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Abstract 
The development of technology and Internet has not only impacted the way we live our 
daily lives; it has also changed how business is conducted. Traditional marketing 
strategies have transformed according to the new digital area where social media is used 
as a marketing channel to a greater extent than ever. Social media marketing is 
particularly efficient in terms of branding and it can make information about brands 
more accessible to customers and increase brand awareness.  
 
The concept of customer-based brand equity has been extensively researched, but the 
topic of social media marketing and its impact on the dimensions of customer-based 
brand equity has not been researched. Therefore, we saw an opportunity to include other 
dimensions of customer-based brand equity and examine the impact social media 
marketing have on them. The main purpose of this study is to develop a deeper 
knowledge of how managers can use SMM to build up and strengthen CBBE. More 
specifically, our purpose with this research is to study how the SMM activities 
entertainment, interaction, trendiness, customization and eWOM effect the four 
dimensions of CBBE, brand awareness, brand loyalty, brand associations and 
perceived quality. 
 
In order to fulfill the purpose of this thesis, a qualitative study has been conducted. We 
have conducted semi-structured interviews with five representatives of brands and two 
customers to each brand. By interviewing both the representatives of the brands and 
their customers enable us to gain a deeper understanding of how social media marketing 
activities influence customer-based brand equity. 
 
The empirical result showed that social media platforms are widely used as a marketing 
channel amongst the brands and that companies incorporate social media into their 
marketing strategy. The five social media marketing activities did at least affect one of 
the aspects of customer-based brand equity each. The main purpose why customers 
follow brands on social media is to get brand-related information, be inspired and 
interact with the brands. Influencer marketing was particular efficient when it comes to 
raising brand awareness and brand associations. When brands interact with their 
customers on social media, it does enhance brand loyalty and they should have a 
frequency of 2-3 posts a week. A customized message on social media can make the 
customer more loyal. The result also showed that loyal customers are likely to spread 
positive eWOM and recommend the brand to others.  
 
In conclusion, the empirical findings from our study have some theoretical implications 
as well as managerial implications. Our research contributes with a holistic framework 
on the effect social media marketing have on customer-based brand equity. Finally, the 
result should guide marketing managers in how they should adjust the process of 
enhancing customers’ perceptions of the brand to the new, digital Environment.
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1.Introduction 
In the first chapter of this thesis, we will introduce the choice of subject and the topic of this 
research with the purpose of giving the reader an understanding of its significance. 
Existing literature in the area that is the foundation for conducting this research will be 
outlined as well as relevant concepts for this study. We will continue by introducing the 
identified gaps in previous articles. Thereafter, the research question and purpose of this 
study will be presented. 
 

1.1 Choice of subject 
We are two students at Umeå School of Business and Economics currently studying the 
final semester at the master's programme in marketing and management. Both of us have 
many years of experience in the hospitality and restaurant industry where a strong brand is 
a determinant factor for a company’s success. It was therefore natural that the choice of 
subject for this thesis would concern customer-based brand equity and the importance of it. 
We also saw a great opportunity to combine our fields of expertise in marketing and 
management as it will contribute to new angles and approaches on product-centric 
businesses compared to a business whose main focus lies in service. During our education, 
we have noticed that social media has become more present in all business courses as well 
as in a work context. The trend of social media does not seem to die out but only grows 
more and more for every year, we believe the work we do will have an impact on how the 
companies will work with social media in the future. 
 
We are both active on social media on multiple platforms such as Facebook, Instagram and 
Snapchat and we have seen how companies have become more present on those platforms. 
It does not matter which industry a company operates in, the majority of them are using 
social media today more than ever, both through peer to peer communication and by 
marketing. As most of the companies today use social media as a marketing tool to some 
extent and due to its relevance, we chose to investigate the impact that social media 
marketing has on customer-based brand equity. We want to gain a deeper understanding 
how much influence social media have on customers’ perceptions of a brand in order to 
provide managerial recommendations on which aspects that are important to integrate into 
the brand’s social media marketing strategy.  
 

1.2 Theoretical background 
The development of technology and Internet has had a significant impact on the way we 
live our lives. Internet has opened up a whole new world where there is no limit on how 
much information one can access. It is estimated that 8 700 000 people have access to 
Internet in Sweden (CIA, 2014), which is 89 percent of the entire population (SCB, 2014). 
71 percent of the Swedish people use Internet through different devices such as 
smartphones and tablets (SCB, 2016). Through this technological development of devices, 
individuals have the possibility to always be connected to Internet and communicate with 
each other by channels such as social media (Colbert et al., 2016, p. 731). According to 
Leeflang et al. (2014, p. 2), the technological development has not only impact our daily 
lives; it has also changed how business is conducted in many ways (Leeflang et al., 2014, p. 
2). Apăvăloaie (2014, p. 952) explains that the technological development has transformed 
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traditional business development strategies and digital technologies are today seen as a 
determining factor of competitiveness and economic growth. 
  
In the beginning of the commercial use of Internet, traditional marketing concepts 
transformed accordingly to the new digital era (Kannan & Li, 2017, p. 24). A new way of 
marketing arose and many firms today are using digital marketing to reach their customers 
(Smith, 2011, p. 489). Kannan and Li (2017, p. 23) define the concept of digital marketing 
as “the marketing of products and services through digital channels”. The concept of 
digital marketing has over time evolved to be an umbrella term, which includes the 
processes of building customer relationships, increase sale and promoting brands by using 
digital technologies (Kannan & Li, 2017, p. 22). Social media is one of the digital channels 
that have got increasing attention and Kohli et al. (2015, p. 37) describe social media as 
“employing mobile and web-based technologies to create highly interactive platforms via 
which individuals and communities share, co-create, discuss, and modify user-generated 
content”. Berthon et al. (2008, p. 7) explain that the traditional one-way communication 
has been changed since customers today has the opportunity to interact with other 
customers through different social media platforms. Social media have grown from 0.97 
billion users in 2010 to 2.34 billion in 2016 and are expected to reach 3 billion 2020 
(Statista, 2016). The use of social media has changed how we communicate with each 
other, how customers consume and social media have brought new possibilities as well as 
challenges for companies in the marketplace (Aral et al., 2013, p. 3). 
 
A consumer is a person who uses or consumes the product whereby a customer is an 
individual or firm that buys the product, in other words they acquire it which means that 
they buy it (Webster, 2000, p. 20). Schivinski and Dabrowski (2016, p. 189) argue that the 
shift in communication has changed the process of branding where managers had all the 
control, but with the development and introduction of social media, managers have lost a 
lot of the control they had before. Instead, customers have the ability to be a part of the 
branding process by interacting with other customers on social media and shaping the 
image of a brand (Litvin et al., 2007, p. 459). It is made possible by the development of 
Internet and with this development; the concept of WOM (Word Of Mouth) became 
eWOM (electronic Word of Mouth) (Litvin et al., 2007, p. 462). WOM have a large impact 
on how brands are perceived by the customers and it is estimated that there are about 15 
billion brand impressions per day that originates from WOM (Keller & Fay, 2012, p. 460). 
Managers have always wanted to harness interactions both online and offline and those 
who have succeeded to manage it are benefited greatly (Litvin et al., 2007, p. 458). The 
usage of WOM and eWOM is endless and it could be used to create a “BUZZ” about a 
brand which have made WOM and eWOM a powerful source to distribute information 
(Henning-Thurau et al., 2004, p. 49; Litvin et al., 2007, p. 460). 
 
Social media is a channel that gradually replacing traditional marketing channels (Bruhn et 
al., 2012, p. 770). According to Pham and Gammoh (2015, p. 322), social media is the 
fastest growing marketing channel in the world. Therefore, Barwise and Meehan (2010, p. 
80) highlight the importance of succeeding with branding using social media, because if a 
company fails to do so, it will have a negative impact on the brand. Despite the increasing 
adoption of social media marketing (SMM) strategies by companies, it seems like the rapid 
growth in social media has caused some problems for managers (Kohli et al., 2015, p. 36). 
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A problem of this dramatic increase is the confusion for companies how to successfully 
implement social media in their marketing strategy (Kohli et al., 2015, p. 36). Even though 
most companies use social media as a marketing tool - marketers have a difficult time 
understanding the impact SMM have on brands (Kohli et al., 2015, p. 36). The reason why 
individuals engage in social media channels, such as Facebook, is to build a relationship 
with other people while companies use social media as a marketing channel (Zhu & Chen, 
2015, p. 335). Therefore, companies must integrate their marketing goal with the users need 
on social media in order for an SMM strategy to be efficient (Zhu & Chen, 2015, p. 336). 
This implies further research regarding SMM and how to implement the concept in a 
company's marketing strategy would be beneficial for businesses. The technological 
development is constantly evolving which requires continuously updates in the research in 
order for companies to keep up with the changing digital market environment. 
 
Scholars have emphasized the importance of using social media for several marketing 
activities, and in fact, Ashley and Tuten (2015, p. 15) state that most researchers think 
social media is the most valuable tool for branding. For instance, Kohli et al. (2015, p. 38) 
argue that social media has the ability to make information about a brand more accessible 
and increase brand awareness. SMM can be described as the utilization of different social 
media platforms as a channel to market a brand or product (Felix et al., 2017, p. 123). In the 
year 2011, it was estimated in that more than 50 percent of the people who uses social 
media follows brands on some social media channels (Leeflang et al., 2014, p. 1). The fact 
that social media is an effective tool when marketing a brand is established by the success 
story of Red Bull. Aaker (2012) claims that Red Bull have not become one of the world 
leading brands solely because of its taste - the flavor is even seen as the second 
differentiator for Red Bull. Instead, the company has been able to be attentive to market 
trends and adjust their marketing strategy accordingly (Aaker, 2012). Red Bull promote 
their brand through social media platforms such as Facebook and Youtube, where iconic 
events are promoted immediately such as Red Bull Flugtag and spread among millions of 
followers (Aaker, 2012). One can assume that the brand Red Bull would not be the same if 
the company had not kept up with the technological development and take advantage of the 
benefits of marketing through social media.  
 
Due to the fact that Social media have a major presence in people's daily life, it brings 
marketing opportunities for brands as well (Shi et al., 2016, p. 578). Therefore, Hutter et al. 
(2013, p. 345) highlight the importance of investigating the effect social media has on 
customers’ brand perceptions. Brand equity consists of assets that are linked to a brand that 
in turn provides value to its customers (Aaker, 1992a, p. 29). Keller (1993, p. 8) has 
introduced the concept of customer-based brand equity (CBBE), which is an evolution of 
brand equity where the focus is centered on the effect a brand has on its customers. Sharma 
et al. (2012, p. 100) state that customers’ response towards brands has an impact on a 
company’s performance. In fact, research has shown that brand equity has a positive impact 
on several customers’ responses such as purchase intentions (Buil et al., 2013, p. 68) and 
willingness to pay a premium price (Keller, 1993, p. 9). 
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1.3 Theoretical background and research gap 
SMM is certainly a highly relevant topic to study and Leeflang et al. (2014, p. 3) claim that 
marketing through social media is the largest growing area for companies in the upcoming 
years and it is therefore predicted that organizations will to a greater extent adopt social 
media into their marketing strategy. Bruhn et al. (2012, p. 771) argue that social media 
gradually replaces the use of traditional media such as radio and television since social 
media are channels that enables a more efficient communication between customers and 
brands. Due to the increasing interest in SMM, many studies have been conducted in the 
area. For instance, Killian and McManus (2015) present strategies how to implement SMM 
in the business strategy. However, Felix et al. (2017, p. 118) state that previous literature in 
SMM has focused on specific marketing issues, for instance purchase behavior, but a 
holistic framework regarding SMM at a strategic level is missing. Aral et al. (2013, p. 9) 
claim that there is a lack of understanding amongst companies of how social media should 
be managed, and there is no established rules or guidelines of how social media can be 
successfully organized. This implies that further research in the area should generate a 
result that could help guide managers in the strategic work with marketing through social 
media. 
 
Brand equity is a concept that has been extensively researched throughout the years and 
most researchers have followed the foundation built by Keller (1993) and Aaker (1992a) 
where the focus has been on customer-based brand equity (Zamanimoghadam et al., 2014; 
Singh and Pattanayak, 2016). Keller (1993, p. 8) defines CBBE as “the differential effect of 
brand knowledge on customers’ response to the marketing of the brand”.  Aaker (1992a) 
specify that CBBE consists of the dimensions’ brand awareness, brand loyalty, brand 
associations, perceived quality and other proprietary assets. There is, however, a lack of 
research that approaches the topic from the perspective of how companies strengthen 
CBBE and our purpose of this study are to approach this gap. As mentioned before, 
research regarding SMM exist, but not combined with its effect on the concept of CBBE. 
Previous literature has only studied some dimensions of brand equity, such as brand loyalty 
in combination with SMM, but a holistic framework of the topic does not exist. For 
instance, Nisar and Whitehead (2015) conducted a study that investigated how social media 
network can achieve brand loyalty. The result showed that social media networks could 
enhance brand loyalty and trust is a factor that strongly affects loyalty (Nisar & Whitehead, 
2015, p. 752).  
 
Erdoğmuş and Çiçek (2012, p. 1358) conclude in their study that SMM has a positive effect 
on customers’ brand loyalty. Furthermore, Erdoğmuş and Çiçek (2012, p. 1359) suggest 
that it would be beneficial to investigate the impact of different types of SMM-activities on 
other dimensions as well, such as brand awareness; brand image and the impact eWOM 
have on the effectiveness of SMM. No research has been conducted that investigate all 
components of brand equity and the impact social media has on it. Nisar and Whitehead 
(2015, p. 752) argue that there is a gap in existing literature and they suggest that future 
studies should investigate loyalty through networking sites from a branding perspective 
instead of solely from the customer's point of view. Webster (2000) conducted a study with 
the aim to understand the relationship between brands, consumers and resellers. The study 
of Webster (2000) did not focus how social media could influence the dimensions of CBBE 
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in regards to purchases. Concerning the future research suggested by Nisar and Whitehead 
(2015) and the lack of studies regarding how SMM impact customer-based brand equity, 
the purpose of this study is to investigate the relationship between the concepts. 
 
There are studies that have investigated the impact SMM have on customers’ brand equity 
in the luxury fashion industry (Kim & Ko, 2012; Godey et al., 2016).  Godey et al. (2016, 
p. 5840) explain that even though their research has some practical contributions, the result 
cannot be generalized outside the luxury fashion industry. Thus, the impact SMM have on 
CBBE has to some extent been researched - but not outside its specific context. Therefore, 
Godey et al. (2016, p. 5840) suggest that future researchers should investigate the topic in 
other contexts as well. Kim and Ko (2012, p. 1485) confirm the problem with 
generalization with such a specific study and they encourage future researchers to conduct a 
study that can be applicable in other areas as well.  The fact that how SMM activities are 
managed by companies is under-researched is strengthened by Pham and Gammoh (2015, 
p. 323), who state that “very few studies investigated the impact of firms’ social media 
activities, particularly social media marketing, on building and managing brand equity at 
the firm's’ level”. Therefore, we see an opportunity to conduct a study that investigates 
SMM and CBBE from both the company's approach and customers´. We have according to 
the identified gaps in existing literature formulated following research question; 
 

1.4 Research question and purpose 
How do social media marketing activities influence customer-based brand equity? 
 
The main purpose of this study is to develop a deeper knowledge of how managers can use 
SMM to build up and strengthen CBBE. More specifically, our purpose with this research 
is to study how the SMM activities entertainment, interaction, trendiness, customization 
and eWOM effect the four dimensions of CBBE, brand awareness, brand loyalty, brand 
associations and perceived quality. In order to answer the research question, the topic will 
be investigated through a qualitative study where both representatives of brands and their 
customers will be interviewed.  Data will be gathered from customers regarding how they 
perceive the impact each brand's SMM-activities have on CBBE and from companies 
concerning how they work with providing the customer the right type of information. This 
research will generate recommendations and guidelines for how managers successfully can 
work with CBBE through SMM and which aspects are more important than others when 
building CBBE. 
 
For our thesis, we have made the conscious decision to not focus on only one type of 
industry. We have chosen five different companies where we will perform interviews with 
either CEOs or managers that have an impact on how their SMM is conducted. The 
industries that will be in the focus of our thesis are in services and goods industry. We 
choose to have different industries to get a more comprehensive knowledge of how social 
media is used as a marketing tool and how it could affect their brand equity. From the 
identified gap in existing literature, the subject would benefit from being investigated in 
other contexts than current research has. By having interviews with different industries, we 
will investigate how SMM activities affect CBBE regardless of industry and company. 
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2. Scientific Method 
This chapter consists of our philosophical stances and assumptions that are fundamental 
for the outline of this research. Thereafter, an explanation of the research approach and 
design is provided. The chapter ends with an overview of how we found the theories this 
research is based upon.  
 

2.1 Ontology 
Research philosophy refers to the assumptions concerning the nature of reality and what is 
seen as acceptable knowledge (Wilson, 2014, p. 8). During all stages of a research process, 
the researcher has to make several assumptions regarding the reality (ontology), how 
knowledge is defined (epistemology) and to the extent the researcher's subjective 
assumptions will have an effect on the process (axiology) (Saunders et al., 2012, p. 124). 
Crotty (1998, p. 2) explains that these assumptions impact the way a researcher interpret the 
research question, which method will be used and how the result generated from the study 
is understood. 
 
Ontology is assumptions concerning the nature of the social reality in which humans exist 
(Long et al., 2000, p. 190). The fundamental question is whether the nature of reality is 
seen as external and objective to social actors, or if reality is constructed from the social 
actors themselves (Wilson, 2014, p. 11).  Saunders et al. (2012, p. 128) describe 
objectivism as an ontological position that adopts the assumptions of natural science and 
therefore views the reality as external to social actors. An objectivist argues that humans 
and physical phenomenon act independently to each other which means that the existence 
of social actors does not influence the social world. Bryman and Bell (2011, p. 21) claim 
that an objectivist would view an organization as a physical object which has a reality that 
is external to the social actors within it. The ontological position constructivism on the 
other hand, view the social reality as constructed from the actions and perceptions of people 
and the meaning of the social world is created by social actors (Bryman & Bell, 2011, p. 
22). Saunders et al. (2012, p 130) describe that since the interaction between social actors is 
constantly changing, it is necessary for a researcher to study a phenomenon in detail and 
take socio-cultural factors into consideration in order to understand how realities are 
perceived. A constructivist aims to understand the underlying factors that shape the 
different social realities of social actors, while an objectivist is interested in discovering the 
universal laws that guide social behavior.  
 
Our research adopts the ontological assumption of a constructivist since the aim of our 
study is to investigate how companies can enhance CBBE by using social media as a 
marketing channel. We argue that the concept CBBE is constructed by the interaction 
between a company its customers and not seen as external to the individual. Customers 
perception of a brand is in constant change due to internal and external factors such as 
social media. Therefore, this research naturally adopts the position of a constructivist. 
Furthermore, we acknowledge the fact that all organizations are managed differently and 
the purpose of this research is to understand these differences in terms of CBBE and SMM. 
An objectivist, on the other hand, perceives the management of an organization as external 
and therefore makes the assumption that management is similar amongst organizations 
(Saunder et al., 2012, p. 129). In our opinion, the application of SMM in a company's 
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marketing strategy depends on how each organization is structured and it is not 
predetermined phenomenon. Likewise, how customers are affected by marketing activities 
are highly subjective and different depending on the individual. Therefore, customers’ 
perceptions cannot be treated as a predetermined phenomenon.  

 
2.2 Epistemology 

Epistemology refers to the assumption of what is seen as acceptable knowledge within a 
field of research and whether the social reality should be studied according to the principles 
of natural science or not (Crotty 1998, p. 8).  Either knowledge is seen as objective and is 
therefore available to everyone, or knowledge is viewed as subjective and is dependent on 
the individual’s experience (Long et al., 2000, p. 190). Noor (2008, p. 1602) describes 
positivism as an epistemological assumption where knowledge are perceived as objective 
and the social reality should be studied by using the methods of natural science. Saunders et 
al. (2012, p. 136) explain that the positivistic stance emphasizes the importance of 
conducting research with the minimum impact of personal values as possible. According to 
the assumptions of positivism, the purpose of conducting research is to test existing 
theories and through them developing laws (Bryman & Bell, 2011, p. 15). 
 
In contrast to positivism, the epistemological position interpretivism views humans as 
separate from physical phenomenon because they create meaning and an interpretivist aim 
to interpret and understand these meanings (Saunders et al., 2016, p. 140). Ritchie et al. 
(2013, p. 12) explain that the fundamental difference between positivism and interpretivism 
is that the latter apply the principles of social science since people cannot be studied 
through the lens of natural science. The intention with an interpretivistic research is to 
generate a deeper understanding of the social world and the meaning that different people 
create under different circumstances (Saunders et al., 2012, p. 140). This research adopts 
the position of an interpretivist since our aim with this research is to study how managers 
work with SMM-activities to affect how customer´s relate the activities to the dimensions 
of CBBE. We think it is important to study different companies because every organization 
consists of people that do not generate a standardized meaning. This research requires both 
managers and customers subjective experience and opinions in order to answer our research 
question, and therefore is the positivistic assumptions not suitable for this study. 
 

2.3 Axiology 
The fundamental question of axiology is to what extent a researcher believes personal and 
participants values should influence the research process (Haverkamp, 2005, p. 147). 
According to Saunders et al. (2012, p. 128), the answer lies in the philosophical assumption 
one has about research since these assumptions reflect the researcher's values as well as the 
methodological choices. For instance, the choice of topic implies that the researcher 
considers the selected area more interesting than others and the choice of conducting 
interviews instead of an anonymous survey might indicate that a subjective interaction with 
the participants are more interesting for the researchers (Saunders et al., 2012, p. 128). The 
authors of this thesis have an interest in branding and SMM, while this subject speaks to us 
both in different ways we found a mutual interest that is highly relevant to study which 
makes the subject a good fit for us. Our interest in the area has therefore naturally affected 
the choice of subject. 
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Haverkamp (2005, p. 147) explains that one of the main differences between quantitative 
and qualitative research is the role the researcher and the participants play in the research 
process. In qualitative research, the researcher is often an integrated part in the research 
process, and the interpretation of the result is impacted by personal values and experiences 
(Haverkamp, 2005, p. 147). A positivist emphasizes the importance of a value-free and 
objective research, while the interpretivist argues that they are interdependent with their 
research and therefore not as objective (Wilson, 2014, p. 12). Furthermore, Saunders et al. 
(2012, p. 129) claim that an interpretivist research is value-bonded. In alignment with our 
interpretivistic assumption and qualitative research design, we acknowledge the fact that 
our research naturally will be affected by our own values.  
 
Based on our background mentioned in section 1.1, we have an insight in regards to how 
companies work with building and maintaining a high brand value. Due to our background, 
we could have preconceptions regarding some of the companies that we are interviewing. 
Both authors are active on social media which could have an impact on our preconceptions 
in regards to the company's brand value.  We will, of course, try not to let these views 
interfere with our research so that it will be as objective as possible. We cannot say that our 
own values do not have an impact on either the subject or the choice of companies we 
interviewed. What we have done is tried to see the world as the companies see it so that we 
understand what they are mediating to us which is recommended by Saunders et al. (2012, 
p. 141). Saunders et al. (2012, p.151) explain the danger of putting too many personal 
values and ethics into the research. Since we are doing interviews, it is important that we do 
not force our own values onto the interview subjects or discard their view as wrong or right 
and try to be open minded and objective.  
 

2.4 Research approach 
Saunders et al. (2012, p. 144) explain that all conducted research involves the use of theory 
and there are three ways of approaching the subject, the deductive, inductive and abductive 
approach. The deductive approach is described as “applying theory rather than attempting 
to generate new theory through an inductive approach” (Wilson, 2014, p. 12). According 
to Ghauri and Grønhaug (2010, p. 15), the purpose with a deductive approach is to “draw 
conclusions through logical reasoning”. A deductive research process begins with the 
involvement of theoretical consideration in a given field of research and a review of what is 
already known and hypothesis are then formulated and empirically tested in relation to 
existing theories (Bryman & Bell, 2011, p. 11). 
 
