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  Abstract 

This research was initiated due to the popularity brand community phenomenon is gaining 

among companies through last several years. Growing number of companies on the market 

and shortening of the life cycle of products, make companies work hard in order to retain 

existing customers and gain new ones. Brand communities may provide many benefits to 

companies such as ability to build customer loyalty, increase of the marketing efficiency 

and enhancement of a brand. We wish to explore brand communities from two 

perspectives: inside, factors that may influence brand community members in particular 

purchase of augmented products and word of mouth communication and outside, the 

perception of brand communities as a future value by prospective customers.  

Due to our philosophical considerations and non-geographical nature of brand 

communities, the research method that we have chosen is quantitative. In order to collect a 

large amount of primary raw data we have used a survey approach. Therefore the self-

administered questionnaire was designed. Two sampling techniques were used in data 

collection process – convenience and snowball. The survey was distributed via e-mail and 

Internet. The predetermined respondents were asked to answer questionnaires and distribute 

them further. During the data collection period 258 respondents were surveyed. 

The findings of this research suggest that prospective customers, who have a favorite brand, 

see brand community as a future value, hence may have an incentive to buy products or 

services of a particular brand. A managerial implication in this case is that brand 

communities are a good opportunity for a company to build long term relations with 

existing customers by involving them in brand community activities. Brand community 

events such as meetings, festivals, and promotional activities also influence an incentive of 

consumers to buy augmented products or services of a company; hence giving a firm an 

opportunity to earn additional profits by selling more additional products, paid services or 

accessories. Word of mouth communication is another valuable asset that companies may 

use. In our research we have proved that word of mouth inside brand communities may 

influence its members to buy products or services of another brand under the influence of 

an opinion leader or the majority. So managers of companies that sell related or 

supplemented products may jointly organize events, and reach more consumers. 
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I. Introduction 

The first chapter will introduce the background of this master thesis with the aim to provide 

reader with a broad overview of the chosen topic. The research question and purpose of the 

study are presented based on the problem statement. In conclusion we introduce a reader to 

the structure of our research work, i.e. disposition, in order to give a clear view of the paper 

structure. 

1.1 Background 

In today’s fast-changing, globalizing and turbulent world, people are hungry for a sense of 

connection; they often feel socially isolated, alone in their preferences, attitudes, behaviors 

and life-styles (Fournier & Lee, 2009, p. 105). This “hunger” makes them search for 

confederates among people who possess alike interests and build communities. According 

to McAlexander et. al. (2002, p. 38) communities have a tendency to be identified based on 

commonality or identification among their members, whether a neighborhood, an 

occupation, a leisure pursuit, or devotion to a brand. Usually communities are made up of 

its member entities and the relationships among them (McAlexander, Schouten, & Koenig, 

2002, p. 38).  

Nowadays, business environment is a fast-growing, highly competitive and proactive war-

field, where companies are struggling for consumer’s mind and facing a huge amount of 

challenges like constant innovation, competition, emergence of substitutes, shortening of 

the product life cycle and bargaining power of customers and suppliers (Ries & Trout, 

2005). These days, customers have a tendency to switch between products because of a 

great amount of substitutes emerging on the market and low switching costs (Ries & Trout, 

2005). Therefore companies are trying to build barriers in order to keep existing customers 

and acquire new ones.  

Another strategy that can be used by companies is directing emphasis on building 

relationship with customers (Solomon et. al., 2010, p. 37). In order to create strong 

customer relations, a company has to create association with a company’s product. 

Organizations should build a brand around a product. Growing number of companies and 

other organizations have come to realize that one of their most valuable assets is the brand 

names attributed to their products or services (Keller, Aperia, & Georgson, 2008, p. 1). 

Brand is “the name associated by a manufacturer with their product in order to distinguish 

their product from similar products in the marketplace; it can often also be a trademark” 

(Solomon et. al., 2010, p. 37). Branding is one of the most important ways to create a 

meaning in consumer society. Individuals and businesses are faced with more and more 

choices, but seemingly have less and less time to make those choices (Keller, Aperia, & 

Georgson, 2008, p. 1). The ability of a strong brand to simplify consumer decision making, 

reduce risk and set expectations is thus invaluable (Keller, Aperia, & Georgson, 2008, p. 1). 

Creating strong brands over time, has become a management imperative (Keller, Aperia, & 

Georgson, 2008, p. 1).  
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“One of the “discoveries” of consumer research in the twenty-first century is that 

consumers increasingly organize communities based on their consumption of and 

attachment to particular brands, so-called brand communities” (Solomon et. al., 2010, p. 

37). Brand community is a broad concept; it may vary from clubs or organizations to on-

line virtual communities. Membership in brand communities may give a person a sense of 

authenticity, emotional support, encouragement, cultivation of interests and skills, sharing 

of experience and acquiring knowledge about brand, identification as a member of some 

kind of subculture oriented towards consumption of a product or service. By participation 

in one or several brand communities, a consumer creates a relationship with a brand, i.e. he 

or she views the brand as a satisfactory partner in an ongoing relationship (Algesheimer, 

Dholakia, & Herrmann, 2005, p. 23). Hence, through this relationship customer loyalty, 

awareness, passion, value creation and knowledge about a brand are built; furthermore it 

strengthens customer association with a brand. 

Brand community is a powerful phenomenon, which emerges all over the world; it may 

bring a lot of benefits to a company. By managing, sustaining and supporting brand 

communities, companies can build customer loyalty, increase marketing efficiency and 

enhance their brand (Fournier and Lee, 2009, p.106). However, in order to build and 

maintain strong brand communities, companies should analyze and understand the 

individual and social needs of members and try to do everything possible to support and 

involve them on their own terms (Fournier and Lee, 2009, p. 106). An important thing that 

companies should bear in mind that brand communities are not corporate assets, so they can 

be only supported, not controlled (Fournier and Lee, 2009, p.110). 

1.2 Problem background 

The current economic situation on the market is very challenging. Consumer’s attitudes, 

preferences, behaviors and requirements are changing dramatically fast. Markets are highly 

competitive; the number of the competitors is increasing from day to day, more and more 

products or services substitutes are emerging on the market (Ries & Trout, 2005). In the 

battle for the consumer’s mind, companies are using every marketing tool they may afford 

(Ries & Trout, 2000). People are overwhelmed with the information they receive, they try 

to filter messages, and hence they became less affected by information flows companies 

send them (Ries & Trout, 2000). In this world of information, consumers are feeling alone, 

hence they strive to socialize with others who have similar interests and preferences 

towards a particular brand; therefore they build brand communities.  

Galbreath (2002, p.119) in his research noticed, that it is very important for companies to 

build long term relations with its customers, and supported his statement by the following 

figures: 

 Finding new customers costs five to seven more times than retaining current 

customers, 

 Reducing customer defection by 5 percent can increase profit between 30 and 85 

percent 

 Increasing customer retention by 2 percent equals cutting operating expenses by 10 

percent. 
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According to the major researches about brand communities, written by McAlexander et. 

al. (2002), and Muniz and O’Guinn (2001), such communities significantly increase brand 

equity and loyalty. Therefore it is very useful for the companies to build or support existing 

brand communities. However, most companies perceive brand community as a tool and 

include it in a marketing strategy, which is not correct, because brand community is built 

around a brand and by a brand, but not by a company (Fournier and Lee, 2009, p. 106). 

Companies cannot force their customers to create a brand community, the only thing the 

company can do is to be an initiator or supporter of brand community, by providing funds, 

satisfy customer needs, organizing brandfests, campaigns, meetings, etc. Hence it is 

difficult to have a total control over brand communities and manage them.  

1.3 Problem 

After detailed research on previously done studies by Muniz and O’Guinn (2001), 

McAlexander et. al. (2002), Cova and Pace (2006), etc., we came to the conclusion that 

there are still several unexplored gaps in the field of brand community studies. Previous 

researches raised a great number of questions, unexplained phenomena and developed a lot 

of valuable theories, which businesses are using nowadays, so nobody doubt the 

importance of a brand community for a company these days. Studies have been divided into 

three separate directions (Cova & Pace, 2006, pp. 1088-1089):  

 Followers of Muniz and O’Guinn (2001) study put their efforts to clarify 

differentiating between concepts of “brand community”, “consumption sub-

cultures” and “consumer tribes”; 

 Researchers who were interested in McAlexander et. al. (2002), started to 

investigate marketing managers influence on a brand community, some of them 

suggested that companies should create a brand community themselves; 

 Other scholars who were inspired by McAlexander et. al. (2003) and Algesheimer 

et. al. (2005), lead active discussions about brand community members and their 

loyalty to a brand. 

However, these researches were mostly concentrated on inside factors and behaviors of a 

brand community. Most of the studies were conducted based on case studies and highly 

developed brand communities such as Harley Davidson, Saab, Jeep, Nutella, Apple, etc. In 

most cases scholars were interested in current members’ behavior, attitudes and 

preferences. A lot of work was done in psychological and sociological field of a brand 

community. Several researchers such as Philipp Wiegandt (2009) and Hope Jensen Schau 

et. al. (2009) were concentrated on value creation for current brand community members by 

companies.  

We consider the fact that we will not concentrate on one particular community to be the 

strength of our research work. A lot of work was done by marketing managers and brand 

community members to know the reasons why they are in the community, values that 

community provides and activities that they perform in order to build relationship inside the 

community between each other. Instead, we want to conduct our research among people 

who participate in different brand communities or are not a part of any community, 

however they are also valuable for companies, because they represent a target group of 
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prospective customers and/or prospective brand community members. None of previously 

conducted researches mentioned prospective consumers and how value created by brand 

communities affect their decision to make a purchase. There is another issue that requires 

investigation and it is the word of mouth influence inside a brand community on purchase 

of a brand, which is not directly related to a brand community. Also we are interested in 

purchase tendency of augmented products or services by members of a brand community.  

1.4 Purpose 

The purpose of this study is to investigate brand community phenomenon from two 

perspectives –inside and outside. By inside perspective we mean those factors that affect 

members of brand communities internally, particularly for this study, these are influence of 

word of mouth effect on purchase of another brand (if a positive correlation is found, it 

may give a clue to brand community managers to jointly sponsor events of related 

products) and purchase of augmented products or services by brand community 

participants. By outside perspective, we mean those factors that may affect brand 

communities externally, particularly influence that prospective customers can make if they 

perceive a brand community as a value, hence they may have an incentive to buy a product 

or service.  

1.5 Research questions 

The master thesis tends to answer questions which were not taken into account by scholars, 

who previously conducted work in brand community field. Following our research purpose, 

we have designed three research questions: 

Outside perspective 

Research question 1: Does prospective customers see brand community as a possible future 

value, hence an incentive to buy a product or service? 

Inside perspective 

Research question 2: Does brand community influence customer tendency to buy 

augmented products or services of the company? What are the most influential brand 

community activities that make consumers buy them? 

* Augmented product or service is an additional and/optional product that can be bought by 

a customer to supplement a core product (Anderson, Narus, & Narayandas, 2008, p. 182). 

An example of augmented products for a car can be stereo system, navigation, performance 

boosters, warranty, etc. 

Research question 3: Can word of mouth communication in a brand community influence 

choice of future purchases of another brand? What has an influence: an advice of a very 

experienced and trusted brand community member or usage of a product or service by 

majority of brand community members? 
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* Word of mouth communication is the information transmitted by individual consumers on 

an informal basis (Solomon et. al., 2010, p. 653). 

Under another brand we mean a product or service of another company’s brand. It may be 

an accessory or any additional product or service that goes well with the product or service 

abound which a brand community is centered. An example of a product of another brand 

for a vehicle of a particular brand can be a navigation system of another brand.  

With a help of designed research questions we are aiming to develop theoretical 

framework, achieve a purpose of the research and extend existing knowledge in the field of 

brand community studies. 

1.5 Disposition of the paper 

   

 

•In this chapter we will familiarize the reader 
with the brand community phenomenon, 
discuss and define problems, identify purpose 
and develop research questions 

Introduction 

 

•The purpose of the theory chapter is to 
introduce a reader to the theoretical 
perspectives that will be exploited in the 
research 

Theory 

 

•In this chapter we will explain our choice of 
research methodology and methods we use in 
this study Method 

 

•In this chapter we will present our empirical 
findings and assumptions based on the 
findings’ analysis 

Empirical Findings 
& Data Analysis 

•In this chapter we will summarize all our 
significant findings and answer our research 
questions and analyze whether we were able 
to meet a purpose of our study 

Conclusion & 
Discussion 

•In this chapter we will assess reliability and 
validity of our research. And identify whether 
our study fulfills quantitative research 
criteria.   

Reliability & 
Validity 
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II. Theory 

The purpose of the theory chapter is to introduce a reader to the theoretical perspectives 

that will be exploited in the research. First of all, we would like to introduce the concept of 

the community, its definition, characteristics and types. Further the notion of a brand will 

be presented along with the discussion of a brand importance in today’s business 

environment. Then we will move to brand community definition and examine it through 

previous studies in order for a reader to have a better understanding of the study field of the 

thesis better. Afterwards the presentation of social exchange, attribution and role theories 

will follow. Apart from those theories we also introduce the implications of brand 

communities for customers and firms that aim to contribute more to understanding of brand 

communities as a phenomenon. In conclusion, we will summarize the work done by other 

scholars and develop our own hypothesis that may give a new sight on the brand 

community phenomenon 

2.1 What is community? 

As it has already been mentioned in the introduction, in the first place we would like to 

introduce a reader to a community in general. Even though this term is usually understood 

and used in everyday life, we would like to define it in depth and from the business 

literature perspective. Furthermore we would also show a reader what role communities 

play in today business environment and try to share knowledge accumulated during the 

literature review and our studies with the reader. 

