactive Facebook Elements.  
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Associations 

The first question used in the survey that investigates the parameter of Associations is used in 

order to determine to what degree it is important to the survey participants that a brand‟s 

communication on Facebook is trustworthy. It was determined from the focus group through a 

direct question about the actual meaning of the word “trustworthy”32, that the word in and of 

itself implies the intended meaning. Thus, this is the word that is used in the survey question. As 

mentioned earlier, Blumberg (2008) emphasizes the importance of the researcher and survey 

participant having a shared understanding of both the wording and meaning of the questions in 

order to ensure that not only the questions are understood properly, but also to secure that the 

responses received are applicable and useful. The following question is asked in order to 

determine how important trust, a subparameter of the Social Media Brand Equity parameter of 

associations is to Facebook users. 

 

The next subparameter of Associations that is investigated in this survey is Brand Personality. 

Thus, a question about Brand Personality is asked in order to see to what degree the survey 

participants feel that the brands they are a fan of on Facebook represent who they are as 

people. In order to get a clear picture of how the different interactive Facebook Elements impact 

the perception of Brand Personality amongst Facebook users, the survey participant are asked 

if they have a clear image of who use the brand after having engaged in each of the Interactive 

Facebook Elements33.   

 

Brand Awareness 

The next series of questions are asked in order to investigate the topic of Brand Awareness. 

While there are many levels of Brand Awareness, these questions will look into how the different 

Interactive Facebook Elements impact the likelihood that the survey participants will remember 

the brand the day after having engaged in the various Facebook activities.  

 

Online Experience 

The following series of questions is used to take a deeper look at Emotional Connection, one of 

the subparameters of the Social Media Brand Equity parameter of Online Experience. The 

questions ask the survey participants how the different Facebook elements impact their 

emotional connection with the brand they are interacting with on the Facebook. Additionally the 
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parameter of Online Experience is used to get an overall idea about the important of being able 

to interact online with brands as well as the responsiveness between the brands and the 

consumers, which is where the subparameter of Online Experience, Interaction/Responsiveness 

comes into the picture.   

5.3.9 Conducting the survey 

The survey is sent out with the help of Mindshare‟s own tool for conducting surveys, and it will 

be distributed through a database of leads used by Mindshare34. 

5.3.10 Pretesting 

Before doing a full launch of the survey, a pretesting with two individuals that fit the target group 

of this survey was conducted.  This was done in order to figure out if the survey was 

understandable to the average person and to see if the meaning that was intended was the 

same that was understood by the participants. Furthermore, the fact that these two individuals 

do not have extensive academic knowledge in the fields of brand equity and other related topics 

covered in this thesis helps to ensure that the questions and meanings are able to be 

understood by a broad group of the population on Facebook. The feedback received from these 

individuals was taken into consideration and few alterations were made to the questions in the 

survey, and another round of pretesting was done.  

 

 

5.4 Data 
The thesis at hand bases its findings on extensive data collection to support the testing of the 

constructed research question. All the data used for this thesis was collected in the period from 

February to June 2011. To assist the building of the hypothesis and to structure the data 

analysis, thorough attention has been paid to previous studies and to existing theories in the 

field.  

 

5.4.1 Primary Data 

The primary data for the study is obtained primarily from various data sources: annual reports, 

online databases/directories and from general news outlet. The primary data serves as the 

foundation for the investigation into the value of interacting on Facebook, as this data is not 

obtainable from any preassembled sources.  For example, the survey responses from the 
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survey that is sent out by Mindshare is not information available to the public. These distinctions 

rest solely on the data obtained during the process of this thesis. 

 

5.4.2. Secondary and Other data 

The secondary data is obtained primarily in the form of other researchers‟ articles. Also, some 

data is collected from researchers who performed studies based on previous research; thus, 

some data might be „tertiary‟ in nature. Two existing frameworks are used as a point of 

departure to setup the parameters applicable for the study in order to allow for a suitable 

measurement tool measuring brand equity in the context of Facebook to be constructed. 

 

5.4.3 Data Quality 

During the data collection process, due consideration has been paid to the reliability and validity 

of the data sources. The validity of the data is of course only as strong as the validity of the 

sources. Thus, some information has been found in sources that are inherently prone to 

information of questionable quality – such as news feeds from the internet. However, all such 

sources have been cross-checked in case of doubt. Regarding the quality of the survey that has 

been provided and executed through Mindshare some flaws have been found. For example 

when the survey was set up by Mindshare some aspects were missing with regards to some 

sub explanations as well as some terms were changed as well as a frequency question was not 

included which has an impact on the analysis35. Some lack of consistency when it comes to the 

terms of a brand‟s Facebook wall was also faced. The various issues that were encountered 

with the survey can be seen in Appendix 7: Survey Flaws. When it comes to the data quality of 

the focus group some inherent flaws are to be expected as mentioned previously in Section 

5.2.1: Choosing the Right Methods.  
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6.0 Ford of Europe Case Study 

The Ford of Europe case study will now be presented. It will provide a brief overview of the 

company‟s history and what its market position is like today. Furthermore, aspects of Ford‟s 

corporate structure and culture that are relevant within the context and scope of this thesis are 

presented. This case study also presents Ford of Denmark as the data gathered for this thesis 

takes its point of departure in the Danish market. Furthermore, this case study will be returned 

to in Section 10.0: Managerial Implications & Strategic Recommendations, where the 

information presented in this section, the data and the analysis will be used to present strategic 

and tactical implications for Ford of Europe.  

 

6.1 Ford 

The international automaker Ford Motor Company, based in Michigan, was founded in 1903, 

and since then has grown to become one of the largest automakers in both Europe and the 

world. With first quarter 2011 results showing a net income improvement of $466 million dollars 

from 201036, it appears that Ford is back on track after its many years of uncertain marketing 

strategies, limited financial success and an overall instability (Kiley, 2008). While Ford has had 

many ups and downs over the years, including a quarterly loss of $8.7 billion in 2008, the one 

that could possibly be argued as the most damaging to the brand as a whole was their lack of a 

solid brand concept (Kiley, 2008). It was first when Alan Mulally became CEO of Ford in 2006 

when it was concluded that the marketing strategy was off, and that no one could tell what the 

brand stood for anymore (Kiley, 2008).  

 

Consequently, Mulally started working toward creating one global brand (Kiley, 2008), that 

focused on multi-cultural advertising and closing the gap between actual product durability and 

the consumer‟s perception of it (Halliday, 2010). Instead of having silos that managed their own 

section of the global industry, Mulally had a vision that involved a much more globalized and 

universal approach (Kiley, 2008). While many new slogans and campaign ideas were thrown 

around, the main concept that shined through was that Ford needs people to love Ford‟s cars 

(Pope, 2010). They needed the cars to elicit an emotional response in the consumers, and were 

from then on focused on making sure that no matter what their future products would be fun to 

drive (Pope, 2010). J Mays, Ford‟s group vice president, design, and Chief Creative Officer, 

gave Ford‟s design team three guidelines they were to follow when designing products; the 
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vehicle must be true to the brand, meaningful to the customers and differentiated from the 

competition (Pope, 2010). In order to do this, Ford starting focusing on social and digital media 

in order to promote the brand‟s four key pillars – quality, green, safe and smart – and to 

ultimately work toward improving the customer‟s perception of Ford‟s overall quality. One of the 

ways in which Ford in the United States began to experiment with digital and social media was 

through the pre-launch activities starting in May of 2009. The social media activities Ford 

engaged in ended up giving a huge boost when the new Fiesta launched in June of 2010 

(Halliday, 2010). However, in 2009, Ford only spent a quarter of its advertising budget on digital 

media, which is only approximately half of what most other carmakers spent (Halliday, 2010). 

The inspiration from this success has lead to much more digital and social media strategies for 

future launches, including the unveiling of the new Explorer in 2011 on Facebook (LaReau, 

2010), which drew in thousands of fans and played a role in the increase in Ford Explorer sales 

in early 201137. However, since Ford prides itself on being a global brand with a focus on multi-

cultural advertising there is no doubt that more and more of Ford‟s social media strategy will 

expand to a more global scale38.  

6.1.1 Ford of Europe 

One of these regions where the social media strategy will be expanding to is Ford of Europe. 

Since Ford of Europe was founded in 1967, it has been viewed as a company that has focused 

on working together on the European front, and has engaged in a lot of joint projects with Ford 

in the Americas, such as their social media stunt with the Fiesta (Wernle, 2003). And while Ford 

of Europe has yet to engage in any social media activities comparable to, for example, the 

Fiesta Movement in the United States, Ford of Europe is currently strategizing on how to best 

tackle the social media world39 . With Ford as a whole having nine twitter accounts, three 

YouTube channels, and seven Facebook pages, it is important that Ford of Europe find the right 

strategy to fit into this social media mix in order to provide their customers with a comprehensive 

coverage of the social media world40.  

 

With Ford of Europe covering 48 countries41, it is clear that multiple social media outputs are 

needed. Thus, for the context of this thesis, data is taken from the Danish market. 
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Consequently, a brief description of Ford of Denmark42 will be provided in order to create a 

frame of reference for the data. Ford Motor Company in Denmark currently has approximately 

60 employees and focuses strongly on having outgoing and close relationships with their 

partners and dealerships43. Ford of Denmark has not previously had an official Facebook page, 

leaving the 2,767,200 Danish Facebook users without a local site to turn to44. However, as seen 

with the increase in sales caused by Ford in the America‟s social media ventures, it is very likely 

that there is a vast potential for increasing sales, brand awareness and perceived quality with 

consumers through Ford of Europe having a potent Facebook presence.  

 

In 2011, Ford of Europe is planning on launching a Facebook site for many of their European 

countries, Denmark included45 . Having had massive success with online social networking 

strategies in the American market, it is a natural progression for the company that wants to have 

a universal marketing approach to expand this success to their European market 46 . 

Consequently, this thesis will help provide the company with suggestions as to how to create a 

brand-equity-enhancing Facebook presence in their European market. These recommendations 

will be presented later in Section 10.0: Managerial Implications & Strategic Recommendations.  

 

6.2 The Applicability of Danish Data across Europe 

As Ford of Europe is the case study for this thesis but the data is collected from a Danish 

database, a justification is necessary as to why the data is applicable across Ford of Europe‟s 

markets. In order to justify for its European applicability, a closer look is taken at the divergence 

and similarity of the various cultures across Europe. This look is taken through the perspective 

of Hofstede‟s four dimensions of national culture (Hofstede, 1983), focusing on Individualism 

versus Collectivism, Power Distance, Uncertainty Avoidance, and Masculinity versus Femininity.    

 

The first dimension to focus on is that of Individualism versus Collectivism. The European 

countries as a whole are generally defined as being Individualistic, as the ties between their 

people are very relaxed and there is a strong focus on freedom. It can, however, be argued that 

the southern European countries tend to be more Collectivistic, as their families are more 

connected in comparison to families in northern Europe. Another characteristic that is very 
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telling in regard Individualism versus Collectivism is that of economics. For example, in 

countries that are more Individualistic, their economic situation is generally also more affluent. 

Thus, overall, since the Collectivism in Europe is not as strong as in some parts of Asia or South 

America, it can be justified that in general, the societies in Europe are Individualistic. 

 

When looking at high versus low Power Distance, the same general geographic pattern is seen 

as with Individualism and Collectivism. In northern Europe the Power Distance is very low, as 

the national societies are viewed as equals in terms of physical and intellectual capacity. 

Hofstede‟s investigations, however, show that Spain, Italy, France and Belgium differentiate 

themselves from the rest of Europe, as these societies have a high Power Distance, yet low 

Individualism.     

 

Regarding Uncertainty Avoidance, the same pattern is seen when comparing northern Europe 

with the countries of Spain and Italy. In the northern part of Europe, where there is low 

Uncertainty Avoidance, the societies have a natural tendency to feel secure. This means that 

they are not afraid to take risks, they work less, and act spontaneously. Contrastingly, when 

societies have a high level of Uncertainty Avoidance, people generally have a higher level of 

anxiety and a greater need to express themselves and be heard. Furthermore, these societies 

generally try to avoid any risk and live as safe as possible. The degree of Uncertainty Avoidance 

in the southern European countries is not as high as in some Middle American countries. 

Additionally, some northern European countries differentiate themselves through having high 

uncertainty avoidance, including Finland, Germany, Switzerland and Austria. These countries 

are known for their hard work and discipline.  

 

Last but not least, the cultural dimension of Masculinity and Femininity is taken into 

consideration. In the European countries there is a general mix between the two characteristics. 

For example, all the German speaking countries, Great Britain and Italy are Masculine 

countries. This means that they still have not let go of their traditional gender roles or their 

dependence in working situations. Looking at Feminine countries, which consist of the rest of 

the European countries, there is not a big difference between men and women in the labor 

market. Also, in the working situation in a country such as, for example, Denmark or Sweden, a 

manager should be prepared to be challenged by his or her employees on a regular basis. 

Autonomy is encouraged in the working environment, and the people in these types of countries 
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are not afraid of this challenge. In the European countries there are some general trends of 

Femininity, but with a few countries falling outside the norm.  

 

To sum up, it can be argued that based on the above discussion, the research data gathered in 

Denmark is mainly applicable in the middle and northern European countries. It is, however, 

arguable that the southern European countries such as Italy and Spain are very similar to the 

middle and northern European countries in terms of many of the cultural dimensions. 
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7.0 Theoretical Section 2: The Brand-Consumer Relationship 

Before being able to fully understand which interactive Facebook elements can help a company 

build their brand equity, a closer look needs to be taken at the relationship that consumers 

develop with a brand. This relationship is shifting as an increasing portion of people‟s social 

lives is spent online, changing the way traditional interactions, such as loving, separating, 

finding and keeping customers, are occurring (Brown, 2011). Thus, this section will investigate 

how the traditional development of the consumer-brand relationship can be transferred over to 

the world of Facebook, and later in Section 9.0: Analysis, help to identify and understand the 

actions behind the equity-building activities of consumers on the social networking site.  

 

7.1 Neuromarketing & Subconscious Consumer Behavior 

Despite having established how brand management is viewed and applied in this thesis, it is still 

interesting to take a closer look at how consumers interact with a brand.  One aspect that 

impacts this relationship and the actions of the consumers is the topic of neuromarketing. 

Neuromarketing argues that neuroscience can impact the decision making process and brand 

awareness of the consumer. The topic of neuroscience has become a very interesting field of 

study for marketers as it provides them with insight into the functions of the brain. Aside from 

being able to regulate heartbeat, initiate a fear response and regulate sleep/wake cycles, there 

is another side to the brain, known as the mind, which is much more thoughtful and emotional in 

terms of decision making (Perrachione & Perrachione, 2008). There are different opinions 

regarding the usage of neuroscience in marketing, and whether or not it should have an 

influence on branding strategy. "It's not a litmus test - it's a damn sight better in terms of 

predictability than other techniques" (Lovell, 2008). This phrase is unarguably saying that 

neuroscience should be included in the decision making involved with marketing and branding 

strategies, as it provides a deeper understanding of what happens below the level of consumer 

awareness. While in a more traditional communication strategy a company is essentially telling 

the consumer what they should want to buy, with a focus on neuromarketing coming into play, 

the focal point of marketing is shifting to feature the needs and desires of consumers (Ciprian-

Marcel, 2004).  However, it is important to note that there can be a slight danger with 

neuromarketing as if it is relied on too much as an absolute scientific truth above scrutiny, then it 

risks replacing creativity (Lovell, 2008).  
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Neuroscience can be defined and used in several ways, which is why it does not provide a clear 

indication of its effect on branding strategies. However, there are many possible ways in which 

neuroscience could prove to impact the field of marketing. For example, as seen from above, 

while the concept of neuromarketing is a much debated and slightly controversial topic, it is 

definitely another component which should be considered when discussing the subconscious 

behavior of consumers in their decision making processes.  

 

 “What we really think is largely hidden from us. In other words, most of what we know we don‟t 

know we know” (Zaltman, 2009). Several studies agree with Zaltman‟s statement concerning 

the tendency people have to act subconsciously. Only 5% the time does conscious deliberation 

play a causal role in the decision making process of consumers, (Walvis, 2007), which can be 

an integral element when considering marketing strategies. The Brand Futurist Martin Lindstrøm 

(2008) argues that the subconscious will continue to have a greater and even more important 

impact on the mindset of marketers in the future. From his research, it has been found that there 

is an area in the brain where brands are stored. His studies show that there is a particular area 

of the brain where brands are stored, which was measured through the use of an MRI scanner. 

This study led Lindstrøm to the conclusion that if a brand has a substantial impact on the 

consumer, then it will be placed in the brain and be memorized.  T. L. Chartrand (2005) explains 

the role conscious awareness plays in consumer behavior through a model of Automatic 

Processes. This model includes Environmental Features (A), Automatic Process (B) and 

Outcome (C). Within the three actions the consumers can act consciously or subconsciously. 

Chartrand (2005) argues that two out of the three actions are engaged in subconsciously.  

 

Overall, the concept of neuromarketing helps provide a frame of reference for better 

understanding the role subconscious consumer actions play in consumer behavior on 

Facebook. How the topic of subconscious behavior impacts the survey and focus group data will 

be discussed in Section 9.0: Analysis. 

  

7.2 Foundations of Brand-Consumer Relationships 

Before taking a more direct look at the relationship between consumers and brands on the 

social networking site of Facebook, it is useful to examine the foundation of the relationship that 

is formed between a brand and a consumer in the real world. This is important in part because 

of the fact that there is not much literature to be found on the Facebook-specific relationship 

between a consumer and brand. Thus, to be able to build up an understanding of what happens 
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in this type of relationship, understanding the building blocks of any consumer-brand interaction 

is crucial. First of all, for a relationship to truly exist there must be a level of interdependence 

between partners. This interdependence means that the partners must affect, define, and 

redefine the relationship (Fournier, 1998). Of course this type of relationship can occur both in 

real life as well as on the internet in social forums such as Facebook. For a relationship to exist 

between a person and a brand, it is necessary for a brand to develop a personality and an 

identity in order to surpass merely being a brand and behave as an active and contributing 

member of the relationship. That is where marketing plays a role, as every marketing action can 

be seen as behavioral incidents that provide consumers with information from which they can 

infer qualities of the brand that help to form the brand‟s overall personality in the eyes of the 

consumers (Fournier, 1998).  

 

Not only does a level of interdependence and reciprocal exchange qualify something as a 

relationship, but there also needs to be other core qualities present in order to create a 

relationship in the interpersonal domain.  For example, there has to be a creation of meaning at 

the core of the relationship, which provides a purpose for the partners in the relationship. Also, 

relationships are “multiplex phenomena,” which means that they can range over many 

dimensions and take many different forms. And finally, relationships are “process phenomena,” 

which means that they will respond to changes in the contextual environment and will constantly 

evolve as the relationship progresses (Fournier, 1998). All of these characteristics are generally 

present in a relationship between a consumer and a brand, and provide the basis for creating 

value through relationships. Once a relationship is created, there are five broad sociocultural 

contexts that have a considerable influence on how the relationship will progress. These 

contexts are: (1) age/cohort, (2) life cycle, (3) gender, (4) family/social network, and (5) culture. 

How a relationship is formed around these can impact things such as the strength of 

relationships, how emotional expression is experienced, how easily the relationships are ended, 

and to what degree partners seek to create an enduring commitment (Fournier, 1998).  

 

7.3 Brands as Extensions of Self 

No matter how the brand-consumer relationship is analyzed and defined, it has become evident 

that whether it is a conscious or subconscious decision, people view possessions as an 

extension of themselves as people. To what extent people view possessions as a part of who 

they are differs from person to person, and can depend on such things as the characteristics of 
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the specific possessions in question and the life-cycle stage of the consumer (Belk, 1988). For 

example, there are four levels of what role possessions play in the process of human 

development. These roles range from when an infant begins to distinguish itself from the 

environment, to when the act of having possessions helps the old feel as though they are 

creating and maintaining a sense of past.  