In contrast to the deductive research approach, the inductive research approach begins with 
empirical observations that generate theory, thus, a theory is the outcome of a research 
process (Ghauri & Grønhaug, 2010, p. 15). Blaikie (2009, p. 154) summarizes the inductive 
research as “collecting data by operationalizing concepts, and then searching for patterns 
in the data. Patterns become generalizations, and networks of generalizations are 
considered to be a theory”. The abductive reasoning on the other hand aim to generate the 
best explanations of a phenomenon, instead of moving from theory to data, or data to 
theory as is done in induction and deduction, abduction moves freely back and forth 
between the two (Saunders et al., 2012, p. 145, 148). Our research is structured according 
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to the same premises as the deductive approach. After an extensive review of the academic 
literature, we found out that specific elements of SMM enhance some aspect of CBBE. The 
framework provided by Godey et al. (2016) regarding SMM will be empirically examined 
in combination with Aaker´s (1992a) dimensions of CBBE. Thus, this research proceeds 
from a clear theory that will be investigated and the result will add to prior theoretical 
frameworks 

 
2.5 Research design 

According to Bryman and Bell (2011, p. 26), the previous consideration regarding 
ontology, epistemology and research approach leads to two main types of research design: 
the quantitative and qualitative research design. The quantitative method is characterized by 
quantification of numbers, testing and verification, the data collection is structured and 
predetermined (Ghauri & Grønhaug, 2010, p. 105). A quantitative method is usually the 
natural methodological choice for a researcher who has a positivistic epistemological 
assumption (Saunders et al., 2012, p. 165). The qualitative method on the other hand is 
closely connected with interpretivism and induction as the research focuses on 
understanding and interprets meanings (Saunders et al., 2012, p. 168). A qualitative data 
collection method is a natural choice for this study due to our philosophical assumptions. A 
qualitative research design focuses more on the process compared to the quantitative which 
emphasize the result and we believe that an open data collection process will be most 
suitable in regard to our research questions. However, since we base our research on 
previous theory, there are main themes that have to be covered during the data collection in 
order to generate relevant conclusions. In that sense, the process of collecting qualitative 
data will not be entirely open. 
 
Saunders et al. (2012, p. 174) explain that the research should be designed according to the 
objective of the study and the purpose can be an exploratory, descriptive, explanatory or 
evaluative. When a research problem is unexplored, an exploratory research is suitable and 
the research question often begins with a “what” or “how” to generate an understanding of 
a phenomenon, while a descriptive research is characterized by structure and precise rules 
to investigate a well-understood problem (Ghauri & Grønhaug, 2010, p. 56). An 
explanatory research design on the other hand aims to answer explanatory questions and 
clarify the relationship between variables (Saunders et al., 2012, p. 176). If a researcher 
wants to understand how a certain phenomenon works, an evaluative research question of 
“how” is often formulated (Bryman & Bell, 2011, p. 52). 
 
Our research design for this study is of an evaluative nature because we want to see which 
elements of SMM that has the largest impact on CBBE and we will therefore evaluate both 
the answers from companies but also their customers and draw conclusions on how an 
effective SMM-strategy should be formulated. Saunders et al. (2012, p. 176) claim that an 
evaluative design in business research may evaluate how efficient a marketing campaign is, 
and in order to do so, an evaluation is often made between different groups of people and 
the result from such study is then compared with existing theory. This is similar to our 
study since we base the research on existing theory but aim to develop it further it and then 
advance the existing literature in the area. 
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2.6 Research strategy 
The research strategy is the plan of how the researcher will answer the research question 
and it is also the methodological connection between the researcher's assumption and 
methodological choices (Zikmund et al., 2009, p. 286). There are numerous of research 
strategies that are closely connected to the qualitative research such as interviews, case 
studies, focus groups and observations (Ghauri & Grønhaug, 2010, p. 56). Our chosen 
research strategy is semi-structured interviews and other strategies were evaluated but we 
did not find them appropriate for various of reasons. In focus groups, several respondents 
meet and discuss a given topic and their opinions are then analyzed (Ghauri & Grønhaug, 
2010, p. 108). Due to the fact that it would be inappropriate for the different companies to 
meet each other and reveal their marketing strategies; focus groups were not an alternative. 
Case studies are used when it is problematic to study a phenomenon outside a specific 
context (Ghauri & Grønhaug, 2010, p. 109). Furthermore, case studies are a method that 
often is used when a large number of participants are involved in the study and studying the 
specific phenomenon that takes place over time (Yin, 1981, p. 99).  Observations are 
similar to case studies where the researcher observes the participants in their own 
environment (Saunders et al., 2012, p. 356). It would be a complex task to study SMM and 
CBBE in its natural setting and it would not, in our opinion, provide us with more 
information than interviews can. Therefore, case studies and observations are not the 
chosen research strategy for this thesis. In order to answer our research question and fulfill 
the purpose with this study, we believe that interviews are the most suitable research 
strategy. 
 
Interviews can either be unstructured with no prepared questions, structured with a clear 
order of questions or semi-structured, where certain themes have to be covered (Bryman & 
Bell, 2011, p. 467). Semi-structured interviews are in our opinion the most appropriate 
strategy for this research since it allows the respondents to freely elaborate their answers 
which will enrich the information that is collected. The use of semi-structured interviews 
enables us to cover the main themes, SMM and CBBE that this thesis is based upon. The 
method also provides us with the opportunity to discover new findings and perspectives 
that can add richness to the study.  
 

2.7 Literature search 
A review of existing literature is a key element in research, as the literature search will 
discover research areas and questions that are not yet explored (Edmondson & McManus, 
2007). The most common way of constructing research is according to Sandberg and 
Alvesson (2011, p. 23) by finding a gap in existing literature that so far has been 
overlooked. Before starting to write this thesis, we began to search for academic literature 
within our field of research to see what has been done and which potential research could 
be done. A research gap was found by the using following keywords in the literature 
search; Branding, brand equity, customer-based brand equity, social media, SMM. The 
next step was to narrow the topic down and we used the keywords in different 
combinations to get as much information, and find the most relevant articles to our 
disposal. For instance, branding was combined with SMM in order to find out the current 
state of research in that area. For the literature search, we have used Google Scholar and the 
databases provided by Umeå University Library such as Business Source Premier 
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(EBSCO). Peer review articles are assessed according to certain requirements that ensure 
they meet the standards of high quality and credibility (Keenum & Shubrook, 2012, p. 
177). It was important for us to exclusively base our thesis on peer-reviewed articles in 
order for the outcome to be of high quality. 
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3.Theoretical framework 
In this chapter, the main theories will be presented and discussed in relation to our 
research questions and the purpose of this study. The chapter will end with a conceptual 
model that serves as the foundation for the empirical research. 
 

3.1 Branding 
A product is something that is made in a factory; a brand is something that is bought by a 
customer. A product can be copied by a competitor; a brand is unique. A product can be 
quickly outdated; a successful brand is timeless. - Stephen King 
 
Branding has emerged as a top management priority in the last couple of decades due to the 
realization that brands are one of the most valuable intangible assets that a firm has (Keller 
& Lehman, 2006, p. 740). A brand is “a name, term, design, symbol or any other feature 
that identifies one seller's good or services as distinct from those of other sellers” (Wood, 
2000, p. 66). Farquhar (1989, p. 24-25) discusses and describes the difference between a 
product and a brand; a brand is a symbol, name or design that will enhance the value of the 
product that goes beyond the functional purpose. Brands clearly provide important benefits 
to both customers and firms, this has been established through the years. Thus, branding 
can be explained as the process of creating a unique image of a product in customer’s 
minds through different marketing activities (Keller, 2003, p. 8). One of the key 
components of branding is differentiation and marketers can either chose to emphasize the 
physical attributes of a brand in the marketing strategy or accomplish differentiation by 
creating a meaningful image of the brand (Kohli et al., 2015, p. 36). Further, Kohli et al. 
(2015, p. 38) claim that it is crucial to building an emotional connection between a brand 
and its consumers since physical attributes which are easy to imitate, especially now due to 
the increased use of social media where information about products are more accessible. 
Giep and Moriarty (2009, p. 9) view branding as a system that could and should be 
managed as a whole and not as individual pieces. Brands are a result of market 
segmentation and product differentiation where companies try to fulfill the needs of a 
specific customer so that they could provide them with the best combination of attributes all 
the time (Kapferer, 2012, p. 31). Azoulay and Kapferer (2003, p. 143) state that the brand’s 
personification has happened frequently since celebrities started to endorse brands and 
marketers use this to attract a certain type of consumers that identify with celebrities.  
 
Ashley and Tuten (2015, p. 17) state that social media is a channel that is mainly used by 
marketers as a branding tool that can enhance awareness and eWOM-communication of a 
brand. The main aspect of having a brand is that it will be something that customers 
perceive different in comparison with other similar products, therefore, the main purpose of 
branding is to get a positive response from a company's customers (Kohli et al., 2015, p. 
36). The top brands today are associated with a successful company, as Davis (2002, p. 
351) points out, some of the most global companies today, Coca-Cola, Sony and Disney 
have one thing in common - all of them have a strong brand. As it shows there are many 
different definitions of a brand and therefore, a brand can be defined as a collection of 
many meanings (Baalbaki, 2012, p. 12). Furthermore, it is important to take the the 
customers cultures and values into account so that it will appeal to the market in an optimal 
way (Giep & Moriarty, 2009, p. 207).   
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3.2 Customer-based brand equity 
Brand equity is defined by Aaker (1991) as “a set of brand assets and liabilities linked to a 
brand, its name and symbol, that add to or subtract from the value provided by a product 
or service to a firm and/or to that firm's customers”. Further, Aaker (1992b, p. 56) have 
investigated which factors define a strong brand and concluded that brand awareness, brand 
associations, perceived quality and brand loyalty have a strong impact on the value of the 
brand. Aaker (1992b) laid the foundation for how other scholars have discussed these four 
factors. Baalbaki (2012) explains that brand equity can be studied from three different 
perspectives; Customer-based brand equity (CBBE), financial-based brand equity (FBBE) 
and employee-based brand equity (EBBE). The FBBE value of a firm is based on the 
aggregated earning-power of both its tangible and intangible assets (Simon & Sullivan, 
1993, p. 31). Simon and Sullivan (1993, p. 29) define FBBE as “the incremental cash 
flows, which accrue to branded products over and above the cash flows which would result 
from the sale of unbranded products”. EBBE is defined as, “the differential effect that 
brand knowledge has on an employee's response to their work environment “(King & 
Grace, 2009, p. 130). 
 
EBBE enables the employees to hold the appropriate brand knowledge so that they could 
deliver the brand promise (King & Grace, 2009, p. 130).  Brand equity has been defined in 
different ways, and Keller's (1993, p. 8) definition of brand equity in his research on 
customer-based brand equity, is defined as “the differential effect of brand knowledge on 
customers response to the marketing of the brand”.  Pappu et al. (2007) on the other hand 
define CBBE as “the value customers associate with a brand, as reflected in the dimensions 
of brand awareness, brand associations, perceived quality and brand loyalty”. Thus, CBBE 
approaches the concept of brand equity from customers’ perspective and the essence of a 
brand is therefore depending on how its customers perceive it (Keller, 2003, p. 9). The 
main reason why brand equity should be approached from customers’ perspective is 
according to Keller (1993, p. 8) because it enables companies to develop effective 
marketing programs that are formed after customer preferences. 
 
Lassar and Sharma (1995, p. 12) argue that there are five important factors to take into 
consideration when defining CBBE. First, brand equity refers to the customers’ perceptions 
instead of just an objective indicator (Lassar & Sharma, 1995, p. 12). Customers perception 
of quality has a correlation with brand loyalty (Pappu et al., 2005, p. 145). Second, one 
refers to the value globally that are associated with the brand (Lassar & Sharma, 1995, p. 
12-13). Pappu et al. (2005, p. 143) research shows that if the company succeeded in 
building a strong brand, it will be more difficult for the competitors to gain market share. 
Third, the value comes from the brand name and not only from the product itself and that 
the brand name has a high correlation with how the quality is perceived (Zetihaml, 1988, p. 
8). Fourth, “brand equity is not absolute but relative to competitions” (Lassar & Sharma, 
1995, p. 13). Finally, brand equity has a positive relationship with the financial 
performance (Lassar & Sharma, 1995, p.12-13). 
 
During the last decades, the concept of brand equity has been modified and generated 
through different perspectives. For instance, the model generated by Atilgan et al. (2009) is 
inspired by Aaker’s (1992a) but Atilgan et al. (2009, p. 119) replaced “other proprietary 
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brand assets” with brand trust. Atilgan et al.´s (2009) model have also been modified by 
Serveri and Ling (2013, p. 129) from brand trust to brand image and they define the 
dimensions of brand equity as brand awareness, brand associations, brand loyalty, brand 
image and perceived quality. Keller (1993) was the one of the first to study the CBBE and 
as mentioned earlier, researchers have had different definitions of which dimensions CBBE 
contains. Henceforth, the definition of CBBE provided by Aaker (1992a) that consist of 
brand awareness, brand loyalty, brand associations, perceived quality and other 
proprietary assets will be used in this paper. The fifth dimension of CBBE is of least 
importance according to Aaker (1992a, p. 28) and is only included to complete the model. 
By other proprietary assets, Aaker (1992, p. 28) includes patents, trademarks and other 
channel relationships. These assets could be important if a company wants to grow and 
extend their brand and the relationship capital that have been built up by the company could 
be protected if two brands venture into an alliance (Kale et al., 2000, p. 218). If a brand has 
strong proprietary assets it could give the company other sources of competitive advantage 
(Geoffery et al., 1993, p. 6). Furthermore, in this thesis, we will focus on the four main 
dimensions, brand awareness, brand associations, brand loyalty and perceived quality, due 
to thesis relevance for this type of research.  
 
The competitive advantage of having a brand with high equity is the ability to set a price 
premium, ability to extend to more brands, larger margins and the company will be less 
vulnerable to competitive marketing actions (Bendixen et al., 2004, p. 372). Aaker (1996) 
introduced a way to measure brand equity across both markets and products, loyalty (price 
premium), perceived quality/leadership and association/differentiation could be measured 
through (perceived value, personality, organization). Brand awareness can be tested by 
brand recall and recognition and market behavior (market share and price and distribution 
indices) (Keller, 1993, p. 12). According to Aaker (1996, p. 120), the possibility to measure 
brand equity could be used by managers as a way to conceptualize brand equity where they 
could see which components are successful and which they need to work on. 
 

3.2.1 Brand awareness 
Brand awareness is an essential element of CBBE that often is overlooked in terms of 
advertising strategies (Aaker, 1996, p. 114; Percy & Rossiter, 1992, p. 264; Aaker, 1996). 
According to Keller et al. (2008, p. 49), brand awareness “is related to the strength of the 
resulting brand node or trace in memory, as reflected by consumers’ ability to identify the 
brand under different conditions”. Therefore, brand awareness concerns the presence of a 
brand in customers’ minds (Hutter et al., 2013, p. 345). Brand awareness consists of brand 
recognition and brand recall (Keller et al., 2008, p. 54; Radder & Huang, 2008, p. 233; Chi 
et al., 2009, p. 35). Aaker (1996, p. 114) research shows levels of awareness, which are: 
recognition of which according to Ross and Harradine (2004, p. 13) requires customers to 
discriminate a brand as being previously seen or heard. Recall, when the customer has the 
ability to retrieve the brand from memory when provided with a cue (Ross & Harradine, 
2004, p. 13). Top-of-mind is the first brand that the customer recall from the top of the head 
and brand dominance is the only brand that the consumers recall (Aaker. 1996, p. 114). 
Brand knowledge means that the customer knows what the brand stands for and brand 
opinion is that customers have an opinion about the brand (Aaker, 1996, p. 114). This is 
aligned with the research conducted by Percy and Rossiter (1992, p. 265) that showed that 
people do not always have a fixed list of what types of products are being bought, usually 
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one only have the list of products or groceries that a customer are buying and not any 
specific brand. Percy and Rossiter (1992, p. 265) show with this example that stores and 
customers are relying on the knowledge that the customers have and how it is recalled in 
regards to the choice of brand and that is why firms should feature the product or package 
as it will be seen in stores during the advertising (Percy & Rossiter, 1992, p. 265). 
 
Chi et al. (2009, p. 36) claim that brand awareness has an impact on which brand the 
customer consider in the decision-making process and brand awareness have therefore a 
critical impact on the purchase intention. Some brands will accumulate in the mind of the 
customers, which will influence the purchase decision (Hutter et al., 2013, p. 345). Higher 
brand awareness of a product will gain higher preference in customers’ minds because it 
has higher market share and quality evaluation (Chi et al., 2009, p. 36). Brand awareness is 
usually measured individual but in reality, it is a collective phenomenon that could be 
correlated with high quality, trust, accessibility and traditional styling (Kapferer, 2008, p. 
20-21). Many of those who work with brand awareness do not think that the high 
investments pay off (Homburg et al., 2010, p. 209). Chi et al. (2009, p. 36) claim that 
companies can increase brand awareness by advertising on a large scale. Efficient 
advertising campaigns recruit more customers that in turn might market the brand by 
WOM. According to the study conducted by Bendixen et al. (2004, p. 379), customers 
believe that the best way to create brand awareness amongst customers is to get 
knowledgeable people to talk to them about the brand.  Likewise, Chi et al. (2009, p. 36) 
argue that one way of marketing a brand is through influential people who becomes brand 
ambassadors. Such marketing is efficient because if people get interested, awareness of the 
brand is spread to customers (Chi et al. 2009, p. 36).  
 

3.2.2 Brand associations 
Aaker (1991, p. 109) defines brand associations as “anything linked in memory to a brand” 
and brand image as “a set of brand associations, usually in some meaningful way”. Brand 
associations are brand assets and liabilities that include everything that are linked in the 
customer's memory to the brand (Fu, 2007, p. 15-16). Fu (2007, p. 16) explains that brand 
associations can enhance brand image and are a vital part of brand equity. Managers and 
marketers use brand associations to create positive attitude towards a brand and create 
differentiation between the company’s brand and the competitors (Fu, 2007, p. 16). 
Customers use associations to remember how they feel about a brand or a product, which 
makes it easier to make a purchase decision (Fu, 2007, p. 16). Whether a business is offline 
or online, a positive view of the brand could not be created if consumers does not recognize 
or recall the brand in their mind (Rios & Riquelme, 2008, p. 723).  
 
Keller (1993, p. 3-4) argues that there are three major categories in terms of brand 
associations; attributes, benefits and attitudes. There are multiple variations that could be 
found within these categories. Attributes are features that categories a product or a service, 
what the product or service has or shows, and how it is visible in terms of purchase 
situation or consumption (Keller, 1993, p. 4). Benefits are the value the customers feel for 
the brand or product and it´s attribute (Keller, 1993, p. 4). Attitudes have long been seen as 
connected with the motivation such as the ones associated with Maslow´s (1970) ladder of 
motivation. Brand associations can also be linked with and to other brands in extension. It 
is common market practice to invest heavily to establish and reinforce customers’ 
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association towards their brand, which is proven to be beneficial if a company are to extend 
their platform of products into new product classes (Broniarczyk & Alba, 1994, p. 215).  
 
Pitta and Katsanis (1995) argue that there is an inter-relationship between brand awareness 
and brand associations by declaring that brand awareness of a product can be created in the 
customer's mind prior to when brand associations are built and embedded in the customer's 
memory (Severi & Ling, 2013, p. 126). Nandan (2005, p. 267) provides an example to how 
a customer's associations could affect the perception one have towards a brand; the car 
brand Lexus is seen as a luxurious product and gives the owner a type of status, while 
Volvo is associated with safety in the mind of the consumers. Things that could change the 
image of a brand is if a company launch a new product as part of a brand extension, then 
the company need to take into account that there is a possibility that the association will 
change in the customer's mind (Martinez & de Chernatony, 2004, p. 41). This could change 
the view that customers have in regards to the brand and it is a possibility that the brand 
image will get diluted (Martinez & de Chernatony, 2004, p. 41). 
 

3.2.3 Brand loyalty 
With the increasing competition and high costs every company faces due to difficulties of 
winning over new customers, make it increasingly necessary to build long-term 
relationships with the customer's (Cásalo et al., 2008, p 19). Due to this situation, marketing 
managers and companies have an interest in the concept of loyalty and how it could be 
quantified for the company's benefit. Chaudhuri and Holbrook (2001, p. 82.) explain that 
“loyalty consists of repeated purchases of the brand, whereas attitudinal brand loyalty 
includes a degree of dispositional commitment in terms of some unique value associated 
with the brand”. Brand loyalty is a measure of the attachment a customer has towards a 
brand (Aaker, 1991). According to Aaker (1991), if customers hold the brand high in 
relevance compared the competitors, the value of the company grows. Brand loyalty has 
been an interesting subject for scholars which have brought new fields of research such as 
store loyalty (Cunningham, 1961), customers’ knowledge about available brands (Tucker, 
1964) and perceived quality (Shapiro, 1987) to mention a few. According to Chaudhuri and 
Holbrook (2001, p. 81.), customers who are loyal towards a brand are more inclined to pay 
a premium price because they perceive that the brand possesses unique qualities that other 
alternatives cannot provide. Yoo and Lee (2000, p. 197) claim that a customer that are loyal 
purchase the brand routinely and do not switch to another brand. 
 
Brand loyalty is based upon the notion that the companies know what the customer wants. 
There are many anonymous customers today, which make it hard for companies to build 
personal relationships (Lau & Lee, 1999, p. 344). So what the companies have to do is to 
rely on their brand or symbol to build and retain the relationship with the customers (Lau & 
Lee, 1999, p. 343). Brand loyalty is usually associated with how customers perceive a 
brand and why they choose one brand over another (Jacoby & Kyner, 1973, p. 2). Tucker 
(1964, p. 32) shows an excellent example of how brand loyalty works: If presented with a 
choice of two cola drinks from two different brands, brand loyalty is shown in respect to 
how a decision is made, if Coca Cola is chosen instead of Pepsi when both are equally 
available and enough time for the consumer to make a thorough decision. There are a 
couple of characteristics that could change on how we perceive a brand or a product; the 
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shape of the bottle, the sweetness of the drink and size or the color of the cap (Tucker, 
1964, p. 32). 
 
Building and maintaining brand loyalty has been the cornerstone of marketing to 
establishing a sustainable competitive advantage (Gommans et al., 2001, p. 43). Companies 
can enhance brand loyalty through different aspects and one of the most common is to use a 
loyalty program, also called frequent buyers programs, to retain customers (Aaker, 2002, p. 
23). Companies such as American express and grocery stores offers regular customers 
different types of benefit, such as discounts and these loyal customers are being treated 
better than the one-time buyers due to how valuable they are to the companies (Dowling, 
1997, p. 71). According to Meyer-Waarden (2008, p. 88), brand loyalty is a component in 
customers’ relationship management (CRM) and loyalty programs is a CRM tool that can 
stimulate such loyalty. The concept customer relationship management (CRM) is the result 
of the new marketing-paradigm that has shift focus from solely focusing on production and 
financial aspects to a more customer-centric approach and the concept is defined by 
Boulding et al. (2005) as “a firm’s practices for establishing, maintaining, and enhancing 
long-term associations with customers”.  
 
Companies actively work with customers’ relationship and loyalty for several reasons and 
one of the most essential motivations is that there are greater cost involved with finding 
new customers than it is to retain existing ones (Lee et al., 2011, p. 1095). Galbreath and 
Rogers (1999, p. 163) argue that it is five to seven times more expensive to find new 
customers than to retain the ones that a company already have. Aaker (2002, p. 21) claims 
that a brand that does not have a base of loyal customers is vulnerable in regard to its 
competitors and has a low brand value. If the company have the ability to increase higher 
trust and brand affect, it will lead to higher purchase loyalty towards the brand which 
results in increased market share (Chaudhuri & Holbrook, 2001, p. 90). Marketing 
managers can justify the expenditure they pay in regards to design, communication and 
merchandising strategies for the reason to build and create a long lasting trust towards the 
customers (Chaudhuri & Holbrook, 2001, p. 91). Loyalty that is measured in terms of the 
customer’s tendency to rebuy, may look good on paper but does the loyalty measure real 
commitment to the brand and, again, how will it look in one week, month, years time? 
(Johns, 2005, p. 14). If the company are able to reduce the defection rate and it can result in 
a profit increase from 30 to 85 percent (Galbreath & Rogers, 1999, p. 163). 
 