2.1.1 Definition of community 

The notion of community has long been a topic for debates among scholars and one of the 

most discussed terms in the western world (Kozinets, 2002, p. 21). The reason for such an 

active discussion is the existence of numerous definitions, which are discussed in a broad 

variety of research areas. In 1955, George Hillery was able to identify 94 different 

community definitions. However in our thesis, we will concentrate on three definitions: one 

from 1974 and another two from 2002 and 2006, in order to show how the perception and 

types of communities has changes over past several decades and choose the one, which is 

the most appropriate for our thesis.  

Definition that was developed by Bell and Newby (1974) was as follows “community is a 

social interaction based on geographic area, self-sufficiency, common life and procession 

of common ends, norms and means”. This definition describes an essence of a community, 

which can be referred to a traditional form and which was domineering up until 20
th

 

century. To a traditional form of the community may refer to a tribe, family, clan, village or 

religious community (Wiegandt, 2009, p. 12). With the pass of time and development of 

communication technology such as the internet, the importance of geographic closeness has 

diminished. Nowadays people can communicate with each other regardless of their physical 

presence and it is a major reason of emergence of new community forms. 
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Another definition of a community was presented in the conceptual paper written by 

McAlexander et. al. (2002, p. 38): “A community is made up of its member entities and the 

relationships among them. Communities tend to be identified on the basis of commonality 

or identification among their members, whether a neighborhood, an occupation, a leisure 

pursuit, or devotion to a brand”. Hence in the modern communities distance does not play a 

crucial role, it gives people an opportunity to form communities regardless of their location. 

More specific for contemporary situation, however, is the definition introduced by 

Algesheimer (2004), which was translated and exploited by Philipp Wiegandt (2009, p. 9) 

in his dissertation on the topic Value Creation of Firm-Established Brand Communities. 

Community was defined as a “social network of continuously interacting individuals, who 

influence each other within a specific timeframe and develop a sense of belonging. Thereby 

the social interaction between members is a subject to a well-understood focus, such as a 

common goal, a shared identity, a common possession, or common interests” (Wiegandt, 

2009, p. 4).  

Among two definitions developed by McAlexander et. al. (2002) and Wiegandt (2009), we 

consider second definition to be more precise and to comply with the purpose of our thesis 

more, because McAlexander et. al. (2002) say that individuals in the community have 

something in common, whereas Wiegandt (2009) wrote that people in the community are 

individuals who interact on a subject to a well understood focus. In our opinion individuals 

in the community may not have anything in common in their personal characteristics, 

appearance, tastes and preferences, the only thing that may join people in a community may 

be an interest to a particular item, which can be a product, service, brand, etc.  

2.1.2 Characteristics and types of communities 

However all definitions have the right to existence, because they simply describe two 

different types of communities: traditional and new community form (please see Figure 1). 

The Figure 1 below that was developed by Philipp Wiegandt (2009, p. 10) identifies 

distinctly two community forms: traditional, which was defined by Bell and Newby (1974) 

and new community forms defined by many scholars in their recent works, including 

Philipp Wiegandt (2009) and McAlexander et. al. (2002). This figure introduces examples 

of community forms, gives characteristics to each community type and emphasizes the 

changed essence of the community over time.  
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Figure 1. Community forms 

Source: Philipp Wiegandt illustration (2009, p. 10) following von Loewenfled (2006)   

There are two explicit characteristics that distinguish two forms of communities. The first 

one is of course the fact that new communities may not be limited with boundaries thanks 

to the developed communication technologies, such as the internet. The second one is 

changed essence of the community over time: from the focus on the values in a traditional 

community form to the combination of the focus on values and needs in a new community 

forms.  

Focus on values means that people in the community have shared values, strong bonds, 

togetherness, reciprocity, trust each other and perceive a community itself as a value.  

Focus on values and needs means that people in the community should not necessarily live 

in the same geographic location (a term Global village it used to illustrate that distance does 

not matter when people communicate via the internet), they identify each other through 

shared interests, values and ideas, they utilize joint advantages (for instance, share 

knowledge) and technological progress, they have hedonistic motives, i.e. pleasure is the 

highest good and proper aim of human life (New Oxford American Dictionary, 2005). In 

other words a new community combines traditional values and individual needs.  

There is a vast variety of new community forms, for example virtual communities, 

subcultures of consumption, brand communities, etc. However in our thesis work we would 

like to concentrate on brand communities, because there are many reason that underlie 

many scholars interest in this research area, including the ability of brand communities to 

influence members’ perceptions and actions; to rapidly disseminate information; to learn 

consumer evaluation of new offerings, competitive actions, and so forth; maximize 

opportunities to engage and collaborate with highly loyal customer (Algesheimer, Dholakia 

& Herrmann, 2005, p. 19). 
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However before we introduce the brand community phenomenon in this thesis work, we 

would like to give a reader and understanding of the notion of a brand. 

2.2 What is brand? 

In this section we introduce the reader to a notion of a brand and an important role brand 

plays in business world. 

2.2.1 Definition of a brand 

According to American Marketing Association (AMA), a brand is “a name, term, sign, 

symbol, or design, or a combination of them, intended to identify the goods and services of 

one seller or group of sellers and to differentiate them from those of competition” (Keller, 

Aperia & Georgson, 2008, p. 2). 

2.2.2 Why brand is important? 

Keller, Aperia & Georgson (2008, p. 1) in the book Strategic Brand Management, were 

able to identify very precisely several reasons why brand it important for firms: “More and 

more companies and other organizations have come to realize that one of their most 

valuable assets is the brand names associated with their products or services. In an 

increasingly complex world, individuals and businesses are faced with more and more 

choices, but seemingly have less and less time to make those choices. The ability of a 

strong brand to simplify consumer decision making, reduce risk and set expectations is thus 

invaluable. Creating strong brands over time, has become a management imperative” 

(Keller, Aperia & Georgson, 2008, p. 1).  

A brand becomes valuable for a company when it is well known and easily recognized by 

customers. The value may result not only in increased sales and customer loyalty, but also 

in increased value of the company in monetary terms, due to the goodwill. Goodwill is the 

established reputation of a business regarded as a quantifiable asset (Oxford University 

Press, 2005). Ability of a customer to distinguish one brand from another is called brand 

recognition. If a customer is satisfied with a particular brand, chances of repeated purchase 

increase and/or purchase of same branded goods and services. If a customer is more than 

satisfied with a brand, brand loyalty may develop over time. Brand loyalty is the tendency 

of some customers to continue buying the same brand of goods rather than competing (New 

Oxford American Dictionary, 2005). 

An interesting fact is that brands can elicit deep emotional engagement from consumers 

(Solomon et. al., 2010, p. 37). Even brands we do not like can be very important to us, 

because we often define ourselves in opposition to what we do not like (Solomon et. al., 

2010, p. 37). 

The hallmark of marketing strategies at the beginning of the 21
st
 century is an emphasis on 

building relationships with customers (Solomon et. al., 2010, pp. 37-38). One of the 
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“discoveries” of consumer research in the 21
st
 century is that customers increasingly 

organize communities based on their consumption of and attachment to particular brands, 

so called brand communities (Solomon et. al., 2010, p. 38). Exactly to the discussion of 

brand communities all of the following chapters will be dedicated.  

 2.3 What is brand community? 

This part of our thesis is very important, because it reveals the major theme of the thesis - 

brand communities. Here we are going to introduce a notion of a brand community and 

major studies that have been previously conducted by other scholars, in order to show the 

reader what has been done already in this field of studies. Another reason why this part is 

crucial for our research is that it will help the reader to understand brand community 

phenomenon, its fundamentals, and gain deep knowledge in major theories, assumptions 

and definitions. 

2.3.1 Definition of a brand community 

The concept of brand community was introduced by Muniz and O’Guinn (2001). 

According to authors, brand community was defined as “a specialized, non-geographically 

bound community, based on a structured set of social relations among admirers of a brand” 

(Muniz & O’Guinn, 2001, p. 412). Brand communities are specialized because at its center 

is a branded good or service (Muniz & O’Guinn, 2001, p. 412). In the article written by 

Muniz and O’Guinn (2001), authors argue that brand communities are non-geographically 

bound, however McAlexander et. al. (2002) assert that brand communities may also be 

geographically concentrated, but at the same time confirm Muniz & O’Guinn words that 

brand communities may also exist in the entirely nongeographic space of the internet, as we 

also have already discussed earlier in this paper. 

Brand communities can be complex entities with their own cultures, rituals, traditions, and 

codes of behavior (Schau & Muniz, 2002, p. 344). Brand community members appear to 

derive an aspect of personal identity from their membership and participation in these 

communities (Schau & Muniz, 2002, p. 344). The intensity of the relationship between 

customers and the brand community is built on different levels (Wiegandt, 2009, p. 15). 

Those relationships were studied by scholars and in the following section we introduce the 

reader to what has been already done in this research area. 

2.3.2 Brand Community Studies 

Due to the large amount of research that was done in this area throughout last several years, 

nobody questions the existence of brand community phenomenon and its relevance for 

companies. After a brief introductory phase, where researchers made relatively descriptive 

studies that tried to define the characteristics for such consumer groupings, research 

appears to have gone in different directions (Cova & Pace, 2006, p. 1088). French 

language-dominated studies following the article of Muniz and O’Guinn (2001) are 
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concentrated on differentiating between several neighboring concepts of brand community, 

subcultures of consumption and consumer tribes, aiming to clarify the object of study 

(Cova & Pace, 2006, p. 1088). However Anglo-American scholars seem to be less troubled 

by the lack of differentiation, moving from one concept to another in their articles (Cova & 

Pace, 2006, p. 1088). The goal of other studies is to measure the real effects that the feeling 

of belonging to a brand community have on consumer loyalty (Cova & Pace, 2006, p. 

1089). Latest research varies from measuring effects that belonging to a brand community 

can have on company goals to recommendations of some scientists to initiate creation of 

“own" brand communities, i.e. brand communities build by companies (Wiegandt, 2009, p. 

16).  

As the notion of brand community was first introduced in 2001, hence this concept is rather 

new in academic research literature. Thus we have decided to concentrate in our thesis on 

several key articles and discuss brand communities in order to give a reader a clear picture 

on what key findings exposed in this area. 

As we have already mentioned, the notion of brand community was first introduced by 

Muniz and O’Guinn in 2001, thereby we start from their article called Brand Community 

and discuss their findings. Following a descriptive approach, Muniz and O’Guinn (2001) 

introduced the idea of brand community, its definition, justified the existence of brand 

communities, worked out characteristics, processes and special characteristics of brand 

communities and integrated them in sociological- and consumer- oriented literature 

(Wiegandt, 2009, p. 16). According to authors brand community is “a specialized, non-

geographically bound community, based on a structured set of social relations among 

admirers of a brand” (Muniz & O’Guinn, 2001, p. 412). 

2.3.2.1 Core components of brand community: consciousness of a kind, shared rituals and 

traditions, and sense of moral responsibility. 

Muniz and O’Guinn (2001, p. 413) in their work were able to identify three core 

components or markers of brand community: 

1. Consciousness of a kind, which is the intrinsic connection that members feel toward 

each other, and the collective sense of difference from people outside a certain 

community (Muniz & O’Guinn, 2001, p. 413). Members share what Bender (1978) 

describes as “we-ness”, i.e. members feel an important connection to the brand, and 

what is more essential they feel a stronger connection toward one another (Muniz & 

O’Guinn, 2001, p. 418). Muniz and O’Guinn (2001) research proved that members feel 

that they “sort of know each other” at some level, even if they have never met. 

Members of a brand community frequently note a critical demarcation between users of 

their brand and users of other brands (Muniz & O’Guinn, 2001, p. 418). This quality 

sets them apart from others and makes them similar to one another, resulting in being 

“different” or “special” in comparison to users of other brands (Muniz & O’Guinn, 

2001, p. 418). 

Legitimacy is another process that takes part in the communities. Legitimacy is a 

process when members of the community differentiate between true members of the 

community and those who are not, or those who occupy a more marginal space (Muniz 
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& O’Guinn, 2001, p. 419). In relation to a brand, this is demonstrated by “really 

knowing” the brand as opposed to using the brand for the “wrong reasons” (Muniz & 

O’Guinn, 2001, p. 419). 

2. Shared rituals and traditions represent vital social processes and help companies to 

preserve and transmit brand community’s shared history, culture and consciousness 

(Muniz & O’Guinn, 2001, pp. 413-421). These rituals and traditions typically center on 

shared consumption experience with the brand (Muniz & O’Guinn, 2001, p. 421). Thus 

the celebration of the history of the brand, i. e. distinctiveness of the brand over time, 

its legacy of technological innovation, important events and personages, etc. and 

sharing brand stories are essential elements for the community and the company 

(Muniz & O’Guinn, 2001, p. 422). The first component also serves as a tool, which 

helps brand community members to differentiate true believers of the brand from 

opportunistic users (Muniz & O’Guinn, 2001, p. 420). Sharing brand stories is an 

important process as it points to and assists in learning communal values and also has  

ritualistic character and certainly represents a strong tradition within the brand 

communities (Muniz & O’Guinn, 2001, p. 423). Sharing brand stories is an important 

process as it reinforces consciousness of a kind between brand community members 

and support their feeling of being with like-minded people (Muniz & O’Guinn, 2001, p. 

423). 

3. A sense of moral responsibility is a sense of duty or obligation to the community as a 

whole, and to its individual members (Muniz & O’Guinn, 2001, p. 413). It produces 

collective actions in times of threat to the community and contributes to group cohesion 

(Muniz & O’Guinn, 2001, pp. 413-424). Particularly in brand community, a sense of 

moral responsibility is decisive for integration and retention of new community 

members and assisting in the use of brand. According to Muniz and O’Guinn (2001), 

most community members helped others in their consumption of a brand by repairing 

the product or solving problems with it (Muniz & O’Guinn, 2001, p. 425). 