 

Furthermore, the sense of self that is associated with possessions can be linked to possessing 

such things as cars, clothes or technology, and can include one‟s family members, city of 

residence, or be as broad as one‟s nationality. In addition to feeling an emotional connection to 

physical possessions or identities such as family or nationality, it is also possible to form a bond 

with non-brand items, such as being a cigarette smoker or tattoo enthusiast (Belk, 1988). From 

this it is realized that the act of having possessions can have different types of importance for 

people depending on their age and circumstances, and consequently provides a very complex 

area of study. Further, let it be clarified that in this section a “possession” will be used in 

reference to a physical possession, nonbrand images, family members or other people, places 

or groups that one is associated with, and more or less anything that falls under the category of 

what is “mine” or “me” (Belk, 1988). Thus, the important topic to question is not whether or not 

people view the brands they use as an extension of self, but rather how this affects and shapes 

the behavior of the consumers when interacting with their chosen brands on Facebook.   

7.3.1 Sense of Self on Facebook 

Much as a person can be seen expressing their extended sense of self through being a 

repeated user of a particular type of perfume, or enjoying wearing shirts featuring a certain 

brand logo, it can be inferred that a consumer who is interacting with or advocating a brand on 

Facebook is also expressing an extended sense of who they are as a person. For example, a 

Facebook user can go onto a brand‟s Facebook profile and “like” the brand, which, perhaps 

subconsciously, signals to others that this is a brand the Facebook user wishes to have 

associated with their own Facebook presence. People will generally choose brands, both in real 

life and on Facebook, that have meanings that they feel empower who they are, or want to be, 

as people. Furthermore, they will also pick brands that they feel represent who they wish they 

could be as people and, perhaps more importantly, who they want others to think they are as 

people (Fournier, 1998). Understanding why people choose the brands they choose on 

Facebook, even if they choose them for subconscious reasons, will provide insight into what 

value can be provided to a company through certain Facebook activities such as “liking” a 

brand. 
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Actively presenting to other Facebook users which brands one enjoys and want to be 

associated with can not only assist in establishing and maintaining a sense of identity, but it also 

allows for an increased control of one‟s possessions and other‟s opinions of one‟s self (Belk, 

1988). Interacting with a brand on Facebook provides users with an increased control over the 

brands in their worlds, and it is argued that the more control a person is able to exude over a 

possession, the more likely they are to consider it a part of themselves (Belk, 1988). The way a 

consumer can feel an increased level of control over a possession in the world of Facebook is 

not only through providing a clear indication of the fact that they “like” the brand, but also 

through posting comments on the brand‟s “wall,” pictures, videos or contests. Furthermore, a 

brand that is optimizing their Facebook presence can provide Facebook users with the 

opportunity to provide feedback and ask questions. This is a way for a brand to increase the 

level of control a consumer feels they have over the specific brand and its actions. 

Consequently, being able to exert this level of control will in turn not only strengthen the direct 

bond between a consumer and their brand (Belk, 1988), or in this case a Facebook user and 

their brand, but also increase a general sense of brand community as the brand relinquishes 

some level of control to the Facebook users (Fournier, 2009). Being able to understand how a 

strong and stable relationship can be built and maintained between a consumer and a brand will 

provide critical assistance in developing a Facebook strategy for Ford of Europe that maximizes 

brand-equity-building power. 

 

As in real life, Facebook provides users with the opportunity to show others the fact that some 

possessions are more central to their sense of self than others. Facebook does this by 

spreading the news of your interactions with a brand to all of your other friends on the social 

networking site. Whereas one brand may only have been “liked” by a Facebook user, another 

brand may have warranted comments, video likes, contest participation and so forth, which 

consequently signals that the brand with more interaction is of greater importance to the 

Facebook user. Thus, as a person‟s interests and central brands shift and change, a Facebook 

user‟s social circle is receiving this information more or less as it is happening. Yet another 

element of Facebook that mimics the consumer-brand relationship in real life is the concept of 

having “friends” on Facebook. It is often seen in real life that having a collection of possessions 

may result in those possessions being seen as a greater or more central part of one‟s self than 

items of singular consumption (Belk, 1988). Similarly, if there is a Facebook user with an 

extraordinary number of friends, it can be assumed that having friends is something that this 
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specific Facebook user wants to have associated with who they are as a person. Furthermore, 

being able to show who you are friends with, related to, or in a relationship with also presents a 

sense of an extended self to the Facebook community, which is often why people will, for 

example, subconsciously choose a relationship partner that reflects positively on them (Belk, 

1988). This can be viewed as a way for a Facebook user to create, often subconsciously, their 

own sense of identity.  

7.3.2 The Made Identity on Facebook 

When it comes to how to create an identity for oneself, both in real life and on Facebook, there 

are two types of identity that exist – the found identity and the made identity. The found identity 

is an identity which is created by one‟s circumstances, which can include things such as who 

one‟s parents are, ethnicity, schools attended, etc. Contrastingly, the made identity is an identity 

that a person creates for themselves and is how they wish to be portrayed by others as well as 

how they see themselves (Brown, 2011). Both of these types of identities play a role in 

relationships created in real life and on Facebook, and especially the made identity is involved 

when people interact with brands on the social networking site. Over time, the distinction 

between these identities in real life and in the virtual world is becoming blurred, and instead of 

just asking “Who am I?” people are evolving and beginning to ask “Who, when, and where am 

I?” (Brown, 2011). This shift in self-perception and identity-building is leading to new marketing 

opportunities for companies that embrace the virtual world and know how to appeal to 

consumers on social networking sites such as Facebook.  

 

7.4 Facebook & the Brand Community 

Not only is Facebook a forum within which users can form and show off their extended sense of 

self, but it is also a part of, if not entirely so, a brand community. A brand community is a group 

of enthusiastic and loyal consumers who are organized around the lifestyle, activities, character 

and fundamental values of the brand they support. Further, in the past social networking sites 

such as Facebook have been considered to only fulfill a portion of a brand community (Fournier, 

2009), it is possible that as the social networking site progresses and its functions improve and 

expand, brands can use Facebook to facilitate a brand community.  

 

One of the ways in which a company can build a successful brand community is by being aware 

that they need to give up some control, and allow the consumer‟s social and individual needs to 

be in the spotlight (Fournier, 2009). This, with what many brand‟s Facebook profiles have 
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become today, is occurring more and more on Facebook. Because of the fact that consumers 

have so many different needs and interests, it is important for a company to remember that they 

need to give up some of the control, and really let the consumers shape the community in order 

for them to truly get what they want out of it. After all, it is important to remember what the main 

reasons for consumers wanting to participate in brand communities are: to find emotional 

support and encouragement, explore different ways that they can contribute to the greater good 

of the community, to cultivate interests or skills, and that for members, these brand communities 

represent a means to an end, rather than an end in themselves (Fournier, 2009). All of these 

factors can potentially (if the brand takes full advantage of the possibilities on Facebook) be 

seen in consumer-brand interactions through the forum of Facebook. For example, emotional 

support and encouragement can be found through being able to interact with not only the 

company, but also other “fans” of the brand on the brand‟s Facebook profile and through a more 

personal communication method such as personal messages back and forth. Also, members of 

a brand‟s Facebook community are able to make a contribution to the greater good of the 

community through participating in such things as polls, or providing a company with 

suggestions for how to make both the brand and the Facebook community better for their 

individual (or perhaps the communal) needs.  

 

Furthermore, a brand‟s Facebook profile has the potential to cultivate interests or skills, 

depending on how the Facebook presence is used by the brand. And last but not least, 

Facebook is also often seen as a means to an end, rather than an end in itself. For example, it 

is possible that a Facebook user would go to a brand‟s Facebook profile in order to gain more 

information or participate in a contest, and in that sense, are working toward achieving a goal 

past that of simply being a fan of the brand on Facebook. Thus, to sum up, having looked at the 

parameters of what draws people to participate in brand communities, it can be inferred that 

given what brand profiles on Facebook have become today (Social Semantics, 2011), Facebook 

has shifted from only fulfilling some of the needs of community users, to being able to potentially 

provide it all. However, it is critically important to note that even though Facebook can 

potentially fill all of the requirements of what it means to be a brand community, it does not 

mean that a Facebook profile should be the only source of brand community for a company, as 

it is still best to supplement a social media presence with other elements of community building 

activity (Fournier, 2009).  
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In reference to answering the research topic presented in this thesis, the concepts and theories 

surrounding brand communities will provide guidelines as to how Ford of Europe should build up 

their Facebook presence in a successful and equity-building manner.  

 

7.5 Facebook & Tribalism 

Along with choosing brands and friends that mirror the personality and characteristics one 

wishes to reflect, Facebook technology is not only being used to stimulate cross-cultural 

communications, but contrastingly is also encouraging digital tribalism. Digital tribalism is seen 

through people finding others that share similar affinities and interests ranging from members of 

the same family to people who support the same lifestyle choices (Brown, 2011). There is an 

inherent human need to want to share experiences with others, which perpetuates the desire to 

find others who want to listen to this modern form of storytelling (Hooper, 2011), an act which 

sites like Facebook can facilitate. While it has previously been argued that modern day society 

is more interested in the objects of social consumption than in the social links that follow (Cova 

& Cova, 2002), it seems that the opposite is becoming more and more accurate, especially in 

the context of Facebook. Thus, it can be argued that the future of marketing surrounds the 

concept of providing consumers with a shared sense of community, which is where marketing 

becomes tribal marketing. A modern day tribe can be called as such because of the similarity 

seen between today‟s postmodern social dynamics and tribes of archaic societies. For example, 

there is no source of central power that maintains social order in the tribe, and they rally people 

around ideas such as locality, passion, or kinship.  

 

While it is not always the case, tribes can also focus around products or brands, in which case 

they exemplify many similarities to brand communities. As a part of a tribe, members are free 

from social constraints and are more focused on personalization and a having a plentitude of 

possibilities that allow them to show off their own existence and unique differences. These types 

of characteristics can be seen in the forum of Facebook when used to its full potential since 

Facebook users find themselves in certain communities or groups within the context of 

Facebook that allow both the opportunity for possibilities to express one‟s existence and 

personality without being limited by social requirements such as education, family, gender, etc. 

(Cova & Cova, 2002). Furthermore, with the concepts of a modern tribe follows the somewhat 

quasi-archaic idea of having a tight connection to qualities such as hometown, religion, 

language (Cova & Cova, 2002), which are all items that many users choose to put in the 

forefront of their Facebook profiles as a tool in showing the Facebook world who they are as 
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people. Again, understanding the reasons behind why people are passionate about certain 

brands and the ways in which a company can form or create an environment for the brand that 

encourages a solid and enthusiastic relationship will help when analyzing which interactive 

elements of Facebook create the most value for a company or brand.  

Also, the idea of belonging to a tribe can become a very important element for people, and can 

even surpass the importance of belonging to a certain social class or segment (Cova & Cova, 

2002). This has some similarities in the Facebook world, where people may find belonging to a 

certain group or being a fan of a certain brand on Facebook says more about who they are as 

people than their real-life social status. It can often be seen that through purchasing products or 

brands people are given access to a direct link or connection to other people, thus providing 

them membership in a tribe (Cova & Cova, 2002). Consequently, it is the link provided by the 

product or brand that provides a significant value for consumers, rather than just the original use 

value of the product or brand. For example, when looking at the world of Facebook, people 

become a fan of a product‟s Facebook profile not to gain any use value from the product or 

brand, but rather to gain value from the social interactions between themselves, other fans (tribe 

members) and the product or brand itself.  

 

7.6 Summary of the Brand-Consumer Relationship on Facebook 

At the end of the day, people are what they have, and to understand this is a very basic yet 

powerful aspect of consumer behavior (Belk, 1988). But to understand the nuances of what this 

can mean in the online world of social networking is a critical point for businesses to grasp and 

incorporate into their Facebook strategies. With temporal and spatial limitations for 

communication and interaction being broken down (Brown, 2011), not only are people able to 

have a more free and open connection with friends and family, but also with companies and 

brands. However, people are all too eager to associate the new media age with a loss of 

traditional human social characteristics, but in fact they are not disappearing but rather just 

shifting forms (Brown, 2011). Thus, understanding the basis of the brand-consumer relationship 

is a key and integral element of being able to master the world of creating brand equity through 

online social networking actions, and consequently provides a solid base for being able to 

answer the research question presented in this thesis.   
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8.0 Considerations for Analysis  

This section will cover some of the considerations that were taken into account before engaging 

in the discussion and analysis of the data.  

 

 In order to further create a frame of reference for the participants in the survey, they 

were asked to categorize the two brands they selected in the survey. Not only was this 

process put in place in order to provide that frame, but also in order to gauge if there are 

any discernable patterns in the specific industries. The results of this categorization 

show that a wide variety of brands were selected, but the most prevalently represented 

categories included Other, with 24% of the brands, Entertainment, with 19%, and Food & 

Beverage, with 17%. The least represented categories were Charity and Automotive, 

both with 2%47. It is possible that part of the reason that automotive brands have such a 

low representation percentage is perhaps because there are not as many automotive 

brands that have interactive Facebook profiles in Denmark as compared to, for example, 

the much more Facebook-active brands in the food and beverage industry48. However, it 

is important to note that not all of the participants provided an actual answer in the 

spaces provided for their Brand A and Brand B, with ten people wrote something invalid 

for Brand A and 36 people for Brand B49. Furthermore, many of the survey participants 

incorrectly categorized their selected brands, and for example, listed a charity such as 

Doctors Without Borders under the category of Other rather than Charity50. Thus, since 

no noteworthy patterns of industry-specific patterns were uncovered in the data, the 

discussion of questions where the participant answered for both Brand A and Brand B 

will take its point of departure in the data for Brand A alone.  

 

 There is an unexpected bias in the survey data as some of the survey participants were 

not allowed to answer some of the questions concerning the Interactive Facebook 

Elements. This occurred when a survey participant, for example, answers that they 

never post a comment on a brand‟s wall in Question 10, then the participant does not get 

to answer the five sub-questions that are part of Question 11. This issue is repeated for 

each of the Interactive Facebook Elements, which the exception of “liking” a brand. This 

issue creates data in which some participants that may have a valid opinion about a 
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Facebook activity was not provided with the opportunity to share it. For a further 

explanation of this issue and the implications for the data, please refer to Appendix 7: 

Survey Flaws.  
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9.0 Analysis 

In this section, the discussion and analysis of the findings will be presented, which will cover an 

analytical description of the data gathered from the focus group and survey.  In this analytical 

description, the discussion will focus on the five parameters of the Social Media Brand Equity 

Framework: Loyalty, Perceived Quality, Associations, Brand Awareness, and Online 

Experience. This analysis describes what the data show in terms of how to create and/or 

maintain the five different parameters of social media brand equity, and will tie in all of the 

theories used in building up this thesis. Ultimately, this discussion and analysis will lead to 

managerial implications presenting how a company can achieve the different parameters of The 

Social Media Brand Equity Framework in order to enhance and optimize their brand equity 

through the use of Facebook. Section 9.0: Analysis is a lengthy part of the thesis, which is why 

an overview of its structure is presented below.  

 

In Section 9.1: Analysis of the General Findings the analysis is framed around three topics and 

a summary:  

 9.1.1: “Liking” a Brand 

 9.1.2: Interacting with a Brand  

 9.1.3: The Specific Interactive Facebook Elements. 

 9.1.4: Summary of General Findings 

 

In Sections 9.2 through 9.6, the analysis is framed around the five Social Media Brand Equity 

parameters. In each of these sections, the structure is as follows:  

 General analysis of how Facebook impacts the Social Media Brand Equity parameter 

 The parameter and the specific Interactive Facebook Elements 

 A brief summary of how Facebook impacts the parameter and what this means for the 

research question presented in Section 1.1: Problem Identification 

Under some of the parameters there are additional subsections when deemed necessary.  
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9.1 Analysis of the General Findings 

Before taking an in-depth look at the individual parameters, an overview of the general 

information regarding the participants and their Facebook behavior, gathered through the survey 

and focus group, is discussed. First of all, both the focus group51 and survey participants52 all fit 

within the target group limitations (cf. Section 5.3.1: Target Group), and represent an even 

distribution of gender, age and geographic location within Denmark. For example, in the survey 

alone, over 120 different zip codes are represented across the country, and there is a relatively 

even age distribution between the ages of 18 and 50 53 . Furthermore, it is important that 

everyone participating in the focus group and survey has an active Facebook profile since it is 

integral to have a frame of reference when answering measurement questions regarding the 

parameters of the Social Media Brand Equity Framework (Aaker, 1996).  

9.1.1 “Liking” a Brand 

The majority of the survey participants, all of whom have an active Facebook profile, answer 

that they are a fan of one to five brands, whereas 51 and 58 out of 300 participants respond that 

they are a fan of six to ten brands and more than ten brands respectively54. Similarly, the 

majority of the focus group participants also state that they are a fan of somewhere between 

one and five brands, while only one participant states an amount higher than that55. However, 

the answers provided by the focus group participants turn out to be a lot lower than the true 

amount of brands they are fans of56, which suggests that there is a gap between the conscious 

and subconscious behavior occurring on Facebook. In conclusion, it can be argued that just 

because a brand has a fan on Facebook, it does not always have a direct increase in a fan‟s 

level of interaction with the brand.  

 

In order to attempt to decode how important and valuable a fan actually is, the concepts 

discussed by Belk (1988) prove to be useful. He suggests that people generally like to collect 

possessions, where the act of collecting these nonnecessities can be both through a purposeful 

self-defining act as well as through an unintended acquisition. This supports what is discussed 

by the focus group concerning the issue that Facebook users do not always put a lot of thought 

into all of the brands they are a fan of. While the brands that Facebook users do not really 
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remember later on are still a representation of them as people, it can be argued that these 

brands are perhaps acquired unintentionally or without much consideration from the Facebook 

user.  Furthermore, Belk (1988) argues that the items collected have a role in creating and 

shaping the sense of identity, which is why people generally choose possessions, friends, and 

brands that positively impact their personal image. Thus, it can be concluded that not only are 

the brands a Facebook user is a fan of a representation of their sense of identity. Belk (1988) 

further argues that if a person has a collection of possession then these objects are viewed 

more as a collection of things rather than singular objects of consumption. Thus, it can be 

concluded that if a Facebook user is a fan of many brands, then they may not put as much 

thought into the brands they “like” since they are presented to other Facebook users as more of 

a collection. Contrastingly, if a Facebook user is only a fan of a few brands, then they can still 

maintain a focus on the singular brand. This can lead to the conclusion that Facebook users 

who choose to only “like” a smaller number of brands hold those brands closer to their central 

sense of self compared to those who like a cornucopia of brands.  

9.1.2 Interacting With a Brand 

Taking the concept of “liking” a brand a step further, the focus is now on the interactions that 

occur after “liking” rather than the act of “liking” itself. The survey data shows that 45.7% of the 

participants, regardless of how many brands they are a fan of, only interact with one to five 

brands on a regular basis. Brown (2011) discusses the concept of a made identity in which a 

person is able to create their own identity in a way that reflects how they want others to see 

them. This made identity has a direct impact on which brands a consumer chooses to interact 

with. Using this discussion as a point of departure, it can be assumed that when a Facebook 

user only interacts with one to five brands, then these are the brands that are the strongest 

representation of their personality and consequent made identity. Similarly, 46.7% of the survey 

participants say they generally do not interact with any brands on a regular basis, which shows 

that even if a person is a fan of a brand, it does not imply a guaranteed level of interaction57. 