Aaker (1996, p. 39-40) states that different levels of brand loyalty exist, but all levels are 
not always found in every product on the market. The first level are switchers and they do 
not have any brand loyalty, their only thoughts are in regards to price and they switch brand 
due to reasons such as coupons or offers a better deal (Know & Walker, 2001, p. 120). The 
problem with switchers is that it is hard to see the move in advance (Know & Walker, 
2001, p. 120). According to Galbreath and Rogers (1999, p. 163), 98 percent of dissatisfied 
customer never complain- they just switch brands. The second level is habitual buyers and 
they do not care about a new brand (Knox & Walker, 2001, p. 121). The third level is the 
satisfied buyer. They are satisfied with the brand and in addition, they have switching costs, 
time, money or other risks that are associated with switching to another brand (Aaker. 
1996, p. 39-40). One example of this could be if a customer is used to working with a PC 
and do not feel that the effort to switch to the brand Apple would be that much better. The 
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fourth level is the one that likes the brand and they consider the brand as a friend to which 
they have emotions attached. One of the most common reasons to lose this type of 
customers is if the product is out of stock (Knox & Walker, 2001, p. 118).  Finally, the 
committed buyer is the type of customer that rides a Harley Davidson but not only that he 
has a tattoo of the brand and wear the logo on the helmet and so forth - he is a walking 
poster for the brand. This is full devotion to a brand (Aaker, 1996, p. 40). Godey et al. 
(2016, p. 5837) argue that brand loyalty can be expressed in terms of a customer 
recommend the brand to other people. Likewise, Nisar and Whitehead (2016, p. 746) state 
that loyal customers are likely to recommend their favourite brands to others and loyal 
customers are therefore a great source of eWOM marketing. 
 

3.2.4 Perceived quality 
Aaker (1996) argues that perceived quality is one of the main elements in CBBE and 
perceived quality is also one of the most important aspects to study when studying brand 
equity. Aaker (1996, p. 85-86) defines perceived quality as “the customer’s perception of 
the overall quality or superiority of a product or service with respect to its intended 
purpose”. This definition is aligned with scholars such Yang and Wang (2010, p. 5) and 
Panchal et al. (2012, p. 84) that have reached the same conclusion that perceived quality is 
subjective due to the customers’ perception of the brand. 
 
There are two different cues of perceived quality that could be viewed; intrinsic and 
extrinsic (Jacoby & Szybillo, 1974, p. 74). Intrinsic in terms of the product, which means 
that the attribute of the product cannot be changed or manipulated through experiment 
without changing the characteristics of the product itself (Jacoby & Szybillo, 1974, p. 74). 
Extrinsic is the opposite of intrinsic, they are not product related cues, and instead, the 
extrinsic cues are more of a feeling such as taste and services (Richardson et al., 1994, p. 
29). A brand falls into the extrinsic category due to that a brand is not a physical product 
(Olson & Jacoby, 1972). There is a clear connection that shows that a growth in perceived 
quality will generate a positive growth in brand equity (Yoo et al., 2000, p. 197). Aaker 
(2002, p. 19) argues that it is problematic to create perceptions of quality in customers’ 
minds unless the claim is valid, and in order to do so - it is crucial for a brand to know its 
segments preferences and how they perceive quality. This statement motivates the choice of 
conducting our research partly from customers’ perspective since it will generate useful 
advice for managers on how their customers perceive the impact marketing has on CBBE 
and how it can be enhanced by SMM. Perceived quality is the main brand equity variable, 
but to create a quality product is usually not enough - the companies have to translate this 
quality into perceived quality in the eyes of the customers (Bendixen et al., 2004, p. 379). 
 
 

3.3 Social media marketing 
Companies use of traditional marketing channels such as television, newspapers and radio 
are constantly decreasing due to the rise of social media platforms where customers can 
interact with each other and at the same time consume brand-related content (Mangold & 
Faulds, 2009, p. 360). Therefore, Keller (2009, p. 141) claims that marketing 
communications must adjust to the new digital environment that fundamentally has 
changed how customers communicate with brands. The concept of Social media is a 
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common known term for the average citizen, and most people seem to have an idea of what 
social media is. However, Kaplan and Haenlein (2010, p. 59) argue that confusion exists 
among managers and researchers in regards to what the concept of social media actually 
consists of. According to Katona and Sarvary (2014, p. 144), social media is defined as 
“the way in which people interact to create, share, and/or exchange information and ideas 
in virtual communities and networks.” Kaplan and Haenlein (2010, p. 61) on the other hand 
provide another definition of social media as “a group of internet-based applications that 
allow the creation and exchange of user-generated content”. Social media is often referred 
to as consumer-generated media, which is the description of information that is shared, 
created and circulated online among customers with the objective of informing about 
products and brands (Mangold & Faulds, 2009, p. 357). Henceforth in this thesis, social 
media will be used as the umbrella term in which consumer-generated media is included. 
 
Kaplan and Haenlein (2010, p. 59) state that it is inevitable to talk about social media 
without giving a review of its origin - The concept Web 2.0. Web 2.0 is defined as “a 
platform whereby content and applications are no longer created and published by 
individuals, but instead are continuously modified by all users in a participatory and 
collaborative fashion” (Kaplan & Haenlein, 2010, p. 61). According to Obar and Wildman 
(2015, p. 746), “Web 2.0 is the ideology and user-generated content is the fuel.” The 
concept is an evolution of Web-based technology and Tiago and Veríssimo, (2014, p. 704) 
describe it as a “social revolution” because it enables companies to interact with their 
customers. Web 2.0 has been around since the year 2005 and it has been highly discussed in 
terms that anyone could publish “facts” on the Internet without any proper credentials 
(Constantinides & Fountain, 2007, p.232). With Web 2.0, the customers can comment a 
business, products or add information in regards to reviews of hotels or any other services 
online (Constantinides & Fountain, 2007, p. 23). This is made possible through Word of 
Mouth (WOM) or electronic Word of Mouth (eWOM), where people can talk with each 
other through consumer generated media, which have been studied by (Yoo & Gretzel, 
2011; Jeong & Jeon, 2008) in terms of how powerful this concept is in terms of how it 
could effect a brand or a business.  
 
Not only do the individuals increasingly engage in social media sites, companies have 
realized the power of social media for several marketing activities, not at least branding and 
management of customer relationships (Ashley & Tuten, 2015, p. 15). Various definitions 
of social media have generated many different definitions of SMM depending from which 
perspective and context the subject is approached. For instance, Tsitsi Chikandiwa et al. 
(2013, p. 366) define SMM as “a system that allows marketers to engage, collaborate, 
interact and harness collective intelligence crowdsourcing for marketing purposes”. Felix 
et al. (2017, p. 123) on the other hand describe SMM as “an interdisciplinary and cross-
functional concept that uses social media (often in combination with other communications 
channels) to achieve organizational goals by creating value for stakeholders”.  The 
concept social media tend to be mixed up with SMM in the literature and Dahnil et al. 
(2014, p. 121) clarify that social media is a “unique marketing communication method”, 
while SMM implements social media applications as a complement to traditional 
marketing.  Most definitions of social media are broad and do not specify which 
applications social media consist of, such as Facebook and Youtube (McCarthy et al., 2014, 
p. 182). 
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The definition provided by Felix et al. (2017) are applicable to our research for several 
reasons; First of all, our assumption is that companies use social media as a marketing tool 
differently. The purpose of this research is to investigate how companies can enhance 
CBBE through SMMM and we assume that SMM is a complement to other marketing 
strategies within organizations. Secondly, we believe that CBBE can be strengthened 
through SMM (which is an organizational goal) that in turn will create value for 
stakeholders (in this case the customers). 
 
Constantinides (2014, p. 41) emphasizes how important it is for companies to adjust to the 
new, digital marketplace where customers do not depend on traditional mass-media to the 
same extent as before and instead uses SMM to stay competitive. Using social media as a 
marketing tool is not only efficient in terms of resources and time, it gives companies the 
opportunity to build and maintain customer loyalty that traditional media would not enable 
(Erdoğmuş & Cicek, 2012, p. 1355). Constantinides (2014, p. 43) clarifies that SMM 
should not be used as an isolated marketing strategy - it should be seen as the final step of a 
strategic marketing process that will improve other digital marketing communications, such 
as a company’s websites. 
 
Most definitions of social media are broad and do not specify which applications social 
media consist of, such as Facebook and Youtube (McCarthy et al., 2014, p. 182). The fact 
that no comprehensive definition of social media exists are in our opinion, not an obstacle 
for this research since we aim to create an understanding of how companies use social 
media in relation to CBBE - and not mainly focus on which specific application that is 
used. The most common social media applications will now be described briefly; 
 
Social networking services (SNS) is described by Ellison et al. (2007, p. 1143) as social 
platforms where individuals are allowed to introduce themselves by creating a personal 
profile and interact with other people and establishing relationships. The main advantage 
with SNSs compared to traditional media is that it allows interactivity between users to a 
greater extent (Phua et al. (2017, p. 413). SNS can be work-related and sites such as 
LinkedIn enable individuals to manage their professional network and marketing 
themselves in a work-context (Kietzmann et al., 2011, p. 246). Sites such as Facebook on 
the other hand is more concerned with connecting people with same interest, meet new 
friends, send messages, share posts and interact with each other through personal profiles 
(Sabate et al., 2014, p. 1002). 
 
Chua and Banerjee (2013, p. 241) argue that the objective with Facebook is not only 
entertainment - the website provides some managerial implications as well. For instance, 
organizations have the ability to take advantage of the personal information that is shared 
about their customers and through that develop a better understanding of their preferences 
(Chua and Banerjee, 2013, p. 241). This knowledge increases the possibility to develop a 
successful SMM-strategy since companies can market brands that are relevant for the 
specific customers and people can then share their opinions of the brand with others (Shi et 
al., 2016, p. 579). 
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The use different social media platforms, such as Facebook and Instagram are constantly 
increasing both amongst individuals and companies (Shi et al., 2016, p. 578). Therefore, it 
is common that companies create brand pages on social media and uses them as a 
marketing platform to interact with their customers (Hutter et al., 2013, p. 344). Thus, 
SNSs are a beneficial channel for spreading brand content and when users follow or like a 
brand's SNSs, they receive brand-related news, which in turn can be share with their friends 
by sharing the posts (Phua et al., 2017, p. 413). Customers can act as a “brand evangelist” 
with the purpose of sharing brand-content on their friends networks (Sabate et al., 2014, p. 
1002). Facebook are the most popular SNS (Phua et al., 2017, p. 412). 
 
Instagram is according to Phua et al. (2017, p. 412), the second most popular SNS. Users of 
Instagram can take a picture with the application, edit the image with different 
photographic filters and then upload the picture with a caption (Zappavigna, 2016, p. 271). 
Instagram has been able to capitalize the trend of social interaction and the use of Instagram 
has therefore rapidly reached global popularity (Lu et al., 2017, p. 64). Most people in 
today's society have made it a habit to recording their everyday lives and share their 
personal photos on social media (Lu et al., 2017, p. 54). Zappavigna (2016, p. 273) argues 
that Instagram is classified as an SNS “since it allows users to create a personal profile and 
‘following’ relationships with other users”. The application is not only popular amongst 
private users, it has got increasing attention as a channel for marketing and branding 
activities (Geurin & Burch, 2016, p. 2). Due to the fact that Instagram is a photo-sharing 
channel, brands have the possibility to post brand-related pictures that are edited with filters 
in an appealing way for customers (Phua et al., 2017, p. 422). According to Nisar and 
Whitehead (2016, p. 743), an attentive implementation of SMM on SNS can enhance 
consumers brand awareness since customers spend more time than ever on different SNS 
which brand can take advantage of. Further, Phua et al. (2017, p. 413) acknowledge SNS as 
an efficient online brand strategy since it not only can increase brand awareness, it can also 
spark customers’ engagement and conversations with the brand. 
 
More and more social media channels are developed every year and Snapchat is one of 
them and has become a huge hit (De Grave & Van den Poel, 2016). In January year 2016, it 
had 100 million users daily and 7 billion videos a day (De Grave & Van den Poel, 2016, p. 
3). Snapchat is a mobile application where a user can share videos and images with a lower 
quality than a TV broadcast (De Grave & Van den Poel, 2016, p. 6). What is special with 
Snapchat is that the text message or picture that is sent is deleted after the recipient has 
received and viewed the video (Bayer et al., 2016, p. 957). 
 
The main purpose of microblogging services (MS) is to post short messages on the web, 
which opens up for discussion with other people and Twitter is probably the most common 
microblogging service today (Gao et al., 2012, p. 88). The main difference between MS 
such as Twitter compared to Facebook is according to Kwak et al. (2010, p. 591) that the 
relationship between following and being a follower do not have to be reciprocated, which 
means that a user can follow a person without this person following back and still receive 
all messages that the individual post. MS has the same function for companies as SNS has 
regarding the gathering of knowledge about customers and their preferences (Chua & 
Banerjee, 2013, p. 241). Killian and McManus (2015, p. 542) state that MS-sites is an 
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effective social media channel for managers to share information about a brand that is 
relevant and important for a company's customers. 
 
MS do not only provide customers with brand-related information - it is also relevant in a 
company's marketing process (Kaplan & Haenlein, 2011, p. 105).  Microblogging enables 
companies to gather information about the latest trends that people are talking about which 
is a type of marketing research (Kaplan & Haenlein, 2011, p. 108). Further, Kaplan and 
Haenlein (2011, p. 109) suggest that companies should use MS to quickly communicate 
brand related messages such as sales promotions and also use MS as a tool to manage 
negative WOM in an efficient way. 
 

3.4 Social media marketing activities 
3.4.1 Entertainment 

One of the main reasons why customers engage in social media websites is because they 
find it entertaining and individuals visit consumer-generated sites such as YouTube and 
blogs to have an enjoyable time (Shao, 2009, p. 10). In fact, Killian and McManus (2015, p. 
543) argue that entertainment is presumably the most important social media platform since 
entertainment can enhance the engagement customers have with a brand on social 
platforms. According to Shi et al. (2016, p. 582), entertainment on social media can 
enhance customers’ positive attitudes towards a brand and the customers will more likely 
continue to interact with the brand's social media accounts. Due to the fact that people in 
today's society have less time to spend on their leisure, entertainment is a key motive to the 
popularity of social media as individuals seek to have a “break” in the workday (Shao, 
2009, p. 11). Since customers perceive the entertainment aspect to be an important factor of 
social media, it implies that managers should take that dimension into consideration when 
formulating an SMM strategy (Ho et al., 2015, p. 347). One way of sharing information 
about a brand is through advertising on blogs, where the main motive of the visitor is 
entertainment and therefore the advertising becomes more effective if the channel is 
appealing to customers (Ho et al., 2015, p. 347). According to Tsimonis and Dimitriadis 
(2014, p. 334), arranging competitions with prices such as discount or gifts are one of the 
most common activities on a company's social media brand page. Gummerus et al. (2012, 
p. 861) claim that competitions that offer some sort of economic benefits are one of the 
reasons why individuals chose to engage on different social media platforms. 
 
Managers can decide to market brands via influential people, which is a strategy called 
influencer marketing where individuals post brand-related content on social media 
platforms (Carter, 2016, p. 2). Influencer marketing has several benefits; First of all, an 
influencer usually has a lot of followers on social media and the influencer can therefore 
reach many people with the marketing of a brand (AlFalahi et al., 2014, p. 162). Influencers 
are generally perceived with more credibility when marketing a brand than companies are 
which makes the marketing efforts more successful (Singh et al., 2008, p. 285). Instagram 
is a social media channel that is an optimal platform for managers to combine marketing 
with the aspect of entertainment since people visit Instagram for enjoyment and customers 
are therefore more likely to be receptive to the marketing message (Carter, 2016, p. 2). 
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3.4.2 Interaction 
Interaction in the context of SMM refers to the exchange of information and opinions with 
other people and the interaction in social media has changed the communication between 
brands and customers (Godey et al., 2016, p. 5834). Interaction is a key motivator why 
individual chose to engage in user-generated channel social media (Muntinga et al., 2011, 
p. 19). Furthermore, Colliander et al. (2015, p. 182) state that the core component of social 
media is interaction and therefore it is natural that customers expect to have a dialogue on 
social platforms. The key issue for companies is to decide to what extent they should 
engage in these conversations when formulating a social media strategy (Colliander et al., 
2015). Martin and Todorov (2010, p. 62) claim that brands must have a balance regarding 
how frequently messages are sent out through social media channels, since customers can 
either lose interest if messages are not pushed often enough, or feel overwhelmed if they 
are exposed with too much information. It is also important that communication with 
customers is a two-way street - the customers must be able to have a conversation directly 
with the brand in order to maintain customers’ engagement (Martin & Todorov, 2010, p. 
63). However, Colliander et al. (2015, p. 191) argue that even though brands should strive 
to have a balance in their communication, the use of dialogue itself will enhance customers’ 
attitudes towards a brand compared to the traditional one-way communication. The 
interaction indicates that the brand cares about their customers and that they are confident 
in products or services that are marketed, which in turn leads to stronger perceptions of the 
brand (Shi et al., 2016, p. 581). 
 
Godey et al. (2016, p. 5633) conclude that in order for companies create a successful 
interaction with its customers, the posted messages have to be unique, relevant for the 
targeted segment and managers should actively engage in conversations. Sashi (2012, p. 
254) argues that with the interactive nature of social media, which have the ability to 
establish conversations between individuals and firms in the community between sellers 
and customers to involve the customer in the content generation and value creation phase 
with the potential to serve customers and satisfy their needs. 
 

3.4.3 Trendiness 
SMM is characterized by trendiness, which means it is a channel that has the ability to 
provide customers with the latest information and news about brands (Godey et al., 2016, p. 
5835). Kim and Ko (2012, p. 1483) mean that a company should strive to be the first one to 
post news on social media in order for customers to perceive the brand's social media sites 
as trendy. As mentioned before, the shift in communication has lead customers to use social 
media to search for information about products and brands before making a purchase 
decision and not through the traditional advertising (Kohli et al., 2015, p. 38). Leeflang et 
al. (2014, p. 2) explain that it becomes more common for customers to base their purchase-
decision on brand reviews they see on social media. Customers also perceive social media 
as a trustworthy channel to gather information from, rather than information that is 
provided through advertising that is directly sponsored by corporations (Mangold & Faulds, 
2009, p. 360). 
 
According to Muntinga et al. (2011, p. 27), the gathering of information is one of the main 
reason why people get engaged on social media and the information aspect can be divided 
into four dimensions; surveillance, knowledge, pre-purchase information and inspiration. 
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Surveillance concerns customers desire to be updated on what is happening in the social 
media world (Muntinga et al., 2011, p. 27). One way for customers to keep up with the 
social environment is to follow their favorite brand on Facebook, and through that be 
informed about new products and trends, but also be able to see how other customers feel 
about certain brand-related news (Pham & Gammoh, 2015, p. 331). However, the 
surveillance dimension requires companies to engagement on social media to provide the 
information customers requests (Muntinga et al., 2011, p. 27). Knowledge describes 
customer's motivation to engage in social media sites because they want to gather brand-
related information that is derived from other customers’ experience and knowledge about 
certain brands (Muntinga et al., 2011, p. 27). Customers also chose to engage in brand-
related content to collect pre-purchase information that is provided by other customers in 
forms of product and brand reviews (Tiago & Veríssimo, 2014, p. 704). According to Shi et 
al. (2016, p. 580), if a customer perceives that the content posted by brands are relevant and 
useful information, it is more likely that the customer will continue to interact with the 
brand on social media. Social media can also be consumed for inspiration, and by watching 
other customers’ purchases can, in fact, have a positive impact on purchase-decision and 
brand preferences (Muntinga et al., 2011, p. 28).  
According to Hutter et al. (2013, p. 343), it is important that brands are considerate of the 
information they post on social media since individuals rely more than ever on their social 
networks when making purchase decisions. 
 

3.4.4 Customization 
Customization concerns the relevance of social media messages and if they are tailored 
according to customer's preferences or the intended audience and the relationship the 
individual has to the company or brand (Killian & McManus, 2015, p. 544). Customers 
want products and services that meet or exceed their individual requests (Galbreath & 
Rogers, 1999, p. 163). Further, Godey et al. (2016, p. 5835) define customization as “the 
extent to which social media channels provide a customized information search and a 
customized service”. Customers like the feeling of being special and companies should 
strive to provide offers that are aimed to an exclusive group of customers or individuals 
(Mangold & Faulds, 2009, p. 363). According to Zhu and Chen (2015, p. 337), two levels 
of customization on social media exist; postings and messages that are tailored to one 
specific individual or a small group of people, and the other level consists of messages that 
are intended for everybody that is interested, such as broadcasts. It is necessary for 
managers to identify and understand their customers’ preferences and needs, and the social 
media site that customers interact on might give a hint of which SMM-strategy that will be 
most successful (Zhu & Chen, 2015, p. 340).  
 
People interact on Facebook with the purpose of building relationships, and even though 
most advertisements on Facebook are static ones, they are not successful due to the fact that 
people visit Facebook for social reasons - not to interact with companies (Piskorski, 2011, 
p. 118). When marketing on relationship-oriented SNS, managers must take the social need 
into consideration (Kohli et al., 2015, p. 43). Zhu and Chen (2015, p. 340) claim that an 
efficient SMM-strategy on Facebook should present a product or services that will enhance 
customers’ relationships with others and the SMM-strategy should combine the exposing of 
a brand and at the same time customize the advertising in accordance with customers’ 
social needs. Today, mass customization is growing due to the evaluation of social media 
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and Internet and mass customization seeks to produce goods and services uniquely tailored 
to the needs and wants of the individuals who buy them (Galbreath & Rogers, 1999, p. 
163). 
 

3.4.5 eWOM 
Marketers have long sought to harness and manage interactions such as communication 
between peers to their advantage (Litvin et al., 2008, p. 458). WOM is spread through 
experiences and it is usually the opinions leaders that spread WOM (Richins, 1983, p. 68). 
Opinion leaders are the ones that actively interpret the information and deliver it to the 
opinion seekers (Litvin et al., 2008, p. 459). With the development of Internet and Web 2.0, 
social media brought WOM into a new phase of communication which is called the 
electronic Word of Mouth (eWOM) (Henning-Thurau et al., 2004). The benefit with 
eWOM is that a user will have the ability to gather information before a purchase and 
comment on a brand that you have bought, which will help others in their purchase decision 
(Henning-Thurau et al., 2004, p. 41). Litvin et al. (2008, p. 461) define eWOM as “all 
informal communications directed at consumers through Internet-based technology related 
to the usage or characteristics of particular goods and services, or their sellers”. The 
greatest challenge the companies are facing is to motivate authentic, happy customers to 
provide new potential customers with accurate and helpful information. However, unhappy 
customers are more prone to share information than happy ones (Gelb & Sundaram, 2002, 
p. 24). 
 
There is a shared agreement among researchers that eWOM has a significant impact on 
customers’ brand choice and that it is a powerful marketing tool due to its perceived 
trustworthiness and credibility (Henning-Thurau et al., 2004; Gelb & Sundaram, 2002; 
Strauss, 2002).  Because customers are familiar with the source of that type of information, 
they perceive the content to be more reliable (Hutter et al., 2013, p. 345). eWOM is 
different compared to offline WOM in the sense that it is more accessible for people and 
has a greater publicity potential (Henning-Thurau et al., 2004, p.43-44). This means that 
positive eWOM has the ability to reach a large number of customers and have a positive 
impact on brand preferences but the accessibility can also be devastating for a company if a 
customers have had a negative experience with the brand and decide to share the 
dissatisfaction on social media (Tsao & Hsieh, 2015, p. 513). 
 