2.3.2.2 Customer – Brand relationship models 

According to brand community characteristics, which we have described earlier, members 

of a brand community feel an important connection to the brand, as it is the center of the 

community, yet they feel an even stronger connection towards other members (Wiegandt, 

2009, p. 16). By this research Muniz and O’Guinn moved from a traditional focus customer 

– brand dyad to a more developed framework, i.e. Brand Community Triad, which 

illustrates interrelations of customers between each other and a brand (please see Figure 2). 
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Traditional Customer- Brand Dyad vs. Brand Community Triad 

  

Figure 2. Customer-Brand Relationship Model and Brand Community Triad. 

Source:  McAlexander, Schouten, & Koenig illustration (2002, p. 39). 

Muniz and O’Guinn observed several positive aspects that brand communities have on the 

value of the brand: 

 Brand communities represent a form of customer agency, i.e. by virtue of their 

collective nature, customers have a greater voice than would be in the case in more 

isolated and atomistic situations (customer empowerment); 

 Brand communities represent an important information source for customers 

(sharing information on brand); 

 Brand communities provide wider social benefits to its members by enabling them 

to communicate with each other (Muniz & O’Guinn, 2001, p. 426). 

In the last point in the above paragraph, a very important issue – communication between 

brand community members - is mentioned, which from our point of view requires attention. 

However, not many scholars have done research in this area. We were able to identify 

several scholars, who examined the topic of word of mouth communication in brand 

communities, among them are Wiegandt and von Voewenfeld. As von Voewenfeld has 

done his research in German, we were able to read only Wiegandt study, where he wrote 

that von Voewenfeld identified that in brand communities there is such phenomenon as 

word of mouth communication present. According to Wiegandt (2009, p. 165) empirical 

research findings, word of mouth communication may have the following impact on a 

company: 

 Overtime the higher involvement of brand community members led to a higher 

brand loyalty and word of mouth communication; 

 While brand loyalty and word of mouth communication decreased over time for 

non-members of brand community, it stayed the same for brand community 

members; 

 Membership in brand community not only affect brand loyalty and word of mouth 

communication, but also an actual number of products/services bought and number 

of recommendations made about the company; 

 Brand loyalty and word of mouth communication has stabilizing effect in times of 

imperfect surrounding conditions and tougher competition. 
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To sum up, communication inside brand community may be beneficial for a company and 

may lead to higher brand loyalty, hence repeated purchases of products and/or services and 

long term relations with customers.  

2.3.2.3 Positive aspects of brand communities on the value of a brand 

The research of Muniz and O’Guinn (2001, p. 415) was initiated with the purpose to 

advance the theoretical notion of brand community; to search for evidence of its existence; 

to discover some of the manners, mechanisms, and particularities of brand communities; 

and to situate these findings within the broader sociological, media, and consumer 

literatures. Research design, that authors used, was qualitative, which suited very well to 

the purpose of the study, because the objective was to develop a framework for a new topic 

– brand community. Authors certainly were able to meet their research objectives. 

Moreover, they tried to draw companies’ attention to brand community phenomenon by 

saying that brand communities are commercial in its nature and show the important role it 

may play in achieving major strategic goals, such as profitability through brand loyalty. 

This research was a good start, however there are a lot of issues that require clarification.  

2.3.2.4 Extension of Customer – Brand relationship model and marketing implications of brand 

communities. 

The primary goal of McAlexander et. al. (2002, p. 38) research was to expand the definition 

of a brand community to entities and relationships neglected by previous research; to 

identify vital characteristics of brand communities; to demonstrate that marketers can 

strengthen brand communities be facilitating shared customer experience; to yield a new 

and richer conceptualization of customer loyalty. The research lasted during eight years and 

comprised of several stages: ethnographic, where authors have become brand community 

members of Jeep and Harley-Davidson in order to understand brand community 

phenomenon better; further authors provided quantitative support for their findings; and 

finally they returned to ethnographic work to measure long term perspectives of brand 

communities and its implications.  

As we already mentioned the first objective of the research was to expand brand 

communities from the relational perspective, because it was neglected by previous 

researches. Hence, McAlexander et. al. (2002, p. 39) suggested an extension of Muniz and 

O’Guinn brand community triad model (please see Figure 3), because they were able to 

identify other essential relations inside a brand community. According to McAlexander et. 

al. (2002, p. 39) customers also value the relationships with their brand possessions, 

marketing agents, institutions, which own and manage the brand. However, authors do not 

neglect accuracy of other models Traditional Customer Brand Dyad and Brand Community 

Triad, which were presented earlier by other scholars. All authors agree upon the fact that 

brand communities are customer centric. In the most recent model developed by 

McAlexander et. al. (2002, p. 39), customer is in the center of a brand community and the 

brand community intensity comprise of four relations: between customer and another 

customer, customer and brand, customer and product, customer and marketer (employee of 

a company). Figure 3 collate Brand Community Triad introduced by Muniz and O’Guinn 

with the Customer Centric Model of Brand Community.  
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Brand Community Triad vs. Customer-Centric Model of Brand Community 

  

Figure 3. Brand Community Triad and Customer-Centric Model of Brand Community. 

Source:  McAlexander, Schouten, & Koenig illustration (2002, p. 39). 

Customer - Marketer Relations. McAlexander et. al. (2002, p. 41) have proved empirically 

the existence of three central brand community components developed by Muniz and 

O’Guinn: consciousness of a kind, shared rituals and traditions, and sense of moral 

responsibility. Moreover, they found out that marketers may take an active role in 

establishing the shared rituals, traditions, and meanings that foster consciousness of a kind; 

have incentives to exercise moral responsibility; participate in community building 

activities, such as brand festivals, meetings, campaigns.  

Customer – Customer Relations. Another important fact that was discovered by authors is 

that brand communities often bring together people, who share no other connection than an 

interest in a brand and its consumption (McAlexander et. al., 2002, p. 44). Hence, this fact 

is an evidence that brand communities may form relationship between customers.  

Customer – Brand Relations. As it was already mentioned earlier, brand communities are 

formed around a shared interest, i.e. brand and its consumption. Thus another relation is 

formed between customer and a brand.  

Customer – Product Relations. Participants share extraordinary consumption experiences, 

which result in higher appreciation of a product as well as a company (McAlexander et. al., 

2002, p. 44). 

In conclusion authors wrote about marketing implications of brand communities for a 

modern world. In their opinion sustaining a competitive marketing advantage on the basis 

of product differentiation is challenging, because it is eroded quickly by imitation or even 

by superior technology from competitors (McAlexander et. al., 2002, p. 51). One of the 

ways to improve the situation is to focus on the experience of ownership and consumption, 

i.e. brand communities creation (McAlexander et. al., 2002, p. 51). Differentiating on the 

basis of ownership experience can be achieved through programs strategically designed to 

enhance customer-centered relationships (McAlexander et. al., 2002, p. 51). Those events, 

such as brand festivals, meetings, campaigns, provide an opportunity for customers to 

experience anticipated product benefits, share those experiences with others, meet with 
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other brand admires and learn more about the brand’s heritage and values (McAlexander et. 

al., 2002, p. 51).  In the long term brand fests and/or other brand specific activities increase 

customer loyalty (McAlexander et. al., 2002, p. 51). 

Among the advantages of brand communities that authors were able to identify are: 

 customers serve as brand missionaries, carrying the marketing message into other 

communities, 

 customers are more forgiving of product failures or lapses of service quality, 

 customers have lower motivation to switch between brands, even when competing 

brands have higher performance, 

 customers are more willing to provide feedback to firms, 

 customers constitute a strong market for licensed products and brand extensions, 

 customers are willing to make long term investments in a company’s stock, 

 high emotional connection to a brand and desire to contribute to company’s success 

(McAlexander et. al., 2002, p. 51). 

The research of McAlexander et. al. (2002) empirically proved that brand communities 

have implications for companies and that there is a potential for companies to create their 

own brand communities. Also McAlexander et. al. (2002) further developed the relational 

model, where they demonstrated the role customer play in brand community. 

2.3.2.5 Brand communities for mass market convenience products 

We consider this research to be interesting, because it adds complimentary information 

about brand communities, hence a chance for a reader to get general “picture” of this field 

better. Brand communities are not always built around luxury or expensive products, and in 

this part of our thesis, we will give examples of different brand communities that exist. In 

their research Cova and Pace examine a brand community that was founded by Ferrero 

Group and is called “my Nutella The Community” (Nutella is the worldwide famous 

hazelnut spread) (Cova & Pace, 2006, p. 1087). The study of Cova and Pace (2006) is the 

first one, which covers brand communities for mass market convenience products. Authors 

presented a typology of brand communities in their work, which covers brand communities 

of different products (please see Figure 4). The graph in the Figure 4 is constructed in two 

dimensions: the level of required investment to be made by the customer and the retail 

strategy that the company follows. If to describe this graph in general, in the upper left 

corner can be found brand communities, which center around emotional and cult brands 

with a strong investment and a niche oriented retail strategy whereas in the lower right 

corner are brand communities, which center around brands offering mass-market 

convenience products (Wiegandt, 2009, p. 20).  
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Figure 4. A typology of brand communities 

Source:  Cova & Pace illustration (2006, p. 1091). 
 

However, if to look at my Nutella The Community, not all three core components of brand 

community, which were identified by Muniz and O’Guinn (2001) are present there. 

Particularly in my Nutella The Community, community members are more focused on the 

self-expression, rather than on interaction with the other brand community members. The 

major reason of this behavior may be the fact the Ferrero Group focused on enabling self-

expression (Wiegandt, 2009, p. 21). By going to Ferrero web page www.mynutella.com, 

fans can create their own pages on the my Nutella The Community site, write their personal 

“Thoughts on Nutella”, first experience with it, vision of the brand, publish diary narrating 

life with or without Nutella, upload favorite photos to the Nutella Live section (Cova & 

Pace, 2006, p. 1096). Company in turn is involved through brief information bulletins 

(Nutella News), game spurring on consumer creativity like “nutellaro of the month” or 

photo competitions covering themes like “What would the world be like without Nutella?” 

(Cova & Pace, 2006, p. 1097).  

Basically all the activities, that are allowed to be performed by customers in the online 

brand community, are concentrated on sharing of personal experience with the product. 

Ferrero does not pursue or anyhow stimulate communication inside its brand community. 

Company is satisfied with the fact that profiles created by brand community members are 

viewed on daily basis by thousands of web site visitors.  

From the conclusion that we just drawn, activities inside brand communities can be 

stimulated by the company. However one of the major mistakes that companies make is the 

desire to control the entire community. Sometimes brand communities can be initiated by 

customers, like it was in the case of Nutella. Those communities were created by Nutella 

fans in the internet, but Ferrero instead of supporting them, sued its fans for usage of 

Nutella’s name, logo or other signs without receiving prior permission (Cova & Pace, 2006, 

p. 1094). None of these actions forced web sites to close, but led to anti-Ferrero diatribes, 

as a witness by a few entries in Nutella Fans (Cova & Pace, 2006, p. 1095).  

http://www.mynutella.com/
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In the article, that follows, we will write what companies should do in order to create brand 

community as well as discuss possible mistakes that companies can make while creating 

and sustaining brand communities. 

2.3.2.6 DOs and DON’Ts in creating and sustaining Brand Community 

Authors Susan Fournier and Lara Lee of the Harvard Business Review article combined 30 

years of researching, building, and leveraging brand communities and have identified 

several commonly held myths about maximizing their value for a firm. According to 

authors the decision of a company is not whether a community is a right thing for their 

brand, it is whether a firm is willing to do what is necessary to get a brand community right 

(Fournier & Lee, 2009, p. 106). 

In all the articles that we have discussed earlier in our thesis, authors claimed that creation 

of brand communities is purely marketing phenomenon and tool for value creation. 

However, in order for a brand community to yield maximum benefit, it must be framed as a 

high level strategy supporting business wide goals (Fournier & Lee, 2009, p. 106). When in 

1985 Harley-Davidson experienced buyback that saved the company, management of the 

company completely reformulated the competitive strategy around a brand community 

philosophy (Fournier & Lee, 2009, p. 106).  Harley-Davidson retooled every aspect of its 

organization- from its culture to its operating procedures and governance structure- to drive 

its community strategy (Fournier & Lee, 2009, p. 106). Today Harley-Davidson is the 

biggest brand community that numbers one million members (Wiegandt, 2009, p. 1). 

Reasons why people join brand communities may differ, some want to find emotional 

support and encouragement, others to explore ways to contribute to the greater good or to 

cultivate interests and skills (Fournier & Lee, 2009, p. 106). Therefore companies should 

keep in mind that a brand community exists to serve the people in it, not a business itself 

(Fournier & Lee, 2009, p. 106). Of course, for companies brand communities very often 

appear as a tool to increase the profit, create customer loyalty, etc. However, those figures 

would be very hard to achieve without helping people to meet their needs (Fournier & Lee, 

2009, p. 106). 

Another important issue in this article is that brand communities cannot be tightly managed 

and controlled be companies, because brand communities are not corporate assets, so 

control is an illusion (Fournier & Lee, 2009, p. 110). The best strategy for a company is to 

stay close enough to the fans to understand where they were headed and then pursue the 

directions that would strengthen the community (Fournier & Lee, 2009, p. 110). 

The article of Fournier and Lee (2009) demonstrates that even though strong brand 

communities can bring numerous benefits to companies like higher profits, customer 

loyalty, lower marketing costs and many more, but building and sustaining brand 

communities is a tough task, which requires organization wide commitment and 

willingness to work across functional boundaries.  
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2.3.2.7 Forms of community affiliations: pools, webs, and hubs 

Strategy consultancy Jump Associations has identified three basic forms of community 

affiliations: pools, webs, and hubs, please see Figure 5 (Fournier & Lee, 2009, p. 107).  

Effective community strategies combine all three in a mutually reinforcing system 

(Fournier & Lee, 2009, p. 107). Pools deliver only limited community benefits – people 

share a set of abstract benefits, but build few interpersonal relations; common meaning that 

holds members together often becomes diluted if the brand attempts to grow (Fournier & 

Lee, 2009, p. 107). Webs are the strongest and most stable form of community because the 

people in them are bound by many and varied relationships (Fournier & Lee, 2009, p. 107).  