This reinforces some of the points made in the focus group concerning the fact that the 

participants generally only interact with a couple of brands, and at times even forget most of the 

brands they are a fan of on Facebook58. This raises the question of why people become a fan of 

a brand on Facebook if they end up forgetting it a short time later. The focus group provides a 

variety of reasons for becoming a fan, ranging from the more practical, such as wanting a news 
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and update source, to the more comical, such as the product being an inside joke with friends59. 

From the survey data it can be learned that while 45% generally “like” a brand purely because 

they do in fact like the actual brand, other popular reasons for becoming a fan include that the 

brand has a contest that the Facebook user wants to participate in and simply in order to gain 

more information about the brand60.  

 

Based on Brown‟s (2011) argument that a digital tribe is a community in which there is a shared 

passion or affinity for a certain product, it can be concluded that the 45% that “like” a brand 

simply because they like it, are in a sense joining a digital tribe on Facebook. Even though it 

may seem slightly obvious that consumers choose to “like” a brand on Facebook because, 

simply put, they like it, it also suggests that to some degree the brand has achieved a level of 

perceived quality and brand awareness in the minds of the consumers. The thoughts of Belk 

(1988) concerning collecting items in order to enhance one‟s sense of identity could help explain 

why a level of perceived quality is achieved through “liking” a brand. For example, while some 

brands are liked for simple or subconscious reasons, the brand is still joining a collection 

belonging to the Facebook user, which suggests that there is an inherent sense of value and 

personal image associated with the brand. Thus, even though the Facebook user may have a 

variety of reasons, that they may or may not be aware of, for “liking” a brand, the fact that they 

have added the brand to their collection through becoming a fan suggests that the Facebook 

user feels better about their sense of self. This consequently implies that an element of 

perceived quality becomes associated with the brand through the act of becoming a fan.  

 

However, as noted in the focus group discussion, it is not always that the parameters of 

Perceived Quality and Brand Awareness remain affected after the actual act of “liking” has been 

completed61. This issue could be tackled using Grunig and Hunt (1984), as they emphasize the 

importance of brands incorporating an increased focus on two-way symmetric relationships 

between consumer and brand centered around dialogue and interaction. Furthermore, as Eid & 

Trueman (2002) point out, the concept of having a highly interactive strategy is very important in 

an online presence. This need for interaction supports what the survey participants say 

regarding contests being one of the top three motivations for “liking” a brand. This could 

possibly be due to participation in a contest transcending the act of simply “liking” a brand, and 

moving the consumer further into a dialogue with the brand. It is this dialogue based nature of 
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interactions that makes contests a successful way of gathering fans. Another successful way to 

cultivate fans, according to the survey and focus group participants, is through providing the 

Facebook users with additional and valuable information that is not available elsewhere. 

Rayport and Sviokla (1995) discuss the importance of information, and point out that it can be a 

source of value in and of itself. This helps explain why it is that Facebook users are becoming 

fans of brands in order to seek out extra information. However, what is not covered by their 

theories is the fact that, as the focus group states, the information needs to be unique to 

Facebook. This implies that they have a desire to feel that the communication they are receiving 

is personalized and special.  

 

WOM and “Liking” a Brand 

Contrastingly, with only 3% of the survey participants saying that they “like” a brand because 

one of their friends on Facebook is a fan of the brand, it can be concluded that in general 

personal recommendations are not an effective way to generate fans. While this is a surprising 

finding, it supports what the focus group says regarding the fact that constantly getting requests 

or suggestions from friends about brands is an annoyance rather than an intriguing 

recommendation62. However, the one area where it can be concluded that WOM, or more 

specifically e-WOM is effective in attracting fans is if the Facebook user knows someone that 

owns or works for a certain brand, and as a result of this social connection, they wish to publicly 

show their support for the brand63 . This can in part be explained by the tendency that is 

increasingly seen in today‟s Facebook society where, as Cova and Cova (2002) have pointed 

out in other contexts, it is the social link with a brand that is becoming more important than the 

object of consumption itself. The increased importance of the social aspect of the relationship 

between consumer and brand can in part be explained by the impact that new media is having 

on the primal instinct of consumers that drive them to want to belong to a community. In other 

words, it can be argued that as social networking sites such as Facebook are providing 

consumers with a platform that can be used to cultivate digital tribes, the inherent desire of 

consumers to want to bond with others is given a broader arena in which to thrive. However, it is 

important to note that there is much debate in the focus group about whether or not a Facebook 

fan in and of itself can create the same type of value. And since the goal is to create a two-way 

symmetric relationship, as Grunig and Hunt (1984) emphasize, it can be concluded that it is 
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important to use the act of “liking” a brand as a gateway-Facebook-activity that paves the way 

for additional interaction.  

 

Quality of Content and Frequency of Interaction 

Rayport and Sviokla‟s (1995) thoughts are further exemplified through the focus group and 

survey data, which shows that how important or interesting a brand‟s Facebook profile is has a 

lot to do with the content and the specific brand64. Another element of how consumer-brand 

interactions occur on Facebook that is brand and content specific, is how often the consumers 

engage in the different Interactive Facebook Elements on the brand‟s Facebook profile. While in 

general very few participants respond saying that they engage in any of the activities daily, the 

activity with the highest rate of participant engagement is commenting on or “liking” a post on a 

brand‟s Facebook 65 . Very close to this activity was the Interactive Facebook Element of 

participating in contests with 50.3% of the participants saying they engaged in this activity at 

some interval other than “never” 66 . The fact that contests are one of the most frequently 

engaged in activities on Facebook supports what the survey data show concerning contests 

being one of the main reasons people become a fan of a brand on Facebook67. Contrastingly, 

the Facebook element that fewest people engage in is polling activities with 76.5% of the 

participants stating that they never use this aspect of Facebook. However, while these 

percentages provide some insight into which activities on Facebook are most popular, it is 

important to note, as the focus group discussion supports that frequency of interaction and 

quality of content are directly correlated and causal (Market – CRM vs. Facebook, 2009). 

9.1.3 The Specific Interactive Facebook Elements 

In order to get a more detailed picture of how Facebook users generally feel about the different 

Interactive Facebook Elements, Figure 9.1 and Figure 9.2 are presented below. In Figure 9.1, 

where the summed ranks of the Facebook elements as voted by the focus group participants 

are presented, it can be seen that the focus group feels that the act of being a fan adds the 

most value to the Facebook experience between consumer and brand. The focus group feels 

that this is the most important activity as it is the Facebook element that enables them to 

engage in all other interactions that occur on Facebook between a consumer and a brand. 

However, in other parts of the focus group discussion, the participants discuss how being a fan 
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of a brand is not important at all. This observation backs up the theories discussed by Chartrand 

(2005) concerning the balance between the conscious and subconscious actions of consumers, 

or perhaps more accurately the actions that consumers are aware of versus those that are just 

below the level of awareness. As previously mentioned in Section 7.0: Theoretical Section 2: 

The Brand-Consumer Relationship, Chartrand (2005) discusses that up to 2/3 of the actions 

engaged in by consumers do in fact happen subconsciously. This, paired with what was learned 

during the focus group discussion, can lead to the conclusion that the data used in Figure 9.1 

was data gathered from the opinions of the participants before they had a thorough discussion 

regarding their behavior allowing for a clearer image of the specific values and motivations of 

their Facebook actions was presented. Thus, keeping Chartrand‟s (2005) theories in mind, it 

can be argued that it is the data gathered later in the focus group discussion carries more value 

in terms of how the participants truly behave on Facebook.  

 

 

 

 

 

Watson (2002) argues that through integrating U-space characteristics into a brand‟s marketing 

strategy it will provide consumers with value that is capable of going above and beyond 

traditional commerce. This can perhaps lay the foundation for why it is in fact contests that are 

seen as the activity that is most loved, as presented in Figure 9.2 below, as well as one of the 

Source: Own Contribution 

Figure 9.1 Most Valuable Interactive Facebook Elements – Focus Group 
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top three reasons why people become a fan of a brand on Facebook68. For example, the act of 

providing contests on a brand‟s Facebook profile provides users with a more interactive way of 

connecting with the brand, which in turn brings an element of omnipresence and personalized 

communication to the interactions happening between fan and brand. Furthermore, in Figure 

9.2, where a side by side comparison of the general opinion of all the different Interactive 

Facebook Elements is presented, it can be seen that the activity that most of the participants 

state that they do not like is that of engaging in various polling activities on a brand‟s Facebook 

profile. This is the same opinion expressed by the focus group, and can be related to the fact 

that polling is the activity that fewest people have engaged in on Facebook69. Further, as was 

discussed in the focus group, it is often that when someone has not actively participated in a 

certain aspect of Facebook they are blind to the opportunities, and often times benefits, of the 

specific Interactive Facebook Element70. Thus, while it initially seems that there is no substantial 

value in polling, it could be due to the fact that people have not been exposed to enough of it, 

and consequently have yet to see the potential benefits that could result from the dialogue-

focused Interactive Facebook Element. Furthermore, it can be seen in Figure 9.2 below that 

most people consistently answered that they had no opinion about the Facebook activities, 

which could also in part be due to the participants not having engaged in this activity that 

frequently. There is the potential for further data analysis on this topic regarding the participants 

that answer “never” and “no opinion”. However, this will be left for future analysis as it is outside 

the scope and means of this thesis. 
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9.1.4 Summary of the General Findings 

In order to provide a clear overview of the key aspects of this section, a list of the most 

important insights and conclusions are presented below.  

 Facebook users are generally fans of more brands than they recall.  

 Facebook users generally only interact with one to five brands regardless of how many 

they are a fan of. 

 Facebook users want to “like” brands because there is a quasi-archaic instinct to want to 

belong to a community, or in this case, a digital tribe. 

Source: Own Contribution 



 
 79 

 “Liking” a brand is a gateway-Facebook-activity as it enables users to interact with the 

brand on more levels. 

 The top reasons Facebook users become a fan of a brand: 

o They like the brand 

o They want to participate in a contest the brand is featuring on their profile 

o They are searching for additional information 

 The Interactive Facebook Element that Facebook users most enjoy is that of contests. 

 The Interactive Facebook Element that is most frequently engaged in is that of 

commenting on or “liking” a post on a brand‟s wall.  

 Frequency of interaction and quality of content are directly correlated and causal.  

 Communication between brand and Facebook user needs to be dialogue focused and 

interactive.  

 The social links that result from a brand are becoming more important that the object of 

consumption itself.  

 WOM and e-WOM are ineffective in accumulating fans on Facebook. 

 “Liking” brands on Facebook can be viewed as a Facebook user accumulating a 

collection of possessions. If they “like” many brands, then the group of brands are 

viewed more as a collection as a whole, whereas if a Facebook user only “likes” a small 

group of brands, then the brands are more central to their sense of identity.  

 

These conclusions can be used by a company in the following ways. First of all, this section 

provides insight into how a brand can generate fans, optimize interactions on Facebook, and 

understand the interaction patterns of Facebook users. Additionally, it is pointed out which 

Interactive Facebook Elements the brand should focus on incorporating in their Facebook 

strategy in order to optimize brand equity.  

 

Now that a general view of how consumers interact with brands on Facebook has been 

presented, a more specific discussion and analysis will take place focused around the five 

parameters of the Social Media Brand Equity Framework. 
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9.2 Loyalty 

In this section a closer look is taken at how Facebook activities impacts Loyalty. The act of 

recommending a brand is covered in Section 9.2.1: Recommending Brands, and a more specific 

look at how the Interactive Facebook Elements impact the parameter of Loyalty is covered in 

Section 9.2.2: Loyalty & the Specific Interactive Facebook Elements.  

9.2.1 Recommending Brands 

One of the best ways to measure loyalty is through consumer recommendations (Aaker, 1996). 

Thus, this is a topic that comes up both in the focus group discussion and the survey. From the 

survey it is learned that 23% of the participants say that they never recommend the brands they 

interact with on Facebook to others, while 6.3% of the participants say that they pass along 

recommendations to others every single day71. Similar to these findings, the majority of the 

focus group initially answers that they do not use Facebook as a forum in which they 

recommend products or brands to their friends, while a couple others mention that they do 

share recommendations about some products, such as music or sports equipment, with relevant 

Facebook friends.  

 

While people are generally all too eager to link the new media trends of today with a loss of 

traditional human social characteristics (Brown, 2011), the act of recommending brands to 

others has a very primal or tribal foundation. The digital tribe, as described by Brown (2011), 

and the modern day tribe described by Cova and Cova (2002), both involve a group of people 

sharing similar interests, passions and camaraderie. Thus, as previously mentioned, Facebook 

users will most often choose to recommend brands to a group of relevant friends, which through 

the perspectives of Brown and Cova and Cova, can be argued symbolize their modern digital 

tribe. Building further on why it is that people wish to share brands with others, Belk‟s (1988) 

discussion surrounding the topic of giving possession to others provides some useful insight. 

Belk (1988) points out that to give someone a possession is a way of extending a sense of self 

to others, and provides people with the opportunity to enhance and preserve their own sense of 

identity. Using the thoughts of Belk (1988) paired with those of Brown (2011) and Cova and 

Cova (2002) as a point of departure, it can be concluded that Facebook users are using the act 

of recommending a brand to others as a way of sharing a part of their identity with other people 

in their digital tribe. This presents users with a way to maintain a level of control over the brand 

and enhance their personal identity. This positive impact on the personal identity of Facebook 
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users provides the foundation of what sparks loyalty in the fans of a brand. This positive effect 

on the made identity of consumers can, perhaps subconsciously, cause Facebook users to 

keep interacting with the brand in order to maintain their sense of self. The fact that they 

continuously actively associate themselves with the brand is what ultimately creates loyalty for 

the brand.  

 

The points made by Belk (1988) regarding giving a possession to others as being a way of 

extending oneself can also be used to explain why it is that while some members of the focus 

group have no problem sharing brands in a public way, others feel that they would rather send a 

personalized and private message through Facebook. Additionally, the focus group notes that 

they would only send such a message to the friends they feel would find the product or service 

interesting and useful. This again demonstrates how different types of people choose to use 

Facebook in different ways depending on what they have previously been exposed to and their 

level of comfort. Also, using Belk‟s (1988) point of view, it can be assumed that perhaps the 

people that prefer to send a message are not comfortable with extending their sense of self in a 

public forum. Building further on this topic, one of the focus group participants provides an 

example in which he was considering purchasing a new car, and consequently decided to post 

on his own wall asking friends to share their personal recommendations. This example led the 

focus group further in the discussion, and some of the participants mention that rather than 

clicking on “share” under a picture they wish to share or posting a link from the brand‟s 

Facebook page, they would prefer to simply write a comment describing the brand or item they 

want to recommend to their friends. While some fear a lack of security in the links they share, 

others are simply not comfortable with the idea of this form of interaction72. This topic of trust in 

the Facebook environment will be further discussed in Section 9.4: Associations.  

 

As Zeisser (2010) points out, WOM and e-WOM have the potential to be driving factors in what 

makes the world of online marketing through social media the powerful tool it is today. It can be 

argued that a successful social media presence can be achieved through the recommendations 

of brands that occur as a result of interactions on Facebook. These recommendations stemming 

from Facebook take place both through the use of the social networking site as a forum in which 

to recommend brands to others, as well as through the sense that people generally recommend 

the brands they interact with on Facebook to their friends. This in turn shows that the 

interactions occurring on Facebook have the possibility of directly impacting WOM and e-WOM. 
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However, this contradicts some of the earlier data analyzed in the overall findings (cf. Section 

9.1: Analysis of the General Findings), which implies a need to be critical when analyzing 

Loyalty through recommendations. Furthermore, looking at the data from the beginning of the 

focus group compared to the final opinions of the participants, there is an inconsistency in their 

responses, signaling a difference in their behavior happening above and below the level of 

awareness.   

 

As both Belk (1988) and Fournier (1998) point out, people generally choose to associate 

themselves with brands that they want others to associate them with. Taking a point of 

departure in this thought, it can be concluded that through the act of recommending brands to 

others, Facebook users are sharing their extended sense of self with friends in order to improve 

the identity being portrayed to others. Hooper (2011) could view this as a way for the user to 

engage in modern day storytelling, as a Facebook fan choosing to associate themselves with 

certain brands through the various Interactive Facebook Elements can be considered a way for 

them to share a story about who they are as a person. Furthermore, returning to the perspective 

of Brown (2011) concerning the recommendation of brands on Facebook, it can be concluded 

that through urging others to also “like” a brand, Facebook users are in a sense asking others to 

be a part of their digital tribe on the social networking site. As previously discussed, why 

Facebook users do this can link back to the primal desires people have to belong, as discussed 

by Cova and Cova (2002).  

9.2.2 Loyalty & the Specific Interactive Facebook Elements 

While it has been shown that there is a generally positive association between Facebook and 

recommendations, it is also enlightening to investigate which of the Interactive Facebook 

Elements create the most loyalty in Facebook users and why. Thus, in order to see which 

aspects of Facebook impact the likelihood that a fan of a brand will recommend the brand to 

others, Figure 9.3 is presented below displaying a side by side comparison of the results for 

each of the Facebook activities. It can be seen in Figure 9.3 that the survey participants feel that 

they are most likely to recommend a brand to a friend after they have posted a comment on the 

brand‟s wall with 27.1% answering that this activity has a high impact on their likelihood of 

recommending the brand to others, whereas only 9.9% of the participants answered “very 

much” when discussing engaging in polling activities. However, when it comes to polling 

activities it is interesting to note that 76.5% of the survey participants did not answer the 

question because they answered “never” in response to question 28 concerning how often the 
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participants engage in polling activities on Facebook73. Taking a look at a different topic of 

Belk‟s (1988) discussion, he points out that the more control a person is able to exude over their 

possessions the more they feel that that possession is central to their sense of self. This thought 

can perhaps be helpful in gaining an understanding of the reasoning behind why posting a 

comment on a brand‟s wall is the activity that has the biggest impact on a Facebook user‟s 

likelihood to recommend a brand, and consequently their loyalty. For example, through the act 

of writing a comment and posting it on a brand‟s wall, it can be assumed that a Facebook user 

is exerting a relatively high level of effort in their relationship with the brand74, and are, through 

posting the comment, making sure that their voice is being heard. Since they are able to have a 

significant level of control over the situation, it can be argued that this in turn increases the 

centrality of the brand in the Facebook user‟s sense of identity. This, consequently, increases 

the probability of the user exerting loyalty and recommending the brand to others.   

 

Overall it seems that there is a generally positive slant on the impact the various Facebook 

activities have on the likelihood that consumers will recommend a brand to friends. In contrast to 

what the focus group discusses, the results seen in Figure 9.3 show that the survey participants 

generally feel that simply “liking” a brand on Facebook does in fact have a clear impact on the 

chances of them recommending the brand to others. Perhaps, as Zaltman (2009) would argue, 

this has something to do with the conflict between subconscious and conscious consumer 

behavior, as he claims that up to 95% of all consumer actions are in fact below the level of 

awareness. The concept of subconscious and conscious behavior could also in part explain why 

the focus group participants initially feel they behave in one way when it comes to brand 

recommendations, when after a little further and deeper discussion they begin to become more 

aware of certain aspects of their behavior.  
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Figure 9.3 Loyalty Through the Interactive Facebook Elements 

Source: Own Contribution 
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9.2.3 Summary of Loyalty 

 In general, all of the Interactive Facebook Elements have a positive impact on the 

likelihood of a Facebook user recommending a brand to others. However, the top three 

most effective elements are: posting a comment on a brand‟s wall, picture interactions, 

and video interactions. Contrastingly, it appears that polling is the least effective in 

cultivating loyalty amongst Facebook fans.  