 According to Kietzmann and Canhoto (2013, p. 154), it is crucial for companies to 
understand how to respond to eWOM in an efficient way, in order to increase consumer’s 
perception of a brand and prevent the spread of negative reviews online. Strauss (2002, p. 
174) argues that customers have two expectations on how firms manage complaints, the 
desired and adequate response. When customers decide to complain, the adequate 
expectation from the company is politeness, show empathy to customers’ feelings, a contact 
person should be accessible, active feedback and a clear effort to try to solve the problem 
(Strauss, 2002, p. 174. The desired complaint respond consists of an additional factor; the 
customer expects a fair outcome of the problem, such as a compensation that compares to 
the negative experience. Further, Strauss (2002, p. 177) explains that if a consumer is 
satisfied with how their complaint is handled, it will lead to consumer satisfaction and 
retention. Kietzmann and Canhoto (2013, p. 156) conclude that eWOM is a phenomenon 
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that cannot be disregarded and if a firm is absent in the management of eWOM, the 
customer will notice it. 
 

3.5 Conceptual model 
In section 1.3 Theoretical background and research gap, it was concluded that few studies 
exist regarding how SMM influence CBBE. The research that has investigated on the 
subject was conducted in a specific industry - the luxury fashion brand sector or specific 
dimensions of CBBE has been studied in isolation. For instance, Erdoğmuş and Cicek 
(2012, p. 1358) have studied the impact SMM has on brand loyalty and the result concludes 
that SMM has a positive impact on customers’ loyalty to a brand and posted content on 
social media that was seen as entertaining and of relevance by the customers was 
particularly effective. 
 
The research conducted by Nisar and Whitehead (2016, p. 751) showed that the 
engagement by brands on SNS and their presence in terms of a brand page have a positive 
impact on brand loyalty. Kim and Ko (2012, p. 1480) conducted a study in the context of 
luxury fashion brands that investigated the impact the five SMM-activities entertainment, 
interaction, trendiness, customization and eWOM have on CBBE. The result showed that 
the SMM-activities that were present in the study had a positive influence on the CBBE 
drivers brand awareness, perceived value, brand personality, brand associations and 
perceived uniqueness. 
 
Godey et al. (2016, p. 5835) investigated the influence of the SMM-activities that was 
developed in Kim and Ko´s (2012) study, on other dimensions of CBBE, also in the context 
of luxury fashion brands. Godey et al. (2016, p. 5835) based their research on the CBBE 
dimensions brand awareness and brand image that derived from the research conducted by 
Keller (1993). All components of SMM had a positive impact on CBBE, but in particular, 
entertainment, interaction and trendiness have a major influence, customization and eWOM 
influence brand awareness and brand image, but to a lower impact (Godey et al., 2016, p. 
5839). Furthermore, the SMM-activities had a positive influence on the loyalty customers 
have towards a brand and they were more willing to pay a premium price (Godey et al., 
2016, p. 5836). In conclusion, the result from the study conducted by Godey et al. (2016, p. 
5839) shows that SMM-activities should be considered as a tool to raise brand awareness 
and as a channel to building brands. 
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Figure 1. Conceptual model developed by Godey et al. (2016). 

 
Godey et al. (2016) state that their holistic framework of how SMM-activities impact 
CBBE is a contribution in the area that currently missing substantial empirical studies. 
They suggest that future research should not only apply their framework in other contexts 
than in the luxury fashion industry, but also include more dimensions of CBBE than only 
brand awareness and brand image. Therefore, we have modified the model according to the 
five dimension of CBBE that is central in this research. 
 
The conceptual model is created with the purpose to visualize our research question that 
combines the main theories of this thesis; SMM and CBBE. It has been concluded that 
entertainment, interaction, trendiness, customization and WOM all are elements of SMM 
that have a positive impact on customers’ brand image and brand awareness in the luxury 
fashion brand sector (Godey et al., 2016) We believe that their general framework on SMM 
can be applicable to other industries as well. As Godey et al. (2016) proposed, we have 
chosen to include other dimensions of CBBE in our research as well to examine if SMM 
can enhance the components of CBBE provided by Aaker (1992a) brand awareness, brand 
loyalty, brand associations and perceived quality. 
 
 

 
Figure 2. Our conceptual model 
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4. Practical Method 
This chapter consists of explanations regarding how this study was conducted. First, the 
methods of collecting data will be presented as well as the participants in this study. 
Thereafter, we describe how the qualitative data will be analyzed and the chapter ends with 
a discussion on the ethical aspect of conducting qualitative research.  
 

4.1 Data collection methods 
The collecting of data that is necessary to answer the research questions and fulfill the 
purpose of a study can be gathered either by using secondary or primary data (Saunders et 
al., 2012, p. 316). Data that is collected by other researchers for other studies is secondary 
data and such data has been gathered with a different purpose and not from the respondents 
in the particular research in question (Greener, 2008, p. 73). Primary data on the other hand 
are obtained for the specific research by using a data collecting method that is appropriate 
in regard to the research question (Hox & Boeije, 2005, p. 593). In order to be able to 
answer our research question; how do social media marketing activities influence customer-
based brand equity, we have to collect primary data since a similar study has not conducted 
before and relevant information is not available. Further, Greener (2008, p. 73) argues that 
secondary data can be problematic to use for qualitative studies since it is likely that a 
similar study has not been conducted before, and therefore is the secondary data generally 
not suitable for such study and a method for collecting primary data should be designed. 
This reasoning strengthens our choice of data collection method since this study is of 
qualitative nature and that the identified gaps in existing literature only can be filled with 
primary data. 
 

4.2 Qualitative data collection 
After the realization that collecting primary data is the optimal method for this specific 
research, we decided that interviews are the most suitable qualitative data collection 
method in order to answer our research question. Saunders et al. (2012, p. 388) claim that 
interviews as a data collecting method are approached differently depending on the research 
are based on an objective or subjective perspective, where an objectivist sees an interview 
as a tool to gather factual data but and not creating an understanding of the respondents’ 
perspective. A subjectivist on the other hand, perceive the reality as constructed by social 
actors and therefore is interview data co-produced by the respondents and interviewer 
(Saunders et al., 2012, p. 390) In alignment with our physiological assumptions, it is natural 
that the interviews in this study are subjectively approached and designed. 
 
Interviews can be conducted in several ways. Structured interviews container of 
predetermined questions which often result in many questions and short answers and the 
respondents have no possibility to elaborate on their answers any further (Wilson, 2014, p. 
162) This type of interview is not the best option for our study since we want the 
respondent to share their experiences and opinions about the topic, which fixed and specific 
questions would not allow. On the other side of the spectra is an unstructured interview, 
which allows the respondent to speak freely about the topic since no questions are prepared 
or predetermined (Cachia & Millward, 2011, p. 269). Due to the fact that this study requires 
specific themes to be covered during the interview, such as CBBE and SMM, unstructured 
interviews not an option. Semi-structured interviews consist of an interview guide with 
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questions that cover certain topics but the respondent are able to elaborate their answers and 
the interviewer has the possibility to ask follow-up questions (Bryman & Bell, 2011, p. 
467). We believe that this type of interview is the best method of collecting the data as the 
respondents will be asked the same questions which are necessary to detect patterns among 
the answers, but also have the ability to freely elaborate on their opinions regarding certain 
themes which will generate a richness in the answers. 
 

4.3 Sampling 
In order to address the purpose of this study, it was necessary to identify the relevant 
sample of the population that we aim to study. According to Ghauri & Grønhaug (2010, p. 
139), the sampling process consists of two main categories, probability and non-probability 
samples. When there is an equal change for every unit of the targeted population to be 
selected for participation in a research object - it is a probability sample (Saunders et al., 
2012, p. 275). The main advantage of a probability sample is that the result of such study is 
representative of the population, which makes the findings generalizable (Bryman & Bell, 
2011, p. 185). The targeted population in this research is all managers that work at a 
company that uses social media as a marketing tool as well as all their customers that 
follow the brand on social media.  It would be a tremendous amount of work to identify the 
sample frame and for that reason; a probability sample was not an option for our research. 
In contrast to probability sampling, a nonprobability sample is often easier to obtain but the 
result from such sample cannot be generalized because it is not possible for the researcher 
to guarantee that the specific sample represents the whole population (Connaway & Powell, 
2010, p. 117). The aim of this study is not to draw generalization that is applicable to all 
companies; instead, the purpose of this research is to study the influence SMM activities 
have on CBBE. Therefore, we claim that there is no problem to use a non-probability 
sample for our research. A convenience sample is a non-probability sample which consists 
of units that are selected due to their accessibility (Bryman & Bell, 2011, p. 190), and the 
sample for this study are of such nature. 
 
We have decided to investigate our topic both from the representatives of the brands’ 
perspective as well as customers’ perceptions, which makes the sampling procedure 
twofold. The first step in the sampling process was to identify companies that were present 
on at least one social media channel, which was the main criteria to be selected. We believe 
that it would be beneficial to sample small, medium and large organizations from different 
industries in order to investigate the topic from different angles. The initial e-mail that was 
sent out to nine Swedish companies were we requested to get in contact with the employee 
who has the best knowledge about SMM and customer relationship whereof five employees 
was interested in meeting for an interview. The customers of the respective company were 
found on their social media channels and were thereafter contacted regarding a meeting. It 
resulted in interviews with two customers of each company according to the following 
criteria; The customer had to at some point bought the company´s product/service and 
follow the brand on at least on social media channel. 
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4.4 Interview guide and interviews 
An interview guide is often used when conducting semi-structured interviews (Bryman & 
Bell, 2011, p. 467). In this research, we are using a semi-structured interview and by using 
semi-structured interviews, there are two primary considerations. A semi-structured 
interview guide gives the interviewer the possibility to ask follow up questions and go 
deeper in the line of questioning, it can also give the interviewee the possibility to clarify 
some of the answers (Barriball & While, 1993, p.  330).  The other reason why using semi-
structured interviews is that every interview subject has different histories and knowledge 
which precludes the use of standardized questions (Barriball & While, 1993, p. 330). The 
interview guide is based upon the elements of SSM and how it affects the respective 
dimensions of CBBE. The questions in the interview guide questions are linked to the 
theories of SMM and CBBE and our conceptual framework. We structured two different 
guides, one for the customers and one for the companies. The formulation of the questions 
differs a little bit due to the knowledge we wanted to extract from the different interviews. 
The interview guides can be found in Appendix 1 & 2. 
 
The interviews were conducted between the 4th and 21st of April 2017 in the locations of 
the companies or at the most convenient place for the respondents. We conducted the 
interviews with the representatives of the brands face to face, which is the most common 
way of conducting interviews (Saunder et al., 2012, p. 391; Ritchie & Lewis, 2003, p. 36). 
With the customers, there was a mix of face-to-face interviews and one telephone 
interview. In terms of the interview process, we started every interview explaining the 
purpose of our thesis this (we had already given them the information in the mail we sent 
out beforehand with questions and the estimated time). Thereafter, we asked if we were 
allowed to record the interview so that we would not miss any important aspect during the 
interview. The first five to ten minutes is important where they are determining how the rest 
of the interview will proceed and in which mood (Ghauri & Grønhaug, 2010, p. 131). How 
the respondent is dressed, speak and arrive time to the meeting have an impact on how the 
respondent will be perceived by the interviewee (Ghauri & Grønhaug, 2010, p. 130). If the 
interviewer wears shabby jeans, it might have a negative impact on the professional 
appearance and the interviewer might not be taken seriously from the beginning (Ghauri & 
Grønhaug, 2010, p. 130). 
 
During an interview, it is important that the collection of information is asked and answered 
in a format so that the answers will be susceptible to analysis (Devers & Frankel, 2000, p. 
268). Asking questions and getting answers is a lot harder than it might seem, the answers 
could often be interpreted differently (Fontana & Frej, 1994, p. 361) That is why it is so 
important during the interview to keep the conversation fluent and understandable for both 
parties (Ghauri & Grønhaug, 2010, p. 131). It is important to not use complex language 
because even CEOs or managers that have been working in the field for a long time do not 
always understand the textbook terminology (Ghauri & Grønhaug, 2010, p. 131). During 
the interview, it is important that the interviewer takes it slow and let the respondents take 
the time to think about the answer (Bryman & Bell, 2011, p. 476). It is important that there 
is a balance in regards to how much the interviewer talk. If the interviewer talks too much, 
the responded will be passive (Bryman & Bell, 2011, p. 476).  If the interviewer talks too 
little, the respondent could feel like they are not making themselves clear and are talking 
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outside to someone that does not understand what is said (Bryman & Bell, 2011, p. 476). If 
the participants feel comfortable, they are more willing to express their own personal 
meanings and the job for the interviewer is to control the conversations so that the personal 
opinions are related to the question (Ghauri & Grønhaug, 2010, p. 131). Therefore, how the 
question is asked is important due to the how it changes in time for every interview; the 
interviewer cannot ask every question exactly the same every time it has to be reformulated 
depending on the interviewee and where in the conversation the question is asked (Ritchie 
& Lewis, 2003, p. 115). 
 
We conducted one interview with a customer over the phone which according to Rogers 
(1976, p. 63) can be difficult to schedule due to the reluctance of the interviewees to 
conduct an interview over the phone.  conducting an interview over the phone might give 
the responded the impression that they are not important enough to do a face-to-face 
interview (Rogers, 1976, p. 63). However, telephone interviews are conducted because of 
the practical and administrative advantages they give over face-to-face interviews 
(Colombotos, 1969, p. 773). There is a risk that the interview becomes more mechanical 
with shorter answers, which could result in not complete or accurate information (Rogers, 
1976, p. 63). 
 
Our interviews were conducted in Swedish we did not want the interviewee to feel 
uncomfortable by having the interview in a language they might not fully master. If an 
interviewee does not fully master the language, they might not be as explicit in their 
responses as they would if they spoke their native language, and they could give the 
impression of being reserved (Welch & Piekkari, 2006, p. 428). We believe that because 
the interviews were conducted in Swedish, we got fruitful information due to how 
comfortable they were during the interview process. 
 
After the first interview, we changed the order of how we asked the questions because we 
felt that the order would be better and give us more specific answers. By changing the order 
of how we ask questions during the interview could cause problems in the replies where 
there is a possibility to miss some of the questions which could cause a source of variability 
(Bryman & Bell, 2011, p. 213). After the interview is conducted it is good to write down 
the important points from the interview and the practical details while the authors still have 
them fresh in memory (Ghauri & Grønhaug, 2010, p. 132). Furthermore, it is important that 
the notes that have been taken during the interview such as feelings, nods on specific times 
or other body signs that have been made during the interview that cannot be heard on the 
recordings (Ritchie & Lewis, 2003, p.182). When all the information is collected it is 
important that organize it, some researches use programs to organize the information 
(Devers & Frankel, 2000, p. 269). We do not have that luxury so we decided to make a 
thematic paper where we organize all the relevant information. Some of the respondents 
wanted to get a copy of the transcription after the interview was conducted to see whether 
or not they said something that was out of place or if they wanted to clarify any answer. 
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Table 1. Interviews with companies’ 

Interviewee position Duration 
of 

interview 

Gender & Date Environment 

Marketing Manager (Alfa) 57 min Women 11/4 -
2017 

Little bit noisy, was done in 
a restaurant. 

CEO (Beta) 37 min Man 23/3 -2017 Little bit noisy, in the 
production facility 

Head of social media marketing 
manager (Cesar) 

38 min Women 21/4 -
2017 

Calm, in a conference room 

Head of social media marketing 
(Delta) 

49 min Man 4/4 -2017 Calm, in a conference room 

Head of social media marketing 
(Echo) 

61 min Women 11/4 -
2017 

Calm, in a conference room 

 
This table is provided so that the reader could get an overall picture in regards to who and 
which position the respondent have, which could give a deeper knowledge before the 
empirical findings chapter. As could be seen the interviews was conducted on the place of 
work of the responded to give them a sense of calm and security so that they will feel 
comfortable which in turn can generate a better interview. We included the position every 
interviewee has to show that they have the knowledge that is needed to answer the 
questions from our interview guide. 
 
Table 2. Interviews with customers’ 

Company & Gender Time of interview Date/Type of interview 

Alfa 1 Man 19 min 10/4 -2017  By phone 

Alfa 2 Women 17 min 21/4 - 2017 Face to Face 

Beta 1 Man 16 min 21/4 - 2017 Face to Face 

Beta 2 Women 25 min 22/4 -2017 Face to Face 

Cesar 1 Women 18 min 2/5- 2017   Face to Face 
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Cesar 2 Women 23 min 26/4 - 2017 Face to Face 

Delta 1 Man 16 min 28 /4 -2017 Face to Face 

Delta 2 Man 16 min 28 /4 -2017 Face to Face 

Echo 1 Women 16 min 28 /4 -2017 Face to Face 

Echo 2 Man 18 min 23/4 - 2017 Face to Face 

 
The interview with the customers was conducted either on phone or face to face. 
Sometimes the way the interview is conducted could have an impact on the length of the 
interview and the amount of data that is collected. This table is constructed to give the 
reader an understanding of the participants before the empirical findings are presented.  
 
We have included the aspect of gender in both tables so that the reader could see that both 
the respondents and companies are diversified in terms of gender. The input of date of the 
interview could also give the reader a deeper knowledge in regards to how our knowledge 
developed but also how comfortable we were during the interview.  
 

4.6 Transcribing 
Transcribing qualitative interviews is a time-consuming business due to that the researchers 
do not only have to transcribe the words that are spoken but also the emotions and the how 
that the interview subject is responding to the questions (Saunders et al., 2012, p. 572). 
Bryman and Bell (2011, p. 465) argue that there are many advantages to why a researcher 
should transcribe the interviews. Furthermore, due to limitations of the memory, 
transcribing help with remembering all the necessary details from the interview (Bryman & 
Bell, 2011, p. 481). Also, transcribing permits other researchers to check the interviews in 
terms of validation for future research (Bryman & Bell, 2011, p. 481). The authors of this 
thesis have chosen to transcribe the interviews shortly after conducting the interviews so 
that the meeting is fresh in memory which makes it easier to remember how the respondent 
acted and which emotions was shown. Saunders et al. (2012, p. 572) recommend 
transcribing shortly after the interviews have been conducted to limit the risk of getting a 
build up of interviews recordings and transcribing. 
 
When transcribing interviews, there is a chance that some of the interviews would not be 
transcribed correctly (Saunders et al., 2012, p. 572). Data cleaning is a process that is 
conducted to make sure that no important detail from the interview is overlooked (Devers 
& Frankel, 2000). The transcription is checked one more time to minimize the possibility of 
mistakes (Saunders et al., 2012, p. 572). In the end, it is an extensive work to collect and 
organize all the information that is gathered from the interviews and many researchers use 
data programs to collect and categorize the information gathered during the interviews 
(Devers & Frankel, 2000, p. 269). We choose to put all the collected information into a 
thematic charting where all the information is sorted in under the correct headline to make 
it easier to organize the empirical findings. 
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4.7 Thematic analysis 

The qualitative method usually generates a large amount of data and the analysis and it is 
necessary to structure the information in a way that enables interpretation and to some 
extent generalizations (Malterud, 2001, p. 486). The choice of analysis techniques is partly 
determined by the research approach and one of the methods that are suitable for both 
inductive and deductive analysis is the thematic analysis (Saunders et al., 2012, p. 579). By 
using such approach, the researcher search for themes in the data that allows interpretations 
of the topic that are being studied (Green et al., 2007, p. 549), and the thematic analysis is 
the approach that will be used in our thesis. Saunders et al. (2012, p. 579) explain that if the 
thematic analysis is based on an inductive approach, themes will evolve during the analysis 
while themes in the deductive approach are connected to theory. Since this research is 
based on the deductive approach, the themes in our thesis are the elements that the main 
theories CBBE and SMM consist of. Thus, the themes are derived and predetermined from 
the chosen literature before the process of analyzing the data begins. Ghauri and Grønhaug 
(2010, p. 206) argue that even though existing theories may be the foundation of the 
analysis, it is important that theory will guide the research instead of dictating it. In this 
case, this means that our themes will enable previous theories to be investigated but the 
analysis may generate additional factors or insights that the themes do not cover. 
 
Transcribing the data is a necessary step before the thematic analysis begins as it makes the 
researcher familiar with the information that is gathered while searching for patterns and 
meanings in the data makes the analysis process easier (Saunders et al., 2012, p. 768). As 
mentioned before, we have gone through our transcription several times to make sure that 
no important information has been left out and we are therefore familiar with the data that 
is subject to analysis. Attride-Stirling (2001, p. 387) provides a tool that helps organizing 
the thematic analysis of the qualitative data - a thematic network analysis. The first step in 
the thematic network analysis is to reduce the large amount of data that has been gathered 
by coding it (Attride-Stirling, 2001, p. 390). According to Attride-Stirling (2001, p. 390), 
the coding of data can be done in several ways and depends on the researcher's objective. 
Our deductive research approach has guided the coding of our data and it is arranged based 
on the chosen theoretical constructs that are being studied. The data has to be reduced and it 
is accomplished by coding the data (Attride-Stirling, 2001, p. 390). This means that 
meaningful and interesting segments of texts are group together to make the data clearer. 
After the data has been coded, the next step is to identify themes that have emerged from 
the coded segments of text and those create the thematic network (Attride-Stirling, 2001, p. 
390). Thereafter, the data is the subject of analysis in regards to the thematic networks that 
is influenced by the research question and theoretical constructs (Attride-Stirling, 2001, p. 
390). The themes that derived in the thematic analysis can be found in table 3.  
 

4.8 Ethical considerations 
During the research process, there are several ethical issues that the researcher has to raise 
and consider in order to avoid that the study is conducted in an unethical manner and 
improve the quality of the research (Bryman & Bell, 2011, p. 123). Wilson (2014, p. 18) 
states that a researcher has a responsibility to conduct the research according to moral and 
ethical principles and these considerations should be present at the beginning and 
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throughout the research process. Saunders et al. (2012, p. 239) define ethics within the 
research context as “the standards of behaviour that guide your conduct in relation to the 
rights of those who become the subject of your work, or are affected by it”.  We will now 
present and discuss the main ethical considerations that have arisen in our research and how 
these have served as guidelines for the outline of this thesis. 
 
Research within the fields of business and management involves humans and their 
participation in the research process raise the greatest of ethical concerns (Saunders et al., 
2012, p. 220). First and foremost, it is crucial that the participants in the research is treated 
with respect and is not harmed in any way (Diener and Crandall, 1978, p. 19). Harm can be 
manifested through stress and discomfort and the researcher is responsible for assessing the 
risk of harming the participants during all stage of the research to actively work to 
minimize the possibility for it to occur (Bryman & Bell, 2011, p. 128). We have during all 
meeting and communication with the companies and customers made sure to show all 
people with the greatest of respect. The participants have themselves suggested a time and 
place that are most convenient for them to conduct the interview and we have adjusted our 
schedule according to their preferences. It was of great importance for us to act in a 
professional way throughout all interaction with the participants, as we do not only 
represent ourselves in a business context, but also as representative students at Umeå 
School of Business and Economic. 
 
 
It is important that the individuals who are approached for participation in the research are 
well informed of why they are selected and the purpose and objectives of the study (Ritchie 
et al., 2013, p. 83). Saunders et al. (2012, p. 234) claim that is vital for a researcher to make 
sure the individual knows what is required of their participation to avoid misconceptions 
that can be time-consuming or even unethical for the respondent. According to Bryman and 
Bell (2011, p. 133), the researcher should provide the participants with the necessary 
information for them to make a decision whether they want to participate in the study or 
not. The initial contact with the companies’ representatives was through an email with an 
introduction of ourselves and a presentation of the topic and purpose of the study. We 
specified that we aimed to get in contact with a person at the company who are 
knowledgeable about SMM and CBBE.  
 