The hub is a strong albeit unstable form of community that often breaks apart once the 

central figure is no longer present, but it can help communities acquire new members who 

hold similar values (Fournier & Lee, 2009, p. 108). 

In our opinion this framework is very helpful for companies, because it helps to identify to 

which type - pools, webs, hubs, or several of them in the same time - particular brand 

community may refer, hence what hold people together and what are the potential 

problems, that company may face in the future. 

Three Forms of Community Affiliation 
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Hubs 

People have strong associations 

with a shared 

activity or goal, or shared values, 

and loose associations with one 

another. 

People have strong 

one-to-one relationships 

with others who have 

similar or complementary 

needs. 

People have strong 

connections to 

a central figure and 

weaker associations 

with one another. 

The shared activity, goal, or 

values are the key to this 

community affiliation. 

Personal relationships are 

the key to this community 

affiliation. 

A charismatic figure 

is the key to this 

community 

affiliation. 

Examples 

■ Apple enthusiasts  

■ Republicans or  

    Democrats   

■ Ironman triathletes 

Examples 

■ Facebook 

■ Cancer Survivors Network 

■ Hash House Harriers 

Examples 
■ Deepak Chopra 

■ Hannah Montana 

■ Oprah 

 

Figure 5. Three forms of community Affiliations. 

Source:  Fournier & Lee illustration (2009, p. 108). 

In the next paragraph, we will discuss sociological theories and how they influence 

consumers in social network creation, in particular brand communities. 
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2.3.3 Implications of sociological theories on brand communities 

According to Cova (1997, p. 301) communities correspond to social networks. The 

definition of social network is “network refers to individuals (or more rarely collectivities 

and roles), who are linked together by one or more social relationships, thus forming a 

social network” (Marshall, 1998). In case of brand communities, such social networks are 

associated with a certain purchase and consumption culture (Cova, 1997, p. 301), what 

implies interactions between members inside a brand community. In order to achieve 

deeper understanding of interactions between members within brand community, several 

interaction theories should be mentioned. In regards of interaction theories, brand 

communities as one type of social networks exist because they set up or empower 

interactions (Wiswede, 1998, translated by Wiegandt, 2009, p. 25). Social interactions are 

stimulated by the accomplishment of individual goals, the removal of stress conditions, 

social processes of comparison in order to classify the own opinion, skills or feelings, as 

well as attractiveness and sympathy (Wiswede 1998, translated by Wiegandt, 2009, p. 25). 

According to Wiegandt (2009, p. 25), there is no single “interaction theory” exist, therefore 

several theories should be discussed. 

2.3.3.1 Social Exchange Theories 

Exchange is one of the foundations in the discipline of economics; furthermore this 

phenomenon includes social and interactional components, which attracts a lot of social 

scientists (Darity, 2008). There is a great amount of the theories about social exchange 

between individuals, one of the earliest researchers, sociologist Georg Simmel (1907, 

[1971], p.57), wrote “exchange is not merely the addition of the two processes of giving 

and receiving. It is, rather, something new. Exchange constitutes a third process, something 

that emerges when each of those two processes is simultaneously the cause and the effect of 

the other”. That “something” induces people to interact with each other, to be involved into 

exchange process and create social networks around exchange. 

Later on, George Homans embraced behavioral learning concept in order to explain 

behavior among individuals (Darity, 2008). Homans’s conception is based on past as 

predictive of future behavior (Darity, 2008). Homans identified that social interaction can 

be explained as an exchange of rewards and costs, and justified that individuals respond on 

exchanges where reward exceeds cost (Darity, 2008). Individuals choose the most 

beneficial outcome in a specific exchange process (Wiegandt, 2009, p. 26). However, 

individuals consider a given exchange process not only on monetary terms, but also on 

psychological and symbolic rewards (Wiegandt, 2009, p. 26). It confirms Muniz and 

O’Guinn (2001) research on brand communities and shared rituals and traditions within 

brand communities. By exchange, individuals experience self-realization and self-

identification, furthermore, communities which are participated by individuals allow them 

to experience collaborative self-awareness and self-reflection (Muniz & O’Guinn, 2001, 

p.415). 

Another approach has been offered by Peter Blau, his exchange conception is more 

economic than Homans's conception (Darity, 2008). He assumes that people compete for 

scarce resources and trade different social commodities such as an advice (Darity, 2008). 

http://www.encyclopedia.com/doc/1O88-role.html
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What explains individuals’ tendency to interact with each other and create communities. 

These communities enable social interactions and exchange processes among individuals 

(Wiegandt, 2009, p. 25). Brand communities are not exemption; they make individuals 

experience process of exchange. 

In conclusion it should be noticed, that social exchange theories are concentrated on 

individuals’ perspectives, behaviors and attitudes. These theories help to identify why 

people interact with each other, build social networks, and as one of the networks – brand 

communities. 

2.3.3.2 Attribution Theory 

According to A Dictionary of Sociology (1998) by Gordon Marshall, “attribution theory 

deals with the rules that most people use when they attempt to infer the causes of behavior 

they observe”. One of the main concepts of attribution theory is locus of control, what 

means that whether a person explain incident as “being caused by one's own behavior or by 

outside circumstances” (The Gale Encyclopedia of Psychology, 2001). In A Dictionary of 

Sociology (Marshall, 1998) this phenomenon explained in the following way: “people tend 

to attribute their own behavior to the situation or circumstances (social environment) in 

which they find themselves, while they attribute other people's behavior 

to personality factors”. 

There are two types of locus of control, internal – personal characteristics (intrinsic 

motives), and external – situational characteristics (extrinsic motives) of the events 

individuals descry (Lee, Kim & Kim, 2011, p. 59). As it was previously mentioned Muniz 

and O’Guinn (2001) in their work have identified three core components or markers of a 

brand community – consciousness of a kind, shared rituals and traditions and a sense of 

moral responsibility. All these three core components are related to internal personal 

characteristics in other words - intrinsic motives.  

On the other hand, there are external motives, to which consumers attribute companies’ 

marketing strategies and perceive them as a tool for increase in profit, hence disregard their 

intrinsic motives (Lee, Kim & Kim, 2011, p. 60). McAlexander et. al. (2002) in their 

research mentioned that intrinsic motives identified by Muniz and O’Guinn (2001), may be 

supported and enhanced by marketers through marketing strategies what brings company 

and consumer relationship on significantly higher level. Furthermore, Rifon et. al. (2004) in 

their research have adapted attribution theory to companies’ sponsorship and discovered 

that consumers are more likely to attribute sponsorship to intrinsic motives rather than 

extrinsic, what means that they are more likely to disregard companies self-serving 

purposes to increase profit (Lee, Kim & Kim, 2011, p.60). 

In conclusion it has to be mentioned that attribution theory may be applied to brand 

community phenomenon, because it helps to understand why individuals tend to create 

social networks, what exactly they value and how they value membership in brand 

communities. 

http://www.encyclopedia.com/doc/1O88-environment.html
http://www.encyclopedia.com/doc/1O88-personality.html
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2.3.3.3 Role Theory 

Role theory takes very sufficient place in understanding brand communities and behavior of 

members from the inside. The reason is explained in International Encyclopedia of the 

Social Sciences (2008) by William A. Darity: “role theory is generally concerned with 

explaining the relationship between the individual and society”. Lots of empirical 

researches were conducted to identify answer on different questions, like “structure of 

interaction in small groups, the maintenance of gender differences, the development of 

commitment to deviant behavior, the genesis and resolution of conflict in organizations, 

and the construction of personal identity” (Darity, 2008). Roles within brand communities 

take a crucial part; each member of the community has his/her own position, rights, 

responsibilities, recognition (Fournier and Lee, 2009, p.109). These members spread 

information, affect decisions and support new ideas (Fournier and Lee, 2009, p.109). 

Moreover, Fournier and Lee (2009) in their paper have identified eighteen social and 

cultural roles, which are crucial for community to function, please see Table 1.  

Common Community Roles 

 

Members of strong brand communities stay involved and add value by playing a wide 

variety of roles. In designing a new community or strengthening an existing one, 

companies should incorporate an assortment of roles into the community structure 

and help members take on new roles as their needs change. 

 

Mentor: Teaches others 

and shares expertise 

Hero: Acts as a role 

model within the 

community 

Guide: Helps new members 

navigate the culture 

Learner: Enjoys 

learning and seeks 

self-improvement 

Celebrity: Serves 

as a fi gurehead 

or icon of what the 

community represents 

Catalyst: Introduces 

members to new 

people and ideas 

 

Back-Up: Acts as a safety 

net for others when they 

try new things 

Decision Maker: Makes 

choices affecting the 

community’s structure 

and function 

Performer: Takes the 

spotlight 

 

Partner: Encourages, 

shares, and motivates 

Provider: Hosts and 

takes care of other 

members 

Supporter: Participates 

passively as an audience 

for others 

Storyteller: Spreads 

the community’s story 

throughout the group 

Greeter: Welcomes 

new members into the 

community 

Ambassador: Promotes 

the community to 

outsiders 

Historian: Preserves 

community memory; 

codifies rituals and rites 

Talent Scout: Recruits 

new members 

Accountant: Keeps track 

of people’s participation 

 

Table 1. Common Community Roles.  

Source: Fournier & Lee illustration (2009, p.109) 
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In summary it has to be said that role theory takes a great part in brand community analysis 

and understanding. This theory may help to understand how members with certain role in 

brand community can influence prospective members of the community, purchase intention 

of current members and involvement of current members in brand community activities. 

2.4 Derivation of hypothesis 

2.4.1 The effect of a brand community on prospective customers 

In previous researches which were conducted in the field of brand communities, scholars 

did not examined whether prospective customers see brand community as a value. In our 

opinion taking into account prospective customer is very important, because they are 

potential customer and may bring profits to a company in future. If customers perceive 

brand community as a value, hence they may have an incentive to buy a product or service 

or even willingness to enter a brand community. As our first research question is “Does 

prospective customers see brand community as a possible future value, hence an incentive 

to buy a product or service?” We have developed the following to hypotheses, which will 

be tested empirically: 

Hypothesis 1a (H1a): Prospective customers see a brand community as a possible future 

value. 

Hypothesis 1b (H1b): Future value that a brand community may provide can influence a 

prospective customer’s incentive to buy a product. 

2.4.2 The effect of a brand community on purchase of augmented product or service 

Regarding internal perspectives, i.e. influence of a brand community on its participants and 

their behaviors, a lot of empirical studies have been conducted, which proved that brand 

communities have a positive effect on its members. For instance, McAlexander et. al. 

(2002) were able to prove that brand community members have a higher brand loyalty than 

non-members, have lower motivation to switch between brands, are willing to make long 

term investments in company’s stocks, etc. However, there still several blind spots, that 

require investigation and in our research work, we will try to examine some issues that 

were missed by other researches. The first part of our second research question is “Does 

brand community influence customer tendency to buy augmented products or services of 

the company?” Hence, the following hypothesis is derived:  

Hypothesis 2a (H2a): Brand communities influence purchase of augmented products or 

services of a brand. 

The second part of our second research question is “What are the most influential events 

that make customer buy them?” And the following hypotheses are: 

Hypothesis 2b (H2b): Brand community members feel a desire to buy augmented products 

or services of a brand after promotional activities. 
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Hypothesis 2c (H2c): Brand community members feel a desire to buy augmented products 

or services of a brand during/after brand community meetings. 

Hypothesis 2d (H2d): Brand community members feel a desire to buy augmented products 

or services of a brand during/after brand fests. 

Hypothesis 2e (H2e): Brand community members feel a desire to buy augmented products 

or services of a brand after visiting and reading brand blogs. 

Hypothesis 2f (H2f): Brand community members feel a desire to buy augmented products 

or services of a brand after visiting and reading brand forums. 

2.4.3 The effect of word of mouth communication on purchase intensions in a brand 

community 

Another internal perspective that was discussed and studied by some researches is the word 

of mouth communication effect in brand communities. As it was already described earlier 

word of mouth communication was examined by the following researches: Wiegandt 

(2009) and von Voewenfeld. It was proved that the influence of communication between 

community members has a positive influence on a company. 

Nevertheless, the influence of word of mouth effect was examined only inside brand 

communities, i.e. how communication of brand community participants influence brand 

community members to buy products or services of a particular brand community. In our 

research we consider to be interesting to investigate the influence of word of mouth effect 

on a purchase of another brand, and our third research question is “Can word of mouth in a 

brand community influence choice of future purchases of another brand?” The hypotheses 

follow:  

Hypothesis 3a (H3a): Word of mouth inside brand community positively influences 

purchase intensions of a product or service of another brand outside brand community.  

Hypothesis 3b (H3b): Brand community members feel a desire to buy a product or service 

of another brand following recommendation from very experienced and trusted member of 

brand community. 

Hypothesis 3c (H3c): Brand community members feel a desire to buy a product or service 

of another brand that the majority of brand community members use. 

By gaining deeper insight into presented topics and either denying or approving 

hypotheses, we hope to make a contribution to the theoretical development of the brand 

community field. 
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III. Methodology and method 
 

In this chapter we would like to familiarize the reader with methodology and method we’ve 

chosen to achieve a purpose of our study. The chapter begins with our own theoretical and 

practical preconceptions, followed by the explanation of the choice of methodology and 

deeper exploration of a method we have chosen to analyze information we gathered to 

expand knowledge in brand community field of studies. 

 

3.1 Theoretical and practical preconceptions 
 

According to Bryman and Bell (2007, p. 30) experience, prior knowledge and attitudes 

influence how a researcher sees things and what he or she sees. Therefore we believe that it 

is necessary to familiarize a reader with our previous knowledge, experience and our 

attitudes, which could have an influence on our choice of field of studies and findings in 

this field. 