 Facebook users recommend brands as a way to subconsciously enhance their personal 

identity and sense of self. Recommending brands has a primal and archaic foundation 

as it represents the inherent need people have to belong to a group and feel accepted.  

 Not everyone is comfortable with publicly recommending a brand.  

 WOM and e-WOM, despite some initial findings, are important tools in cultivating Loyalty 

in Facebook fans.  

 There is a conflict between the focus group and survey data concerning how valuable a 

Facebook “like” is in terms of Loyalty.  

 

These conclusions can be used by a company in the following ways. First of all, this section 

provides insight into how a brand can generate Loyalty through interactions between consumer 

and brand on Facebook. Additionally, this section presents how to optimize interactions on 

Facebook in order to create Loyalty, as well as develops an understanding of the behavior 

behind Facebook user recommendations. It is also pointed out which Interactive Facebook 

Elements the brand should focus on incorporating in their Facebook strategy in order to 

optimize Loyalty, and consequently brand equity. 

 

9.3 Perceived Quality 

In this section a closer look is taken at how Facebook activities impacts Perceived Quality. 

Whether or not brands need to be present on Facebook is tackled in Section 9.3.1: Do Leading 

Brands Need Facebook?. Building further on this concept, Section 9.3.2: Why Leading Brands 

Need Facebook explains the reasons for why Facebook users see a brand‟s interactive 

Facebook presence as being an integral element of being a leading brand. The subparameter of 

Leadership/Popularity is covered in Section 9.3.3: Leadership/Popularity & Perceived Quality.  

A more specific look at how the Interactive Facebook Elements impact the parameter of 

Perceived Quality is covered in Section 9.3.4: Perceived Quality & the Specific Interactive 

Facebook Elements.  



 
 86 

9.3.1 Do Leading Brands Need Facebook?  

In order to measure the level of Perceived Quality a brand‟s Facebook existence can create, a 

closer look is taken at how important a brand‟s presence on the social networking site is. While 

38.3% of the survey participants say that it is not important at all for them to have the 

opportunity to interact with their selected brand on Facebook, the rest of the data shows that 

59.7% of the participants feel that it is important to some extent, with 4.7% feeling that it is very 

important to them75. These results are quite similar to those discussed in the focus group, where 

more or less all of the participants initially stated that it was not important for them in the 

slightest whether or not a brand has an active Facebook presence. Even though they generally 

feel that it is unimportant, one participant mentions that they can see the potential for value 

being cultivated through using the Facebook page to find additional information. This leads to a 

general conclusion that there is a potential source of value for consumers in a Facebook page 

that presents Facebook users with extra and useful information. This conclusion is yet another 

demonstration of how, as Rayport and Sviokla (1995) argue, interesting information can 

generally be a source of value in today‟s new virtual marketing paradigm. Thus, it can be argued 

that it is the content rather than the Facebook presence on its own that creates the increase in 

quality and consequently brand equity. Further, using Bezjian-Avery et al.‟s (1998) theories 

focusing on the importance of interactive marketing and the importance of satisfying the needs 

and desires of consumers through the use of new media, it can be concluded that the perceived 

quality associated with a brand‟s presence on Facebook stems from integrated communication 

focusing on personalized dialogue between consumer and brand.  

 

While the initial overall feeling of the focus group is that they do not see any extra value in a 

brand being on Facebook, when discussing whether or not it is important for a brand to be 

present in order to be considered a leading brand in its industry, the focus group immediately 

changes their opinion and states that it is extremely important. Further, the participants add that 

a brand will not be taken seriously if they do not have an active profile on Facebook. This is an 

interesting finding since they earlier say that it is not important for them at all if a brand is 

present on Facebook or not. Similarly, whereas only 4.7% of the survey participants feel that it 

is very important for them that a brand has a Facebook profile, in terms of a brand being 

considered a leading brand in its industry, 11.7% of the survey participants feel that it is very 

important76. Additionally, only 29.3% consider it not important for a brand to be on Facebook in 
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order to be a leading brand, compared to the 38.3% that feel it is not important for them that a 

brand has a Facebook profile. This data brings to light what can be viewed as a difference in the 

subconscious and conscious behavior of consumers interacting on Facebook. This leads to the 

conclusion that while the Facebook users feel as though it is not important that they have the 

opportunity to interact with a brand on the social networking site, when it really comes down to 

how they view the brand, a Facebook presence is in fact an integral element of a leading, 

popular and quality brand77.  

9.3.2 Why Leading Brands Need Facebook  

In order to gain a deeper understanding of why it is that consumers expect a popular brand to 

have an active Facebook presence, a closer look is taken at Watson‟s (2002) discussion 

surrounding the topic of new media. Watson (2002) emphasizes that a brand needs to 

incorporate elements of ubiquity and omnipresence in their multidirectional communication 

strategy in order to be a sustainably successful company. This is emphasized through the focus 

group data where it is stated that it has become a given that a brand has a Facebook profile in 

today‟s society even if Facebook users do not see the personal need for the brand to be there78. 

If a brand fails to incorporate a Facebook profile into their new media communication strategy, 

the brand will be viewed in a negative light as it is not evolving in terms of what consumers 

expect.  

 

When looking to answer why it is deemed necessary for a brand to be present on Facebook in 

order to be a leading brand in its industry, it is interesting to look at Fournier‟s (2009) discussion 

concerning brand communities and why people join them. First of all, Fournier (2009) states that 

the strongest and most stable type of community is that of a web, and without a web a brand 

community will probably not be able to exist. It can be argued that a brand‟s Facebook profile is 

the web in a brand‟s brand community as it is built directly on one-to-one relationships between 

fan and brand as well as between fan and fan. Furthermore, according to Fournier (2009), some 

of the most successful companies in the world implement a brand community business strategy 

in order to cultivate a strong passion surrounding both the brand‟s products as well as the social 

links that result through the brand community. Thus, using the perspective of Fournier (2009), 

the statement made by the focus group concerning how a brand will not be taken seriously 

without a Facebook presence is valid and highlights the importance of a brand needing to have 

an interactive Facebook strategy.  
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9.3.3 Leadership/Popularity & Perceived Quality 

In order to further investigate Perceived Quality and its subparameter of Leadership/Popularity, 

it is important to measure a brand up against its competitors (Aaker, 1996). The focus group 

and survey data present important information regarding how the participants view a brand that 

is on Facebook in comparison to one of its competitors that is not on Facebook. However, the 

question presented in the survey concerning this measurement was altered through the 

translation process and changes made by Mindshare, and consequently the original intended 

meaning of the question is compromised79. Thus, the data received from question 5.2 of the 

survey will not be included in the analysis of the subject or resulting managerial implications, 

and instead the focus of the analysis will be shifted toward the focus group discussion. When 

discussing whether or not a company that has a Facebook presence would be chosen in the 

buying situation over a competitor that is not on Facebook, the focus group comes to the 

conclusion that there is the potential for a brand to be able to present certain content to their 

fans on Facebook that could ultimately impact their perceived quality and consequent buying 

behavior. However, it is important to note that in this context, as mentioned in correlation with 

other Facebook situations and the theories of Rayport and Sviokla (1995), it is perhaps the 

content and resulting interactions on the Facebook page rather than the Facebook presence on 

its own that impacts how the consumers view the brand.  

 

For example, the focus group participants note that the content provided for fans of a brand has 

to include some element of importance, excitement, humor, or some type of specialized offer in 

order to impact the behavior of the participants, especially in the high involvement category of 

automotives, as brought up in the focus group discussion. This desire for some extra element or 

interaction can in part be explained using the theories presented by Putnam et al. (1996) 

concerning the importance of there being a level of co-creation of brand meaning between 

company and consumer. Using these theories and what is learned from the data, it can be 

concluded that there needs to be an integrated element of personal contact in order for a 

brand‟s Facebook presence to have an impact on the Perceived Quality of consumers. 

Additionally, the information that is presented to Facebook fans will have a greater impact on 

the behavior and Perceived Quality of the participants and build a strong and sustainable 

relationship between consumer and brand if it is personalized and has a level of co-creation. 

Louro and Cunha (2001) discuss the importance of a brand being centered around consumers 

and creating an ongoing dynamic process, which needs to be open and responsive. Taking this 
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into account, it can be concluded that a brand‟s Facebook activities need to focus on constant 

communication that provides consumers with the opportunity to co-create meaning for the brand 

in order to better generate Perceived Quality, and consequent brand equity. Additionally, taking 

from Fournier‟s (2009) discussion concerning brand communities, it is integral in a successful 

brand community for the brand to have an understanding of the social needs of the individuals 

in the community. In order to achieve this it is important for the brand to also relinquish some 

control to the members in the brand community environment, and instead focus on balanced 

structure and flexibility. These thoughts presented by Fournier (2009) provide further information 

supporting the conclusion that for a brand to have a successful and brand equity building 

Facebook presence there needs to be a balance of control between consumer and brand that 

focuses on interaction and co-creation.  

 

Furthermore, the focus group discussion also brings up an interesting point with a couple of the 

participants not being aware of all the possibilities available in terms of companies being 

present on Facebook. This consequently means that they have not previously viewed it as 

important for a brand to be active on the social networking site, but once they participated in the 

focus group discussions they realized that there are many interesting and potentially useful 

opportunities and features presented to Facebook users who wish to interact with a brand on 

Facebook, and consequently wish to engage in these types of activities in the future.  

 

9.3.4 Perceived Quality & the Specific Interactive Facebook Elements 

Despite some discrepancy in the subconscious and conscious opinions of the focus group, it 

can be concluded that there is a general tendency that a brand being active on Facebook has a 

positive impact on the Perceived Quality of a brand. However, taking it a step further, it is 

important to figure out which of the Interactive Facebook Elements impact the parameter of 

Perceived Quality the most. In order to provide a clear overview, Figure 9.4 is presented below 

featuring a side by side comparison of the impact each Facebook activity has on Perceived 

Quality. It can be seen in Figure 9.4 that the activity of “liking” a brand has 16.3% of the 

participants saying that the activity has no impact on them having a more positive view of a 

brand on Facebook.  

 

Overall, it can be concluded that most of the activities have a positive impact on how consumers 

view the brands they interact with on Facebook, with posting a comment on a brand‟s wall 



 
 90 

having the highest impact with a combined positive view of 45%80. Furthermore, it can also be 

concluded that the activity of polling has a lowest combined positive view with only 26.2%. Thus, 

it can be argued that the activity of posting a comment on a brand‟s wall is the best way to 

increase a brand‟s perceived quality, whereas polling activities, unless people become more 

aware of the opportunities and get more accustomed to engaging in this activity, will have the 

lowest impact on a brand‟s perceived quality.  

 

 

 

 

 

                                                
80

 This percentage was calculated by combining the percentages of people that chose “4” and “5 – 
Very Much” as their responses for question 11.4. The same calculation was repeated for each of the 
Facebook elements using the data seen in Figure 9.4.  

Figure 9.4 Perceived Quality through the Interactive Facebook Elements 
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9.3.5 Summary of Perceived Quality 

 Information is a source of value for Facebook users. This information needs to be unique 

to the Facebook profile and is especially effective if it incorporates elements of humor or 

excitement.  

 Perceived Quality achieved through a Facebook profile is very content specific.  

 In order for a brand to be considered a leading brand in its industry it is highly necessary 

for them to have an interactive Facebook profile.  

 There must be a balance of control between consumer and brand in order to create a 

successful brand community. This balance allows for co-creation of meaning between 

Facebook user and brand.  

 The Interactive Facebook Element that is most effective at cultivating Perceived Quality 

in consumers is that of posting a comment on a brand‟s wall.  

 

These conclusions can be used by a company in the following ways. First of all, this section 

provides insight into how a brand can generate Perceived Quality through interactions between 

consumer and brand on Facebook. Additionally, this section presents how to optimize 

interactions on Facebook in order to create Perceived Quality in Facebook users. It is also 

pointed out which Interactive Facebook Elements the brand should focus on incorporating in 

their Facebook strategy in order to optimize Perceived Quality, and consequently brand equity.  

 

9.4 Associations 

In this section, a closer look is taken at how Facebook activities impact Associations and its 

subparameters of Brand Personality and Trust. How a Facebook presence can impact Brand 

Personality is analyzed in Section 9.4.1: Brand Personality & Associations. A more specific look 

Source: Own Contribution 
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at how the Interactive Facebook Elements impact the parameter of Associations is covered in 

Section 9.4.2: Associations & the Specific Interactive Facebook Elements. Furthermore, in 

Section 9.4.3: Trust & Associations, the topic of how Trust can impact the brand equity created 

through Facebook is covered.  

9.4.1 Brand Personality & Associations 

In order to investigate whether or not a brand‟s personality can be made clear to the consumers 

through the use of Facebook, it is important to look at to what extent the focus group and survey 

participants feel that the brands they use on Facebook are a reflection of them as people. It is 

also interesting to investigate if they feel that their interactions with a brand on Facebook 

provide them with a clear image of who the typical user of the brand may be. As Aaker (1996) 

points out, exploring these topics reflect user imagery, which can be one of the strongest drivers 

of brand personality. Further, through investigating these topics, a clear picture will be created 

of how the Interactive Facebook Elements impact the subparameter of Brand Personality and 

Associations.  

 
In general it can be seen from the survey data that 35.97% of the participants agree on some 

level with the fact that the brands they are a fan of on Facebook represent their personality, 

while only 32.67% disagree with that statement81. Thus, it can be concluded that there is a 

general feeling that the brands chosen or “liked” on Facebook do in fact imply something about 

what type of person the Facebook user is. Also, it can be argued that the participants that 

answered that they strongly disagree with this or “don‟t know” how they feel about the question 

are not aware of their subconscious reasons, or environmental factors that impact their choice 

to “like” or interact with a brand on Facebook (Walvis, 2008). First of all, as Fournier (1998) 

mentions, people pick brands that they feel are a representation of who they want to be as 

people as well as who they want others to think they are as people. Applying this to Facebook, it 

can be assumed that this also pertains to the brands a Facebook user becomes a fan of. This 

consequently supports the idea that even if people are not consciously aware of it, they are still 

“liking” brands on Facebook that they feel portray positive qualities about their identity.  

 

Building further on this thought, it should be noted that the focus group also feels that the type of 

brand a person likes on Facebook says a lot about them as people, and who the fans of a brand 
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are can often motivate or deter a person from “liking” brand82. For example, one of the focus 

group participants provides an example in which she “likes” a cereal bar that has a silly name. 

While she primarily “likes” the brand because of an inside joke with friends from school, she still 

feels that publicly “liking” the brand on her Facebook profile sends a signal to others about her 

sense of humor 83 . It can be assumed that the brands a Facebook user “likes” are a 

representation of their identity and personality. Furthermore, Brown‟s (2011) concept of a made 

identity, which is an identity that a person creates for themselves that represents how they want 

others to perceive them, can be useful in further explaining why the brands that are “liked” on 

Facebook establish an element of brand personality. Using the concept of the made identity in 

the context of Facebook, as was described in Section 7.0: Theoretical Section 2: The Brand-

Consumer Relationship, it can be argued that when a person “likes” a brand on Facebook it is a 

way for them to form their identity. While there are many motivations for why users on Facebook 

“like” brands (cf. Section 9.1: Analysis of the General Findings), it should be assumed, using the 

theoretical perspectives and data presented in this section, that the fans of a brand do provide 

some value in portraying the brand personality of a company.  

 

However, it is important to take a critical look at this topic and note that while most of the focus 

group participants state that they do in fact put thought into “liking” a brand before actually doing 

so, others point out that they feel that there are many people that like multiple brands without 

putting much thought behind it. This leads to the thought that “liking” a brand cannot always be 

a guaranteed and direct representation of who the fans are as people, or consequent brand 

personality. This then raises the question of how a brand can make their brand personality 

clearer and easier to perceive for Facebook users, which would in turn improve the brand equity 

of the company.  

9.4.2 Associations & the Interactive Facebook Elements 

In order to see how the different Interactive Facebook Elements impact brand personality, a 

comparative overview of the resulting data is presented below in Figure 9.5. From the data 

presented in Figure 9.5, it can be seen that the activity of posting a comment on the brand‟s wall 

tells the Facebook user the most about the type of people who would use the brand, and 

consequently the personality of the brand. This could be due to the fact that this is the activity 

that takes the most effort, as was discussed in the focus group, and consequently it can be 

assumed that the Facebook users who takes the time to post a comment on the brand‟s wall are 
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very committed to and actively engaged in the brand84. In addition to what was previously 

discussed regarding the act of posting a comment on a brand‟s wall, Belk‟s (1988) discussion 

concerning a person associating themselves with brands that help portray an identity that they 

want others to link to who they are as people can also provide insight into why it is that this 

activity is successful in cultivating a clear picture of brand personality. For example, it can be 

assumed that Facebook users perceive the act of another Facebook user commenting on a 

brand‟s wall as a very significant personal investment in the brand85. This in turn leads to the 

conclusion that Facebook users that engage in this activity hold the brand they are interacting 

with very central to their sense of self. If the brand is central to a Facebook user‟s personality or 

identity, then it can be assumed that their comment on the brand‟s wall can provide a link to 

their own sense of identity and the brand personality of the brand. Consequently, it is implied 

that a higher level of brand personality can be associated with viewing a comment posted on a 

brand‟s wall in comparison to other Interactive Facebook Elements.  

 

Additionally, as it can be seen in Figure 9.5, only 5.7% of the survey participants feel that they 

have a very clear picture of who would use the brand after having engaged in polling activities. 

This seems a little counterintuitive as polling often investigates and clearly presents certain 

qualities of the brand‟s fans, which would lead to the assumption that someone who viewed the 

results of the polling would be able to cultivate a clear view of what type of people are engaging 

with the brand on Facebook. One possible reason for why polling has the lowest percentage in 

terms of showing brand personality is, as was discussed in the focus group, when a Facebook 

user is unaware of the options and possibilities associated with a specific act on Facebook, they 

are often times also blind the potential benefits86. Contrastingly, from the data in Figure 9.5, it 

can be seen that the activity of “liking” a brand is the least effective indicator of Brand 

Personality. This backs up what was learned from the focus group, which discusses the fact that 

there are many reasons a person becomes a fan of a brand on Facebook, and consequently not 

every Facebook user that “likes” a brand is a clear representation of the brand‟s personality87.  

 

The focus group additionally points out that while on some occasions there can be a situation in 

which seeing who other fans are can impact a Facebook user‟s decision to “like” a brand, it can 

be generally assumed that everyone “liking” a brand must have something in common. This 

                                                
84

 Appendix 9: Focus Group Recording 
85

 Appendix 9: Focus Group Recording 
86

 Appendix 9: Focus Group Recording 
87

 Appendix 9: Focus Group Recording 



 
 95 

inherent shared passion that is found in fans of a brand on Facebook negates the importance 

any personality characteristics of the other fans would have in deciding whether or not to “like” 

the brand88. The concept of tribalism as discussed by Cova and Cova (2002) can be used in 

order to explain the reasoning behind this statement since as Cova and Cova point out, tribes 

are a gathering of people that share similar affinities or passions. Since it can be assumed that 

the shared passion in a Facebook setting is the brand or product that is “liked,” it can also be 

assumed that there is an inherent shared commonality in the tribe or fans of a brand‟s Facebook 

profile.  
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Figure 9.5 Brand Personality through the Interactive Facebook Elements 



 
 96 

 

 

9.4.3 Trust & Associations 

While the aspect of image characteristics is one of the strongest elements of Associations, the 

topic of trust also impacts the brand-as-person and brand-as-organization aspects of the Social 

Media Brand Equity parameter of Associations. Trust is a topic that can be interpreted in many 

ways and have a variety of meanings for different people depending on the context. In a buying 

situation, where one is giving out credit card information, trusting the brand from which 

something is being purchased is very important. Contrastingly, Facebook users are not actually 

purchasing any products on Facebook or necessarily sharing any security sensitive data. 