Regarding the contact with customers, the same content was sent to them but through 
Facebook instead but with the specific requirements for that sample (following the brand on 
social media and have made a purchased from the brand). We also clarified that the 
interview would take approximately 30-60 minutes. Even though we believed that most 
interviews would not proceed over 60 minutes, it was important for us to estimate the time 
instead of misleading the respondent with a short meeting that potentially could create 
stress and a negative attitude toward the research object. Furthermore, Christians (2000, p. 
144) emphasizes the importance of ensuring the individuals that participation in research is 
voluntary. This was by all means presented to the respondents and we were clear to express 
our gratitude for sharing their time and expertise.  
 
Another ethical aspect that has to be considered is the anonymity of the participants that are 
involved in the research as well as the confidentiality of the information that is gathered 
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(Saunders et al., 2012, p. 235).  Confidentiality refers to the presentation of data in a way 
that identification of the participant is not possible and that the information it not shared 
outside the agreed context (Wiles et al., 2008, p. 418). Respondents anonymity is often seen 
as an essential part of the research process but in some cases, the participant does not have 
a desire to be anonymous and it the researcher’s role to be attentive to their requirements 
(McCormack et al., 2012, p. 34). Both at our initial contact with the companies and 
customer and before the interviews began, we made sure that the respondent will be 
confidential in the study. All interviews were recorded after permission from the 
respondents and we ensured that the recorded material would be handled confidentially. 
Amongst all representatives of the companies, only one wanted to be anonymous while the 
other did not mind to be mentioned by the corporate identity. After an agreement with all 
participants, we decided to only provide a description of which industry the companies 
operate. 
 
Qualitative research is greatly dependent on individuals’ subjective experience and it gives 
an insight into people's lives (Brinkmann & Kvale, 2005, p. 157). However, it is crucial to 
not intrude the participant’s integrity by asking questions that are too sensitive or in any 
way force them to answer (Bryman & Bell, 2011, p. 137).  Brinkmann and Kvale (2005, p. 
167) argue that an ethical dilemma can arise during an interview since the researcher wants 
to gather as much information as possible and still respect the participant’s privacy. To 
ensure that the respondents would be as comfortable as possible during our meeting, we 
sent them the question in advance attached with a cover letter of the definitions of key 
concepts. It was important for us to not come across as intrusive in any way during the 
meeting. If we felt a sense of discomfort regarding a certain question, we did not ask them 
to further elaborate their answer and instead moved on to next question in the interview 
guide. 
 
Accuracy is one of the ethical principles in the context of research and it concerns a correct 
and adequate way of reporting and analyzing data (Saunders et al., 2012, p. 259). This 
means that the information should be processed according to the principles of 
confidentiality and anonymity and that the data is accurately interpreted and reported 
(Ritchie et al., 2013, p. 83). Throughout the data collection process and the written thesis, 
we have actively worked with ensuring the participants confidentiality and data has not 
been spread outside this context. Furthermore, the transcription has been thoroughly 
examined to avoid misinterpretations that would result in untruthful empirical findings. All 
respondents had the opportunity to read the transcription to make sure the information was 
interpreted correctly. 
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5. Empirical findings 
In this chapter, the empirical findings from the interviews will be presented. The chapter 
will be organized in accordance to the themes that derived in the thematic analysis and the 
theoretical framework that has been present throughout this thesis. The empirical findings 
are the foundation for the analysis and discussion that will be presented in a similar way. 
 

5.1 Social media marketing 
Regarding which platforms the brands are active on today, Facebook is the platform that all 
five brands were present and active on. Another platform that was well-used amongst the 
brand was Instagram. The representative from brand Cesar explains that they use both 
Facebook and Instagram. The representative from brand Beta states that they are “using 
mainly Facebook, Instagram and Youtube to a certain extent”. The marketing manager of 
brand Alfa on the other hand explained “we work with Facebook and Instagram. We do not 
use Snapchat yet; we will leave that platform for a while. We also work with TripAdvisor 
that is seen as a social media channel”. The head of SMM of brand Echo told us that the 
platforms they are using are Facebook, Instagram and Twitter. The representative of brand 
Delta explains that their “primary channel is Facebook and that it is the social media 
channel we have the largest fanbase on and where most of our customers are present. We 
also use Instagram and it is the channel that has had the highest growth rate recently”. 
 
When discussing which social media platform the customers are using, it was clear that 
Facebook and Instagram are two popular social media channels amongst the customers as 
well. For instance, customer Beta 2, who is a returning customer and on regular basis 
purchase products from brand Beta follows the brand on Facebook and Instagram. 
Customer Beta 1 on the other hand follows brand Beta on Instagram and is a returning 
customer as well. Customer Beta 1 explains “the reason why I repeatedly purchase from 
brand Beta is because they have really good products that are very useable”. Regarding 
brand Delta, customer Delta 2 follows them on Instagram and customer Delta 1 follows 
brand Delta on both Facebook and Instagram. Both the customers of brand Delta purchase 
from the brand on a regular basis. One of the customers, Alfa 2, explains that “I follow the 
brand on both Facebook and Instagram, but I actually prefer Instagram before Facebook 
because there are more pictures on Instagram”. Customer Alfa 1 states “I follow brand 
Alfa only on Facebook”. Alfa 2 have visited the hotel three times while customer Alfa 1 has 
visited them five times. Concerning brand Echo, customer Echo 2 follows the brand on 
Facebook and has used their services several times. Customer Echo 1 follows them 
Instagram and is as well as customer Echo 2 a returning customer. Cesar 1, who purchase 
products from brand Cesar several times a year, follows them on both Facebook and 
Instagram. Customer Cesar 1 explains the reasons why she following them on social media 
and it is because “I want to keep up with news about the brand and product releases and I 
want to get inspired”. Customer Cesar 1 follows brand Cesar on Facebook and purchases 
products from Cesar every other month.  
 
The representatives of the brands were asked how they use the social media platforms and 
if they used the social media channels to market their brands. The marketing manager of 
brand Alfa describes that “the purpose of social media is according to me to spread 
awareness but mainly profiling the brand. To make the customers aware of the brand and 
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reach a large audience”. The representative from brand Alfa explains more specific that 
“on Facebook, we want to show who we are as a brand and what we are proud of and have 
accomplished. On Instagram, I try to keep it more personal”. Further, the representative of 
brand Alfa state that for them, social media is one of many marketing channels. They work 
a lot with an e-mail list and also the local newspaper. Respondent Alfa says “I believe in 
long-term relationship with our customers and I believe in long-term marketing strategy”. 
Alfa clarifies that it is difficult to get continuity if changes in media channel occur every 
other month and it becomes difficult to see the effects of a specific marketing campaign. 
 
The representative of brand Cesar states that they “work with social media as a marketing 
channel and as a platform for customer service”. The representative of Cesar further 
elaborates the answer and says “we use social media to work with branding, promote our 
product line and raise questions that we know are relevant to our primary market area. 
What I mean when I say we use social media as a platform to manage customer service, it 
becomes natural to interact with the customers where they are. Many customers are active 
on social media and we have to be present when they want to communicate”. Likewise, 
respondent brand Delta explains that one of the main functions of social media is to interact 
with customers since the majority of customers turn to social media with questions. 
 
The marketing manager of brand Cesar was asked if they used Facebook and Instagram for 
different purposes and the respondent answered “no I would say that they have the same 
purpose. What distinguishes Facebook from Instagram is that on Facebook we conduct 
some of our customer services and that is because the customers request it. They do not 
request it on Instagram”. Respondent Echo states that they often use the advertising 
function on Facebook to market their brand. The representative of brand Echo explains that 
“we have used Snapchat when we have worked with campaigns and have let our customers 
take over Snapchat for a day, but we have not found an optimal way of for us to work with 
Snapchat”. The CEO of brand Beta explained that they mainly marketing their brand on 
social media and more specific, through content marketing.  
 

5.2 Entertainment 
In this section of the interview, we discussed how the different respondents in the shape of 
the consumer and businesses thought about the connection between the dimension of 
entertainment. From the interviews, we saw that the different businesses have different 
approaches to how they work with both influencers and other types of entertainment 
aspects to give the customers a better picture of their businesses. 

5.2.1 Companies’ perspective 
The five representatives of the brands were asked if they arrange competitions on social 
media and if they have used influential people to market the brand. The representative of 
brand Delta mentions that they have arranged competitions on social media with mixed 
result. The design of the competition is important; does it have the right designed and 
targets the right segment? It has to in order for it to be successful in building brand 
awareness. The marketing manager of brand Cesar states “it is rare that we arrange 
competitions on Facebook since we perceive that our customers do not request it”. Also, 
the marketing manager of brand Echo explains “we have not arranged so many 
competitions on social media. Instead, we use a lot of sponsored post on social media to 
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target a specific segment”. The representative of brand Alfa on the other hand provides 
another perspective and claims that “competitions push the awareness to a certain extent 
and especially if you get people to share it on social media. The goal with competitions is 
to spread awareness”. Moreover, respondent Alfa gives an example of a successful 
competition that spread brand awareness; “By arranging a competition on social media, we 
gained over 2000 followers in 48 hours”. 
 
“Influencers is the latest BUZZ word; we have used it on several occasions through blogs 
among others. It has to be the right match, if the match is not right it won't feel real” - 
Brand Delta 
 
This statement is important according to the representatives of the brands where many use 
influencers. The marketing manager of brand Echo explains, “We have worked a lot with 
influencers. The advantage of using an influencer is that it is not only we as a company that 
is saying something, and it has worked out really good for us with great response from our 
customers”.  The representative of brand Echo states that the use of influencers has 
increased the brand awareness, brand associations and our followers has not dropped off at 
all. Influencers were used by all brands that we interviewed in one way or another. For 
instance, the representative of brand Beta said that they are using influencers all over the 
world and that have given great results. Respondent Beta clarified that they have used 
influencers as a marketing tool due to how it will affect their internationalization. If the 
right person is used and if the customer appreciates that person, it will have a great impact 
on brand Beta´s reputation and perceived quality. Furthermore, the representative of brand 
beta discussed influencer marketing in relationship with brand awareness and association; 
“we collaborate with famous persons in the industry, in video clips and so on to spread 
awareness of the brand around the world”. The CEO of brand Beta explains that since they 
work towards a specific segment, it is harder for them to build the right type of association 
without the use of influencers marketing. 
 
Both the representatives of brand Delta and Echo have seen an increase in activities on 
different social media channels because of their use of influencers. Regarding brand Delta, 
the marketing manager explained that they have used different influencers, which were a 
part of the company and the chain in the production. The influencers were blogging about 
their experience, which gave people a better understanding of how the products are made. 
Brand Delta uses influencers both on Instagram and Facebook. Brand Cesar on the other 
hand does not use influencers because they are receiving enough attention as it is and have 
no use for influencers at the moment. The marketing manager of brand Cesar said “we get 
enough awareness when people are checking in on Facebook or Instagram, maybe it is 
because we only have been open for a year”. The representative of brand Cesar explained 
that they might use this type of marketing in the future. Brand Delta also used another type 
of marketing. They have used the social media platform YouTube to store and let 
customers look at old videos or commercials that are available all the time. 
 

5.2.2 Customers’ perspective 
Each customer was asked about their opinions regarding competitions arranged by the 
brand on social media. Customer Cesar 1 argues “competitions are not important because I 
do not have any energy to participate”. Likewise, customer Cesar 2 explains that 
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competitions are not that important and says “I can not even recall if I ever have 
participated in a competition on social media. The only time I would participate is if the 
price was really something I wanted but cannot afford”. What she means by that is that it 
takes a lot of time and effort to participate and will not generate anything tangible. As 
mentioned earlier, the marketing manager of brand Alfa thought that competition could be 
really useful and a good way to create awareness and association towards the company. The 
marketing manager thought that competitions on social media that people share to their 
friends on social media are particularly efficient when it comes to spreading brand 
awareness. However, customer Alfa 1 is against any competition where there is a 
requirement to share anything. He said,” as soon as there is not any type of sharing 
involved, I do not participate or compete in it”. On the other hand, the other customer we 
interviewed from brand Alfa has a positive view of competitions and said “I appreciate 
competitions, but it is important that it is easy to participate in order to get me interested”. 
During the interview with the customers of brand Echo, they explained that they did not 
think that competitions would change their perception of the brand. Customer Echo 2 said, 
“competition on social media would not draw attention and I would most likely not 
participate”. We asked Customer Cesar 2 if she thought that competition could bring 
benefits to the company in terms of the dimensions of CBBE and she said; “I do not think 
that it will change my perception of brand Cesar in the long run. I believe that people start 
following a brand when they have to because it is required by the rules of the competition 
and in that sense, it can raise brand awareness. But I think it is more efficient in the short 
run, I stop following that brand as soon as the competition is over”. 
 
We continued by asking the customers how they perceive influencer marketing to see if 
they have the same thought as the companies in regards to the effect of influencers. We also 
asked the customers if it would have a different effect if they used influencers they respect 
versus influencers that have a view that they do not agree with or respects. The concept of 
using an influential person to marketing the brand is appreciated by customer Beta 2 who 
believes that it can raise brand awareness; “I am positive towards that kind of marketing 
and I think it would reach a lot of people as well. It also feels more genuine to marketing 
the brand by using inspiring persons than by the traditional marketing”. Cesar 2 had a 
different view of how influential people could draw more attention than traditional 
marketing and she said; “I think it is really beneficial for companies to use other, inspiring 
people to marketing their brand. It gives a more genuine feeling and also more credibility. 
But it all depends on my personal feelings towards that person”. Moreover, Cesar 2 
explained that influencers can have an impact regarding how she perceived the brand. If 
someone she likes or dislikes is promoting the brand, it will change her perception of the 
brand. Cesar 2 said that if a person who she admires is promoting the brand, it will both 
have a positive impact on what she associates brand Cesar with how she perceives the 
quality of the brand. 
 
Customer Beta 1 said that “because if I see people that I respect marketing brand Beta, it 
makes me more interesting and I associate it with quality”. Not all had the feeling that 
influential people have an effect on how they perceive the brand. Customer Delta 2 said “I 
think I would be neutral to the effects of influencers due to my already established 
perception of the brand. I would not be affected by this type of marketing”. Customer Delta 
1 has the similar thought in those regards and stated “I do not think it will affect my 
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perception or association of the brand noticeable”. In contrast to customer Beta 1, 
customer Beta 2 said if someone that have a crazy view in his opinion, he would not buy 
anything from the brand anymore. Customer Delta 1 claimed that “it would not have a big 
effect if brand Delta used famous or influential people in their marketing campaign. 
Another customer stated that “influencers have an impact on what I association with the 
brand”. A customer and follower of brand Echo said that” influencers affect me more than 
I would like to admit”. 
 

5.3 Interaction 
In this section of the interviews, we discussed how the different representatives of the brand 
and customers perceived the aspect of interaction on social media. From the interviews, we 
saw that the brands had different approaches to how they interact on social media in order 
to build trust and respect between the brand and their customers. 
 

5.3.1 Companies’ perspective 
We asked the five representatives of the brands how often they post on social media. The 
marketing manager of brand Echo discussed the aspect of interaction on social media in 
regards to brand awareness and described “if you get engagement on social media it 
automatically spreads to a lot of people. The content that is posted on social media should 
make people engaged since it reaches a larger audience”. The respondent from brand Echo 
explained that “on Facebook, we post approximately at least one planned post a day and 
then it could be one spontaneous post as well. We post on Instagram 3-4 times a week. On 
twitter, it is one post a day since so much is happening”. 
 
In comparison, the representative of brand Alfa stated “we have a strategy to post at least 
four times a week on Facebook”. The marketing manager of brand Beta on the other hand 
explains that they use social media frequently and claims that they interact and post on 
social media almost every day. The rule of thumb is for brand Delta to post a couple of 
times a week. The respondent from Delta raised the question regarding posting the same 
content on different social media platforms. The representative of brand Delta describes 
that “it can be an advantage to convey the same message several times but in reality, it is 
not that appreciated by customers. There is a wear out effect. Instead, it is better to provide 
a different perspective on the same content”. Furthermore, the marketing manager of brand 
Delta explains that social media is a platform that is constructed completely different than 
traditional media when it comes to communication. Social media is more an open platform 
and the managers have to adjust their communication according to it. In conclusion, the 
respondent of brand Delta stated “it is not possible to ignore interaction - you have to 
engage in a dialogue with your customers.” 
 
The representative of brand Echo on the other hand said” I do not believe it the function of 
sharing the exact same content on both Facebook and Instagram because I do not think it is 
good”. Brand Cesar publishes the same content on both Facebook and Instagram since they 
perceive that there are different people who follow the brand on the different platforms. 
The importance of not losing followers is something that brand Alfa works with a lot and 
the marketing manager of brand Alfa said “we want to be a brand that customers want to 
follow and it is important that we do not post too much on social media because then they 
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will stop following us”. Furthermore, the representative of brand Alfa also said that they 
have chosen to engage differently on different social media platforms but they have to be 
able to interact quickly at those platforms as quick as they would answer the 
telephone; “We cannot begin a dialogue with our customers and not continue it”. 
 
The representative of brand Cesar shared with us that they post on social media 
approximately 2-3 a week. Moreover, the respondent of brand Cesar explained why: 
“the reasons why we post 2-3 times a week is because we have tried out different strategies. 
In the beginning, we posted intensive but then we have found a balance and we have 
noticed that our customers enjoy that kind of continuity. Customers do not want to feel 
spammed but at the same time not forget that the brand exists”. 
 
We asked all representatives of the brands how they think interactions on social media 
could strengthen the relationship they have with their customers and enhance their loyalty 
towards the brands. Respondent Cesar discussed how social media could strengthen trust 
amongst customer and explain that interaction is an important aspect.  The representative of 
brand Cesar describes that gaining trust is dependent on which type of brand and how the 
reputation is; “I think we have kept a high intensity regarding how often we respond to our 
customers. So when it comes to social media, I believe that we have a high trust amongst 
our customers because we constantly interact with our customers, answer what the ask us 
and update on social media on a regular basis”. The representative of Brand Echo 
confirms that it is important to interact with their customers on social media in order to 
build a relationship with them and states “the main interaction we have with our customers 
is to respond to their questions on Facebook”.  
 
On the other hand, the marketing manager of brand Alfa, who mainly work to maintain a 
good relationship through e-mail lists instead of social media explained that “I believe you 
can create brand loyalty on social media if you are able to keep it personal and have a 
long-term relationship where customers know what they get”. Likewise, the representative 
of brand Delta described that they work with maintaining customers in the long term and 
that it is a subject that goes beyond the use of social media. Even though brand Delta 
believes that social media can help build and maintain the relationship with its customers, 
brand loyalty mainly concerns offering products that customers requests. The representative 
of brand Beta explains that the main component in building long-term relationships with 
customers is partly trust and maintaining a high quality of the products. Respondent Beta 
concludes that if the brand has a strong perceived quality among the customers, social 
media can be a helpful tool to further strengthens the loyalty customers have towards the 
brand. 
 

5.3.2 Customers’ perspective 
We asked respective customers how often the brand should post on social media. Regarding 
brand Alfas strategy to post at least four times a week on Facebook, customer Alfa 2 claims 
that the brand “should not post every day, it would be too much. Maybe post 3 times a week 
on Facebook and Instagram would be better”. Customer Alfa 1 comment that posting on 
social media “more than every 2 days is too much. Otherwise I get sick of it”. Customer 
Cesar 1 states that posting every day on social media “is way too much but that the brand 
should post at least once a week”. According to respondent Cesar 2, it is important that the 
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brand post somewhat regularly and customer Cesar 2 is satisfied how often brand Cesar 
post on social media today. 
 
Customer Echo 2 claims that brand Echo posts interesting content frequently- not too often 
and not too seldom. Brand Echo is always posting relevant content, which makes it easier 
for them to post more often. Customer Beta 1 means that “brand Beta keeps a good stream 
of posts on social media” but customer Beta 1 also clarifies that up to three posts a day 
would not be too much. However, customer Beta 2 seems to disagree on the interaction 
activities of brand Beta and describes that they “post very irregularly. Sometimes it can go 
up 3-4 weeks before they post anything and sometimes they post 3 days in a row”. Beta 2 
elaborates the answer and explains that “at the same time, I react once they post. If they 
would post too often, I would not react. In that sense, it is a smart strategy. But in the end I 
think it would be better if they post approximately once a week in order not to forget about 
the brand. It is important with continuity”. Both customers Delta 1 and Delta 2 agree that 
posting on social media a couple of times a week is appropriate and it would not bother 
them in their “flow” either on Instagram or Facebook. 
 
Regarding the question if the customer perceives that a communication with the brand on 
social media can strengthen the relationship and enhance the loyalty they have towards the 
brand, customer Echo 1 said “I definitely think it can! Communication is really important”. 
Customer Echo 1 further elaborates and says that “it is possible for the brand to create 
loyalty amongst their followers and I think feedback is important!”. Likewise, customer 
Echo 2 also believes that interaction can strengthen the relationship towards brand Echo 
and said “personal interaction and communication is always better since having a dialogue 
with the brand gives answers to my questions”. Customer Alfa 2 argues that trust can be 
created through social media because it is easier for the brand to be personal on social 
media where he can get to know the staff and it does not have to be that formal. Also, 
customer Alfa 1 thinks that communication on social media can enhance the loyalty 
towards the brand because “it is not as stiff to communicate on social media”. Customer 
Cesar 2 claims that “if the brand has a continuity regarding how often they post on social 
media, it creates a trust in the sense that I know what I get and when. Also, if the brand 
responds to what I write to them on social media would enhance my trust towards them as 
a brand”. 
 
According to customer Cesar 1, the brand’s interaction will increase customer Cesar 1 
loyalty towards the brand. The reason why is because “social media works as a reminder of 
the brand which enhances my awareness of the brand and its products, which make me 
want to make a purchase”. Customer Cesar 1 further elaborates the answer and say that 
social media makes her more aware of a brand since it is often present on Facebook and the 
news feed more often than if she only would visit their corporate webpage. Many of the 
customers brought up that if they write something on social media, they would like to have 
some sort of response from the brand. For instance, customer Beta 2 said “it would be 
fantastic if they respond, because then I know they have seen what I have written. They do 
not have to reply a long message; they can just say “thank you for your comment”. If they 
do not say anything, I would feel disregarded”. 
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5.4 Trendiness 
Trendiness is an important aspect of SMM and has an impact on some of the dimensions of 
CBBE. In this section, we asked questions regarding if the brands take the latest trends into 
account when they are posting on social media. What does the customer want to know on 
social media and are the companies delivering the information that the customer wants in 
order to build a relationship with the customers? 
 

5.4.1 Companies’ perspective 
The representatives of the brands were asked if they believed that posting the latest trends 
and news about the brand on social media could increase customers’ perceptions of the 
brand. One of the respondents, Delta, argues that one of the purposes with their posts on 
social media is to create a relationship with their customers. Besides, the marketing 
manager of brand Delta states that it is particularly important to reach the large masses and 
spread brand awareness when they are launching new products and social media makes that 
possible. The representative of brand Cesar explains that what is published on social media 
varies and that they try to get a balance of brand-related content and posts that intent to 
spark the sales of certain products. 
 
The representative of brand Beta explains that the brand almost never uses traditional 
advertising and when they have something to say, they do it with a sponsored post on 
Facebook. Respondent Beta clarifies that “when we believe that a press release can have an 
impact on customer purchase intentions, we buy advertisements on Facebook. However, it 
is always the content that is the most important!”. 
 
The marketing manager of brand Alfa explains that they often post information on social 
media regarding certain questions they know customers will ask, such as the opening hours. 
By doing so, it prevents long response time to customers. The representative of brand Alfa 
state that “it is important that there always is an update on social media what we do and 
then you can be offering something without actually offering it!” The respondent also 
talked about the brand associations and that they have managed to put a stamp on the brand 
on different location and that every location has a “personal touch”. The representative of 
brand Alfa connects brand associations with how it can be transferred through social media 
and shares that “we use the same pattern that is on the floor in our advertisements to 
increase the association with the brand. By finding details that are strongly associated with 
our brand, you can use same details when marketing without having to tell it since it is so 
closely connected with the brand”.  Likewise, the representative of brand Echo brings up 
the topic of brand associations and that it can be created by “having an imaginary on 
Instagram with pictures and events that are associated with the brand”. The representative 
of brand Echo explains that “I try to trendspotting to be able to provide the latest 
information but it is difficult because trends are in constant change”. 
 