 

We are master program students in Umeå School of Business and Economics. Despite the 

fact that we both studying business, we have different specializations, one in marketing and 

another in business development. From our point of view, this fact that we have different 

specializations will enhance our angle of sight on brand community phenomenon and allow 

us to develop deeper knowledge in this field. Knowledge and experience in the field of 

marketing and business development may contribute to the quality of the research, 

considering the fact that it will help us to design appropriate questions, gather necessary 

and important information from our respondents and subsequently analyze it. Moreover, 

both of us are members of several brand communities and were participating in brand 

community activities, hence it means that we have not only theoretical knowledge, but also 

practical experience from the inside. Based on our experience, brand communities have 

rather positive influence on prospective consumers, tendency of purchasing augmented 

products or services of the brand and purchases of another brand outside the community. 

However, due to our observations, sometimes members suffer negative experience due to 

conflicts with other participants or company actions. Moreover, during the literature review 

we have found out that several scholars discovered the same incidents. In our research we 

attempt to exclude as much biases as possible, including influence of our own values 

towards brand communities, in order to achieve most precise results in findings. We have 

decided to depict our theoretical and practical preconceptions in order to help the reader to 

develop his or her own opinion about the level of bias affection in this study, since it is very 

difficult for the researcher to stay unbiased due to his or her own attitudes and perceptions 

about a field of studies. 
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3.2 Philosophy of science 
 

In this section we would like to discuss philosophical assumptions that we made during our 

research. The philosophical assumptions that we as the researchers have made during our 

study will help us to be transparent in our choice of methodology and familiarize the reader 

with our philosophical views on the brand community phenomenon. Therefore we would 

like to explain our epistemological and ontological considerations, which in their turn had 

an influence on knowledge evaluation, justification and modification of the methodology of 

the research. 

3.2.1 Epistemological considerations 

Justifications around the field of study that we will explore in this research are closely 

related to our beliefs as researchers about what can be considered as an appropriate 

knowledge, hence can be clarified by our epistemological considerations.  

Epistemology is “the study of knowledge and justified belief” (Stanford Encyclopedia of 

Philosophy, 2005). This philosophy has divided the world of researchers into two camps; 

each camp has their own classical opinion about social world, and whether or not this world 

can and should be studied followed by the same procedures and principles as the natural 

sciences (Bryman and Bell, 2007, p. 16). One of the epistemological positions is 

positivism; it proposes that the methods of the natural sciences can be applied to the study 

of social reality and beyond (Bryman and Bell, 2007, p. 16). Another one is interpretivism; 

opposite to positivism, this position proposes that there is a difference between human and 

other objects of natural science; hence a researcher should explore and understand the 

subjective meaning of social action (Bryman and Bell, 2007, p. 16).  

By this research we aim to fill gaps in brand community studies, hence testing theories 

created by previous researches, by doing that we would like to enhance knowledge about 

brand community phenomenon.  We would like to find out how value created by brand 

communities affect prospective customers’ decision to make a purchase, understand the 

influence of word of mouth on members inside a brand community on purchase of a brand, 

which is not directly related to a community and tendency to purchase an augmented 

products or services of a brand inside community. Taking into account that each issue 

presented above revolves around consumers, we consider the personal attitudes, preferences 

and experiences presented in responses of surveyed consumers to be the knowledge which 

we will analyze by using practices and norms of positivism to fill gaps in brand community 

studies. 

3.2.2 Ontological considerations 

Ontology is a philosophical study, which concerned with the nature of social entities 

(Saunders et al, 2007, p. 108). This philosophy conceptualizes reality in two different 

classical ways. Objectivism is an ontological position which assumes that individuals 

cannot influence reality, because it exists independently from individuals, even more, 
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individuals are influenced by a reality, they adapt to the rules and regulations of a reality 

(Saunders et al, 2007, p. 108). Constructivism is another ontological position that assumes 

that reality is constructed by individuals who continuously interact with each other 

(Bryman and Bell, 2007, p. 23).  

 

The phenomenon that we are discussing in our study is a brand community and the 

influence of brand community on consumers. Hence we assume that a brand community is 

an organization or “reality” which exists independently and influence its members and 

prospective consumers, therefore our ontological position is objectivism. 
 

3.3 Methodology 
 

In this section we will now describe our methodology for this research. By doing it we 

attempt to justify, explain and evaluate our methods for collecting data for this research. In 

order for the reader to have a clear understanding of what methodology is, we suggest two 

definitions. According to Merriam Webster Dictionary (2005), methodology can be 

identified in two ways, as “a body of methods, rules, and postulates employed by a 

discipline: a particular procedure or set of procedures” and “the analysis of the principles or 

procedures of inquiry in a particular field”. 

 

3.3.1 Why a quantitative method? 

 

There are a lot of discussions in business research methods literature about advantages and 

disadvantages of quantitative and qualitative methods of the research. However there is no 

superior method to conduct a research, on the contrary, both methods are equally effective, 

the only thing is that a choice of approach depends on which is the most appropriate to the 

research problem which we as researchers are trying to solve (Bryman and Bell, 2007, p. 

28). 

According to Bryman and Bell (2007, p. 28), quantitative research is a research strategy 

that emphasizes quantification in the collection and analysis of data processes. In this 

research we are interested in prospective and current consumers’ attitudes, preferences and 

behaviors in different purchasing situations which have occurred with involvement and by 

influence of a brand community on consumers’ decision, and as a result we consider a 

quantitative research strategy to be the most appropriate to implement. By choosing 

quantitative research strategy, the researcher is usually concerned about ability to prove that 

his or her findings can be generalized and implemented to other individuals, who haven’t 

participated in the research (Bryman and Bell, 2007, p. 169). Due to non-geographical, 

mass-involvement nature of brand communities, and tendency of people to create 

communities based on commonality or identification among their members (McAlexander, 

Schouten, & Koenig, 2002, p. 38), we can say that our findings can be generalized and 

implemented to other individuals. 

http://www.merriam-webster.com/dictionary/methods
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3.3.2 Scientific method 

By choosing scientific method of the study a researcher builds a relationship between 

theoretical framework and empirical findings of the research. There are two classical 

scientific methods exist – deductive and inductive. Deductive method is the commonest 

view on relationship between theory and research (Bryman and Bell, 2007, p. 11). The 

researcher creates hypotheses based on the previously gathered theoretical knowledge in 

order to test them in real conditions (Bryman and Bell, 2007, p. 11). Opposite of deductive 

method is inductive, which implies observations and analyzing findings in order to develop 

theory (Bryman and Bell, 2007, pp. 12-13). 

 

Due to quantitative approach that we have chosen in order to conduct our research and 

analysis of the existing theoretical knowledge, which was a basis for hypotheses creation, 

we consider deductive method as the most suitable for our study of a brand community 

phenomenon. Hypotheses which were designed during existing theory analysis will be 

tested in real conditions, i.e. through situations described in a specially designed 

questionnaire for the research purposes. 

 

3.4 Method 
 

After discussing, familiarizing and explaining our philosophical considerations and 

methodology to the reader, we would like to move from theoretical discussion of the 

research, to practical issues, i.e. to method and implementation techniques we used in our 

research. According to Bryman and Bell (2007, p. 40), a research method is a technique for 

data collection, which can involve special instruments, such as self-administered 

questionnaire, structured interviews or observations. Therefore we would like to familiarize 

the reader with choice of method and instruments we use to accomplish our empirical 

studies. 

3.4.1 Data Collection Method 

According to Shiu et. al. (2009, p. 65), there are two fundamental approaches of raw data 

collection. One approach is asking questions about variables and market phenomena, and 

another is observation of individuals or market phenomena (Shiu et. al., 2009, p. 65). Due 

to non-geographical and mass-involvement nature of a brand community (McAlexander et. 

al., 2002, p. 38) we consider questioning approach to be the most efficient and suitable in 

raw data collection. Another reason is the purpose of our research, as was mentioned 

previously our aim is to understand the influence of brand community on prospective and 

current consumers of the particular brand. Furthermore, the quantitative approach of our 

study and our philosophical considerations have affected our choice of questioning method 

for empirical data collection. Moreover, a major advantage of questioning approaches is 

that they allow the researcher to gather a wide array of data (Shiu et. al., 2009, p. 65), 

which is crucial due to our epistemological views, purpose of the study and non-

geographical, mass-involvement nature of a brand community. 
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In its turn, questioning approach is divided in several types, among them are in-depth 

interview, where you as an interviewer should ask respondent a set of predetermined and 

probing questions, usually in face-to-face setting; and another one, a survey method, which 

is research procedures for collecting large amount of data using question-and-answer 

format (Shiu et. al., 2009, pp. 205, 226). Due to research purpose, quantitative approach 

and nature of a brand community, we consider survey method as the most efficient and 

suitable. Furthermore, the advantages of a survey method, such as large sample size 

accommodation, results generalization, study of factors and relationships that cannot be 

observed directly, ability to distinguish small differences and use of advanced statistical 

analysis, may help us to fulfill the purpose of the study, test existing theory (Shiu et. al., 

2009, p. 227), therefore enhance knowledge about brand community phenomenon. 

3.4.1.1 Self-administered survey 

There are few different types of survey – person-administrated, telephone-administrated 

and self-administrated (Shiu et. al., 2009, pp. 238-240). Person-administrated surveys 

require the presence of a trained human interviewer, in order to ask respondent questions 

and record answers (Shiu et. al., 2009, p. 238). Telephone-administrated surveys are 

question-and-answer exchanges, which are conducted via telephone, whether with a help of 

a trained human interviewer or computer-assistant system (Shiu et. al., 2009, pp. 240 -243). 

The last type of survey is self-administered, which implies a data collection technique 

where respondents read survey questions and record their own answers without any 

assistance of a trained interviewer. Due to advantages of self-administered survey, such as 

low cost, respondents’ control of time and place , no interviewer-respondents bias and 

anonymity in responses (Shiu et. al., 2009, p. 247), moreover non-geographical nature of a 

brand community, time frame and budget, we consider a self-administered questionnaire to 

be the best alternative in conducting survey. 

Research practices and systems being used in primary data collection have changed 

dramatically due to Internet technologies and telecommunications development (Shiu et. 

al., 2009, p. 250). Nowadays, up-to-date technologies enable a fast data acquisition and 

real-time reporting results for researchers. New sub-type of survey emerged – online 

survey. There are two ways to conduct online self-administered survey, via email, where 

the survey is delivered to and returned from respondent by email (Shiu et. al., 2009, p. 250), 

and another one, via internet, where self-administered questionnaire is placed on a World 

Wide Web for respondents to read and complete. These two approaches of primary data 

collection are considered to be the most time efficient and cost effective; in addition they 

possess the same advantages as previously mentioned offline self-administered surveys 

(Shiu et. al., 2009, pp. 246-254). Due to additional advantages that online approach brings 

to self-administered survey, we consider to use both types of online survey – email and 

internet surveys, in order to collect primary data. 
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3.4.1.2 Language 

Another crucial issue in data collection is language used in designing of questionnaire and 

how it can influence a quality of our research. Due to non-geographical nature of a brand 

community, we have decided to survey consumers all over the world, therefore we have 

chosen two widely used and known languages – English and Russian.  

Self-administered questionnaires used in data collection are similar and equally contribute 

to the research; regardless of a language used by respondents during questionnaire 

completion. However, due to differences in English and Russian languages, and 

considering the fact that questionnaire was originally developed in English, there is a 

chance of misunderstanding in Likert scales, presented in Russian version of the 

questionnaire. Since Russian language is our mother tongue, we think that such 

misunderstandings are not significant and risk of mistakes in questionnaire completion can 

be eliminated. In order to allow the reader to judge differences between English and 

Russian questionnaires and build his or her own impression about it, we suggest the reader 

to proceed to the Appendixes 1 and 2 respectively. 

Considering the facts that the research is written in English, nature of the study is 

quantitative and the questionnaires are equal, all significant primary data collected in 

Russian was combined with data collected in English and presented in empirical chapter of 

our research. 

3.4.2 Sampling 

Sampling is an important concept, and very critical for further data analysis. It is impossible 

to analyze behaviors, attitudes, preferences, etc. of each consumer all over the world, 

therefore it is more realistic and convenient to assume that a smaller group or i.e. sample, 

can be a representative of a larger one (Shiu et. al., 2009, p. 448). 

3.4.2.1 Target population 

Due to quantitative nature of the research, research purpose and non-geographical nature of 

a brand community phenomenon, the population of our study is the whole consumer world. 

However it is unreasonable and not cost-effective to analyze behaviors, attitudes and 

preferences of every consumer all over the world, therefore it is more appropriate and 

convenient to assume that a smaller sample of a consumer world can be analyzed in order 

to globally understand brand community phenomenon. According to Shiu et. al., (2009, p. 

450), a good practice for the research projects that involve the use of sampling is to focus 

on the target population. Under the target population, Shiu et. al. (2009, p. 450) imply the 

defined set of elements considered to participate in investigation, based on evaluation of the 

research objectives, cost-effectiveness and feasibility. After identification of our research 

objectives, cost-efficiency and feasibility analysis of primary data collection among 

respondents, we have defined several target groups of respondents, among them are 

students of Umeå University, personal contacts, which consists of two groups: private 
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contacts and business contacts. It is implied that most of the respondents are active social 

networks users, blogs and forums participants, some of them are marketing and sales 

department managers in large international companies, hence they possess knowledge 

needed to participate in the research. Another reason of choosing those groups is 

geographical and cultural diversification among respondents. 

3.4.2.2 Sampling technique selection 

According to Shiu et. al. (2009, p. 469), adopting and implementing an appropriate 

sampling technique is crucial for the success of a research which involve the use of a 

sample for data collection. There are two sampling designs exist: probability and non-

probability, i.e. random and non-random sampling respectively (Shiu et. al., 2009, p.469). 