However, it was gathered from both the survey and focus group that a brand being trustworthy 

is still very important to Facebook users when interacting with a brand on the social networking 

site89. As discussed by Cova and Cova (2002), the concept of tribalism is focused on re-

establishing communal embeddedness, and is centered around emotion, passion, and other 

quasi-archaic community characteristics. While it is not directly mentioned in the discussion 

surrounding tribalism, it can be inferred from the theories presented that the aspect of trust is 

inherent in the community values that tribalism reflects. Thus, since it can be assumed that trust 

is integral in creating a successful tribe, and in the context of this thesis tribalism is an important 

aspect in understanding the brand-equity-building actions occurring on Facebook, it can be 

concluded that the subparameter of Trust needs to be accounted for in a successful Facebook 

strategy.  

 

The focus group participants build further on the issue of trust stating that reliability, which is 

deeply rooted in the concept of trust, is especially important in terms of contests and data 

security. For example, when discussing the topic of contests, the focus group feels that it adds 

to the trust they associate with a brand if they are able to see that there is in fact a winner and 
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know that it was not just an attempt to gather consumer data for future campaigns or simply just 

a way for them to get attention. Similarly, the focus group mentions that if they are able to see 

that a brand is trustworthy through their interactions on Facebook, they will view the brand in a 

more positive light. Furthermore, they point out that this improvement in their associations with 

the brand can ultimately increase their likelihood of purchasing, or at least considering, the 

brand next time they are in the buying situation. In the end, the concept of trust is an integral 

element of online Facebook interactions, and as the focus group discusses, without the 

presence of trust on the social networking site, the value of their interactions in the brand-

consumer relationship, and consequently brand equity, are a lot lower.  

9.4.4 Summary of Associations 

 Overall, the brands a Facebook user interacts with are a representation of the Facebook 

user‟s personality.  

 People choose to be associated with brands that have a positive impact on their sense 

of identity. “Liking” certain brands on Facebook allows people to build their made 

identity. 

 “Liking” a brand is not always the best indicator of Brand Personality as there are many 

motivations for why Facebook users choose to “like” a brand.  

 Posting or viewing a comment on a brand‟s wall is the Facebook activity that is the best 

indicator of Brand Personality. Contrastingly, the activity of polling was generally viewed 

as not being a good representation of who would use a brand. This result is very 

counterintuitive as Polling, if used properly, should provide brands with a clear and 

simple way of portraying Brand Personality to their fans on Facebook.  

 The concept of Trust is very important to Facebook users who are interacting with 

brands on the social networking site. This is mainly motivated by the inherent need for 

trust, along with other quasi-archaic needs in a tribal setting such as Facebook.  

 

These conclusions can be used by a company in the following ways. First of all, this section 

provides insight into how a brand can use Associations established through the Interactive 

Facebook Elements to build brand equity. Additionally, this section presents how to optimize 

interactions on Facebook in order to portray Brand Personality to Facebook users and cultivate 

a feeling of Trust. It is also pointed out which Interactive Facebook Elements the brand should 

focus on incorporating in their Facebook strategy in order to optimize Brand Personality, and 

consequently brand equity.  
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9.5 Brand Awareness 

In this section, a closer look is taken at how Facebook activities impact Brand Awareness. How 

a Facebook presence can impact Brand Awareness is analyzed in Section 9.5.1: Remembering 

the Brand. A more specific look at how the Interactive Facebook Elements impact the parameter 

of Brand Awareness is covered in Section 9.5.2: Brand Awareness & the Specific Interactive 

Facebook Elements. 

9.5.1 Remembering the Brand  

Brand Awareness is an integral yet often undervalued piece of brand equity that can have 

consequences for both loyalty and the purchasing behavior of consumers (Aaker, 1996). In 

order to figure out which of the Interactive Facebook Elements warrant the most attention for a 

brand that is trying to increase their brand equity through a Facebook presence, a side by side 

comparison showing the impact each of the Facebook elements has on Brand Awareness is 

presented in section 9.5.2: Brand Awareness & the Interactive Facebook Elements. From that 

data it can be seen that there is a general trend showing that all of the Facebook activities have 

a positive impact on the brand awareness levels of Facebook users. Contrastingly, the initial 

general consensus of the focus group is that interacting with a brand on Facebook does not 

increase their ability to remember the brand outside of the Facebook world. One participant 

states that even though he is a fan of 15 or more brands, he typically can only recall two or 

three of them in his day-to-day life, and does not personally feel that his brand awareness is a 

direct result of any of his interactions with the brand on Facebook90. However, it could be 

argued that some of the brand awareness that is resulting from interactions on Facebook 

between consumer and brand are occurring subconsciously or below the level of awareness. 

This claim takes its point of departure in the theories of Chartrand (2005) concerning the fact 

that ⅔ of the actions engaged in by consumers are happening subconsciously. In the case of 

the impact Facebook interactions have on the parameter of Brand Awareness, it can be argued 

that using Chartrand‟s (2005) model (cf. Section 7.1: Neuromarketing & Subconscious 

Consumer Behavior), the impact on the Facebook user‟s likelihood to remember the brand 

represents the outcome of the consumer action. Thus, there is a high probability that this 

outcome is often subconscious, and consequently Facebook users are generally unaware of 

what exactly it is that makes them remember or not remember a brand.  
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Despite the initial negative reaction, the majority of the focus group comes to the conclusion that 

if the overall quality and content provided on the brand‟s Facebook profile is exceptional, then 

being a fan of the brand can impact their ability to remember the brand at a later time. However, 

they point out that is it generally not the single act of “liking” a brand that makes the impact, but 

rather the further interactions and dialogue that take place between Facebook user and brand 

that impacts their Brand Awareness. Furthermore, it is seen in the focus group discussion that 

“liking” a brand may or may not impact the brand awareness of the participants, and that 

whether or not it does so is very dependent on the situation or environmental features 

(Chartrand, 2005).  

9.5.2 Brand Awareness & the Interactive Facebook Elements 

It can be seen in the focus group discussion that “liking” a brand may or may not impact the 

brand awareness of the participants, and that whether or not it does so is very dependent on the 

situation or environmental features (Chartrand, 2005). Additionally, as seen in Figure 9.6 below, 

the act of posting a comment on a brand‟s wall has the highest impact on the likelihood of 

Facebook users remembering the brand the next day, whereas the act of polling is the least 

likely to impact brand awareness. It can be argued that perhaps the reason posting a comment 

is positioned as the activity that has the biggest impact on brand awareness is due to the fact 

that, as was previously mentioned, posting a comment takes more effort and commitment. 

Thus, if a Facebook user takes the time to post a comment on the brand‟s wall, it can be 

assumed that they are consequently going to be more likely to recall the interaction and the 

brand the next day.  

 

When evaluating some of the other Facebook activities, it can be seen that in contrast to what is 

seen in the results in Figure 9.6, the focus group notes the potential for contests having a high 

impact on their level of brand awareness. In order to understand why, according to the focus 

group, contests have this potential, a closer look is taken at the theories of Bezjian-Avery et al. 

(1998), which mention the importance of integrating communication into a new media strategy 

that focuses on interaction in order to build a strong relationship between brand and consumer. 

Thus, since contests are a way of increasing the level of interaction and communication 

occurring between brand and Facebook fan, it can be argued that contests strengthen the bond 

connecting them as well. The importance of this type of bond is emphasized by Putnam et al. 

(1996), who focus on the fact that a relational paradigm centered on the idea that co-creating 

brand meaning and value is integral when brand and consumer interact. This, in combination 

with what is learned from the focus group and survey data, leads to the general conclusion that 
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through increasing interaction and co-creation between a brand on Facebook and its fans, 

competitions are a source of stronger relationships and higher brand awareness. 

 

Another Facebook element that the focus group feels is a good way to get people to remember 

a brand is that of video interactions. Many examples were discussed in the focus group where 

after having seen an exceptionally funny video they would prefer to buy that product rather than 

its competitors. The key to these videos being successful in cultivating brand awareness in the 

consumer is the element of humor. Why exactly humor has such a big impact on whether or not 

Facebook users remember a brand can in part be explained by Morsing‟s (2002) discussion of 

corporate branding, which focuses on creating emotions that are tied to the brand that are 

capable of attracting and retaining customers. Additionally, taking from Fournier‟s (1998) 

discussion concerning how consumers often choose brands that they feel represent who they 

want to be as people, it can be assumed that the desire of Facebook users to want to interact 

with amusing videos signals that the participants are associating the humor of the video with the 

brand‟s personality. Through interacting with the video and brand, the Facebook user is also 

associating the humorous qualities of the video with their own sense of self. This desire to be 

associated with a humorous video can be acted on through the Facebook user interacting with 

this video on Facebook or going out and purchasing the brand in the buying situation. Returning 

to the concept of tribalism as discussed by Cova and Cova (2002), it is mentioned that there is a 

strong focus on the social link and creating a community of emotion and passion. This could 

further help explain why it is that humorous videos presented to a digital tribe on Facebook are 

a successful way of impacting the behavior of the consumers. For example, these videos trigger 

certain emotions and strong reactions that strengthen the bond the Facebook user feels with 

their tribe. And while Cova and Cova (2002) may argue that the solid bond being created is 

more between consumer and consumer rather than consumer and brand, it can be argued that, 

in the context of Facebook and this thesis, the bonds are also strengthening the brand 

community as a whole. As Fournier (2009) notes, strengthening a brand community through 

webs, such as Facebook, can improve the way consumers see a company. Thus, it can be 

concluded that through triggering strong emotions in consumers through activities such as video 

interactions, the bond is strengthened between tribe members, which in turn impacts the bond 

that exists between consumer and brand.  

 

Furthermore, the act of “liking” a brand has the highest number of survey participants stating 

that this does not affect their chances of remembering the brand the next day at all. This follows 
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the pattern seen in the data for other questions, as well as the results of the focus group, as 

they all suggest that “liking” a brand is not always an activity that is taken extremely seriously. 

The fact that this act is not taken seriously can, in part, be explained through Chartrand‟s (2005) 

theories concerning ⅔ of consumer actions being subconscious or below the level of 

awareness. Thus, using Chartrand‟s discussion as a point of departure, it can be assumed that 

in the case of “liking” a brand it is often times the environmental factors or motivations for 

becoming a fan that consumers are unaware of. Since people are often unaware of the true 

reasons behind their choice of “liking” a brand on Facebook, other Facebook users may not take 

the action of “liking” too seriously since they cannot be sure of what the action means to others. 

Thus, it can be concluded that to “like” a brand for many people does not impact Brand 

Awareness as much as many of the other Facebook activities, and therefore, having many fans 

on Facebook does not necessarily on its own mean that there will be a significant increase in 

brand awareness.  

 

 

 

 

Figure 9.6 Brand Awareness through the Interactive Facebook Elements 
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9.5.3 Summary of Brand Awareness 

 When it comes to how the Interactive Facebook Elements impact the likelihood of 

Facebook users remembering a brand the next day, the survey and focus group 

participants provide different opinions. 

o The survey results give a generally positive view toward brand awareness, 

whereas the focus group generally cannot recall their interactions with a brand on 

Facebook in a buying situation. The focus group, however, comes to the 

conclusion that additional information does have an impact in a buying situation, 

but it can come from other channels than Facebook. 

 Posting a comment on a brand‟s wall has the highest impact on a Facebook user‟s 

likelihood of remembering a brand the next day. 

 The focus group emphasizes the importance of humor in Video Interactions, as the 

emotion created through viewing a video is what impacts the buying behavior of the 

Facebook user.  

 

These conclusions can be used by a company in the following ways. First of all, this section 

provides insight into how a brand can use Associations established through the Interactive 

Source: Own Contribution 
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Facebook Elements to build brand equity. Additionally, this section presents how to optimize 

interactions on Facebook in order to portray Brand Personality to Facebook users and cultivate 

a feeling of Trust. It is also pointed out which Interactive Facebook Elements the brand should 

focus on incorporating in their Facebook strategy in order to optimize Brand Personality, and 

consequently brand equity.  

 

9.6 Online Experience 

In this section a closer look is taken at how Facebook activities impact Online Experience and 

its subparameters of Emotional Connection and Responsiveness/Interaction. How a Facebook 

presence can impact Emotional Connection is analyzed in Section 9.6.1: Emotional Connection 

& Online Experience. A more specific look at how the Interactive Facebook Elements impact the 

subparameter of Emotional Connection and consequently Online Experience is covered in 

Section 9.6.2: Emotional Connection & the Specific Interactive Facebook Elements. 

Furthermore, in Section 9.6.3: Responsiveness/Interaction, the topic of how this subparameter 

can impact the brand equity created through Facebook is covered.  

 

When investigating the parameter of Online Experience, direct questions are asked surrounding 

the subparameter of Emotional Connection, whereas the discussion and analysis surrounding 

the subparameter of Interaction/Responsiveness is based on general trends gathered from the 

focus group and survey data as a whole. 

9.6.1 Emotional Connection & Online Experience 

In terms of Emotional Connection, it can be seen in Figure 9.7 below, that similar to many of the 

other parameters, the act of posting a comment on a brand‟s wall has the highest percentage of 

participants stating that this activity makes them feel very connected to the brand. The focus 

group points out that for a wall comment to have an impact on their emotional connection with 

the brand, there has to be some element of humor or excitement associated with it. Another 

Interactive Facebook Element that, according to both the focus group and survey participants, 

has a positive impact on the emotional connection between consumer and brand is that of video 

interactions. More specifically, if a brand posts humorous or exciting videos on their Facebook 

profile, then a fan of the brand is more likely to feel a stronger bond with the brand after having 

interacted with this video in some way. It can be argued that the success in both Facebook 

activities lies in their ability to spark emotions in Facebook users. While some activities, such as 

“liking” a brand, present Facebook users with a one-dimensional and basic activity, the 
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Interactive Facebook Elements of video interactions and posting a comment on a brand‟s wall 

provide fans with more personal and stimulating interaction with the brand.  

 

As previously mentioned, tribes are often focused on a community based in shared passions 

with an archaic sense of importance linked to emotions (Cova & Cova, 2002). This also strongly 

applies to the tribes found on Facebook, as the focus group discussion implied a strong desire 

to feel connected to brands they interact with.  Fournier (2009) mentions that in today‟s turbulent 

world, people are longing for a deeper sense of connection, which leads to the conclusion that 

cultivating emotional connections between Facebook user and brand is integral in creating a 

successful brand community and online experience. This deeper sense of connection is found 

through the humor or other strong emotions that can be evoked both through wall post and 

video interactions on a brand‟s Facebook profile. Through introducing humor or some 

exceptional element to the act of posting a comment, the brand is also elevating the level of 

dialogue, interaction and responsiveness, which help to create a positive impact on the Online 

Experience of the consumer.  

 

Using the ideas of Cova and Cova (2002) as a point of departure, it can be concluded that in 

order to create a successful emotional connection, and consequent Online Experience, some 

humor or special information has to be included in the Facebook interaction in order to cultivate 

emotions in the Facebook user. When forming an emotional connection through the use of 

videos, the focus group points out that it should be content that is primarily only available 

through Facebook, and should not be a video that is also used in more main stream media, 

such as a television commercial. This helps make the video feel more special and interesting to 

share with others. It can be argued that a Facebook user that interacts with a brand that posts 

an amusing or special video on their profile that is not available elsewhere will not only feel that 

they are more important, but since not everyone has direct access to the video it can be 

assumed that the video will have a stronger impact on the sense of self of the Facebook fan. 

This will in turn create a stronger bond and emotional connection between consumer and brand, 

consequently improving the online experience for the Facebook user. Building further on how to 

strengthen the bond between a Facebook user and a brand, Belk‟s (1988) argument that if a 

brand is desired or has some element of passion associated with it, then it will in turn become a 

stronger part of the consumer‟s sense of self. Thus, in order for a bond between Facebook user 

and brand to become even stronger, a brand needs to focus on stimulating and creating 

emotions in their fans. Through this increased level of emotions, not only will the brand become 
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more central to the Facebook user‟s sense of identity, but it will also strengthen their Emotional 

Connection with the brand, and consequently also have a positive impact on brand equity.  

 

 

 

 

 

 

Figure 9.7 Emotional Connection through the Interactive Facebook Elements 

Source: Own Contribution 
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9.6.2 Responsiveness/Interaction & Online Experience 

Moving on to the subparameter of Responsiveness/Interaction, it can be concluded that based 

on everything discussed so far in the analysis section, this subparameter is extremely important 

to Facebook users and creating brand equity through a Facebook presence.  Before discussing 

what exactly it is that makes this subparameter important for Facebook users interacting with a 

brand on Facebook, the theoretically relevant issues will be revisited. First of all, as argued by 

Bezjian-Avery et al. (1998), it is through new media that brands are able to build strong and 

stable relationships with consumers. Building further on this using the thoughts of Grunig and 

Hunt (1984), it can be noted that the relationships created through new media need to be two-

way symmetric and focus on creating a dialogue with the users of the brand. Additionally, the 

focus group elaborates on the importance of dialogue in strengthening the value they see in a 

brand having a Facebook page, which links directly to the importance of the subparameter 

Responsiveness/Interaction. For example, the dialogue that can occur between brand and fan 

on Facebook makes consumers feel as though their voice is being heard and that their opinion 

is truly important to the brand. This consequently makes the Facebook user feel that they have 

a stronger relationship with the brand91.  

 

It is interesting to note that the subparameter of Responsiveness/Interaction is not limited to the 

Social Media Brand Equity parameter of Online Experience, but is also relevant and applicable 

to the entire framework. It can be argued that without a responsive and interactive approach, not 

only would a brand-equity-building Online Experience be achievable, but none of the other 

parameters would be able to increase brand equity either.  

9.6.3 Summary of Online Experience 

 Facebook users crave a deeper sense of connection, which emphasizes how important 

it is for a brand to create an emotional connection with their Facebook fans.  

 Emotional Connection can be achieved through evoking strong emotions in Facebook 

users. This can be accomplished both through comments on a brand‟s wall and video 

interaction that incorporate elements of humor, excitement, or other strong and 

memorable emotions.  

 The subparameter of Responsiveness/Interaction is very important to Facebook users 

and is necessary in order to create a successful Online Experience.  
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 There needs to be a focus on dialogue between Facebook user and brand in order to 

create a sustainable element of Responsiveness/Interaction.  

 

These conclusions can be used by a company in the following ways. First of all, this section 

provides insight into how a brand can create an Online Experience that builds brand equity. 

Additionally, this section presents how to optimize interactions on Facebook in order to create 

Emotional Connections between consumer and brand. It is also pointed out that the 

subparameter of Responsiveness/Interaction is integral in creating not only a successful Online 

Experience, but is also an important element of every aspect of a brand‟s Facebook presence. 

Finally, this section also discusses which Interactive Facebook Elements the brand should focus 

on incorporating in their Facebook strategy in order to optimize Emotional Connection, and 

consequently brand equity.  

 

9.7 Summary of the Analysis  

In order to summarize the analysis, the main points will now be reiterated.  First of all, it is 

important to note that regardless of how many brands a Facebook user is a fan of, they will 

generally only interact with one to five. This implies that there is no direct guarantee for 

interaction associated with the Interactive Facebook Element of “liking” a brand, and therefore 

should be viewed as a gateway-Facebook-activity. However, since no further dialogue between 

brand and consumer can exist without the act of “liking”, the Interactive Facebook Element of 

contests should be used to generate new fans as it is the best activity at generating Facebook 

fans.  