5.4.2 Customers’ perspective 
During the interviews, all customers were asked to describe if they use social media to 
gather information about the brand. The result shows that all customer uses social media to 
a certain extent to get brand-related information. For instance, customer Delta 2 describes 
the reason for following the brand on social media is to “keep updated what is happening, 



	  

	   45	  

to get information and get a perception of what the brand does and to get inspired”. Delta 
1 argues that social media is an efficient tool for spreading brand-related information since 
it has the ability to reach customers quickly. Customer Delta 1 also explains that he does 
not use any traditional media such as newspaper and therefore, social media is the only 
channel to get brand-related information. Delta 1 also claims that social media to some 
extent have an impact on brand awareness and decision-making process because “if I see a 
product on my newsfeed on Facebook, it can affect which product I purchase because I get 
curious and want to get more information”. 
 
Customer Cesar 1 explains that the main reason of following brand Cesar on social media is 
to stay “updated about news about the brand and to get inspiration”. Respondent Cesar 2 
explains that the main reason why I follow Cesar on Facebook is to see new product 
launches and get information about products before purchasing them.  Likewise, customer 
Cesar 2 want to get inspired by following brand Cesar on their Facebook page and suggest 
that the brand should create posts that show what could be done with the products and not 
only basic information that often is a bit boring. Customer Cesar 2 discussed the aspect of 
trendiness and brand awareness and said “social media have made the brand more present 
in my mind because I constantly get reminded of its existence that I probably would not get 
otherwise”. Customer Beta 2 follows Beta on social media to see brand-related content, but 
respondent Beta 2 also argues that social media has been a determinant factor on her brand 
awareness and stated that “without social media, I would not have a clue that this brand 
existed”. Also, customer Alfa 2 follows the brand Alfa on social media to keep updated 
what is happening and customer Alfa 1 confirms that by saying “I use social media to get 
information about the brand”. Moreover, customer Alfa 1 explained that the SMM-activity 
trendiness influences the awareness of brand Alfa and “by following the brand on 
Facebook, their posts appear in my newsfeed and it reminds me that I follow the brand and 
it affects my choice brand when I purchase”. 
 
According to customer Echo 2, Facebook and Instagram fulfill different purposes. 
Customer Echo 2 argues that the purpose of using Instagram is to find inspiration but the 
respondent prefers to follow brand Echo only on Facebook since it is a social media 
platform that provides more text and information about brand Echo. Customer Echo 1 on 
the other hand, agrees with customer Echo 2 that brand Echo does share brand-related 
information - but Echo 1 actually prefer more inspirational content than informational. 
When Echo 1 is asked what she associates the brand with, the first word that is mentioned 
is “informative”.  Customer Beta 1 comment on how brand Beta works with social media 
today and says “I think they manage their social media platforms well. It is a reasonable 
level of what they post and how they post it. It is also interesting that they repost other 
people's Instagram’s posts to see what they think about the brand”. It seems like Beta 2 do 
not agree with Beta 1 reasoning. Beta 2 argues that “the majority of brand Beta posts today 
are not related to the brand and I want to see more of that”. Furthermore, Beta 2 states that 
“I follow the brand on Facebook and I use Facebook almost exclusively to get information 
about the brand. Sometimes I use email instead of Facebook”. 
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5.5 Customization 
This section concerns how companies formulate their posts on social media to attract the 
right segment and customer. From the interviews, we wanted to know if companies think 
about posting towards a certain segment or not and if it has any impact on the customers. 
 

5.5.1 Companies’ perspective 
Customization is an important part of SMM and CBBE and important due to which 
segments the brands are targeting. A brand can have different strategies depending on how 
they are communicating on different platforms. As company Echo explained during the 
interview; “On Facebook, our target audience is more specific while the posts on 
Instagram is more general aimed toward a larger audience and our Instagram is therefore 
only in English, while Facebook is in both English and Swedish”. The result from the 
interviews shows that what a brand choose to post on social media and how their posts are 
formulated and structured is important for both the customers and the representatives of the 
brands. Many brands have specific segments that they are focusing on and the 
representative of brand Alfa said that they have different customer segments and therefore 
have to act differently in the marketing; “when we advertise, we can choose which segment 
we want to aim our marketing towards, it could be; now we are publishing a message 
towards a target group that usually not listening to us, it has to be aimed towards a specific 
segment so that the messages are right”. 
 
The representative of brand Beta argues that it is important to focus on the right segment so 
that the brand do not pay for marketing that is directed towards the wrong segment. The 
brand Beta is working almost exclusively with content marketing, which naturally gives 
them a selected and specific segment. Moreover, the representative of brand Beta claims 
that the aspect of customization is important in regards to the relationship they have with 
their customers and in terms of brand loyalty and said “if you are not nagging about your 
products but instead have something important or interesting to say, you will find new 
customers who are interested in trying new things. These are the right segment for us, we 
are a new company and are looking to expand the brand as well as our segment”. 
 
During the interview, the CEO of brand Beta emphasize the importance of using content 
marketing and the other representatives of the brands agreed that people want to get real 
information and something of substance and not only funny pictures. Companies today are 
posting more and more on social media and some of them are leaving the paper advertising 
entirely, they are not only doing it organically, as company Beta said, “we have paid for 
paper ads two times, but we have boosted our posts on both Instagram and Facebook to 
reach a bigger audience” on several occasions. It is also important to know how a 
company talks in terms of segmentation and which channel they are using - why should a 
company post that on Instagram or Facebook, who is the frequent user of those social 
media channels, as stated by the representative of brand Echo. 
 
According to the representative of brand Delta, it is important that the message is 
customized depending on which platform that the message will be posted on. The brands 
Alfa, Cesar and Delta use Instagram and Facebook to reach different segments that will be 
beneficial for them. For instance, the representative of brand Cesar said “we use Instagram 
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more for a younger audience while we post more general information on Facebook, we 
also modify our post or social media depending on the season”. The representative of 
brand Echo had a different approach and stated that “we posts more specific and targeted 
posts on Facebook and more general on Instagram”. Brand Beta have a premium product 
today that is focusing on a high-end segment, to reach a bigger audience and their solution 
is to” grow our product line which will grow the positive associations to our older products 
too”. 
 
The benefit of social media is also according to the marketing manager of brand Alfa that 
they can see which segments they are reaching. For instance, respondent brand Alfa can see 
that “on Facebook, it is clear that we are reaching the segment women in the age between 
32-54 and it is that segment that drives the business here, general speaking”. Brand Beta 
reach their market and segments by telling their story and by posting material that is edited 
for newspaper or sharing capable for other ones to share it directly, instead of advertising 
“which gives us a higher credibility and enhance the perceived quality in the mind of the 
consumers”. The CEO of brand Beta clarifies it as; “this will make us look more 
specialized and we are focusing on the group of people that are interested in our 
specialty”. The representative of brand Echo also gave an alternative view of how a 
company could market their brand in a new an innovative process. They were doing a video 
where the followers could see behind the scenes of how products are made which is made 
to targeting towards a specific segment. Company Echo also made a choice where they are 
talking about different themes which make it possible to reach a broader spectrum of people 
and different segments.  
 

5.5.2 Customers’ perspective 
The interviews with the customers was important in order to see how the brand’s efforts in 
regards to customization had any effect on the perception of the brand in the mind of the 
customer. It is also important to see whether or not they perceive that customize posts have 
an impact on the different aspects of CBBE. One of the consumers, Beta 2 said “when they 
post on Facebook, it does not feel like they are targeting to me as a consumer. It is more 
general information while some of the posts are targeted to me as a customer and I notice it 
directly! The other ones I do not see. They use hashtags a lot in their texts that do not 
interest me at all as a customer. If they were to change their setup and content, it would be 
more appealing to me as customer”. Furthermore, customer Beta 2 explains that because 
she does not always understand the content that brand Beta is posting on social media, 
those posts do not strengthen her loyalty and relationship to the brand.   
 
Even though customer Beta 2 thinks that brand Beta are not always posting content that is 
aimed towards her, she describes a situation when the brand has succeeded with posting 
relevant content which has increased her brand loyalty. “The brand posted an 
advertisement on Facebook that came up in my newsfeed. Usually, I do not pay that much 
attention to advertisement on Facebook, but this advertisement in particular got me 
interested because they started a campaign that included the customers and offered them to 
participate in the growth of the brand. It felt more like they targeting their marketing 
towards me as their customer and I decided to invest in the brand which also makes me 
loyal to them for a really long time since I naturally have a connection to the brand now, 
besides my regular purchases “. Further, customer Beta 2 stated that one of the reasons 
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why the Facebook advertisement got her interested was the fact that the brand emphasized 
that the investment in the company would have a positive contribution to the environment. 
Therefore, the advertisement did not feel “pushy”.  
 
The other consumer of brand Beta thinks that they post customized towards his interests 
and he said “I work in the industry where we use and sell a lot of this product which could 
have an impact on my answer”.  Another question that we asked the consumers was how 
they would feel if they were to show the products in a way that suits their interest, and if it 
would generate some kind of positive or negative association towards the brand. Customer 
Echo 1 said that “posts that are focusing more on my interests such as skiing or have any 
associations towards outdoor life, I would gain a better association towards the company”. 
Cesar 2 said “I think that they are posting interesting and inspirational posts for me that 
generate both inspiration and includes me in the day to day business”. Moreover, customer 
Cesar 2 discussed the impact customization have on CBBE, and more specific brand 
loyalty. She concludes that “a customized message towards me will make me more loyal 
because of would feel a bit more special than if they only post general content”. 
 
In contrast, customer Cesar 1 said, “I do not care what they post on social media because it 
has little impact on what I buy, at least not in regards to this company”. Respondent Cesar 
1 means that it does not matter if the context of the post is customized towards her, she 
would not buy or associate it more with the brand. Brand Alfa has succeeded in making 
their place something special that stands out and is something special and not only one in 
the chain. According to Alfa 1, “when I see the post they put on their social media I do not 
think about the chain, I think about this location in specific”. All the companies today are 
watching whatever we do so they have all necessary information so that they could see 
“which segments are following them which could give them an edge in the regards to how 
they are customizing their posts”. 
 

5.6 eWOM 
eWOM is a dimension of SMM that has with the development of Internet and social media 
become even more important. We asked the representatives of the brands how they are 
managing eWOM. We also asked if the customers post negative or positive comments and 
why and if their perception of the brand is influenced by eWOM.  
 

5.6.1 Companies’ perspective 
During the interviews, the representatives of the brands were asked how they handle 
positive and negative eWOM on social media and if they have a strategy to manage it. All 
brands do to some extent respond to their customers’ opinions and comments on the brand's 
social media platforms and they discussed their different strategies to handle eWOM. For 
instance, the marketing manager of brand Alfa explains that the brand rarely gets negative 
feedback but when they do, it is crucial to respond to that since “we have chosen to be 
present on social media and then we have to interact with our customers”. Regarding 
positive eWOM, the representative of brand Alfa tries to respond to all feedback; 
“Sometimes we get reviews that do not open up for a response and in that case, we “like” 
their comment at least so they see that we have paid attention to it and that we appreciate 
the feedback we get”. The representative of brand Alfa describes that the brand has their 
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Facebook account connected with TripAdvisor and it is easy to repost a positive review 
from there on Facebook. By doing so, respondent Alfa sees an opportunity to convey what 
the brand stands for and what they are doing good. Likewise, the representative of brand 
Echo tries to respond to both negative and positive comments and state that “we never 
delete any comments unless they are offensive”. Also, the marketing manager of brand 
Echo is careful to not create discussions on social media and to face critique professional 
and objective since negative eWOM easily can escalate if not handled correctly. The 
representative of brand Delta had a similar perception of how eWOM should be managed 
and states that “we always make sure that our customers notice that we are paying attention 
to them by responding”. When it comes to negative eWOM, the marketing manager of 
brand Delta always tries to respond to it. 
 
A company who has a slightly different approach of handle eWOM is brand Cesar. The 
representative of brand Cesar explains that how they handle eWOM depends on which 
platform and what kind of feedback they get, but they “generally do not respond to positive 
feedback”. However, they do approach all negative feedback if it is a question connected to 
it. Respondent Cesar says “my perception is that customers often only want to make a 
statement on social media, but if they want to approach us through email or through a post 
as a visitor, then we reply to it”. Similar to brand Echo, the representative of brand Cesar 
only deletes comments if they are threatening or offensive. The representative of brand 
Beta always try to respond to positive and negative feedback and he states that they have 
some pre-determined answers to questions they receive more often, such as “why is your 
product so expensive?”. 
 
We asked all representatives of the brand if they believed that the perception of their brand 
could be strengthened by the right type of response on social media in regards to eWOM. 
Some of the respondents discussed eWOM and how it is connected to brand awareness. As 
the representative of Alfa 1 said, “social media have an effect on what you associate the 
brand with, if I did not have any previous knowledge about the product or the brand”. The 
CEO of brand Beta believes that “eWOM is a great power in how you could create brand 
associations”. 
 
The other representatives of the brands had similar beliefs in terms of how eWOM can have 
an effect on customers’ perception about the brand. All of the respondents that we 
interviewed agreed that how the posted on social media should be created so that people 
could share it with their friends easy. As respondent Alfa said, they want to be associated 
on social media as, “this is us” and they want people to associate and show off who works 
there and who they are. What we saw during the interviews with the customers that people 
usually do not want to share from a company's page if it is not really interesting, funny or 
something personal. 
 
Two of the representatives of the brands discussed how a dissatisfied customer could 
become more loyal towards the brand than other customers if the complaint is handled 
appropriately. For instance, the CEO of brand Beta states that “the dissatisfied customer is 
often the best customer” and provides an example of when such situation has occurred. The 
CEO of brand Beta said that when a dissatisfied customers chose to complain, we get the 
opportunity to talk with the customer and give answers to their questions and explain what 
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the brand does and why. One of Betas customer complaint on Facebook that their products 
was too expensive and did not meet the expectations the customer had in regards to taste. 
The CEO of brand Beta responded and clarified that the product is more of an exclusive 
product that should be enjoyed in a small amount and in a different way that the 
competitors’ products. By the response provided, the customer was pleasantly surprised 
that the product was not that expensive due to the amount that is supposed to be consumed 
at each time and the customer got inspiration how the product should be used. The 
representative of brand Beta states that “I do not think I have ever met a customer that is 
not satisfied after that kind of response”. In conclusion, the CEO of brand Beta claimed that 
social media (in this case Facebook) enabled a quick response and the interaction with the 
dissatisfied customer led to the best possible outcome. 
 
Similar to brand Beta, the marketing manager of brand Echo also believes that if they are 
able to make a dissatisfied customer satisfied, it will increase the trust and loyalty towards 
the brand. Respondent Echo said: “during Easter, we posted on Facebook an event where 
you could decorate trees with Easter decorations. A customer becomes upset and because 
she thought we would use real feathers and posted a negative comment on our page. We 
explain that we would never use real feathers and the customers became really happy and I 
think it we managed to strengthen the perception of our brand by doing so”. 
 

5.6.2 Customers’ perspective 
We asked all customers if they contact the brands on social media if they have any 
problems, questions or opinions they want to share. The result showed similarities amongst 
the customers when it comes to spreading eWOM. Some of the customers would not turn to 
social media and instead call or email the company directly. For instance, Alfa 1 said “no, I 
would not write anything on social media. If I would have a problem or question, I would 
call them because I know they are easy to reach and call”. Likewise, respondent Echo 2 
states that “I never contact the company on social media regardless if I have positive or 
negative feedback, I do not have the need to publish my opinion for everybody to see it”. 
Others described that they would turn to social media with questions but not with any 
negative comments. Cesar 1 said “if I have a question regarding when a product will be 
launched or a similar question, I would probably ask it on social media. But if I would have 
something negative to say, I would email the company instead”. Customer Delta 2 said “If it 
was really bad, I would call the company but not post anything on social media. I don't 
think it is necessary to post my opinions on social media”. Two of the customers described 
that they would partake in conversations with the brands on social media regardless of the 
subject of matter. Customer Beta 1 said “I would definitely contact the company both if I 
have questions, something positive to say or negative” while customer Echo 2 expressed 
that “yes I would, I do it a lot actually”. 
 
Many of the respondents claimed that when it comes to negative opinions, they would not 
consult the company on social media unless it was something that other people should be 
aware of. For instance, customer Delta 1 stated “no, I don't think I would… It depends on 
how big the problem is”. Customer Alfa 2 explained that she “would probably not contact 
the brand on social media and I would reach out to them directly instead. But then, I 
usually never complain unless it is something really bad”. Furthermore, customer Alfa 2 
claims that it is important that the brand does respond if she chose to complain on social 
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media. Also, customer Alfa 2 emphasizes the importance of a personal response and not a 
general and said “I would prefer to have a personal response to my question/complaint and 
not a standardized one - the brand should respond to the specific complaint”. One of the 
customers, Beta 2, had a positive attitude to share towards posting opinions on social media 
but it would more likely happen if they were negative. Moreover, customer Beta 2 said “if 
it was something really bad that people should know about, I would post in on social 
media”. There was one customer whose answer was different compared to the others and 
the customer would not consult the company on social media regarding positive feedback 
but only with negative feedback. Customer Cesar 2 explained, “I would probably not 
contact the company on social media if I have a basic question regarding a product or so. 
On the other hand, if the brand has done something that makes me upset, such as being 
rude to me as a customer, I would for sure post it on social media because then I think the 
brand deserves it and that other has to know about what the brand has done. 
 
In general, more customers were willing to recommend the brand to friends and family on 
social media than consult the company with questions or share opinions. Many of the 
respondents discussed the aspect of perceived quality in relation to eWOM and most of the 
customers would recommend the brand on social media if they perceived that the quality 
was high.  For instance, customer Delta 2 stated that “if I really like the product I would 
share it on social media to my friends to see it”. Customer Beta 1 shared a similar opinion 
and said “I can absolutely do that since I think it is such a good and useful product” and 
Cesar 1 stated that “I might recommend my friends something on social media that I think 
is of really good quality or so”. Likewise, Alfa 1 explained that he has reposted the brands 
Alfa posts on social media to friends and family when they were looking for a 
recommendation. Customer Alfa 2 said “when I have visited them, I have tagged the brand 
on pictures on Instagram to show others that I am there”. Also, customer Echo 2 explained 
that he has recommended the brand on social media to others when they have done 
something good. According to customer Cesar 2, she is cautious to recommend the brand to 
other on social media because she is very restrictive in general to update on her social 
media accounts. However, Cesar 2 states that “it has happened that I have recommended 
the brand on social media when I think they have posted something funny and original”. 
 
Other customers were not as willing to recommend the brand on social media to their 
friends and family. Respondent Echo 2 stated, “no, I never share a something that the 
brand posts, I don't think it is fun”. Two of the customers expressed that they would 
recommend the brand to others but not on social media. For instance, Delta 1 said “I would 
not tell my friends and family on social media. However, I would tell others about 
something that the brand has posted on social media”. As mentioned before, customer Beta 
2 do not feel that brand Beta posts are directed to her as a customer and the brand uses a 
language in their posts that she does not understand. Also, they do not post brand-related 
content to the extent that she would prefer. Beta 2 said “I usually talk about the brand to my 
friends and since it is such a new brand, I use social media to show others how their 
products look and so on. I only share if a friend wants me to do it”. Further, Beta 2 stated 
that if Beta would adjust their posts to her needs more, she would definitely share their post 
with her family and friends. 
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We asked the customers if they think they are affected by other peoples’ comments and 
opinions of the brand on social media. The result from the interviews was mixed, where 
some customers thought that of course others comments and posts have an impact on how 
they will associate the brand in the future. As customer delta 2 said, “yes, I think you will 
be affected by the comment that is put on social media, the question might be how much 
you are affected” which is the same thought that the customer from Beta 1 had regarding 
that brand. He said “I believe that other people's opinions have an effect on how I associate 
the brand at least on some level” compared to the customer from Beta that said “I do not 
think that comments on social media would have an effect on me, at least not yet”. 
Customer Beta 2 said that “I do not know how much another opinion would affect me, but I 
would at least think twice about it”. As Echo 1 said “I share interesting aspects on social 
media” she wants to share stuff that interest her and what she wants her friends to see. 
Which was the same for Echo 2 that said that “I love to share stuff that my friends share”. 
It does not have to do with brand Delta but if her friend would share, she might be more 
inclined to share it. Respondent Alfa 2 discussed that if brand Alfa uses influential people 
to marketing their brand, it would to some extent affect her perception of the brand. 
However, customer Alfa 2 also claimed that her perception of brand Alfa would be more 
affected by the opinions of friends and family that is expressed on social media. 
 
Some of the customers expressed that others opinions of the brand are not that important 
and it does not affect their perceptions of the brand remarkably. For instance, Delta 1 said 
“no, I would not be that affected. But in general, positive opinions of brand Delta have a 
larger impact on my perceptions that negative opinions have. I do not pay attention to 
negative comments while I take the time to read positive opinions”. Likewise, customer 
Alfa 1 stated, “my perception of brand Alfa is mainly based on my own experience and 
opinions”. 
 
The two customers of brand Cesar discussed the topic in relation to their loyalty towards 
the brand. Customer Cesar 1 stated, “I would not be that affected actually. I am a loyal 
customer towards the brand and I know what they stand for so what other thinks do not 
matter that much”. Customer Cesar 2 said, “it depends on which brand it is”. Further, 
customer Cesar 2 elaborated her answer and explained, “regarding the brand, I purchase 
their products on a regular basis and is a returning and loyal customer. It would take a lot 
for me to change my opinion about the brand since I have had so many positive experiences 
with them. If someone posted a negative comment on social media about a brand that I only 
had been in contact with a few times, I would probably change my perception of that brand 
to some extent”. 
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6. Analysis and discussion 
Based on our theoretical framework and empirical findings, the dimensions of CBBE and 
SMM are the foundation of the qualitative data analysis that will be presented in this 
chapter. The chapter ends with a table that shows the key findings of this study. 

6.1 Entertainment 
Based on the empirical result, arranging competitions on social media as an entertainment 
aspect are not adopted amongst the companies to some significant extent. Tsimonis and 
Dimitriadis (2014, p. 334) stated that arranging competitions are one of the most common 
activities on a company’s social media brand page. This statements can partly be confirmed 
by our empirical findings where some of the brands do arrange competitions on social 
media. However, our result shows that the majority of customers do not enjoy competitions 
arranged by brands on social media and we can conclude that competitions on social media 
are an aspect that brand should not consider when formulating an SMM-strategy. Due to 
the fact that previous literature has concluded that competitions are one of the most 
common activities on brand pages (Tsimonis & Dimitriadis (2014), we believed that 
competition was one of the most important dimensions in terms of engaging with the 
customers. But our findings revealed something else. Not all companies used competition 
because they felt that competitions do not generate the type of association they want. 
 
During our interviews and from the empirical results, we saw that some brands that used 
competition could benefit from it, such as company Alfa that saw a spike in followers on 
both Instagram and Facebook after a competition. This is supported by Shi et al. (2016, p. 
582), where competitions can enhance the customer’s positive attitude towards a brand and 
the customer would most likely continue to interact with the brand’s social media accounts. 
Our empirical data showed that competition was not that attractive for the customers we 
interviewed. Out of ten respondents, only Alfa 2 and Cesar 2 showed some interest in 
competitions. They explained that they would engage in competitions if it would provide 
some sort of economic benefit and was easy to understand and participate. This can be 
supported by Gummerus et al. (2012, p. 861) statement that competitions that offer an 
economic benefit are one of the reasons to why consumers engage on social media 
platforms. 
 