Probability sampling is a technique of choosing a sample where each sampling unit has a 

known probability of being included in the sample (Shiu et. al., 2009, p.470). On the other 

hand, non-probability sampling technique is a process where the probability of selecting 

each sample is unknown (Shiu et. al., 2009, p.470).  

In order to decide which one of the sampling techniques is the most appropriate for the 

study, the researcher should take into account following factors - research objectives, 

desired accuracy, availability of resources, time frame, knowledge of the target population, 

scope of the research and statistical analysis needs (Shiu et. al., 2009, pp. 483 - 486). 

Taking into account the purpose of the research, our budget, two month time frame to 

conduct the research, previously described target population knowledge; we consider non-

probability technique in data collection as the most appropriate in our case. 

There are several types of non-probability sampling technique – convenience sampling, 

judgement sampling, quota sampling and snowball sampling (Shiu et. al., 2009, pp. 480 - 

483). One of the simplest types is convenience sampling; it assumes that samples are drawn 

at the convenience of the researcher (Shiu et. al., 2009, p. 480). Another one is judgement 

sampling where participants are selected according to the researcher’s judgement that they 

will meet requirements of the study (Shiu et. al., 2009, p. 481). Snowball sampling 

technique involves identification and qualification of initial prospective respondents who in 

turn can help the researcher to identify additional people to involve in data collection (Shiu 

et. al., 2009, p. 482). In our case we have considered convenience sampling and as a 

sustainable addition - snowball sampling to be the most appropriate, cost-effective and time 

efficient. The main reason to choose convenience sampling as a major technique is due to 

time frame, availability of resources and feasibility of primary data collection. As it was 

previously mentioned snowball sampling was chosen to help in identification of the 

additional participants, in personal and business emails and via the internet, respondents 

were asked to provide assistance in self-administered questionnaire distribution to their 

friends, relatives, colleagues, etc. 
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3.4.2.3 Sample size 

Determination of a sample size is an important issue in data collection process; the 

researcher has to decide how many completed surveys are necessary to conduct an 

appropriate data analysis (Shiu et. al., 2009, p. 486). Due to the quantitative nature of the 

research, selected sampling techniques, non-geographical nature of a brand community 

phenomenon and targeted population, we consider the approximate sample size from 200 – 

300 respondents to be appropriate as a representative of a larger group of consumers and 

significant to conduct a statistical analysis. In order to achieve the sample size of 200 – 300 

respondents, 598 self-administered questionnaires were distributed via email and the 

internet. Moreover, respondents were asked to help in identification of additional people, 

who can be included in the study. 

3.4.3 Questionnaire design 

Due to the quantitative nature of the research and chosen type of survey in the study, it is 

crucial to familiarize the reader with the self-administered questionnaire design. In this 

section we will now discuss theoretical principles of questionnaire design and structure, 

reasons of development of specific questions and types of these questions. 

3.4.3.1 Theoretical principles of questionnaire design 

Questionnaire is a formalized framework, which consists of a set of scales and questions 

developed to generate primary raw data (Shiu et. al., 2009, p. 329). From theoretical point 

of view, a questionnaire is composed of several components – words, questions, formats 

and hypothesis – that are combined into a recognizable, hierarchical layer system (Shiu et. 

al., 2009, p. 329). 

One of the important components in questionnaire design is words. Researchers have to be 

careful in choosing words for questions and scales in order to collect appropriate raw data 

from respondents (Shiu et. al., 2009, p. 330). A researcher should take in consideration such 

problems as bias, ambiguity, connotation, respondent’s verbal pressure and abstraction, 

during questionnaire design, especially in words selection (Shiu et. al., 2009, p. 330). 

Therefore, the self-administered questionnaire created to collect raw data from respondents 

about brand community phenomenon was designed with consideration of previously 

mentioned problems and was tested on twenty randomly selected respondents, ten 

participants were asked to fill English version of the questionnaire out and another ten were 

asked to fill Russian version out. During preliminary testing of the self-administered 

questionnaires no obstacles were found, comments of the respondents were positive, no 

complaints were expressed. 

Another component is question setup, which is used to collect raw data from the 

participants. There are two important issues that have to be considered during question 

setup – the type of question format and the quality of the question (Shiu et. al., 2009, p. 

330). There are two types of questions – unstructured which are open-ended questions that 
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allow participant to answer a question in their own words, and structured which are closed-

ended questions that ask a respondent to choose the suitable option(s) that apply from a 

predetermined set of options (Shiu et. al., 2009, p. 330). Due to a great reduction of 

interviewer bias, great opportunity to control the way of thinking respondents must follow 

in order to answer a question, pure quantitative nature of the research and type of survey, 

we consider structured questions to be the most appropriate in the self-administered 

questionnaire design (Shiu et. al., 2009, p. 331). The quality of the questions was analyzed, 

questions were tested on comprehensiveness, answerability, leading and double-barreled 

questions, during trial survey no obstacles were found, comments of the respondents were 

positive, no complaints were expressed, questionnaire were considered to be 

understandable, questions were easy to read and answer (Shiu et. al., 2009, p. 331). 

Format of the questionnaire is a crucial component in the design, however it does not 

directly relate to the process of developing the separate questions, but rather the layout of 

groups of questions (Shiu et. al., 2009, p. 332). Therefore we will discuss formatting of the 

questionnaire in the questionnaire structure sub-section. 

The last component of the design is focused on collecting meaningful data to test 

hypotheses, not just gathering facts (Shiu et. al., 2009, p. 333). It means that questions used 

in survey, should either directly or indirectly relate to a predetermined hypotheses, which in 

their turn are relevant to the research questions. During the questionnaire design, the 

consecutive groups of questions were organized to retrieve meaningful data to test 

hypotheses. Each set of questions is designed to retrieve meaningful data to test a particular 

hypothesis assigned to a particular set of questions. All scales in the self-administered 

questionnaire are designed as a forced-choice Likert scales. According to Shiu et. al. (2009, 

p. 404, 421), a forced-choice scales are polar scales that do not include a neutral response 

category, moreover Likert scales are ordinal format scales, which asks respondent to 

indicate the extension of agreement or disagreement with a series of belief statements about 

a given object. Therefore, all scales presented in the self-administered questionnaire consist 

of 6 point scale descriptors, where 3 of them are extensions of agreement and another 3 are 

extensions of disagreement. A neutral response was eliminated in order to gather a 

significant high-quality data, reduce bias and receive concrete responses from participants. 

A detailed discussion of the development of sets of questions is continued in the following 

sub-section – questionnaire structure. 

3.4.3.2 Questionnaire structure 

A logical, hierarchical structure of the self-administered questionnaire is an important issue 

in questionnaire design. The structured self-administered questionnaire helps respondents to 

easily adapt and create the necessary “comfort zone” and logically and consequently follow 

questions during the survey (Shiu et. al., 2009, pp. 335 - 338). Moreover, data quality is 

very crucial in any research, hence logically structured questionnaire helps the researcher to 

retrieve the necessary, high-quality raw data. 

The process of structuring questionnaire which the researcher should follow has to be 

systematic. Therefore, during the development of the self-administered questionnaire for 
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primary raw data collection flowerpot approach was used. Flowerpot approach is a specific 

framework for integrating sets of questions into a logical, hierarchy based questionnaire 

that provides a general to specific data collection approach (Shiu et. al., 2009, p. 335). Such 

approach helps the researcher to decide how to structure a questionnaire in a logical way. 

Flowerpot concept implies that an appropriate questionnaire design has a data flow from 

general level, down to more specified data level (Shiu et. al., 2009, p. 338). Under general 

data level implied an introduction section and the broadest information requirements. 

Therefore, during the questionnaire designing an introductory section was developed 

(please see appendix 1) In this section of the questionnaire, a respondent is familiarized 

with the basic idea of the research study and main concepts of a brand community 

phenomenon. This information will help a respondent to understand a purpose of our study 

and establish a comprehension of a logical sequence of the self-administered questionnaire. 

Under the broadest information, i.e. first information objective implied demographic data 

and basic questions from question number 3 to 6 (please see appendix 1). By asking these 

questions we would like to identify average age rate of the respondents and percentage of 

females and males participated in the survey. Moreover, we would like to determine the 

amount of respondents, who heard about brand communities before, attribute to any 

community and have a favorite brand. Questions 5 and 6 are developed to investigate 

willingness of people to participate in brand communities; therefore question 6 was 

designed as a Likert scale, what will help to identify likelihood of consumers to be involved 

in brand community. These questions contain a simple statistical data, which may help us 

to find out additional conditions and correlations without which, some of the situations 

presented in the following questions will or will not influence a consumer. 

Next sets of questions were designed to collect primary raw data for testing hypotheses 

which were presented in theoretical chapter of the research. Each hypothesis is related to 

particular research question; therefore the sequence of the hypothesis tested in the self-

administered questionnaire is based on the nature of the research questions. As was 

previously mentioned in the research questions section, the study is conducted from two 

perspectives – outside and inside. Due to flowerpot approach used in the questionnaire 

design, we consider outside perspective to be the second information objective, i.e. more 

specific data. Questions from 7 to 10 (please see appendix 1) were designed to test 

hypotheses developed from research question 1 which is - “Does prospective customers see 

brand community as a possible future value, hence an incentive to buy a product or 

service?”. In order to answer research question 1, hypotheses 1a (H1a) and 1b (H1b) were 

developed. Questions number 7 and 8 were designed to test H1a, which is – “Prospective 

customers see a brand community as a possible future value”. By question 7 we would like 

to investigate whether respondents see benefits brought by a brand community as a future 

value; and question 8 was designed to understand what kind of benefits they see and value 

the most in a brand community. H1b which is – “Future value that a brand community may 

provide can influence a prospective customer’s incentive to buy a product” is tested by 

questions number 9 and 10 (please see appendix 1), which are designed as Likert scales, in 

order to identify likelihood of respondents to join brand communities and buy a product of 

this brand, in case if consumers see value in benefits brought by community. 
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The following set of questions – from 11 to 15 (please see appendix 1) - are developed to 

collect primary raw data in order to test hypotheses – from 2a to 2f, and considered to be 

the third information objective, i.e. specific data, which will be examined and analyzed 

from the inside perspective of a brand community. By testing these hypotheses, we aim to 

answer second research question, which is - “Does brand community influence customer 

tendency to buy augmented products or services of the company? What are the most 

influential events that make customer buy them?” This set of questions is developed in 

form of cases, where several different situations, which may happen during particular brand 

community activities, are described. Questions were designed in form of cases in order to 

involve respondents who have never participated in any brand community activity. By 

conceptualizing a particular situation, the respondent may experience certain emotions 

which may positively or negatively influence his or her decision towards situation 

described in the question. By this set of questions, following activities are tested – brand 

community meeting, blog, forum and festival. Moreover, by question number 11 brand 

representatives involvement in promotional activities was tested. All questions are designed 

as Likert scales in order for the researcher to identify likelihood of the respondents to buy 

an augmented product or service in particular situation or under influence of a brand 

community activity. 

By developing questions 16 and 17 (please see appendix 1), we aim to test hypotheses 3a, 

3b and 3c. By testing those hypotheses, we would like to answer the third research question 

of our study, which is – “Can word of mouth communication in a brand community 

influence choice of future purchases of another brand? What is more influential: an advice 

of a very experience and trusted brand community member or usage of a product or service 

by majority of brand community members?” This set of questions is designed in form of 

cases, by the same principle as previous questions from 11 to 15. Questions are presented 

as Likert scales in order for the researcher to investigate likelihood of the respondents to 

buy a product or service offered by a brand outside the brand community, but under the 

influence of trusted and experienced member or majority of brand community members. 

Questions 18, 19 and 20 are considered to be included in identification section of the self-

administered questionnaire. This set of questions is developed in order to collect simple 

statistical data about respondents, whether they participate or not in brand communities and 

if yes, for how long and in which brand community activities. The data collected by these 

questions will show how many survey participants are taking part in any brand 

communities and will be used by the researchers to identify additional conditions and 

correlations without which some of the situations presented in the previous questions will 

or will not influence a consumer. 

3.4.4 Data analysis strategy 

Due to quantitative nature of the research, our positivistic philosophical views and non-

geographical nature of brand community phenomenon, we consider that data collected by 

distributed self-administered questionnaires can be generalized, hence can represent a 

larger population sample. Taking into account the amount of primary raw data collected 

during survey period – 258 responses were collected, we decided to use statistical software 

– IBM SPSS 19. 
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By using IBM SPSS 19 we aim to provide the reader with descriptive statistics, by defining 

correlations and conditions among questions and responses, we attempt to justify induced 

attitudes, behaviors and perceptions of the respondents. In order to find answers to the 

research questions, we will test hypotheses by using statistical techniques such as reliability 

analysis in order to test internal consistency of the scales presented in the survey; One-

Sample T-Test, in order to identify an extension of agreement or disagreement in the 

responses on forced-choice Likert scales; Independent-Samples T-Test in order to identify 

an extension of agreement or disagreement in the responses based on different situations 

and cases; correlation and other techniques. 
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IV. Empirical findings and data analysis 
 

In the first part of this chapter, we will familiarize the reader with the empirical data which 

was derived from responses of participants in the self-administered survey. In the second 

part of the chapter we will analyze the empirical findings, test developed hypotheses and 

try to answer the research questions of the study, moreover we will present our suggestions 

and assumptions about brand community phenomenon.  

4.1 Empirical findings 

During primary raw data collection, non-probability sampling technique – convenience 

sampling was used, moreover in addition snow-ball sampling technique had a part in data 

collection, and it means that participants who received the self-administered questionnaire 

were asked to distribute it among their relatives, acquaintances, friends and colleagues. 

According to our calculations 598 questionnaires were distributed, however only 258 

responses were received, it means that the response rate during primary raw data collection 

equals to approximately 43%. 

The gender distribution among respondents is unequal. In the survey 55.81% of female and 

44.19% of male representatives participated (please see Figure 6). However, the gender 

distribution coefficient among respondents can be ignored due to insignificant difference 

between number of female and male respondents. 