 

The Facebook activity that generally has the strongest impact on Social Media Brand Equity is 

that of posting a comment on a brand‟s wall. This is mainly due to its ability to evoke emotions in 

Facebook users, and when coupled with humor, it is an excellent way to generate Brand 

Awareness and Emotional Connection, among others. The element of Emotional Connection is 

crucial in creating a brand-equity-building Facebook presence for brands as in today‟s society, 

the social links associated with a brand are becoming more important than the object of 

consumption itself. Furthermore, the need Facebook users have to feel a deep sense of 

connection must be supported and enhanced by an increased use of dialogue and co-creation 

between brand and Facebook user. This relationship between consumer and brand needs to 



 
 108 

have a balance of control in order to maximize the brand equity created by a brand‟s Facebook 

interactions with their Facebook fans.  

 

Additionally, one of the most powerful concepts driving consumer behavior on Facebook is that 

of the sense of self and made identity of the Facebook user. Nearly every aspect of what 

happens on the social networking site of Facebook can be linked to the importance Facebook 

users associate with improving their image and showing other Facebook users who they are as 

people.  

 

Finally, it is important to state that there is a strong element of subconscious behavior in play on 

Facebook, which makes it difficult to truly understand what it is that motivates the actions and 

decision making processes of consumers. However, it is still possible for brands to design their 

Facebook strategy in a way that can impact the core motivations of what drives brand equity 

through Facebook.   
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10.0 Managerial Implications & Strategic Recommendations 

Based on the discussion and analysis in this thesis, the managerial and strategic implications 

will be presented in terms of how to build brand equity through an active Facebook presence. 

This section starts by presenting Section 10.1: General Strategic Implications, which features a 

presentation of general strategic implications and in Section 10.1.1, explains three different 

ways to convert Facebook brand equity to additional value for a company. In Section 10.2: 

Optimizing a Corporate Facebook Presence, a general presentation of the implications of 

building brand equity through Facebook is presented, with a specific focus on which Interactive 

Facebook Elements should be implemented in a brand‟s strategy and why. This is followed by 

Section 10.3: Taking Ford & Facebook a Step Further, which features a more specific focus on 

Ford of Europe, and how they as a company can apply what is learned from the analysis to their 

Facebook strategy in order to optimize brand equity. The strategic and tactical implications for 

Ford of Europe will include general areas for the brand to focus on, as well as detailed 

recommendations as to how the brand can create a brand-equity-building Facebook presence.  

 

10.1 General Strategic Implications 

From the analysis it is evident that there indeed lies a potential to create brand equity through 

the different Interactive Facebook Elements. But, as it is discovered, a brand needs to be aware 

of how to properly communicate through the different elements in order to obtain the best 

output, which is measured through the parameters of Loyalty, Perceived Quality, Associations, 

Brand Awareness, and Online Experience. In order to optimize communication, no matter the 

channel, a strong corporate brand is essential in order to express a unique identity, as well as to 

establish a long-term vision for a company. Additionally, brands using Facebook should focus 

on consumer-brand interaction and consumer centrality. The consumer centrality aspect of the 

relational paradigm is extremely important as it focuses on the active role consumers have in 

co-developing brand meaning and value in a company. Overall, it is important to note that 

incorporating new media into a company‟s branding strategy is not meant to change the brand 

or its core values, but rather just expand the focus of the strategy to incorporate more 

omnipresence and interaction.  
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10.1.1 How to Convert Facebook Brand Equity to Additional Value  

As stated in Section 1.0: Introduction, this thesis focuses on a qualitative rather than quantitative 

view of brand equity. However, it is still interesting to evaluate how a company can convert the 

brand equity built on Facebook to additional value for the company. This thesis argues that 

there are three main areas Facebook Brand Equity directly impact: Enhance brand position, 

Expand brand propositions, Capitalize on equity.  

 

Enhance Brand Position 

Facebook provides brands with the opportunity to build on their existing brand equity in a 

sustainable manner. When a consumer “likes” a brand on Facebook, they are providing the 

brand with a new communication channel with which they can constantly contact the Facebook 

user. This allows the brand to reaffirm and constantly reiterate what their brand is about, and 

assure the consumer that they still belong in the brand community. How the brand chooses to 

reaffirm this fact is up to the specific brand, and can be accomplished through a variety of 

Facebook activities.   

 

Expand Brand Propositions 

Another way to convert the brand equity created on Facebook is to expand a brand‟s 

propositions. This can be achieved through, for example, creating social initiatives through a 

brand‟s Facebook presence. A brand‟s Facebook profile can act as a platform to promote these 

social initiatives, which can help the brand improve their CSR position and overall brand 

associations. An example of this is if a brand on Facebook chooses to support a charity through 

publicizing a donation collection via their Facebook profile. The resulting fan donations will show 

the brand exactly how much influence their posts on Facebook have on their fans. Furthermore, 

it will improve how their fans view the brand, which in turn also has a positive effect on brand 

equity.  

 

Capitalize on Equity 

As stated in Section 1.0: Introduction, this thesis argues that the value of a brand‟s Facebook 

presence cannot be confined to a monetary value. However, it cannot be denied that converting 

brand equity to sales is a driving element of any company‟s success. Thus, the final way a 

company can convert the brand equity they create through Facebook activities to additional 

value is through generating sales. This can be accomplished through, for example, a brand 

sending a unique offer to their Facebook fans that provides a discount to the first 500 Facebook 
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fans that go to the brand‟s local store and purchase a specific product. Through this, it can be 

concluded that a Facebook presence is capable of cultivating a direct impact on a brand‟s sales.  

 

10.2 Optimizing a Corporate Facebook Presence  

In this section, a detailed overview will be presented concerning how a brand can structure and 

present their Facebook activities in order to build brand equity.  

10.2.1 Interacting with Fans on Facebook 

Regardless of how many brands a Facebook user is a fan of, they generally only interact with 

one to five of those brands. Thus, sparking dialogue and interaction between a brand and their 

Facebook fans is integral if the brand wants their fans on the social networking site to generate 

value for their brand equity. The first aspect that needs to be considered when interacting with 

brands on Facebook is that frequency of interaction and quality of content are directly 

correlated. This means that brands need to focus on their communication with fans on 

Facebook being high quality if they want their fans to engage in dialogue. Furthermore, it is 

important to remember that the motivations for a consumer to become a fan of a brand on 

Facebook are quasi-archaic in nature, as people have an inherent need to want to belong to a 

community. Thus, a brand that wishes to optimize their Facebook presence needs to create a 

Facebook environment that gives the fans a feeling that they belong to a digital tribe92. This is 

especially important in today‟s new media focused society, as the social links that result from 

using a brand are becoming more important than the object of consumption itself.  

 

While all of the Interactive Facebook Elements are capable of creating brand equity to some 

extent, there are some activities that are more important for brands to focus on. These 

Interactive Facebook Elements are presented below along with a description of how these 

activities are capable of cultivating brand equity.  

 

“Liking” a Brand: The first step in optimizing any brand‟s Facebook activities is to generate a 

substantial fan base. After all, if Facebook users do not “like” a brand‟s page, then they will not 

be able to move further in dialogue with the brand via the Interactive Facebook Elements. This 

activity should, however, be viewed as a gateway-Facebook-activity as it is the element that 

paves the way for Facebook users to interact with the brand on a deeper level. While there is 
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 For a further explanation of how a digital tribe can exist on Facebook, please refer back to Section 7.5: 
Facebook & Tribalism  
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not a guaranteed value connected directly to the act of “liking” a brand, there would be no 

possibility to build brand equity without this activity. There are many reasons for consumers to 

become a fan of a brand, but the Facebook activity that presents the best way to attract new 

fans is that of contests. Not only will offering contests draw Facebook users in, but this 

Interactive Facebook Element also provides aspects of dialogue and interaction that will 

motivate the Facebook users that are already fans to continue their interaction with the brand on 

Facebook.  

 

In order to generate fans based on the tendency of Facebook users to “like” brands because 

they truly like them, brands should focus on enhancing the Social Media Brand Equity 

parameter of Perceived Quality. This will improve the opinion consumers have of the brand, and 

consequently will drive more fans to the brand‟s Facebook profile. Brands who want to increase 

their brand equity on Facebook should also ensure that additional information is integrated into 

their Facebook profile, which will give Facebook users who are searching for extra information a 

reason to “like” the brand.  

 

Fan Wall Comments: Overall, the activity of fans posting comments on a brand‟s wall is very 

effective in generating Social Media Brand Equity in terms of the various parameters. While the 

activity is not engaged in that frequently by Facebook users, they generally see this activity as 

being the most valuable for them as consumers. Brands who want to increase the Social Media 

Brand Equity parameter of Loyalty should focus on generating wall comments as it is the best 

way to inspire Facebook fans to recommend the brand to others. Brands should also focus their 

Facebook strategy on generating fan wall comments if they want to improve their level of 

Perceived Quality. However, whether or not the comments posted by Facebook users on a 

brand‟s wall can improve Perceived Quality is very dependent on the content of the comment. 

There generally needs to be an element of humor, excitement, or some other strong emotion in 

order for the Facebook users to feel that the activity is having an impact on their Perceived 

Quality of a brand. Thus, a brand needs to focus on enticing their Facebook fans to post 

comments on their wall through presenting them with humorous or emotionally charged reasons 

to do so. Through incorporating these elements of passion or emotion into the act of posting a 

comment on a brand‟s wall, this Interactive Facebook Element achieves the highest impact on 

both Brand Awareness and Emotional Connection. Furthermore, the wall comments posted by 

Facebook fans will provide other Facebook users with a good indication of Brand Personality, 

which will improve the overall parameter of Associations.  



 
 113 

 

Video Interactions: From the research and analysis in this thesis, it can be concluded that 

brands interacting on Facebook can significantly impact their brand equity through focusing on 

the Interactive Facebook Element of video interactions. In order to do so, brands need to 

incorporate humor or some other exciting emotion in their video interactions. Furthermore, it is 

important that brands do not just place their television commercials on their Facebook in order 

to create video interactions, as Facebook users generally prefer that the videos are unique to 

the Facebook profile. Brands that are hoping to improve the Loyalty or Brand Awareness of their 

fans should focus on integrating these types of videos into their Facebook presence, as 

interacting with a memorable video on a brand‟s wall will increase the fan‟s likelihood of 

recommending the brand to others and recalling the brand in the buying situation. Furthermore, 

brands should include videos as an integral element of their Facebook strategy if their goal is to 

improve the parameters of Perceived Quality and Brand Personality, as videos provide the 

brand with the opportunity to shape how consumers view the brand. Overall, this activity, if 

presented to Facebook fans in the proper way, has the ability to play a crucial role in increasing 

brand equity through the use of Facebook.  

 

Contests: Aside from being one of the best ways to generate fans on Facebook, brands can 

also use contests in order to cultivate Loyalty, Brand Personality and Trust. In order for a brand 

to impact the subparameter of Trust, brands need to make sure that they present who the 

winners of their contests are to their Facebook fans. For a brand to impact the parameter of 

Brand Personality with this activity, they need to focus on offering prizes and contests that are of 

interest to their target consumer and represent characteristics of the sense of identity the brand 

wants to portray. The parameter of Loyalty is impacted as providing contests on a brand‟s 

Facebook profile increases the likelihood of Facebook fans recommending the brand to their 

friends. Furthermore, through frequently providing contests to their fans on Facebook, a brand is 

able to create a sustainable level of interaction between brand and consumer. This will in turn 

have a lasting qualitative effect on their brand equity.  

 

Polling: Despite the general tendencies seen in the data suggesting that polling is an ineffective 

means of cultivating brand equity, there is some value in this activity for brands. As argued in 

Section 9.0: Analysis, part of the reason why the survey and focus group participants did not 

see an extraordinary level of value in polling activities was that they have yet to be sufficiently 

exposed to the activity, and consequently are blind to the potential benefits of integrating this 
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into a brand‟s Facebook presence. Thus, despite what the data shows, this thesis argues that 

there is still potential for polling activities to strongly benefit the parameter of Associations. First 

of all, a brand can use polling in order to present to Facebook users a direct source of Brand 

Personality traits, as the results of polls can provide great insight into what the average fan of 

the brand enjoys, thinks about, and values. It is important to note, however, that the value 

associated with polling activities is only as good as the question that is asked by the brand. 

Thus, the areas that a brand needs to focus on in order to make their polling activities have a 

positive effect on their brand equity are to ask questions that evoke emotions in Facebook fans, 

preferably of a humorous nature, and will highlight characteristics of brand personality. 

 

Overall, these are the Interactive Facebook Elements that a brand should focus on incorporating 

into their Facebook strategy in order to optimize brand equity. Furthermore, it can be concluded 

that there are three general underlying themes that drive the cultivation of brand equity in the 

eyes of Facebook fans:  

 Humor and emotion 

 Benefitting their sense of self and image 

 The desire to feel that they, as consumers, are getting something of value out of their 

interactions with a brand on Facebook 

 

10.3 Taking Ford & Facebook a Step Further 

In order for Ford of Europe to optimize their Facebook presence, they should implement the 

Interactive Facebook Elements as described above in Section 10.2: Optimizing a Corporate 

Facebook Presence. These managerial and strategic implications provide the foundation for 

Ford of Europe‟s Facebook activities. Yet, it is of utmost importance that Ford of Europe‟s 

integration of Facebook into their marketing strategy builds on the key strategic dimensions of 

Ford‟s brand. From the Ford of Europe Case Study, Section 6.0, it is emphasized that Ford of 

Europe‟s mission is centered around creating a car that is fun to drive, with a focus on Ford‟s 

four key pillars: quality, green, safe and smart. Thus, an integration of social media needs to 

take into consideration these attributes in order to maintain a consistent and clear image of Ford 

of Europe across their many marketing channels. Furthermore, Ford of Europe should have a 

particular focus on cultivating Perceived Quality, Brand Awareness, and Associations.  

 

Ford of Europe should implement the Interactive Facebook elements in a creative manner in 

order to differentiate themselves and entice Facebook users to increase their level of interaction 
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with Ford of Europe. Thus, the four-part approach to how Ford of Europe is going to integrate 

Facebook into their social media strategy is presented below.  

10.3.1 Localize Ford of Europe 

In order to strengthen the communication between Ford of Europe and their Facebook users, a 

link to the different European countries should be a part of Ford of Europe‟ s Facebook profile. 

This will offer a more personalized dialogue between the Facebook user and Ford of Europe, as 

the consumers in each country will be able to connect with a more local representation of the 

brand. The links to the Facebook profiles of the European countries should be placed in a drop-

down menu on the left side of Ford of Europe‟s Facebook profile so that they are presented as 

an extension of Ford of Europe. Offering a more personalized relationship increases the level of 

trust as the physical distance between consumer and brand is lower, and any potential 

language barrier is removed. This ultimately increases the Perceived Quality Facebook users 

associate with Ford of Europe. Furthermore, providing a Facebook presence on a more 

localized level, Ford of Europe will be able to create a stronger Emotional Connection with their 

fans. This emotional connection can be further improved by implementing the suggested 

Facebook feature and contest presented below.   

 

Check-In Dealership  

When operating locally it allows for a higher level of interaction between Ford and their local 

fans. A way to actively increase interaction and Emotional Connection is through putting 

Facebook fans in touch with their local Ford dealership and salesperson. One way to create this 

contact is through getting their fans into the car dealerships, which could be achieved through 

motivating Facebook users with a contest. Thus, it is suggested that Ford of Europe, through 

their country-specific Facebook pages, present their Facebook users with the following feature.  

Post a contest on the country-specific Facebook profile stating that Facebook users will be 

entered in a contest if they go to their local Ford dealership and check-in via their Facebook 

application on their mobile phone (see Figure 10.1 below). This will publicize to all of the 

Facebook user‟s friends on Facebook that they were at a Ford dealership, which can have an 

impact on the parameters of Brand Awareness, Associations, and Perceived Quality. It also 

allows Ford‟s brand to obtain a sense of omnipresence, as the Facebook user is interacting with 

Ford in a multidimensional way.  
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Taking the contest and check-in concept a step further, Ford could incorporate, as part of their 

contest, that the Facebook fan not only has to check-in at the dealership, but also take a picture 

or video of what was the most entertaining or fun aspect of their time in the dealership and 

upload it to the country-specific Ford Facebook profile. This activity will add an element of 

humor to the interaction, which will in turn provide a positive impact on the parameters of 

Emotional Connection and Associations. And since Ford of Europe is working on their vehicles 

being viewed as a fun car to drive, this Facebook activity provides a perfect opportunity for the 

brand to emphasize that element of their Brand Personality.  

 

Also, the fact that the pictures and videos taken in the Ford dealership are uploaded to the 

Facebook profile allows for another level of interaction, as this will entice other Facebook users 

to engage in video and picture interactions with the brand. Ultimately, this feature is an excellent 

way for Ford of Europe to improve their brand equity through Emotional Connection, Brand 

Awareness, and Associations, and also brings a multidimensional communication aspect to the 

Ford-Facebook user relationship. This communication strategy brings the Facebook closer to 

the buying situation as they are actively present in the dealership, which brings Ford of Europe 

one step closer to capitalizing on their Facebook “likes”.   

 

Source: Facebook for iPhone and Own Contribution 

Figure 10.1 Example of Facebook Check-In at Local Dealership 
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10.3.2 Newsletter Integration 

Another way to present value to the Facebook user is through creating ubiquity and 

omnipresence through different channels, allowing the consumer to have access to and interact 

with Ford of Europe no matter where they are. This integrated multidimensional communication 

creates value for the consumer and consequently has a positive impact on brand equity for Ford 

of Europe. Thus, this feature for Ford of Europe‟s Facebook profile is focused on an integrated 

newsletter. The Facebook user will, as seen in Figure 10.2, be able to sign up for the e-

newsletter on Ford of Europe‟s Facebook profile. Furthermore, as seen in Figure 10.3, the 

Facebook user is able to “like” certain stories or articles directly from the e-Newsletter, which 

then features the article on their own Facebook profile. Not only will having the sign-up form on 

their Facebook page motivate more consumers to sign up for the newsletter, but this integration 

of e-newsletter and Facebook will open the brand up to more dialogue and provide the 

consumers with the opportunity to integrate their use of the Ford of Europe e-newsletter with the 

use of their Facebook presence. 

 

 

 

 

 

Figure 10.2 Example of Facebook-Newsletter Integration 

Source: Facebook.com and Own Contribution 
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By “liking” the newsletter as a whole or one of its articles, Facebook users are able to extend 

their sense of self to their Facebook community, which helps Ford of Europe build Brand 

Personality and Brand Awareness. Furthermore, the omnipresent nature of the e-newsletter 

Facebook integration will help create a sustainable form of brand equity for Ford of Europe.  

10.3.3 Active Brand Personality 

As previously mentioned, the brand equity that results from polling activities is only as good as 

the questions asked. Thus, some examples of what could be asked by Ford of Europe and what 

types of answers should be used are presented below. Along with each polling question, a brief 

description of why the questions and answers are chosen is provided.  

 

Polling Question Example 1 

This question is asked in order to learn more about Ford of Europe‟s fans through what type of 

adventure they would prefer to experience in their Ford. Each of the answers that are provided 

should be chosen specifically in order to attract five different types of personalities, which 

means that the results of the poll will speak clearly regarding Ford of Europe‟s Brand 

Personality and Associations.  

 

 

 

Figure 10.3 Example of “Liking” in Newsletter  

Source: Newsletter from Globase International 



 
 119 

 Where would you most enjoy driving to in your Ford? 

o Answers should include four or five locations that Ford of Europe feel are 

capable of provoking emotions in their Facebook fans and speak to specific 

characteristics of their Brand Personality.  