The representative of brand Alfa also showed more of their products when arranging the 
competition, which highlights the best features and attributes of the brand, which would 
bring good association to the brand. Competitions might increase brand awareness if people 
share it on social media, but it does not make people engaged. On the other hand, Alpha 1 
stated that if there is any form of sharing required to participate, he chooses to not 
participate. Alpha 1 also stated that competitions where the customer has to start following 
the brand to compete, do not retain the customers in the long run. People sign up for the 
competition and then leave as soon as it is over. These statements made us think that 
companies believe that competitions have a greater impact on brand awareness than 
customers think, which makes an interesting fact whether or not competitions only interests 
specific segments in certain industries. This leaves us with the question if the segment that 
is attracted to competitions are the same that actually are visiting the store, or buying the 
brand and so forth. 
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Influencers as a marketing tool were something that both customers and companies were 
interested in. Companies because of how it portrayed the brand in the mind of the 
consumer. All of the customers during the interviews had some kind of thoughts about 
influencers and most of them thought that they have an impact on how the brand is 
perceived in terms of quality. However, they thought depending on how old and reputable 
the company is, the less important was the influencer, both negative and positive. Brands 
on the other hand use them frequently and feel that it is worth it due to what it generates. 
Four out of five brands used influencers in their marketing strategy. As Ho et al. (2015, p. 
347) said, entertainment is one of the most important aspects of the social media platforms 
according to the customers. This is why managers should keep close attention to who they 
work with and in which situation. 
 
We got the expression from the customers that influencers have an impact on their 
perceptions of the brand, regardless if they register it consciously or subconsciously. Cesar 
2 said that influential people could draw more attention than traditional marketing and she 
said that using inspirational people for marketing purposes will give a genuine feeling and 
also add credibility. The representative of brand Beta used influencers to market their brand 
all over the world. The representative of brand Beta felt that every customer that is buying 
their product is a potential ambassador for the company. Brand Beta are using people that 
are famous in their industry to be ambassadors that will act as influencers in the future. Chi 
et al. (2009, p. 36) discuss a marketing strategy that is useful where using customers that 
are attracted to the product they will act as ambassadors and the awareness of the brand will 
grow. 
 
We connect brand Beta’s view with Bendixen et al. (2003, p. 379), who state that 
customers believe that the best way to create awareness amongst customers is to get 
knowledgeable people to talk about the brand. We interpreted Bendixen et al. (2003) 
statement regarding knowledgeable people the same as inspiring because people that are 
inspiring usually are knowledgeable in their area of expertise. We could see during the 
interviews that brand awareness was spread successfully through inspiring people. 
 
Some of our interviewees thought that friends and family’s opinions and comments on 
social media have a greater impact than if someone famous would recommend it. Echo 2 
thought that famous people as influencers would not have much of an impact regarding his 
opinion or what he associates the brand with. On the other hand, Echo 2 thought that 
friends and family’s opinions had a great impact on how he felt towards the brand, which in 
turn could make them brand evangelists where the purpose was to share brand-content on 
their friend’s networks (Sabate et al., 2014, p. 1002). This could be related to how 
influencers are generating a perceived quality because they have more credibility when 
marketing a brand than companies are, which makes the marketing efforts more successful 
(Singh et al., 2008, p. 285). As the CEO of brand Beta said, they have used famous names 
in their business to promote the brand, they have done this both because they like it and due 
to that it is an interesting product. All of this is giving them a better reputation. We could 
also link it to consumer-generated media where the information that is shared, created 
online amongst customers with an objective view in regards to the product and brands, it is 
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also shown that customers believe more on what other people say compared to what the 
companies what to create (Mangold & Faulds, 2009, p. 357). 
 
During our interviews with the representatives of the brands, we could see that they used 
different platforms for different reasons because they feel that they are reaching a more 
diversified clientele and wanted to target their marketing towards the right segment. Carter 
(2016, p. 2) argues that Instagram is the best social media channel to combine both 
marketing aspects as well as entertainment. Customers use Instagram more for fun, which 
makes them more receptive towards a more entertainment message. We saw during the 
interviews with the customers that this could be true. Many of the customers thought that 
Instagram was more inspirational and they visit that platform for entertainment when they 
have time to pass. On the other hand, Facebook was more informational where the 
customer can gather information about the brand. We could also connect it to Aaker (2002, 
p. 19) to build perceived quality towards a brand because it is important that a brand knows 
its segments preferences and how they perceive quality. If you do not know what the 
segments like and dislike, it could have the opposite effect. To relate this to the dimensions 
of CBBE, we could see that creating brand awareness and brand associations was 
successful on Instagram because it reached a large audience. Perceived quality on the other 
hand, is harder to convey only by Instagram but it is made possible by longer post with 
information on Facebook. 
 
Depending on who the influencer is, the association customer perceives changed. 
Customers Beta 1, Cesar 1 and Echo 1 all thought that if someone that they did not respect 
was to promote the brand as an influencer, it will have an impact on their association with 
the brand. Beta 1 said that he will stop buying the brand entirely due to who they choose to 
be the face of the brand, while customers such as Delta 1 and 2 thought that it would not 
have that much of an impact. Delta 1 thought that if the brand is targeting a new segment, 
which is not aimed at him as a customer, he would not stop buying them because of that. 
Cesar 1 said that it might have an impact on his view of the company for a short time 
period but it will blow over. Nandan (2005, p. 267) concludes that people associate brands 
with different features such as quality and it could change due to different situations. We 
interpret that an influencer could have that kind of impact, which could change the view of 
the brand. The same goes for a company that is extending their product line. 
 
Regarding the aspect of entertainment, we saw that brand loyalty was not what the brands 
were aiming for. They choose to focus more on how they could convey their products and 
messages to a large audience. The same goes for the view of the customers who thought 
that if they already have established trust in a brand for a long time, it is harder to change 
that view in the long run. It might have an effect on the customer for a short time period. 
 

6.2 Interaction 
The empirical result shows that interaction is an aspect that the interviewed companies’ 
take into consideration when formulating a social media strategy. All companies in this 
study had a strategy of how frequent messages should be posted on social media. The 
number of posts each week was different amongst the brands and social media platforms. In 
general, the brands published planned posts around three times a week, which was in 
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accordance with the majority of customers’ preferences of 2-3 posts a week. The result 
from our study confirms the statement provided by Martin and Tordorov (2010, p. 62) that 
brand must have a balance regarding how frequently messages are sent out on social media. 
 
According to all the representatives of the brands, the frequency was a key dimension that 
the brands incorporated into their strategy. For instance, the representative of brand Alfa 
stated that they want to be a brand that customers want to follow and it is therefore 
important that they do not post too much on social media because then they will stop 
following them. Our result is in alignment with Martin and Tordorov (2010, p. 62), who 
claim that customers can either lose interest if messages are not pushed often enough, or 
feel overwhelmed if they are exposed to too much information. 
 
The empirical result generated from the customers showed that frequency was an important 
aspect to them as well. One customer in particular expressed the importance of frequent 
updates and explained that if the brand would post too often, she would not react. However, 
the customer ultimately preferred if the brand posted approximately once a week in order 
not to forget about the brand and that it is important with continuity. The responses from 
the customers imply that they not only prefer a certain frequency, they also value 
continuity. Our empirical findings do not only support previous research regarding the 
importance of having a balance of the posts, but it advances existing findings with what an 
appropriate balance actually is. 
 
All customers expressed that they highly value interaction and communication with the 
brand on social media. According to Colliander et al. (2015, p. 182), the core component of 
social media is interaction and therefore, it is natural that customers expect to have a 
dialogue on social platforms. This statement is confirmed with the responses from both 
companies and customer where all of them value interaction on social media. For instance, 
the representative of brand Delta stated that it is not possible to ignore interactions today - a 
company has to engage with their customers. The companies have adjusted their interaction 
from the more traditional customer service platforms to social media platforms because 
customers request it. 
 
Based on the empirical results, interaction on social media seems to strengthen the loyalty 
customers have towards the brand. The representatives of the brands explained that trust is 
a key component of loyalty to the brand and that it can be enhanced by interact with the 
customer on social media. Further, some companies argued that customers’ perception of 
the brands quality is the foundation for creating brand loyalty. 
 
All customers expressed that an interaction with the brand on social media enhances their 
trust towards the brand and the aspect of continuity was brought up once again. For 
instance, Respondent Cesar 2 claims that trust and loyalty are based on two different 
aspects; the continuity in regards to how often the post on social media because the 
customer knows what is provided and when. The other aspect is if the brand responds to the 
messages sent on social media, this will also enhance the trust towards them. This implies 
that interaction has a positive effect on trust and loyalty to the brand. The fact that 
interaction is beneficial for customers’ perception of the brand is confirmed by Colliander 
et al. (2015, p. 191), who argue that even though brands should strive to have a balance in 
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their communication, the use of dialogue itself will enhance customers’ attitudes towards a 
brand compared to the traditional one-way communication. Many of the customers claimed 
that trust can be enhanced since social media enables a closer and personal interaction than 
traditional marketing channels do. 
 
The result showed that customers who chose to engage on social media want some sort of 
response from the brand.  One of the customers expressed the importance in responding to 
messages that the companies receive from customers. The customer explained that she 
would feel disregarded if the brand did not respond. According to Shi et al. (2016, p. 581), 
the interaction indicates that the brand cares about their customers and that they are 
confident in products or services that are marketed, which in turn leads to stronger 
perceptions of the brand. Some of the customers draw connections between interaction, 
loyalty and awareness of the brand. They argued that frequent posts on social media work 
as a reminder that the brand exists which in turns leads to stronger purchase intentions. 
Hutter et al. (2013, p. 345) confirm that brand awareness has a critical impact on purchase 
intentions since awareness will gain higher preferences in customers’ minds. 
 
From our findings, we could see a clear correlation between interactions, brand awareness 
and brand loyalty. Loyal customers are more inclined to promote the brand to their friends 
and families. As in the research conducted by Mangold and Faulds (2009), new potential 
customers are more inclined to believe other customers in terms of recommendations 
compared to the post that comes from the company itself. This is why it is so important for 
the companies to take the interaction with the customers on social media seriously and see 
the value it creates. 
 

6.3 Trendiness 
Trendiness is an aspect that will provide the customer with the latest information and news 
about their brand and products (Godey et al., 2016, p. 5835). During the interviews, we 
asked the companies if the posted information on social media could increase the 
perception customers have towards the brand. The result we got from the interviews was 
interesting in regards to how their process is and in regard to what they post on their social 
media channels. Many of the interviewed companies choose to post informational messages 
on Facebook and more trendy, inspirational posts on Instagram. Our interviews with the 
customer showed that several of them are looking at social media pages to determine things 
such as what is going on tonight, opening hours, what are the new products and what the 
new collection is. The urge for customers to stay updated on what is happening is related to 
the aspect of surveillance, described by Muntinga et al. (2011, p. 27). 
 
Consumer look for information on social media sites before making a purchase to get both 
a thought of what they should expect, but also to gain information from other customers 
regarding brand-related news (Kohli et al., 2015, p. 38; Pham & Gammoh, 2015, p. 331). 
The fact that many customers turn to a brand’s social media platform to collect information 
before a purchase is confirmed by Respondent Cesar 2, who said that the main reason why 
she follows brand Cesar is to see new products and to get information before she chooses to 
purchase them or not. This shows that it is important for companies to be active on social 
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media and frequently update customers with the latest news, since social media has the 
ability to have a positive influence on customers’ perceptions of the brand. 
 
Company Alfa is posting pictures on specific aspects of the decoration to enhance the 
association factor in their marketing to differentiate themselves from competitors (Fu, 
2007, p. 16). Companies such as Alfa and Cesar want customers to see the tiles of the floor 
and associate that with them and quality (Panchal et al., 2012, p. 84). If a company are able 
to create a cue in the mind of the customer, they have the ability to gain a better awareness 
and perception. All companies that we interviewed have been able to create a cue in in the 
mind of the customer, and this is what Ross and Harradine (2004, p. 13) call recall. 
 
The empirical result shows that customers are following the brand on social media mainly 
to get brand-related content and be inspired. Apparently, it seems like Instagram is the 
social media channel that customers use to get inspired by the brands, while Facebook 
tends to be more informative. Furthermore, Beta 2 argues that company Beta does not post 
that much in regards to the brand and this is something she would like to see more of. 
Furthermore, Beta 2 states that she follows them on Facebook just to get information about 
the brand and sometimes she chooses to use email instead of Facebook. Customer Echo 2 
states that social media sites are more and more important as a place where relevant 
information regarding the brand can be found. More and more companies are leaving their 
original web page and are more active on social media. This shows the importance of 
providing the customers with brand-related content on social media platforms since 
customers do require it! 
 
Many of the respondents draw connections between trendiness and brand awareness. For 
instance, Delta 1 claims that if a product appears on Facebook, it could affect the choice of 
product, because the customer gets curious and wants more information. Also, Beta 2 
argues that if brand Beta would not have social media, she would not know that the brand 
existed. Likewise, Cesar 2 stated that social media works as a reminder that the brand exist 
and the brand would probably not be as present in her mind without social media. 
According to Hutter et al. (2013, p. 345), brand awareness concerns the presence of a brand 
in customers’ minds. The result from the interviews concludes that a brand’s presence on 
social media does have a positive impact on customers’ brand awareness. Also, the 
presence of a brand in social media did also to some extent affect customer's choice of 
products/brands. According to Chi et al. (2009, p. 36), the awareness of a brand impacts the 
decision on which brand customers consider to purchase. Our empirical result confirms that 
brand awareness is connected to purchase intentions. 
 

6.4 Customization 
Customization is an important aspect in regards to how marketing is conducted from a 
company’s perspective and how it is viewed in the minds of customers. During the 
interviews with the companies, we found out that they work differently with how they are 
customizing their marketing. Company Echo and Alfa had different posts for different 
segments, which made them more personal and specific. Echo used sponsored post for the 
segments that they did not really reach organically. We related this to the views of Killian 
and McManus (2015, p. 544), who said that if messages are tailored towards customers’ 
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preferences of the intended segment, and the relationship the individual have towards the 
brand, it creates a positive association in the mind of the customers. All the companies that 
we interviewed saw the importance of changing the message depending on which platform 
they are using. Posting messages that are tailored to specific individual, small groups or 
even to big groups, such as broadcast, is important to create. Managers need to identify and 
understand customers’ preferences and needs on social media sites where customers’ 
interaction could give a hint on which strategy will be the most successful (Zhu & Chen, 
2015, p. 340; Zhu and Chen, 2015, p. 337). 
 
All customers thought that they would interact more on social media if the posts were 
directed towards their interests. Echo 1 said that she would share more posts if they were 
aimed towards her interests. This would also have an impact if she would continue to 
follow them and recommend them to others in the future.  We saw a link to how customers 
could be in different levels of loyalty. Aaker (1996, p. 39-40) speaks about these different 
levels of loyalty, which could have an impact on how the brand is perceived and in 
extension the brand value. Companies believe that if they post personal posts, such as 
company Alfa and Beta did, to show “who they are” and the everyday life of the company, 
which is building a connection between the company and the brand with emotions attached, 
it makes it more difficult for the customer to leave the brand (Know & Walker, 2001, p. 
118). 
 
If the company has been successful in creating posts that make people want to follow them 
on different social media channels, a customer will not switch to another brand. The 
customers of brand Beta and Delta will not switch brands due to what the company stands 
for and how they show this in their communications. Yoo and Lee (2000, p. 197) agree 
with the customers that a person who is buying their products on a routine will not switch 
brands without a legit reason. 
 
To customize messages is important as we could see from both the customers and the 
company's standpoint. As Echo 1 said, if a company is posting to much via their social 
media channels, the customer Echo 1 would stop following them. As we can see, it is not 
only what the brands’ representatives post but how often they post it and how that is 
affecting one's associations towards the brand. If a post or an invitation to engage in the 
company such as being part of the development through crowd funding, be a part of naming 
a new product or part of the business makes the customer more loyal and interested in the 
brand. Customer Beta 2 said that when they asked for help to grow the brand and make it 
more Swedish was the first time she came into contact with the brand and it felt personal. 
This was perfect first meet with the product, which created a bond between customer and 
company. After that customer’s first introduction, she told us during the interview that she 
felt that the brand lost a little of the personal and customized touch as they had before. This 
shows how fast it can go from something positive and a loyal customer to a customer that 
they will have to win over again instead of treating the customers special. Companies 
should strive to provide offers that are aimed to an exclusive group of customers or 
individuals (Mangold & Faulds, 2009, p. 363). 
 
Company Alfa on the other hand tries to customize their marketing depending on the 
segment and that is why they also use traditional media. Godey et al. (2016, p. 5835) talk 
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about customization as “the extent to which social media channels provide a customized 
information search” which is why company Alfa uses the newspaper to communicate their 
message to one segment and social media to reach another one. If a company have a large 
segment that is very diverse, they will have to reach a broader segment and it can be hard to 
do without posting to much. But brand Cesar and Echo both found a way to reach a broader 
segment, they both uses a form of thematic strategy where they are able to change the 
theme all the time so that one segment is not put in front of another one. The consumers’ 
perception of quality changes with the uploaded post on social media which is in direct 
correlation with brand loyalty (Pappu et al., 2005, p. 145). 
 
In the empirical data and this analysis, we have seen a correlation with customization and 
brand loyalty but not to the other dimensions of CBBE. Piskorskis (2011) research showed 
that people are present on social media not to interact with brands but for social reasons. 
We on the other hand could not see any signs of that in the interviews that we conducted. 
Yes, customers were more interested if the post were directed towards them but most of 
them did not say that it would make a difference in regards to how they share the post on 
social media. We could not see any inclines of how customization had any impact on how 
the customers perceived quality. They were more inclined to continue to follow the brand 
but did not say anything in regards to how their perception of the brand changed. 
 

6.5 eWOM 
The result from the interviews with the companies showed that eWOM is an aspect all 
brands are working active with and they have a clear strategy how it should be handled. 
The majority of the brands aimed to respond to all type of eWOM, but in particular 
negative eWom. Brand Echo mentioned that it is important to not start discussions on social 
media and face critique professional and objective since negative eWOM easily can 
escalate if not handled correctly. As Tsao and Hsieh (2015, p. 513) stated, positive eWOM 
has the ability to reach a large number of customers and have a positive impact on brand 
preferences but the accessibility can also be devastating for a company if customers have 
had a negative experience with the brand and decide to share the dissatisfaction on social 
media. 
 
The result from our study implies that most customers would spread negative eWOM if 
they think that the brand has done a serious mistake and that other should be informed 
about it. This indicates that when customers do complain, it is crucial to handle it right. 
Strauss (2002, p. 174) argues that customers have certain expectations on how brands 
should manage complaints. The adequate expectation from the company is politeness, show 
empathy to customers’ feelings, a contact person should be accessible, active feedback and 
a clear effort to try to solve the problem.  The result from our study supports the fact that 
customer does have certain requirements when it comes to how brands handle complaints. 
The result implies that it is important for the brand to take the time to respond to the 
particular situation and that the answer should pay attention to customers’ feelings. 
 
Regarding eWOM and its relationship with CBBE, it seems like eWOM can have a strong 
impact on customers’ loyalty towards a brand. Strauss (2002, p. 177) explains that if a 
consumer is satisfied with how their complaint is handled, it will lead to consumer 
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satisfaction and retention. Brand Beta and Echo explained that they strongly believe that a 
dissatisfied customer actually can become more satisfied and loyal if their complaints are 
handled in the right way. Brand Beta claimed that social media enabled a quick response 
and the interaction with the dissatisfied customer led to the best possible outcome. Also, 
Brand Echo believes that appropriate respond to eWOM can strengthen customers’ 
perception of the brand. The customer who was interviewed in this study have not had any 
similar experience with the specific brand and our study cannot confirm that appropriate 
managing of complaints does lead to brand loyalty and retention. 
 
Based on the empirical result, the majority of customers had a positive attitude to 
recommend the brand to friends and family on social media. The result showed that this 
aspect of eWOM is closely related to especially brand loyalty but also perceived quality. 
Most customers would recommend the specific brand to others. Godey et al. (2016, p. 
5837) argue that brand loyalty can be expressed in terms of a customer recommend the 
brand to other people. Nisar and Whitehead (2016, p. 746) explain that loyal customers are 
likely to recommend their favorite brands to others. Also, Chaudhuri and Holbrook (2001, 
p. 82) stated that “loyalty consists of repeated purchases of the brand”, which was the case 
of all customers. The result from our study supports the statements from previous research 
that customer who is loyal towards a brand is more inclined to spread positive eWOM. 
Also, the result showed that the interviewed customer most likely would not spread 
negative eWOM about the brand. This finding could simply be explained by the fact that all 
customers were loyal towards the respective brand and they would therefore recommend 
the brand. If our sample consisted of customer who was not loyal towards the brand, it is 
possible that the outcome would have been different. 
 
Many customers also mentioned that they would recommend the brands products to others 
on social media due to its perceived quality. As Richardson et al. (1994, p. 29) explained, 
intrinsic refers to the physical attributes of a product or brand and it seems to be a 
determinant factor when and if eWOM is spread. Since the majority of customers did 
recommend the brand to other on social media, we make the assumption that eWOM in fact 
can raise brand awareness. 
 
The empirical result shows that brand loyalty is a determinant factor when it comes to 
others opinion of the brand on social media. If a customer does repeating purchases of the 
brand, perceive the quality to be high and consistent - others opinions do not have a 
significant impact on how the customers associate the brand. Some customer argued that 
others opinions probably would have an impact on their perceptions of the brand if they 
only have purchased the brand a few times and have little experience of it. As Fu explained 
(2007, p. 16), Customers use associations to remember how they feel about a brand or a 
product which makes it easier to make a purchase decision. Therefore, one can assume that 
if customers have little experience with the brand, the association will be more vulnerable 
to other people's opinions since the customers do not have a strong brand associations or 
loyalty to rely on. 
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6.6 Key concept findings 
The conceptual model we presented in the theory chapter was constructed in a way where 
all the different dimensions of SMM had an impact on the dimensions of CBBE. We 
thought that all aspect of SMM would affect the dimensions of CBBE in different aspects. 
From our empirical data and thematic analysis, we came to a different conclusion. Our 
intention was to investigate the impact respectively SMM-activities had on the dimensions’ 
brand awareness, brand associations, brand loyalty and perceived quality. However, during 
the research, we noticed that it was difficult to see how all the dimensions were impacted 
by SMM. When we conducted the interviews with the companies, we noticed that all 
brands had a clear vision of how to integrate SMM into their marketing strategy. What 
struck us the most was the fact that every brand had an outlined plan of how every aspect of 
SMM are conducted and how the concept should be present in a future marketing strategy. 
We got substantial information from the brands but when we began to interview the 
customers, we saw that they did not put as many thoughts into how the brands are working 
with social media. All customers followed the respective brand on at least one social media 
platform but it seems like many of the customers they did not make consciously reflections 
regarding the effect the brands’ presence had on their perception of the brand. This 
situation could be understood by the explanation provided by Piskorski (2011, p. 118) that 
people interact on Facebook with the purpose of building relationships and people visit 
Facebook for social reasons - not to interact with companies. During the interviews, it was 
clear that a gap exists concerning the effort all brands put in their SMM-activities and how 
the customers perceive and paying attention to them. 
 
It was difficult to interview the customers regarding how they perceived the different 
SMM-activities since many of them they had not reflected on the message that the brand 
wanted to show them. Some customers were a lot more engaged in the brand’s activities on 
social media than others were. Several customers mentioned that they did not care so much 
about what is posted on social media, which implies that a brand’s marketing efforts on 
social media do not matter at all. Some customers acknowledge the fact that they probably 
are affected by the message the brand is sending but the effect is more on a subconscious 
level and made through repetition.  This can be interpreted that these customers are affected 
by the different SMM-activities, but since they do not consciously reflect on those, it is 
difficult to pinpoint what it is specifically that impact them. Regarding the customers that 
do not care that much of a brand’s SMM-activities, it would be interesting to investigate 
what would make them more engaged in the brand on social media. 
 