 

            Figure 6. Q1. Gender               Figure 7. Q2. Age 

According to the results derived from data collected in the survey, respondents in the age 

from 18 to 25 are dominating – 83.33% (please see Figure 7). Another relatively large 

group of people is in the age from 26 to 34 – 13.95%. There are also two small groups of 

respondents in the age of 35 to 49 and 50 to 64 – 1.94% and 0.78% respectively. Due to the 

dominant age from 18-25, we consider the age distribution to be a limitation of our 

research. 
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It is an interesting fact that knowledge of people about brand communities has distributed 

evenly – 50.39% said that they knew, and 49.61% said that they did not know about brand 

communities before (please see Figure 8). We consider this fact to be strength of our 

research; the reason is that we can analyze attitudes, behaviors and preferences of people 

from two completely different perspectives. 

  
Figure 8. Q3. Brand community awareness Figure 9. Q18. Brand community participation 

Even if knowledge about brand communities among respondents has distributed evenly, 

there is only 22.87% of the whole sample who participate in brand communities and 

77.13% who does not participate (please see Figure 9). What means that even if people 

aware of brand communities, it doesn’t mean that they are willing to participate in them.  

There is also a difference in time periods of participation in brand communities among 

respondents who take a part in them (please see Appendix 3) and activity types in which 

members participate (please see Appendix 4). 

According to the results derived from primary raw data collected during the survey, only 

32.95% of respondents believe that they belong to a any type of community, and 67.05% 

think that they do not belong to any community (please see Figure 10). 

  

Figure 10. Q4. Community belonging rate Figure 11. Q5. Favorite brand 

 



  
39 

 
  

68.60% of the respondents who participated in the survey answered that they have a 

favorite brand, and 31.40% said that they do not have any favorite brand (please see Figure 

11). 

 

Figure 12. Does brand community bring benefits? 

Another interesting fact, which was derived from primary raw data collected during the 

survey, is that 84.88% of the respondents believe that brand communities bring benefits to 

the members, and only 15.12% of the participants believe that they do not bring any 

benefits to the members (please see Figure 12). It means that majority of the people 

perceive participation in brand communities to be valuable. 

 

Figure 13. Benefits people get from participation in brand communities  

According to the data collected during the self-adminstered survey, respondents consider 

special offers to be the major benefit that people get from participation in brand 

communities (please see Figure 13), however we cannot say that there is a significant 
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difference between special offers, communication and knowledge sharing, therefore we 

consider them to be the main benefits, i.e. reasons why people participate in brand 

communities.  

Questions 6 and from 9 to 17 are designed as Likert scales in order to test hypotheses and 

answer research questions. However, answers to those questions taken independently 

(question by question) have no significance without deeper analysis of the data collected; 

hence there is no use to demonstrate them in empirical findings section. However in order 

to be familiarized with the data derived from the responses gathered during the self-

administered survey, the reader can find summaries to each question presented as 

histograms with calculated means and standard deviations in the Appendixes from 5 to 14. 

An important issue to add is that standard deviation coefficient of each Likert scale 

presented in histograms does not exceed 1.34 and fall behind 1.078, what means that all 

answers received from the respondents are consistent and normally distributed from mean, 

what in its turn signifies that we may be confident in our statistical conclusions. 

4.2 Data analysis 

As was previously mentioned in chapter 3 of the research – “Methodology and Method”, all 

calculations, statistical analysis and hypotheses testing are worked out with the help of 

statistical software IBM SPSS 19. During statistical data analysis, several conditions, 

situations and measures to evaluate respondents’ attitudes, behaviors and preferences were 

considered in order to test hypotheses and therefore answer the research questions of this 

study. 

Due to the purpose of our study to investigate brand community phenomenon from two 

perspectives – inside and outside and therefore fill in gaps in theoretical knowledge of this 

phenomenon, about word of mouth effect, influence of brand community activities, and 

prospective customer perception of a brand community as a future value, we consider an 

outside-in approach to be more appropriate for the logical flow of the data analysis 

presentation. By outside-in approach, we mean perception of prospective customers of 

brand communities from the “outside”. Therefore, we are going to start from the 

demonstration of the results regarding the first research question, which is “Does 

prospective customers see brand community as a possible future value, hence an incentive 

to buy a product or service?” In order to answer this question, hypotheses 1a and 1b have 

been tested.  

Hypothesis 1a (H1a): Prospective customers see a brand community as a possible future 

value. 

Hypothesis 1b (H1b): Future value that a brand community may provide can influence a 

prospective customer’s incentive to buy a product. 

To test those hypotheses, we have considered and analyzed responses to the following 

questions of the self-administered questionnaire: Q7, Q8, Q9 and Q10 (please see Appendix 

1).  
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In order to analyze the responses on Q7, we used a descriptive statistics (please see Figure 

12). According to the results showed in the Figure 12, 84.88% of respondents believe that 

brand communities bring benefits to their members, and 15.12% of respondents think that 

brand communities bring nothing to their members. It means that majority of the sample 

believes that brand community brings benefits to its members and due to definition by 

Anderson, Narus and Narayandas (2008, p. 6) about value in business markets, that value is 

the worth in monetary terms of the benefits that customer receives in exchange for price he 

or she pays for product or service, we may conclude that prospective customers perceive 

brand communities as a future value, hence H1a is confirmed by Q7 results. If people see 

benefits in brand communities, what kind of benefit do they value the most? The answer to 

this question lies in the responses on Q8. According to the results derived from these 

responses, we determined three major benefits, which respondents believe to be the most 

valuable in brand communities, they are special offers – 19.1%, communication – 18.7% 

and knowledge sharing – 17.6% (please see Figure 13). However we can’t eliminate other 

benefits since the difference among respondents’ answers is not highly significant, 

therefore we may add another two benefits – socialization and experience shearing, which 

is 16.4% and 15.1% respectively (please see Figure 13), but network is significantly 

different, and has 12.1%, hence we may eliminate it from valued benefits.  

One-Sample T-Test 

  

Test Value = 3.5 

t df 
N of 

Resp 

Sig. (2-

tailed) 
Mean 

Mean 

Difference 

Q9. If you see that brand 

community brings benefits 

to its members, how likely 

that you will join it? 

10.193 257 258 .000 4.31 .806 

Table 2. Likelihood of joining and buying 

If people believe that brand communities bring benefits and they defined the most valuable 

among them, how likely that they will join it if they really see these benefits? In order to 

answer this question we have analyzed Q9, which is forced-choice Likert scale, which 

consists of 6 scale point descriptors. In order to find out likelihood of the sample to join 

brand communities we used One-sample T-Test. In most cases, One-Sample T-Test is used 

in order to identify whether there is a difference between mean of the population and mean 

of the sample (Bryman and Cramer, 2005, p. 174). However, in our case we used this test to 

identify likelihood to join brand communities; under the test value we considered an 

implicit mid-point, since the forced-choice nature of our scales. The derived mid-point for 6 

point scale is 3.5, what means that if mean of all responses is below that point, people are 

unlikely to join brand communities and if the mean is above, that there is likelihood to join 

brand communities. According to the results of the One-Sample T-Test (please see Table 

2), mean of the collected responses on Q9 is 4.31, and mean difference is positive 0.806, 

moreover significance (Sig. (2-tailed)) equals .000, what means that the difference is highly 

significant, therefore we can assert that there is a likelihood to join brand communities in 
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case if people see benefits in membership. It is important to mention that difference can be 

considered significant in case if p ≤ 0.050, i.e. Sig. (2-tailed) ≤ 0.050. 

Since we have confirmed H1a, we may proceed with H1b and test it. In order to test H1b 

we have analyzed Q10. According to the results of One-Sample T-Test conducted for the 

Q10 (please see Table 2), mean of the responses on Q10 is 3.92, and mean difference is 

positive 0.422, Sig. (2-tailed) equals .000, what means that there is a significant positive 

difference between mid-point and mean of all responses on Q10, therefore we can assert 

that there is a likelihood to buy a product or service of a brand if consumers see benefits 

that brand community brings to its members, hence H1b is confirmed by the results of One-

Sample T-Test. 

Considering that H1a and H1b are confirmed, we can assert that prospective customers see 

brand community as a future value and incentive to buy a product or service of a brand, if 

brand community of a particular brand brings benefits to its member. 

Another two research questions are deigned to investigate brand community phenomenon 

from inside perspective and fill in gaps in theoretical knowledge about influence of brand 

community activities on purchase decision of augmented product or services and word of 

mouth communication inside brand communities, in order to keep sequence of the research 

questions and logical flow of the data analysis, we consider to continue with the research 

question number 2, which is “Does brand community influence customer tendency to buy 

augmented products or services of the company? What are the most influential brand 

community activities that make customer buy them?” In order to answer this question, 

hypotheses 2a, 2b, 2c, 2d, 2e and 2f were tested. 

Hypothesis 2a (H2a): Brand communities influence purchase of augmented products or 

services of a brand. 

Hypothesis 2b (H2b): Brand community members feel a desire to buy augmented 

products or services of a brand after promotional activities. 

Hypothesis 2c (H2c): Brand community members feel a desire to buy augmented 

products or services of a brand during/after brand community meetings. 

Hypothesis 2d (H2d): Brand community members feel a desire to buy augmented 

products or services of a brand during/after brand fests. 

Hypothesis 2e (H2e): Brand community members feel a desire to buy augmented 

products or services of a brand after visiting and reading brand blogs. 

Hypothesis 2f (H2f): Brand community members feel a desire to buy augmented products 

or services of a brand after visiting and reading brand forums. 

To test hypotheses presented above, we have considered and analyzed responses to 

questions from Q11 to Q15 of the self-administered survey (please see Appendix 1). Before 

we have started to test hypotheses, we have conducted a reliability analysis in order to test 

questions from Q11 to Q15 on internal consistency. As a result we have got a Cronbach’s 

alpha equals 0.935, where Cronbach’s alpha is a coefficient of internal consistency of the 
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scales, i.e. how closely related is set of items as a group (Shiu et. al., 2009, p. 726). The 

coefficient varies from 0 to 1, the closer to 1, the more consistent or reliable a group of 

analyzed scales, it is important to add that tested group of scales can be considered reliable 

in case if Cronbach’s alpha ≥ 0.7. With the Cronbach’s alpha equals 0.935, we can assert 

that these scales are highly reliable and consistent, therefore can be presented as a group or 

computed into one new variable. 

Due to high consistency of tested scales, we considered to group questions from Q11 to 

Q15 and calculate a new variable in order to test H2a. H2a also generalizes the rest of 

hypotheses that refer to research question 2: starting from H2b to H2f, because the 

following hypothesis hypothesize different events, that may take place in the community, 

such as brand festivals, brand community meetings, promotional activities, brand blogs and 

forums, and influence a participant to purchase augmented product or service. Hence, if to 

combine responses, which we got for question from 11 to 15, we get a general picture of 

people’s willingness to purchase augmented products or services. 

By conducting One-Sample T-Test in order to compare mean of all responses and an 

implicit mid-point of the forced-choice Likert scale – 3.5, we have derived the following 

results (please see Table 3): 

One-Sample T-Test 

 

Test Value = 3.5 

t df N of Resp Sig. (2-tailed) Mean 
Mean 

Difference 

Likelihood of buying -.482 257 258 .630 3.47 -.029 

Table 3. Likelihood to buy augmented products. 

According to the results described in the Table 3 above, the mean of all responses received 

is 3.47, and due to Sig. (2-tailed) = .630, the difference is insignificantly negative – (-.029), 

what in its turn means that there is no negative or positive tendency in purchasing of 

augmented product or services of a brand under brand community influence. Taking into 

account results of the One-Sample T-Test we can’t assert that brand communities influence 

purchase of augmented products or services, hence we can’t fully confirm or reject the 

hypothesis 2a. Therefore, in order to test H2a, we have decided to analyze separate groups 

of people with different knowledge and perceptions. 

In order to identify groups, we have to find a significant difference in responses on our new 

variable. To do that, we have conducted Independent-Samples T-Test, in order to compare 

means of the responses by groups. The results presented in Tables 4, 5, 6 and 7 below, 

show that there is a significant difference between participants who have negatively 

responded and who have answered positively on Q3 and Q5 of the self-administered 

questionnaire (please see Appendix 1). In other cases we haven’t found any significant 
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difference among respondents, it means that there is no difference between genders and 

ages. Moreover we have considered a group of people less than 80 respondents to be 

insignificant to our studies, therefore we have eliminated tests of Q4 and Q18 (please see 

Appendix 1). 

Group Statistics 

 

Have you ever heard 

about brand 

communities before? 

N Mean 
Std. 

Deviation 

Std. 

Error 

Mean 

Likelihood of 

buying 

Yes 130 3.72 .910 .080 

No 128 3.22 .992 .088 

Table 4. Independent-Samples T-Test Q3, group statistics. 

Independent-Samples T-Test 

 

Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Likelihood of 

buying 
.230 .632 4.165 256 .000 .494 

Table 5. Independent-Samples T-Test Q3, results. 

According to the results presented in Table 4, the mean of answers of respondents who 

have heard about brand communities before on likelihood of buying an augmented product 

or service is 3.72, when respondents who have not possessed any knowledge about brand 

communities have the mean of 3.22. It means that there is a significant difference between 

those people, which is also proved by the results presented in the Table 5, where the mean 

difference is .494 and is significant at .000 (Sig. (2-tailed)). Therefore we can divide sample 

in two groups, who had a previous knowledge about brand communities and who do not 

have. 

Group Statistics 

 

Do you have a favorite 

brand? 
N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

Likelihood of 

buying 

Yes 177 3.71 .908 .068 

No 81 2.95 .936 .104 

Table 6. Independent-Samples T-Test Q5, group statistics. 
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Independent Samples Test 

 

Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Likelihood of 

buying 
.035 .852 6.223 256 .000 .765 

Table 7. Independent-Sample T-Test Q5, results. 