 

In order to elevate the brand-equity-building potential of polling activities, Ford of Europe could 

integrate polling with other Interactive Facebook Elements, such as contests. For example, Ford 

of Europe could tell their Facebook Fans that if they participate in the poll they are automatically 

entered in a contest where the winner of the contest wins a trip to the most chosen Ford 

destination. This would mean that the selected Facebook fan would win a trip to the location that 

received the most votes. This would not only add an element of humor and excitement to the 

communication occurring between consumer and Ford of Europe on Facebook, but it also 

impacts the parameters of Associations and Perceived Quality through showing the versatility of 

where a Ford can take the consumer. Building further on this idea, Ford of Europe could film the 

Facebook user on their adventure and post a video featuring the highlights to their Facebook 

profile. This would increase the level of interaction between brand and fan, and would elevate 

the level of omnipresence and multidimensional communication achieved by Ford of Europe‟s 

brand.  

 

Polling Question Example 2 

This polling question is asked for multiple reasons. First of all, it investigates the parameter of 

Associations by inquiring into which feelings Ford of Europe‟s Facebook fans associate with 

driving a Ford. Furthermore, this type of question and potential answer types cultivate brand 

equity through the subparameter of Emotional Connection, as the poll focuses on which 

emotions Facebook fans experience in a Ford. Again, each of the chosen answers were picked 

with a specific type of person and personality in mind in order to generate results that display a 

clear image about Ford of Europe‟s Brand Personality. It is important to note that this polling 

question and answers also incorporate an element of humor, which, as concluded in Section 

9.0: Analysis, is a driving factor in what makes Facebook activities valuable to Facebook users. 

Furthermore, this type of question can provide Ford of Europe with the possibility to promote 

Ford‟s key pillars, and in a sense measure if they are accomplishing those characteristics in the 

eyes of their Facebook fans. 
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 What is the first feeling you experience when sitting in your Ford?  

o These answers should include humor in order to promote fun as an Association 

with Ford of Europe. Furthermore, all of the answers should evoke some type of 

emotion and be something that their Facebook fans can relate to.  

 

Polling Question Example 3 

This polling question and the possible answers are presented as a way to portray Brand 

Personality to the Facebook fans of Ford of Europe. For this question, in contrast to the others, 

it is suggested that it be used in a more localized manner. For example, as explained in Section 

10.3.1: Localize Ford of Europe, each country in Ford‟s European market will have its own 

Facebook profile, and it is on these country-specific profiles that this next polling question 

should be asked. This is mainly because it will create a stronger connection between fan and 

brand if they feel the question is more personalized. Thus, this example takes its point of 

departure in the Danish market. There should also be a sense of humor associated with the 

question and its possible answers, which will in turn evoke emotions in the Facebook fans, 

strengthening the bond between Ford of Europe and its fans. Again, each of the answer options 

should represent a unique type of person and personality, and will consequently help Ford of 

Europe, or more specifically the local country, present Brand Personality to its Facebook fans.  

 

 Who would you most want to see test-drive a Ford?  

o The possible answers should include four or five Danish celebrities that represent 

a certain type of personality or emotion.  

 

Along with presenting this question to Ford of Denmark‟s Facebook fans, Ford of Denmark 

should take the interaction a step further and feature that whichever Danish celebrity the 

majority of their Facebook fans selects, will subsequently test-drive the newest Ford for a video 

clip that will be featured on Ford of Denmark‟s Facebook profile. Of course this will take some 

cooperation between the Danish celebrities and Ford, but if they are able to accomplish it then 

Ford‟s brand equity will be positively impacted.   

10.3.4 Making Ford Fun 

As seen in Section 6.0: Ford of Europe Case Study, one of Ford of Europe‟s focus points is to 

make driving a Ford synonymous with fun. To do this, Ford of Europe needs to implement a 

Facebook strategy that focuses on Associations and portraying a Brand Personality that shows 
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Ford in a humorous and entertaining light. One way that Ford of Europe can go about 

integrating these concepts into their active Facebook strategy is through incorporating an 

element of music. Music is something that more or less everyone enjoys, and it is capable of 

evoking strong emotions in people. Most importantly, music is fun. Thus, this thesis 

recommends that Ford of Europe should find a way to seamlessly merge the worlds of music 

and automotives, which is not a far stretch for the imagination as music already fills a big 

amount of the time consumers spend in their cars93. A concrete example of a company that 

Ford of Europe could partner with in order to make this happen is Spotify, a Swedish-based 

company that despite having been around since 2006, has yet to make an appearance on the 

majority of Ford of Europe‟s target market94. However, despite not being present in all 48 of 

Ford of Europe‟s countries, Spotify is gaining ground and already has a significant influence in 

countries such as England, Spain, Sweden and The United States. Spotify is a music 

downloading program that allows users a range of membership options giving them access to 

over 13 million songs both on the computer and on-the-go via an iPhone or Android device95. 

 

While there is an endless array of possibilities for how Ford can use Spotify‟s services to their 

benefit, this thesis will present two examples that are focused on improving Ford of Europe‟s 

Associations, brand personality, fan generation and Facebook fan interaction levels.  

 

Before the examples diverge, some basic things need to be accomplished. Ford of Europe 

should create a music playlist using Spotify‟s service, and subsequently share the playlist on 

their Facebook profile. This will present the playlist on Ford of Europe‟s wall, where all of their 

Facebook fans will be able to see it. An example of what this might look like on the newsfeed of 

Ford of Europe‟s fans is presented below in Figure 10.4. The fans will also be able to play the 

songs directly from Ford of Europe‟s Facebook profile, and depending on what songs Ford of 

Europe decides to include on the playlist, certain qualities of their brand personality will be 

displayed to their fans. From here, there are two ways Ford could choose to build on this 

feature. Both incorporate an element of contests, which will increase the level of interaction and 

communication between consumer and brand.   

 

  

 
                                                
93

 http://www.arbitron.com/downloads/la_incar_study.pdf 
94

 http://www.spotify.com/int/why-not-available/ 
95

 http://www.spotify.com/int/about/what/ and http://www.spotify.com/int/about/devices/ 
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Example 1: Ford of Europe posts the playlist on their Facebook profile, along with a text 

explaining that this is their new Spotify playlist, and that every Facebook fan that “likes” this post 

will be entered in a drawing for a Premium Spotify Membership for six months. This contest will 

not only be an interactive way to draw in new fans, but it will provide a source of continued 

interaction for Facebook users that are already fans. Furthermore, it will provide Ford of Europe 

with a quick and easy way to display their brand personality and consequently shape the 

Associations consumers have of the brand through their music choices. Also, with a Premium 

Spotify Membership costing only approximately 100 SEK per month, providing this as a prize to 

Facebook fans is a low-cost, yet fun prize.  

 

Example 2: Ford of Europe posts the playlist on their Facebook profile along with a text 

explaining that this is their new Spotify playlist, and every Facebook fan that “likes” the post and 

shares the playlist on their own Facebook profile (via Spotify), will be entered in a contest. In 

this example, the contest works a little differently. The winner of the contest will win the 

opportunity to drive around in a Ford for month. Furthermore, the winner will become a street-

correspondent for Ford of Europe as they will be required to post weekly video updates on Ford 

of Europe‟s Facebook profile detailing his or her experience with driving the car. Assuming that 

the winner has positive and, ideally, humorous comments regarding their experience, this 

Facebook contest will improve the Perceived Quality, Associations, and Online Experience 

parameters of the Social Media Brand Equity framework. Through having a Facebook fan speak 

out to other members of their digital tribe on Facebook about how fun it is driving a Ford, a 

positive impact will be seen in terms of Perceived Quality and Associations. Furthermore, the 

aspect that involves the Facebook fan posting videos, which are a great source of value for the 

brand, to Ford of Europe‟s profile will raise the level of interactive communication occurring on 

the Facebook page. This will in turn improve the Online Experience of the Facebook fans.  

 

Ford of 
Europe 

Figure 10.4 Example of Ford‟s Spotify Playlist on Facebook 

Source: Spotify.com & own additional editing 
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Ultimately, Ford of Europe could choose to implement both examples, as they both provide solid 

value in terms of brand equity through realistic and attainable means. The main points for Ford 

of Europe to ensure that they incorporate are:  

 Music is fun, which means that Ford and Music should also be fun 

 Choose songs for the playlist that highlight the fun and exciting nature of Ford of Europe 

 Include the Interactive Facebook Element of contests, as they provide a high level of 

interaction and will motivate Facebook users to “like” Ford of Europe 

 (Only applicable to Example 2) The Interactive Facebook Element of videos provides a 

great tool for Ford of Europe to use in augmenting communication and interaction 

between them and their fans 

 

10.4 Summary of Managerial Implications 

The final part of this thesis was found to serve as an extension of the analysis and theoretical 

sections providing both general and Ford of Europe specific managerial implications.  

 

The general strategic recommendations cover how a brand can convert Social Media Brand 

Equity into additional value for their brand through enhancing brand position, expanding brand 

proposition, and capitalizing on brand equity. Furthermore, the strategic recommendations also 

cover how a brand should build up their Facebook strategy around the Interactive Facebook 

Elements in order to maximize interactive dialogue, and consequently brand equity.  

 

In terms of Ford, general strategic implications are drawn from Section 10.2: Optimizing a 

Corporate Facebook Presence, and are presented with respect to how they should organize 

and structure their Facebook activities. Furthermore, four tactical Facebook features are 

presented as a recommendation of how Ford of Europe should differentiate themselves and 

create a sustainable Facebook presence.  
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11.0 Conclusion  

This thesis developed its motivation from the debate surrounding how much Facebook is 

actually worth. The misconception that the value of Facebook can be measured in a purely 

monetary sense is what directed this thesis toward the following research question:  

 

Through a deeper understanding of brand equity and its measurements, a new framework is 

developed that looks at how consumer-brand interactions on Facebook impact brand equity. 

 With the following sub-questions: 

o How can the impact of Facebook be measured in terms of brand equity? 

o How can Ford of Europe implement the Interactive Facebook Elements in their 

Facebook strategy in order to build their brand equity?  

It has been concluded that a brand‟s Facebook activities, when designed appropriately, are 

capable of significantly impacting brand equity.  

 

In order to reach this conclusion, it was necessary to develop a framework capable of 

measuring the specific brand equity associated with the social media tool of Facebook. This 

framework is the Social Media Brand Equity framework, and measures the brand equity 

associated with Facebook activities through the five parameters of Loyalty, Perceived Quality, 

Associations, Brand Awareness, and Online Experience. Through researching the concepts of 

new media and the brand-consumer relationship, it became clear that it is necessary to evaluate 

and take into consideration the underlying motivations of the actions of Facebook fans, as they 

provide an integral element of the analysis and managerial implications.    

 

It was concluded that the activity of “liking” has no direct impact on social media brand equity, 

but rather it is the interactions that result for the activity of “liking” that create value for a brand. 

There is no guaranteed interaction linked to a Facebook fan, which means that brands need to 

entice the consumers into a further dialogue through the use of the other Interactive Facebook 

Elements. The Interactive Facebook Elements that are the most successful at generating social 

media brand equity are: Facebook fans posting a comment on a brand‟s wall, contests, and 

video interactions. Their brand-equity-building success lies in their ability to evoke emotions in 

Facebook fans and create a deep connection between fan and brand. Thus, it was argued that 

Ford of Europe should focus on implementing these types of activities into their Facebook 
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strategy. Furthermore, it is suggested the Ford of Europe should integrate the various 

Interactive Facebook Elements (i.e. contests with polling) in order to maximize the brand-equity-

building power of their Facebook activities. Additionally, Ford of Europe should design their 

Facebook activities in a way that differentiates the brand through strong elements of humor, 

excitement, and omnipresence.  

 

Overall, consumer behavior on Facebook may never be entirely understood as there is an 

exceptional amount of subconscious and complex behavior taking place in this online forum. 

However, through the framework and research presented in this thesis, it can be argued that a 

consumer‟s Facebook actions can be harnessed and used to cultivate concrete value and 

equity for a brand.  
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Appendix 1: Meetings with Mindshare 
 
Meeting with Mindshare, February 28, 2011: 

 Is it possible to generate brand value/equity through having a dialogue with the 
consumers? 

 What is it exactly that moves brand equity in one direction vs. another 
 3D Trappe – 

o For example, associations 
 Pepsi → music 
 Pepsi → Youth 
 Pepsi →  Modern 

 For Mindshare‟s campaign for Pepsi, they will be testing a few different strategies in 
different phases to test what works best in terms of having the greatest impact on 
loyalty/brand equity 

 The Process: 
o Shut down the website and create a FB fan page for Pepsi Max DK where 

everything Pepsi Max related will happen 
o Run a series of contests and other attention getting events over the next year 
o Run commercials on TV that will promote the Facebook page at the end of each 

one 
 This will be supplemented by a radio campaign - Already have a deal with 

the Voice 
 Headliners – MSN 
 Other banners and online advertising for the FB page 

o They predict that this will bring 30,000 new people to Facebook every month 
 The question is does it work? 

o What is the value of social media? 
 Want specific data – for example: you can move your loyalty percentages 

by 4% by engaging in this type of social media ad campaign 
 Mindshare is going to track what people are doing on the FB page – what they like or 

comment on 
o This FB data will be cross analyzed/referenced with the surveys that are being 

distributed both pre and post launch of the FB campaign 
o However, you will not be able to pair up the survey responses with their particular 

FB use data 
o The surveys are distributed to a sample of people who have signed up saying 

that they want to partake in surveys 
o From the cross analysis between online data and surveys, we want to see if 

there is a change in the 3D stairs 
 There is currently no concrete value associated with Facebook and its use as an 

advertising/promotion medium, which is why this study is so interesting. 

Proposed Research Question: 

 How is Brand Equity impacted when a company creates a dialogue with their 
customers through a Facebook-centered social media campaign? 
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 We also review with Mindshare, a model that could possibly be used in connection with 
our structuring of the thesis, focus group, or survey. It has been created by Mindshare 
and can be seen below:  

 

 

 

 
Meeting with Mindshare, March 21, 2011: 

 In this meeting we were presented another case: Ford of Europe, as Pepsi was a long 

term project and not well defined which is why Ford Europe was better. Furthermore 

Ford Europe was facing new challenges as they are planning to use Facebook in their 

communication strategy. Additionally we talked more about the actual problem 

formulation and how we could formulate a clear research question that can cover the 

challenges that Ford Europe is facing.  

 

Meeting with Mindshare, May 25, 2011: 

 We have prepared the survey by following all the methodological rules. Thomas, 

however, told us to be aware of some pitfalls when it comes to the outcome (data) of the 

survey. Important and very useful things that we did not know. For example how the 

answers should be organized in order to measure the results.   

 We cover other questions about the survey that they will send out on our behalf.  
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o We are not given a specific deadline of when it will be sent out, but they explain 

that it will be sent out via one of their Danish databases. They buy leads via this 

database, so it should provide a valid and solid range of data for our thesis.  

After May 25th, 2011: 

The meeting the 25th of May was the last meeting with Mindshare. A short time after the survey 

was sent to them, they constructed it in their system and launched it. Five days after it was 

launched, we got the raw data in excel from 300 survey participants. After this point we did not 

need further help from Mindshare.  
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Appendix 2: Ford Facebook Examples 
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Appendix 3: Meetings with Adviser 
 
Meeting with Torsten, March 23, 2011:  

 Our research question was formulated as such: “How does a Facebook-centered social 
media campaign affect the brand equity of an international auto-manufacturer?” 

o Torsten‟s Critique:  
 He feels that “how” questions are often outcome oriented and skirt over 

the surface. Thus, he feels that we need to follow the academic focus and 
then convert to managerial implications later in the thesis. Drop the auto-
manufacturer as a main part of the research question.  

 Torsten wants us to position it as “an investigation of underlying socio-cultural issues 
that make social media work in the first place (and of course what could cause them to 
not work as well) 

Meeting with Torsten, March 31, 2011: 

 In reference to the outline or structure that was proposed by Thomas Queck from 
Mindshare - the same outline was proposed for another student, so we will not be using 
this outline.  

 We have to add a theoretical contribution in addition to the contribution we already have. 
We also agreed that the case should be presented after the theory and methodology, as 
the case and managerial are not the focus of the thesis, but rather just an example of 
how our theoretical research and framework can be applied in a real life setting.  

 Torsten advised us to add a section with relationship marketing and include tribal 
marketing from Cova Cova. 

Meeting with Torsten, April 12, 2011: 

 What is our epistemological point of view? 
o Interpretivism and pure positivism or is it critical realism?  

 Answer: we should focus on interpretivism and critical realism. Positivism 
is when you measure something that is independent of the measurement 
system.  

 Placement of philosophy of science - place it at the start.  
o it should include that we are focus group based, survey based, and have critical 

realism and interpretivism.  

 The model/article of Cova & Cova does not contain any measurement tools, which is 
why it is more applicable to use it after having created the framework as “an extra 
theoretical part” before the findings and analysis.  

 The intro part was discussed and is seen as OK for now! 
 A broad discussion about the survey - what we should have in mind when creating the 

questions.  

 
Meeting with Torsten, April 19, 2011: 
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 A talk about how the different answers in the survey should be scaled. We should scale 
the same all the way through in order to be able to measure correctly. A discussion of 
the exact scale is had.  

 In Aaker‟s Brand Equity 10, can we mix Brand Personality and Organizational 
associations and call it associations? A discussion of how we can cover the important 
parameters without using them all.  

 Who should participate in the focus group? People who are interested in buying a Ford? 
The conclusion of this question was that it did not have to be people with a Ford or with 
an interest of buying one. It should though be people who are of the age for a drivers 
license.  

 
 
Meeting with Torsten, May 5, 2011:  

 A further discussion concerning methodology.  

Meeting with Torsten, Unknown Date, 2011:  

 When we are describing the sub-parameter of trust, we fear that it is a sort of vague and 
general term, and a sense of trust varies from person to person. How can we explain 
that in an academic sense?  

o Use focus group to establish the meaning of the word. It can be technical trust, it 
can be social trust. Reliability may be a good word to use.  

o Perhaps use a word other than trust in the survey in order to clarify the meaning - 
but use what is learned from the focus group.  

 In the survey we should say I feel connected to rather than emotionally connected. We 
should try to make the questions more direct - “when you are on Facebook....”  

 
Meeting with Torsten, June 20, 2011 
 
Before the meeting, the methodology section was sent to Torsten 

  Length and structure of methodology section. Right now the methodology section is 
32 pages. We should more or less try to make it 25 pages. Torsten suggested that we 
are doing an overall explanation of how we have asked the questions instead of taking 
one by one. The whole part of every single question should be moved to 
findings/analysis. In the findings/analysis we should put it this way; we are asking this in 
order to.....   

 The target group should be formed after who has responded. We discovered that the 
chosen target group – 20 to 50 years which Mindshare has told us it should be – was not 
the actually one. Some of the respondents was 18 and 19 years old why Torsten told us 
to change the target group after that. 

 Focus group section in methodology 
 Important – moving all the questions to the findings/analysis: We were asking 

about using the theory of the research design when explaining each question. Torsten 
wants us to focus more on the analysis instead of ”method”. So explanations of why we 
are asking the questions and the findings should be placed in findings/analysis.  Instead 
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we are going to do an overall introduction to why we are asking the question (our 
parameters etc)   

 Findings/analysis: 
o All the questions have to be explained individually (connection to research 

question) and analyzed. Why we asked it and what we got of it. Also include 
behavior here. 

o Afterwards in the analysis we have to draw lines between the tendencies. Here 
we should include the behavior theory part.  Actually it‟s a conclusion of the 
above mentioned part. 

o  Managerial implications. 

  We were talking about which analysis method we were using. We are using a 
quantitative because we are looking at the correlation of all the questions and the 
isolated on one question at the time – that would be qualitative then. We have to look at 
if they can be divided up in groups. Fx. two groups with different tendencies. 