There were a few customers that had strong opinions regarding how the brand performed in 
relation to all five aspects of SMM. These customers are actively paying attention to what 
the brand do on social media and what is posted. They could, therefore, answer what they 
thought are good and what should be improved in the future in order for them to stay loyal 
to the brand. Naturally, the answers from the engaged customers were highlighted in the 
empirical results since those answers did contribute with a more fruitful result. 
 
Even though it was somewhat problematic to interview the customer due to the reasons 
mentioned above, we still got some interesting and fruitful result. From the empirical 
findings and thematic analysis, we can conclude that the five elements of SMM, 
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entertainment, interaction, trendiness, customization and eWOM affected at least one 
aspect of CBBE. 
 
The activity of entertainment in the original conceptual model consisted of five different 
aspects that we thought would have an impact on the dimensions of CBBE. We thought 
that competitions and influencers were the two aspects of entertainment that would impact 
customers’ perceptions of the brand the most. After the empirical result and analysis of the 
data, we saw that competitions were not an aspect that was favorable for most of the 
companies and customers. Customers did not want to participate and some of the 
companies thought that competition was not an efficient way of gaining new customers. 
 
On the other hand, we saw that influencers are a more important aspect than what we first 
thought. All but one company are using influencers in one way or another. The company 
that did not use it said that they will probably use influencers when marketing their brand in 
the future. We could see that the entertainment activity of SMM has an impact on three 
dimensions of CBBE, perceived quality, brand awareness and brand associations. This is 
the aspect of SMM that impacts most of the dimensions of CBBE and in our research, we 
saw that influencers have an impact on more areas than just entertainment. We saw that 
influencers also affect the activity of eWOM where people are more inclined to share 
influencers post than a regular post from the brand. Another aspect of CBBE that is affected 
by entertainment and to some extent influencers are the brand associations. If the brand use 
people that are famous or have a good reputation to marketing their brand, this reputation 
will spillover onto the brand itself which will generate a better reputation and association in 
the mind of the customer. The last aspect that is affected by entertainment is brand 
awareness. We saw that if a company was using influencers the awareness of the company 
could increase and the message they talked about was shared more than usually post did. 
 
From the analysis, we have seen that some aspects of SMM have a greater impact on CBBE 
that we thought before. We have also seen a couple of new subcategories that the old 
conceptual model did not have. One of these is the activity interaction, where we say during 
the empirical data and analysis that the frequency regarding company’s post on social 
media has an impact on how the customers perceive the brand. Brand interactions on social 
media should have a frequency of 2-3 times a week and the brand should strive to have a 
continuity regarding how often they post. Otherwise, there is a risk that customers forget 
about the brand while a balance can enhance customers’ awareness of the brand. Also, trust 
and brand loyalty can be gained through a personal interaction and it can result in positive 
attitudes to the brand. In order to achieve brand loyalty through social media, it requires a 
high-perceived quality of the brand and its products amongst customers. The result showed 
that trendiness enhances brand awareness if the brand frequently posts brand-related 
content on social media. 
 
It was difficult to study the impact eWOM had on CBBE but we saw a connection between 
brand loyalty, perceived quality and eWOM. Regarding eWOM, many of the customers 
would recommend the brand on social media to others and from that, we draw the 
conclusion that eWOM can enhance brand awareness. We also noticed that loyal customers 
most likely would recommend the brand to others. Therefore, we make the assumption that 
brand loyalty does have a positive impact on eWOM and not the other way around. Many 
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customers also mentioned that they would recommend the brands products to others on 
social media due to its perceived quality. Therefore, perceived quality also affects eWOM. 
 

Table 3. Influence of SMM on dimensions of CBBE. 

            CBBE 
SMM 
 

Brand 
Awareness 

Brand 
Associations 

Brand 
Loyalty 

Perceived 
Quality 

Entertainment Customers do not have 
a positive attitude 
towards competitions in 
regards to how 
awareness is spread 
among customers 
 
 
Influencers help 
companies spread 
brand awareness and 
enhance the view of the 
brand. 

Customers think that 
influencers affect 
customer’s 
perception of the 
brand. 
 
 
 
Influencers help 
brands to spread the 
word and enhance 
the brand 
associations 

 Influencers have an 
impact on how the 
customers perceive the 
quality of the brand 
 
There is an advantage of 
using influencer for 
brands, due to how good 
the quality of the 
product is perceived 
when it is recommended 
by someone else than the 
company 

Interaction Interaction with the 
company can enhance 
brand awareness 
 
The representatives of 
the brands thought that 
posting 2-3 times a 
week is appropriate 

 Interaction on 
social media has a 
positive influence 
on brand loyalty. 
 
By managing 
customer services 
on social media 
makes it easier for 
customers to build 
a relationship with 
the brand 

 

Trendiness Customers engage in 
the brand's social 
media platforms to gain 
brand related 
information 
Customers become 
more aware of the 
brand if they post 
frequently on social 
media 
 
It is really important 
that companies update 
their brand’s social 
media pages with what 
is happening and other 
useful information. 
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Customization   Customers are 
more inclined to 
interact on social 
media if they feel 
that a message is 
tailored towards 
them. 
 
Brands have 
different purpose 
of use for the 
social media 
platforms 

 

eWOM Customers are more 
inclined to recommend 
the brand to others if 
they perceived that its 
products are of high 
quality 
 
Companies  are aware 
of the power of eWOM 

 Companies are 
actively working to 
handle eWOM, 
both positive and 
negative. 
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7. Conclusions and recommendations 
In this chapter, we address the purpose of this thesis and answer our research question that 
has been present throughout the thesis. The theoretical contributions of this study will be 
presented as well as the managerial implications. Furthermore, we will bring up the 
limitations that we have encountered in this study and provide suggestions for future 
studies. 
 

7.1 General conclusions 
The main purpose of this study is to develop a deeper knowledge of how managers can use 
SMM to build up and strengthen CBBE. More specifically, our purpose with this research 
is to study how the SMM-activities entertainment, interaction, trendiness, customization 
and eWOM influence the four dimensions of CBBE, brand awareness, brand loyalty, brand 
associations and perceived quality. In order to fulfill the purpose of this thesis, a qualitative 
study has been conducted where we have interviewed five brand representatives and two 
customers to each brand. The reason why we chose to investigate the topic both from a 
managerial point of view as well as in the minds of customers is to get valuable insight on 
how different brands approach the topic of SMM and how they work with building CBBE. 
Also, the interviews with the customers have brought important information on how they 
perceive the brands SMM-activities and how those affect the four dimensions of CBBE. 
The execution of this study has enabled us to answer our research question; 
   
 
How do social media marketing activities influence customer-based brand equity?  
       
The result from our study shows that SMM is an integrated part of the brands’ marketing 
strategy and they do actively work with social media as a marketing tool. The five SMM-
activities that this study was based upon did influence at least one dimension of CBBE. 
Regarding the aspect of entertainment, influencer marketing did have a positive impact on 
customers’ brand awareness as well as how they perceive the quality of the brand and what 
they associate it with. Likewise, the representatives of the brands did perceive that 
influencer marketing as a great way to raise brand awareness and influencer marketing 
affect what customers associate the brand with. 
 
The empirical findings confirmed that interaction is an important aspect of SMM since the 
customers expect to have an interaction with the brands if they follow them on social 
media. Interaction has a positive effect on trust and loyalty towards the brand and frequent 
post on social media works as a reminder that the brand exists and enhances brand 
awareness. The customers think that brands should post approximately 2-3 times a week on 
social media. Regarding the aspect of trendiness, we can conclude that customers are 
following the brand on social media mainly to get brand-related content and be inspired. 
Customers brand awareness do increase if they post relevance content frequently and the 
presence of the brand on social media do to some extent affect purchase intentions. The 
empirical findings also showed that if a message on social media is tailored towards a 
specific customer or segment, it will have a positive influence on the loyalty a customer 
feels towards the brand. Also, customers who are loyal towards a brand are more inclined 
to recommend the brand to others on social media. Likewise, many customers would 
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recommend the brands products to others on social media due to its perceived quality. The 
result showed that the customers would most likely not spread negative eWOM and that 
could be explained by the fact that all customers were loyal towards the brand. But if 
customers chose to either complaint or share their opinions on social media, they require an 
adequate answer from the brand and that their engagements on social media should be 
acknowledged. 
 

7.2 Theoretical contributions 
In the first chapter of this thesis, we conclude that a gap existed in the current literature 
which lead us to study the dimensions of CBBE, brand awareness, brand associations, 
brand loyalty and perceived quality developed by Aaker (1992) in relation to the SMM-
activities developed by Godey et al. (2016). During our review of articles, we found out 
that SMM and the dimensions of CBBE provided by Aaker (1992a) have not been studied 
in relation. Existing research in the area has been conducted by Kim and Ko (2012) and 
Godey et al. (2016) who have focused on different dimensions of CBBE in the context of 
luxury fashion brands. Other researchers have studied SMM but only the effect it has on 
one or two dimensions of CBBE, such as Nisar and Erdoğmuş et al. (2012) research that 
focused on SMM and brand loyalty. 
 
This thesis on the other hand develops the theoretical knowledge in the research area of 
marketing by advancing the conceptualization and increasing the understanding of SMM 
and its influence on CBBE, and how it could affect managers’ interaction and use of social 
media platforms. More precise, we provide a table that shows the impact SMM activities 
have on CBBE in a two-sided perspective of the customers and companies. This thesis 
provides new insight in regards to how the different activities from SMM influence CBBE. 
 

7.3 Managerial implications 
The findings of this thesis provide managerial implications. This study aids companies to 
realize the importance of SMM to establish a strong CBBE in the minds of the customers. 
This understanding enables companies with marketers or management teams to plan and 
execute successful marketing strategy on different social media platforms. As the empirical 
result an analysis concluded, there are a few aspects of which the managers should take into 
account when establishing an SMM strategy that would influence the CBBE aspects. Due 
to the research that has been conducted, we could see that the use of influencers plays a part 
in how customers perceive the companies, both in terms of negative and positive feelings. 
An aspect of which had an impact on all the customers that we interviewed was how often 
the brand should post on social media. It could range from a post every day to a couple of 
posts a week. We saw that companies should post 2-3 times a week to accommodate the 
customer’s need. 
 
Furthermore, companies should not pay attention to competitions since they do not generate 
as much result as one might think, at least not to our knowledge and in regards to the 
sample that we talked to, who did not like to participate in competitions at all. And last but 
not least we would recommend how to manage the interactions on social media with the 
customer to gain mutual positive outcomes and thus creating a win-win situation. 
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Ultimately, by having a successful SMM strategy, companies will be able to improve, 
strengthen or sustain their competitive advantage in terms of CBBE.         
              

7.4 Limitations and future research 
A limitation of this study is that it is conducted in Northern Sweden. Furthermore, this 
study was conducted using a qualitative method which did not provide us with information 
about the relationship between different variables. Due to the small sample size and that we 
have conducted a qualitative research, our study should serve as a starting point for future 
research of a quantitative nature.  Moreover, we have only taken the aspects of CBBE and 
SMM that have been mentioned throughout the thesis into account. We suggest that future 
researchers incorporate other aspects than CBBE and SMM that has not been covered in 
this thesis. 
 
The sample of companies and customers in this study could have been larger to generate 
more credibility to our research. It is possible that a larger sample would generate a 
stronger empirical findings and analysis due to a larger collection of data. Many of the 
customers who were interviewed in this research were not engaged in the brand’s activities 
on social media. Therefore, it was sometimes difficult to get answers to our questions, 
which could have had an impact on our results and analysis. The field of research would 
benefit by conducting a study that investigates what would make customers more engaged 
with brands social media platforms. 
 
Concerning future research, we would recommend future researchers to conduct a mixed 
method study to gain a deeper understanding of the relative impact each of the SMM-
activities has on the CBBE. To conduct this study with more companies could also generate 
a deeper understanding in regard to how companies work and use social media as a 
marketing channel. We have conducted this study in Sweden. We believe that if the study 
would be conducted in a different country or the differences between companies that are 
active in the different countries will be studied, it will bring interesting aspects to the field 
of research.  
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8.0 Truth criteria 
To assess the quality of our research, there are a few criteria that must be fulfilled. In this 
chapter, we discuss several truth criteria in order to highlight that the criteria for quality 
are fulfilled. 

8.1 Credibility 
There are some conflicting views in regards to which criteria that should be used in a 
qualitative research. Some researchers argue that there is a difference between the criteria 
in qualitative and quantitative studies (Bryman & Bell, 2011, p. 395). For evaluating the 
truth criteria of this thesis, the criteria to that fulfills the aspect of trustworthiness that is 
made up of four criteria, credibility, transferability, dependability and confirmability will be 
used. It is the most suitable criteria for a qualitative research (Bryman & Bell, 2011, p. 
395). 
 
Credibility is linked together with internal validity (Bryman & Bell, 2011, p. 395; Saunders 
et al., 2016, p. 206). As is evident, we have chosen to write a qualitative study, which 
allowed the social context to be taken into account. Due to the reason that there are multiple 
plausible views of the social reality, it is important to achieve a level of credibility, which 
may determine that acceptability of the findings in the study that have been conducted 
(Bryman & Bell, 2011, p. 396). Credibility deals with how the data and analysis method 
complements the proposed research question (Graneheim & Lundman, 2004, p. 109) In our 
research, we have studied the jargon of the industries we are conducting the research in, 
which have given us the knowledge of the participant's social reality that is involved. We 
cannot know the reality of everything the participants might have because they have 
different views of the reality since they are in specific industries and may possess additional 
knowledge about the industry or respective companies that we do not have. To achieve 
credibility in the findings, all research must be carried out with regards to good practice and 
that the findings that have been gathered through the research should be truthful and correct 
in the sense that the researchers understand the social world and surroundings of their 
participants to the best of their capabilities and is submitting the research findings to the 
members of the social world (Bryman & Bell, 2011, p. 396). 
 
The link between the participant’s construction of their social structure and the researcher’s 
representations of theses constructions is what ultimately determines the credibility of the 
findings (Halldòrsson & Aastrup, 2003, p. 327). The participants in research can have the 
most important role due to how they could correct the misconceptions of the reality drawn 
by the researchers (Halldòrsson & Aastrup, 2003, p. 327). Before this research is published, 
all participants were allowed to read and comment on the research and give feedback if 
there was anything that we have misinterpreted that they wanted to correct and change. 
This double checking of the transcribed material gives the reader a higher form of 
transparency and a higher level of credibility as the participants are able to confirm our 
findings and so that the social context has not been misconstrued but interpreted 
correctly.  If threats to credibility in the research are ignored, it will weaken the final 
research (LeCompte & Goetz, 1982, p. 32). 
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8.2 Transferability 
Transferability parallels with external validity (Bryman & Bell, 2011, p. 395). 
Transferability is whether or not the study could be transferred and applied to other 
contexts and situations by the reader of the research and this aspect is important in both 
quantitative and qualitative research (Moisander & Valtonen, 2006, p. 29). Transferability 
is also applicable to what extent the study has been conducted, to be able to make 
generalizable asserts about the world around it (Halldòrsson & Aastrup, 2003, p. 327). In 
this particular study, the result could be transferred to other firms or studies within any of 
the industries that we have conducted interviews from, where SMM is evident in their 
business. To have a stronger transferability of the research, the researchers of this 
qualitative study have provided a detailed and substantial amount of information about how 
the research have been conducted and which methodology that is used which provides the 
reader with an opportunity to judge the transferability of the study to another setting in 
which the reader is interested to research. Carson et al. (2001, p. 69) state that 
transferability can be used and in extent be increased by using various respondents. In this 
research, we have interviewed multiple representatives of brands in different industries and 
customers, which increase the possibility of transferability. It could be lacking to some 
extent due to the limited number of participants and respondents from the industries and 
customers. As researchers, we are aware of the drawbacks of this. However, due to the time 
constraints and the lack of resources, there is not much more that could be done. We have 
gathered a lot of interesting information during this research process and our aim is to allow 
the reader to make a rational judgment of the end results which could be transferable or not 
to a future study. 
 

8.3 Dependability 
Dependability, which is linked together with reliability, concerns whether or not a result 
would be the same in another situation (Bryman & Bell, 2011, p. 43). To ensure that we are 
writing a research that will fulfill the dependability requirements, researchers should follow 
an auditing approach which entails formulating the problem, selecting research participants, 
taking notes and to transcribe the interviews and decide an appropriate analysis method 
(Bryman & Bell, 2011, p. 403). This is done so that all the records and generate a reliable 
and dependable research focus that could be evaluated by others (Saunders et al., 2012, p. 
206). According to Bryman and Nilsson (2008, p. 355), to create a study that fulfills the 
requirements for dependability, the authors have to create a clear and complete description 
of every step of the research process. Because it is of importance that the researchers must 
keep complete information and records of all the different phases of the research process, 
this transcript must be accessible for the grading committee (Bryman & Bell, 2011, p. 398). 
To make sure that we fulfill this requirement, we have stored all the data that we collected 
under the process of writing this paper and we have also saved the interview guide so that it 
could be accessible for the grading committee. We have made transparency one of the most 
important quality criteria for our research because it establishes a sense of reliability to the 
study so that the reader could see how the data have been collected. Which choices we 
made throughout the process, which problems may have occurred during the process of 
writing this thesis. We have during our research tried to stick to this requirement to make 
our research give the reader and future researchers a study that is fulfilling the criteria for 
dependability. When the grading of this thesis is done we made the choice of deleting all 
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material that have been gathered from the interviews such as audio recordings and all the 
transcribed material. We have made this choice because it makes the material more 
confidential for the interviewees. 
 

8.4 Confirmability 
Bryman and Bell (2011, p. 43) define the criteria of confirmability as to what extent the 
researcher's value may influence the study and it is linked with objectivity (Bryman & Bell, 
2011, p. 395). On the other hand, Halldòrsson and Aastrup (2003, p. 328) argue that 
confirmability ensures that the findings represent the result of the empirical research that 
has been conducted and not the view of the researchers. During our research, we have 
actively worked towards fulfilling the criteria for confirmability by clearly stating the 
preconceptions that we as researchers have that might influence the result and 
confirmability. By discussing this in the research, we have given the reader an 
understanding of what our preconceptions are and how we have tried to not let them have 
an effect on the final results. To reach a complete objectivity is basically impossible for 
research in the business administration section. What researchers do and what we have 
done is to present the findings in good faith, which means that we have not let personal 
feeling or any form of bias to influence the results (Bryman & Bell, 2011, p. 398). If the 
results are easy to trace, it will give the research a higher confirmability (Halldòrsson & 
Aastrup, 2003, p. 328).  
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Appendix 1. Interview guide customers 
	  

Question for consumers Operationalization 

What types of social media do you use? Background question 

On which platforms do you follow the company on? Background question 

How often do you buy products from this company? Background question 

How often do you think the brand should post on social media? Interaction & brand 
awareness 

Do you use social media to gather information about the brand? Trendiness & brand 
awareness 

Do you contact companies on social media if you have any problems or questions in 
regards to a product? 

eWOM 

Do you recommend this product to your friends and family´s via social media? eWOM 

Do you take other people's views and comments on social media in regards to how you 
perceive the brand? 

eWOM 

Do you perceive that communication with a company on social media can strengthen 
your relationship and loyalty with the company? 

Interaction & brand 
loyalty 

Do you post your thoughts regarding your experience of the product on social media? eWOM & perceived 
quality 

Do you feel that companies that posts on social media affects your choice of product? Brand awareness 

Do you react differently on a post on social media that are aimed towards you 
compared to if it is more general? 

Customization 

How do you feel the companies work on social media? -  Is there anything you think 
they could do better? 

Social media marketing 
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How do you feel about competitions that the brand arrange/would arrange on social 
media? 

Entertainment 

Why do you choose this brand compared to the competitors? Perceived quality 

What do you associate with this brand and do you believe that social media have an 
impact on what you associate the brand with? 

Brand associations 

Why are you loyal to the company? Brand loyalty 

Do you believe that the company generates loyalty towards you? Brand loyalty 

If a company is using influencers would that change the way you perceive the brand? Entertainment 
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Appendix 2. Interview guide companies 
	  

Questions to the companies Relation to theory 

In which industry are your company active? Background 

What are your main responsibilities within the company? Background 

Who are your customers today? Background 

Are you using Social media today? Background 

Which platforms are you active on today? Social media marketing 

How do you use the platforms today? Brand awareness 

Do you use these platforms to market your brand? Brand awareness 

How often are you posting on social media? Interaction 

Do you arrange competitions on social media? Entertainment & brand awareness 

How do you think interactions on social media could strengthen your 
relationship with your customers? 

Interactions & brand Loyalty 

How do you handle positive and negative eWOM on social media? eWOM & interaction 

Do you believe that the brand could be strengthened by the right type of 
response on social media in regards to eWOM? 

eWOM 

Do you believe that by posting information about the brand on social media 
could increase the customer's perception about the brand? 

Trendiness 

Is the message that you post on social media specific towards a segment or 
more general? 

Customization 

Do you believe that a specific or general message will be the most 
beneficial one in terms of increase brand value? 

Customization 
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How do you perceive your brand? Brand associations 

What do you associate your brand with? Brand associations 

How do you work with marketing of both brands and products to enhance 
the recognition in the eyes of the customers? 

Brand awareness 

Which type of recognition would you like the customers to have? Brand associations 

What is special with your brand and how do you get the consumers to 
choose your brand instead of the competitors? 

Brand awareness, brand associations, 
brand loyalty & trendiness 

Which traits do you wish that customers will associate with your brand and 
how do you work with highlights theses traits in your marketing? 

Brand associations 

Do you believe that brand awareness will affect how customers associate 
your brand? 

Brand awareness & brand associations 

How do you work with attracting new customers and retaining new ones? Brand loyalty 

How important do you believe that trust is when building long lasting 
relationships with customers? 

Brand loyalty 

How do you work with gaining their trust? Do you believe that social 
media could strengthen your loyalty towards the brand? 

 

Brand loyalty 

Have you used influential people to market your products? and in what 
way? 

Entertainment 
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Appendix 3. Interview requests companies’ 
 
Hello, 
 
We are two students at the master’s programme in management and marketing at Umeå 
School of Business and Economics. We are currently writing our thesis where the subject is 
branding and social media marketing. More specific, we aim to study how companies work 
with customer relations and how these relations can be improved by using social media as a 
marketing tool. We would like to get in contact with an employee for an interview who 
possesses the necessary knowledge and experience in these areas. The information that is 
shared during the meeting will, of course, be handled confidentiality and no company 
names will be mentioned in the thesis. The interview will take approximately 30-60 
minutes and we can send you the interview question beforehand if you prefer that.  
 
If you think that this sound interesting, we are looking forward to hearing from you. Do not 
hesitate to contact us regarding question about the subject or the interview. 
 
Best regards,  
Matilda Sundholm  
Joacim Braunander 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



	  

	   90	  

Appendix 4. Interview request customers’ 
	  
Hello, 
 
We are two students at the master’s programme in management and marketing at business 
at Umeå School of Business and Economics. We are currently writing our thesis where the 
subject is branding and social media marketing. More specific, we aim to study how 
companies work with customer relations and how these relations can be improved by using 
social media as a marketing tool. It would be really appreciated if you would take time for 
an interview with us to answer questions regarding how your perception is affected by the 
brand´s social media marketing activities. The information that is shared during the meeting 
will, of course, be handled confidentiality and your name will not be mentioned in the 
thesis. The interview will take approximately 30 minutes and we can send you the 
interview question beforehand if you prefer that.  
 
If you think that this sound interesting, we are looking forward to hearing from you. Do not 
hesitate to contact us regarding question about the subject or the interview. 
 
Best regards,  
Matilda Sundholm  
Joacim Braunander 
 
 
	  



	  

	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  



	  

 

Umeå School of Business and Economics 
Umeå University 
SE-901 87 Umeå, Sweden 
www.usbe.umu.se 

	  

 
	  
	  