 Torsten will be gone from the 27th of June until the end of July. We have to send the 
behavior section in this week if he should read it through. The 27th og July we will 
deliver the last part of the thesis (Findings/analysis) We should also send the structure of 
the thesis! We should write an abstract one page. 

 

Meeting with Torsten, August 12, 2011:  

 After the data has been structured during the month of July, a talk about how it should 
be applied was needed. As well as a deeper work-through the behavior section was 
made. The section was sent to Torsten and he advised us to specify the theory even 
more to the purpose of the thesis and the research question.  

Meeting with Torsten, August 30, 2011:  

 Under the section of Focus Group the discussion and analysis should be split up under 
the parameters of the Social Media Brand Equity Framework.  

 We are  unsure as to whether or not we should remove price premium from the 
parameter of perceived quality. We don‟t really have answers for it because Mindshare 
altered the question. Also, we have been unsure of whether or not to include it from the 
beginning.  

o Torsten‟s Suggestion: If we don‟t think it should be there then take it out, but if we 
can infer from the data then include it.  

 
 
Meeting with Torsten, September 7, 2011:  

 Change all discussion so that it is centered about the theoretical elements rather than 
analysis focused. Make sure the theories are introduced first and then are backed up by 
the findings.  
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 Methodology is very important, so it is fine that ours is a bit longer than usual  
o We need to show that all the data is collected through the correct process. We 

can leave out some details as to exactly how this is done.  
o If we are missing space at the end, we should take stuff out of the methodology 

section in order to create the needed space.  
 Managerial implications should be between five and ten pages.  

 
 
Meeting with Torsten, September 19, 2011:  
Topic: Analysis & Discussion 
 

 Graphs: where should they be? Move them up so they are closer to where they are first 
mentioned/discussed 

 Sentences can be more to the point and direct 

 Observations  bring out our own reflections more 

 Recommending brands – focus on what Facebook users get out of it 

 Summaries  Use bullet points. After the bullet points describe the implications for 
research question.  

 Only re-describe the theoretical stuff if it is new.  

 See if there are any data connections that are missing 

 Oral Exam: Build further on concepts in the thesis.  

 In Limitations: we have not been able to gather all desired insight. Remove the 
comments that are too negative 

 The research process is generally a shortcoming in the business industry 

 No theoretical stuff in the managerial implications  be creative 

 Use a lot of subsections.  
 
 
Meeting with Torsten, September 26, 2011:  
Topic: Managerial Implications & Miscellaneous 
 

 In introduction section we should clarify that we are viewing brand equity in qualitative 
not quantitative terms 

 Our introduction does not have to be extensively long because our contribution etc. 
works as our introduction as well.  

 For our Managerial Implications:   
o Specify connection to Intro/RQ/Brand Equity measurement 
o Provide general strategic implications and more specific tactical examples 

 Our conclusion for Analysis section should be short and tie back up to RQ 

 Oral Exam: Not tactical but more strategic focus 
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Appendix 4: Final Danish Survey 
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Note for next question: The final question, question 29, is not completely pictured here due to 
technical difficulties. Thus, it is presented here in text form, with a supplementary picture from 
the survey:  
 
I det følgende bedes du svare på spørgsmålene med udgangspunkt I at du har detaget i 
eller set resultaterne fra polls på mærkets Facebook side.  
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Appendix 5: Survey Data 
 
General Participant Data 
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Chosen Brand Categories 
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 “Liking” & Interacting with a Brand 
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General Opinion of the Interactive Facebook Elements 
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Frequency 
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Facebook Importance for Leading Brands 

 

 
 
 
Trustworthy Communication on Facebook 
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Appendix 5.1: Additional Survey Data 
The rest of the survey data analysis and the raw data received from Mindshare can be found on 
this CD-Rom.  
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Appendix 6: Sample Population Calculation 
 
 

   
                

  
   

   
                        

     
 

              

 

 

The chosen confidence level for this project is at 95%, which provides a standard value of 1.96, 

to indicate the probability of when the answers are located within the given confidence level.  

The confidence level is set at +/- 5% which means that if 50% of our population has picked an 

answer it is assumable that between 45-55% of the total relevant population would have chosen 

the same answer.  Thus, the sample size is 384 participants. The survey used in this thesis falls 

just shy of this number with 300 participants completing the survey, as Mindshare made the 

decisions as to who would receive the data.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Z = Value (1,96 for 95% accuracy), P = 
Percentage picking a choice, C =Confidence 

Interval 
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Appendix 7: Survey Flaws 
In general some changes and some points have been missed when Mindshare was 

constructing the survey in their software.  

 There is a lack of consistency between Facebook wall, site and profile, whenever 

mentioning a brand‟s wall.   

 There is a general bias in terms of all brand personality questions. They should have 

asked into the general picture of who uses the brand, but instead they ask in a way that 

could be interpreted to refer to the people who specifically use the brand.  

 On screening question - How many brands are you a fan of?  

o Everyone that answered “don‟t know” was kicked out of the survey 

o This is a problem because just because you don‟t know how many brands you 

are a fan of, doesn‟t mean you can‟t remember 2 of the brands and participate in 

the survey.  

 In the brand selection process, there were 10 people who said “don‟t know” or 

something similar for the #1 brand they selected, and 36 people who said “don‟t know” 

or something similar for the #2 brand they selected.  

 A lot of people didn‟t select the correct brand category, but rather selected “other” 

o for example, someone chose doctors without borders, and instead of selecting 

charity, they selected other 

  Mindshare defines “on a regular” as minimum each second week which was not our 

original thought. 

 Question #7 - the question was initially thought as being more general, but it was 

dividing up on each brand. 

 question #9 - has a wrong underlying explanation 

 Question #10, #15, #18, #21, #23 and #26 - it says “the day after” instead of “general”. In 

the survey it says “to what degree” instead of “in general”. There are pros and cons 

about this. 

 Question #10 (or #8 in the excel sheet), and all the other questions asking “to what 

degree,” sub-question 2 is asked in a weird way that alters the meaning of the question.  

 question #11 and #13 - the Facebook elements disappear which was not the original 

plan 
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 question #19 - using the word “application” does not make sense to the average survey 

participant 

 question #22 - again, the use of application. The sub explanation does not make sense. 

 There should have been a question regarding their personal Facebook use/activities. For 

example, how often they use Facebook. Naturally someone that is on Facebook several 

times a day has a higher chance of having engaged in and consequently understanding 

the value of certain Facebook activities, whereas someone who is only on maybe once a 

month does not have the same level of in depth Facebook knowledge.  

 With question asking “how often do you engage in the following FB activity...” and then 

asking a “to what degree” question right after, there is an issue.  

o It was supposed to be that if you said you never engaged in the activity, then you 

would be sent on to the next question set. But, because the question is coupled 

together, meaning you answer A and B at the same time, then if someone said 

they never engage in the activity with A, but did it with B, then they would still fill 

out the “to what degree” question for BOTH A and B.  

o We deleted the data for the part of the question for the brand that they answered 

“never” for. It seems unreasonable in the first place that people who said never 

were kicked out of the question series, but that was Mindshare‟s decision, not 

ours. We feel that people who never engage in the activity can still have an 

opinion about it, and could have provided us with valuable data. But we can‟t 

have data from ⅓ of the people who said never, and not the others. That would 

cause a skewed result, or at least one that wasn‟t 100% representative of the 

population.  
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Appendix 8: Focus Group Data 

8.1 Notes on the Focus Group & Participant Data 

 

The Social Media Consumer Journey 

Seek 

The consumer goes out into the world of Facebook and is seeking a product, brand, or company 

(we assume). But what exactly is being sought after is going to be discussed in the Focus 

Group. This action of seeking can only occur if a company has a Facebook presence.  

 Social Media Brand Equity Parameters 

o Brand Awareness  

o Loyalty 

 Facebook elements 

o Going on Facebook and becoming a Fan 

1. (After the 6 first questions in their survey) Why do you generally become a „fan‟ of a 

product/brand/company on Facebook? 

2. To what degree do you feel that you are more likely to remember a 

product/brand/company if you are a fan of it on Facebook? 

3. How important is it for you that you are able to interact with a product/brand/company on 

Facebook? 

Involve 

The step in the journey that is involvement encompasses all of the interactions that can be 

engaged in as a Facebook user on the profile of a product, brand, or company. This is 

everything from posting a wall comment to sharing a video link with a friend, and it is hopefully 

through this level of involvement that the next step, Act will be reached.  

1. (associations - brand personality) How much do you agree with the statement that 

“the brands I like on Facebook are a representation of who I am as a person”? 

2. (associations - Brand Personality) In general, do the various Facebook 

interactions help you get a clear image of who would use the brand, product or 

company? For example.... 

3.  (Brand Awareness) To what degree do you feel that you are more likely to 

remember a product, brand or company that you interact with on Facebook?  
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 . If you interact with it on Facebook through wall posts, picture comments, video likes, etc.? 

a. If you participate in one of their contests on Facebook? 

b. Is there a difference between how much you‟ll remember a p/b/c with regard to the different FB 

elements? 

4. (Online Experience) Do you feel that you make a connection with a product, brand, 

or company when you interact with them on Facebook through the various 

activities? For example.... 

 . “I feel that I am connected to a product/brand/company when I post a comment on their Facebook wall”?   

5.  (Trust) How important is it for you that you trust the product/brand/company you 

are interacting with on Facebook? 

 . How do you define trust? What aspects of it are important?  

Ask them to answer question 7 on the survey.  Then ask why they picked what they picked for 1 and 8.  

 

Act 

The consumer journey step of acting covers consumer purchases. Thus, one could argue that 

the step from Involve to Act is the same as generating valuable brand equity from Facebook 

interactions.  

1. If there is one car company, Company A, that is considered equally good to another car 

company, Company B, but Company A has a Facebook profile where you can interact 

with the brand through such things as news updates, contests where you can win prizes, 

videos, customer service, etc., would you prefer to buy a car from Company A?  

a. Why? 

b. Does your answer change if we are talking about a soda company, such as 

Pepsi vs. Coke, instead of a car company?  

2. For a company to be viewed as a leading brand in their industry, how important do you 

feel it is for them to have a strong Facebook presence? 

3. Do you feel that you are more likely to purchase a product after having interacted with 

the product/brand/company‟s Facebook page? 

 

Share 

The act of sharing is greatly aligned with the parameter of loyalty, and encompasses all of the 

actions that take place after a product is purchased. While this can include all of the Facebook 
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interactions that were also included in the Involvement step, they are now used as a method of 

sharing thoughts and opinions regarding the brand that the consumer has purchased. This step 

investigates whether or not the consumer uses Facebook as a forum for recommending 

products to others, and furthermore what interactions they use when recommending 

products/brands/companies to others.  

 Social Media Brand Equity 

o Loyalty 

 What elements of Facebook are used in this step of the consumer journey 

1. Do you use Facebook as a forum to recommend products/services to your friends? 

a. What aspects of Facebook do you use?  

b. Why do you do it?  

2. Are you more likely to recommend a product/brand/company to your friends if they have 

a contest that you can participate in? 

Seek  

Question 1 

 Liker brands for at få nyheder til om nye produkter. Facebook bruges i dette tilfælde i 

stedet for nyhedsbreve. 

 2 personer har set en kammerat der har liket et brand og man også selv kender det 

brand hvorfor man har liket det.  

 For at få en belønning i form af et free bet på 50 DKK 

 2-3 personer liker ikke. Det har mere være for sjov. F.eks. en intern joke mellem venner i 

at kunne lide Corney big – en müslibar. Så er det signalværdien i ens humor. Eller det 

skulle være fordi man kendte én. 

 én person ville slet ikke hvis man skal udfylde en masse ting 

 Man kender ejeren af produkt hvorfor man støtter 

 

Question 2 

 Tænker ikke så meget over det. Selvom man måske mener at man er venner/har liked 

15 sider kan man måske huske 2 af dem. Det er ikke pga. facebook at man kan huske at 

man er venner med dem. 

  Facebook er ikke med til at hjælpe/gøre at man ville vælge det frem for noget andet. 
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  Det kommer også an på kvaliteten af facebooksiden. Ikea f.eks. er rigtig gode, men 

umiddelbart ikke noget der gøre den store forskel. 

Question 3 

 3 gange NEJ! Altid gå på website. 

 Evt. for at se hvem der har meldt sig til og kunne hooke op med venner. En anden 

svarer at folk kommer jo ikke selvom de skriver det. Det er et irritationsmoment at det 

bliver brugt så løst. 

 Tilmelding til events er Facebook god til. Men infosøgning bliver ikke brugt til det. 

Gennemsnitskvaliteten er ikke god, da der ikk er standarder for hvordan det skal se ud 

etc. Hvis niveauet bliver løftet og der kommer nogle standarder for søgefunktioner etc. 

kunne det være mere interessant. Men facebook skal også være noget andet end en 

website. Det skal interagere. Det skal være hurtige kampagner. Et eksempel var Ikeas 

kampagne. De kørte med at vise rum og den der første likede nogle møbler, fik dem. 

 Rykker det noget ved jeres værdi i Ikea-eksemplet: nej.. det var primært pga. 

konkurrencen. En anden fortæller, at han valgte at køre i Idé Møbler først, da han skulle 

købe nye møbler, fordi han havde deltaget i en konkurrence fra dem. En anden vigtig 

pointe er, at Idé Møbler har været gode til at oplyse om hvem der har vundet ergo, at det 

ikke var e fupkonkurrence, hvilket også betyder meget. 

 I forbindelse med at få videresendt invitationer til  at like diverse sider, så bliver alle 

irreteret over det. Det er stort irriatationsmoment. Men… det er ikke facebook som sådan 

man bliver irriteret over, men vennerne der sender ligegyldige ting. Spils og applikationer 

er irreterende for alle! 

Involve 

Question 1 

 F.eks. personen der godt kan lide ”corney big” tænker at folk gerne må tænke at det kan 

hun goodt lide. Passer til hende identitet og humor. Det menes at folk går meget op i 

hvilke brands de liker. At det har en vigtighed i hvad man liker! Det fortæller noget om 

personen. 

 En anden mener at mængden at det som folk liker bliver så voldsom at det bliver uden 

betydning. 

Question 2 
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 Her nævnes tv programmet bonderøvens facebookside. Ham kunne deltageren godt 

lide, men da hun så hvem der havde liket ham: kun gamle mennesker, ville hun ikke like 

ham og blive associeret med dem. 

 Der er til gengæld en anden der synes at det er fuldstændig ligegyldigt hvem de andre 

er. Det er i forbindelse med cykler. Han synes bare at det er fedt at der er andre så han 

kan have en dialog om produker. 

 Det er nemt bare at gå ind og like, men kommentarer er noget helt andet. Hvis det er 

nogle man kender der har kommenteret er det mere interessant. Og hvis det er om 

nogle venner er det selvfølgelig mere spændende. 

 Man forbinder også folk der kommenteret på brands side med folk der skriver på alt og 

det er derfor ligegyldigt. 

 Nogle kan til gengæld godt lide, at det fungere lidt som en blog, hvor man kan diskutere 

forskellige ting om produkter etc. 

 Vedr. brug af Facebook til at screene nye medarbejdere og svare spørgsmål: 2 svarer 

de er for konservative. Folk synes det er rodet – bange for at gå glip af noget. Skal man 

gøre sig bemærket? Stille spørgsmål etc.? Har det betydning? Kan du blive fravalgt på 

billede? Og det med at skrive, vil man ikke sprede ude til alle. 

 Videoer ville helt sikkert være noget der kunne få gruppen til at skifte brand. Der er en 

der drikker Heineken fx pga. en god reklame. Men det skal ikke kun være tv reklamer og 

hvad man kan se på andre kanaler, men f.eks. noget man har fundet på youtube. Der 

kan være fordele ved et billede, da det er hurtigere at scrole over hvor med video skal 

man stoppe op og se det. 

 Wall posts skal være sjovt og spændende. F.eks. med Britta og Claus‟ tale til 

guldbryllup. Det var nyt og spændende! 

 Der kommer en idé på bordet med en evt. komerciel newsfeed og en personlig 

newsfeed, så al det støj fra det komercielle kommer væg. Det er et ønske for nogle 

stykker. 

 Hvis man går ind og kommenterer på et link el.lign. vill man ikke ved store firmaer føle 

sig mere connected til branded. Det ville man derimod med mindre firmaer. Gruppen 

føler sig generelt mere knyttet til mindre firmaer end til store firmaer med mange fans. 

 Hvis dialogen skal fungere på facebook skal man have svar og have dialog. En person 

næavner topgear. F.eks. hvilke biler kunne du godt tænke dig at se blive testet. Og der 

føler man at man bliver hørt og har noget at skulle have sagt. 
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Question 5: Trust 

 Det er vigtigt at sikkerheden er iorden. At oplysninger ikke blive misbrugt, ved f.eks. hvis 

man har opgivet at man er singlet at man så ikke kun får reklamer om datingsider. 

 Inden pause bliver deltagere bedt om at krydse af hvilkeaktiviteter de bedst kan lide. 

 

PAUSE 

 Efter pausen startes der ud med at forklare hvorfor man har prioriteret som man har i 

forhold til facebookaktiviteter. Se ligeledes grafer over resultater. 1à most important og 8 

à less important   

o Èn person har sat 8, deltage i konkurrence som det mest  irreterende og ikke 

noget der er tiltalende og 1 at blive fan da det er der det hele starter. 

o En anden person har sagt sharing a link som 1 og polls fik en 8‟er, da det er 

ligegyldigt. 

o 1 at blive fan og 8 kommentere på andres kommentar 

o Dette gælder for to personer: 1 at blive fan 8 sharing a link/post on profile. De 

ville aldrig belemre andre. De synes selv det er irreterende alt det bras der 

kommer. 

o 1 deltage i en konkurrence og 8 dele links/poste div. ting 

 

ACT 

 Der er enighed om at ekstra information  har indflydelse i købssituationer, men der er 

tvivl om informationer på facebook gør en forskel. 

 Eksemplet med to lige gode tøjbutikker, den ene reklamere på facebook  den anden gør 

ikke. Tendensen er her at så er gruppen sikker på, at de vil blive påvirket positivt. Måske 

ikke fordi det er facebook, men facebook kunne give nogle indirekte effekter (brand 

awareness) der gjorde at man måske blev mindet om  udsalg el.lign. 

 Virksomheder SKAL have en facebookside.. det vil virke mindre seriøst hvis de ikke har. 

Der sidder to i gruppen som ikke er de største facebook brugere og de tænker 

umiddelbart at det er useriøst at have facebook. 
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SHARE 

 

 Om facebook bliver brugt til at dele produkter/informationer med andre: 2 siger nej og 

nogle stykker siger ja, da man godt kunn e dele et fedt musikalbum på sin væg eller en 

ny cykelramme. 

 Et par stykker vil sende en besked som email på facebook istedet for at ligge det ud 

 En skulle købe bil og spurgte om præferencer på forskellige bilmærker hvor venner 

vendte tilbage med anbefalinger 

  Mere i fritekst end poste links. Der er en i gruppen der tænker at der kan være virus i 

alle de links der bliver posted. De ville ikke selv slå noget op, men gerne kommentere i 

fritekst. 

 

 

Participant Information: 
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Actual number of brands they were fans of:  

Andreas Otto: 32 

Louise Muff: 11 

Pernille Lynge: 3 

Jens Christensen: 23 

Carsten Spure Olsen: 30 

Louise Rosenmeier: 6 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 185 

Appendix 9: Focus Group Recording 

Please find the focus group recording on the CD-ROM presented in Appendix 5.1: Additional 

Survey Data on page 173. 

 

 

 

 

 

 

 