According to the results presented in Table 6, the mean of answers of respondents who 

have a favorite brand on likelihood of buying an augmented product or service is 3.71, 

when participants who answered that they do not have a favorite brand have the mean of 

2.95. Therefore we can say that there is a significant difference between those respondents, 

which is also supported by the results in the Table 7, where the mean difference is .765 and 

is significant at .000 (Sig. (2-tailed)). It means that we can divide sample in two groups, 

who have a favorite brand and who do not have. 

In the first case we have decided to group respondents by previous knowledge about brand 

communities based on answers collected from question 3. Previously we have mentioned 

that by asking Q3 (please see Appendix 1), we wanted to know whether respondent has any 

previous knowledge about brand communities or not, by analyzing data received from the 

survey, we have found out that knowledge has been divided equally, hence 50.39% of the 

respondents had a previous knowledge and 49.61% did not hear about brand communities 

before (please see Figure 8). By doing that and conducting One-Sample T-Test (please see 

Table 8), we have found out that there is a significant difference between likelihood of 

buying augmented products or services by the respondents who had a previous knowledge 

and who do not have. 

One-Sample T-Test 

Have you ever heard 

about brand 

communities before? 

Test Value = 3.5 

t df N of Resp Sig. (2-tailed) Mean 
Mean 

Difference 

Yes 
Likelihood of 

buying 
2.698 129 130 .008 3.72 .215 

No 
Likelihood of 

buying 
-3.172 127 128 .002 3.22 -.278 

Table 8. Likelihood of buying augmented products or services, grouped by answers on Q3.  

According to the results, presented in the Table 8, the mean of respondents who had a 

previous knowledge (Yes) is 3.72, and has a positive difference of .215, which is in 
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addition significant according to number presented in column Sig. (2-tailed) – .008. 

Respondents, who did not possess any previous knowledge about brand communities (No) 

have a mean of 3.22, which has a negative difference of -.278, and it is also a significant 

negative difference due to Sig. (2-tailed) equals .002. The results received from One-

Sample T-Test mean that people who possess knowledge about brand communities have a 

tendency to buy augmented products or services under brand community influence. 

However, people who did not have any knowledge before do not have a tendency to buy 

augmented products or services of a brand under the influence of a brand community. The 

results also show that knowledge about brand community is a crucial factor in H2a testing. 

Among 258 respondents, there are 130 respondents who possess knowledge about brand 

communities (please see Table 8).  

In the second case we have decided to divide respondents into two groups: people who 

have a favorite brand and who do not have, based on the answers collected from question 5. 

According to the results shown in the Figure 11, 68.6% of the respondents have a favorite 

brand, and 31.4% do not have a favorite brand. By grouping people and conducting One-

Sample T-Test, we have found out that there is a difference between people who have a 

favorite brand and who do not have. 

One-Sample T-Test 

Do you have a 

favorite brand? 

Test Value = 3.5 

t df 
N of 

Resp 

Sig. (2-

tailed) 
Mean 

Mean 

Difference 

Yes 
Likelihood 

of buying 
3.089 176 177 .002 3.71 .211 

No 
Likelihood 

of buying 
-5.330 80 81 .000 2.95 -.554 

Table 9. Likelihood of buying augmented products or services, grouped by answers on Q5. 

According to the results presented in the Table 9, the mean of respondents who have a 

favorite brand (Yes) is 3.71, and has a positive difference of .211, which is also significant 

due to Sig. (2-tailed), which is .002. Participants who have no favorite brand (No), have a 

mean of 2.95, which is significantly negative, according to the numbers presented in 

columns Sig. (2-tailed) = .000 and Mean Difference = -.554. The results presented in the 

Table 9, show that people who have a favorite brand, have a tendency to buy augmented 

products or services under the influence of brand community, however people who do not 

have a favorite brand, do not have a tendency to buy augmented products or services under 

brand community influence. The results presented above imply that having a favorite brand 

is a crucial factor in H2a testing. Among 258 respondents, there are 177 respondents who 

have a favorite brand (please see Table 9). 
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By analyzing both cases we have considered being logical to eliminate people who do not 

have a favorite brand, but keep people who have no knowledge about brand communities. 

The reason to eliminate those people is that if a person does not have a favorite brand, there 

is a low or no tendency to enter a brand community (please see Table 10). On the other 

hand when a person does not possess knowledge about brand community he or she may 

learn or be taught about it. 

One-Sample T-Test 

Do you have a favorite brand? 

Test Value = 3.5 

t df 
N of 

Resp 

Sig. (2-

tailed) 
Mean 

Mean 

Difference 

Yes 

Q6. If you find out that a 

brand you like has a brand 

community how likely 

that you will join it? 

6.323 176 177 .000 4.07 .568 

Q9. If you see that brand 

community brings 

benefits to its members, 

how likely that you will 

join it? 

12.649 176 177 .000 4.59 1.093 

No 

Q6. If you find out that a 

brand you like has a brand 

community how likely 

that you will join it? 

-5.352 80 81 .000 2.78 -.722 

Q9. If you see that brand 

community brings 

benefits to its members, 

how likely that you will 

join it? 

1.237 80 81 .220 3.68 .179 

Table 10. Tendency to join brand community, in case of having a favorite brand. 

According to the definition that was introduced by Muniz and O’Guinn (2001), brand 

community is “a specialized, non-geographically bound community, based on a structured 

set of social relations among admirers of a brand”. From this definition we may draw a 

conclusion, that people who do not have a favorite brand, cannot be a part of a brand 

community. We have further proved this fact statistically (please see Table 10 above). 

In order to prove our logic, we have also conducted the One-Sample T-Test for questions 6 

and 9 (please see Table 10), which were designed to evaluate tendency to join brand 

community. In case if participants have a favorite brand, the means of the responses for Q6 

and Q9 are 4.07 and 4.59 respectively, what can be interpreted as a significantly positive 

difference with Sig. (2-tailed) = .000 in both cases. According to the results presented in the 

Table 10, we can assert that there is a significant positive tendency to join brand 

communities in responses on both questions, in case if respondents have a favorite brand. 
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On the other hand, respondents who have no favorite brand, have the mean of 2.78 in Q6, 

with a significantly negative difference of -.722 supported by Sig. (2-tailed) = .000. 

However in case with Q9 there is an insignificant difference from an implicit mid-point of 

3.5, the difference is slightly positive .179, but Sig. (2-tailed) = .220, what means that we 

can’t assert that respondents have or do not have a tendency to join brand communities. 

Due to highly significant results of Q6, we can allege that people who have no favorite 

brand have low or no tendency to enter brand communities. 

Taking into account the results of both cases – knowledge possession and favorite brand, 

we can say that there is a positive tendency to purchase an augmented product or service 

under the influence of a brand community. Therefore we can confirm H2a, that there is a 

positive influence on consumers to buy an augmented product or service under the 

influence of brand community, in case if consumer possesses knowledge about brand 

community or has a favorite brand. It means that we can continue with testing of H2b, H2c, 

H2d, H2f, and H2e. 

As was previously mentioned we have decided to eliminate respondents who do not have a 

favorite brand, it means that 177 responses of participants who have a favorite brand have 

been taken into account for further hypotheses testing. Following hypotheses were designed 

to find out which of the brand community activities have an influence on a purchase 

decision of augmented products or services. In order to test H2b, H2c, H2d, H2f, and H2e, 

the One-Sample T-Test was conducted (please see Table 11). 

One-Sample T-Test 

Have a favorite brand 

Test Value = 3.5 

t df 
N of 

Resp 

Sig. (2-

tailed) 
Mean 

Mean 

Difference 

Q11. Brand Representatives 

presence 
3.280 176 177 .001 3.75 .251 

Q12. Brand Meeting 5.441 176 177 .000 3.91 .410 

Q13. Brand Blog 1.131 176 177 .260 3.59 .088 

Q14. Brand Forum 1.541 176 177 .125 3.62 .121 

Q15. Brand Festival 2.337 176 177 .021 3.68 .184 

Table 11. Likelihood of buying augmented product or service during brand community activity. 

According to the results presented in the Table 11, we can see that there is a positive 

tendency to purchase augmented products or services, the means of responses on each 

question from Q11 to Q15 are above an implicit mid-point. However, according to the 

results presented in the column Sig. (2-tailed), we can see that not every activity is 

significantly different from a mid-point of 3.5. This issue can be observed in cases of Brand 

Blog (Q13) and Brand Forum (Q14), the mean difference is slightly positive .088 and .121 

respectively, more over Sig. (2-tailed) equals .260 and .125 respectively, what means that 

there is no significant difference from an implicit mid-point of 3.5. Therefore we can’t 
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definitely assert that Brand Blog and Brand Forum influence or do not influence a purchase 

decision of an augmented product or service of a consumer. It means that we cannot 

confirm or reject H2e and H2f. Since the information collected in our research was not 

enough to examine the influence of Brand Blog and Brand Forum on a purchase decision of 

a consumer, other scholars may consider them as a potential future research on a brand 

community phenomenon. 

Another three brand community activities have a significantly positive influence on the 

purchase decision of an augmented product or service of a consumer. According to the 

results presented in the Table 11, there is a significant difference between means of 

responses on Q11, Q12, Q15 and an implicit mid-point of 3.5, where means equal 3.75, 

3.91 and 3.68 respectively, it is also supported by the results in column Sig. (2-tailed), 

where significance of the difference of Q11 = .001, Q12 = .000 and Q15 = .021. Therefore 

we can assert that Brand Representatives presence, Brand Meetings and Brand Festivals 

positively influence a purchase decision of an augmented product or service of a consumer. 

Hence we can allege that H2b, H2c and H2d are confirmed by the results presented in the 

Table 11. Moreover we have identified the most influential activities among consumers. It 

can be seen from means presented in the Table 11, the higher the mean the more influential 

the activity. Therefore the most influential is a brand meeting, during which a consumer 

may experience an augmented product or service, the second is an activity where brand 

representatives promote an augmented product or service and the third is a brand festival 

where consumer may see or hear about an augmented product or service. 

The third research question, which is “Can word of mouth communication in a brand 

community influence choice of future purchases of another brand? What is more 

influential: an advice of a very experienced and trusted brand community member or usage 

of a product or service by majority of brand community members?” is designed to 

investigate brand community phenomenon from inside perspective and fill in gaps in 

theoretical knowledge about word of mouth effect on purchase decision of a product or 

service of another brand outside the community. Therefore three hypotheses were designed 

to answer the research question. 

Hypothesis 3a (H3a): Word of mouth inside brand community positively influences 

purchase intensions of a product or service of another brand outside brand community. 

Hypothesis 3b (H3b): Brand community members feel a desire to buy a product or 

service of another brand following recommendation from very experienced and trusted 

member of brand community. 

Hypothesis 3c (H3c): Brand community members feel a desire to buy a product or service 

of another brand that the majority of brand community members use. 

In order to test the hypotheses presented above we have considered and analyzed questions 

Q16 and Q17 of the self-administered survey (please see Appendix 1). Before we have 

started to test hypotheses, we have conducted a reliability analysis in order to test questions 

Q16 and 17 on internal consistency. As a result we have got a Cronbach’s alpha equals 

0.860, what means that the scales Q16 and Q17 are internally consistent and highly reliable. 

Therefore we have presented Q16 and Q17 as a new computed variable in order to test H3a. 

The reason is that H3a generalizes the rest of hypotheses that refer to research question 3 – 

H3b and H3c, because the following hypotheses hypothesize two sources of information – 
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brand community members’ majority and very experienced and trusted member and 

influence a participant to purchase a product or service of another brand outside the 

community. Therefore if to combine questions 16 and 17, we get a general picture of 

consumer’s willingness to purchase a product or service of another brand. 

In order to test H3a, we have conducted the One-Sample T-Test, where we have compared 

the mean of the responses on newly computed variable – Likelihood of buying of another 

brand and an implicit mid-point of 3.5 (please see Table 12). It is also important to mention 

that we have analyzed responses of participants who have a favorite brand, due to the logic 

discussed previously in this chapter. 

One-Sample T-Test 

Do you have a favorite 

brand? 

Test Value = 3.5 

t df 
N of 

Resp 

Sig. (2-

tailed) 
Mean 

Mean 

Difference 

Likelihood of buying of 

another brand 
5.683 176 177 .000 3.93 .432 

Table 12. Likelihood to buy a product or service of another brand. 

According to the results presented in the Table 12, the mean of the responses on a new 

variable equals 3.93, what means that there is a positive difference equals .432, moreover 

with the support of Sig. (2-tailed) = .000, we can assert that it is a significant positive 

difference, what in its turn means that there is a tendency to buy a product or service of 

another brand outside the community under the influence of word of mouth effect. Hence 

H3a considered to be confirmed; therefore we can test following hypotheses H3b and H3c. 

In order to test H3b and H3c the One-Sample T-Test was conducted (please see Table 13). 

One-Sample T-Test 

Do you have a favorite brand? 

Test Value = 3.5 

t df 
N of 

Resp 

Sig. (2-

tailed) 
Mean 

Mean 

Difference 

Q16. Brand community 

majority 
5.788 176 177 .000 3.98 .477 

Q17. Trusted and experienced 

member of the community 
4.762 176 177 .000 3.89 .387 

Table 13. Likelihood to buy a product or service of another brand under influence of members. 

According to the results presented in the Table 13, the means of the responses on questions 

16 and 17 are 3.98 and 3.89 respectively; therefore we can say that there is positive 

difference between an implicit mid-point of 3.5 and means of Q16 and Q17 equals .477 and 

.387 respectively. Furthermore it is highly significant difference due to the results presented 

in column Sig. (2-tailed) in both cases it equals .000. Therefore we can allege that there is a 

tendency to buy a product or service of another brand under the influence of word of mouth 

effect in both cases, whether it is a majority of members or a trusted and experienced 
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member of the brand community, who recommends to buy.  Hence we consider H3b and 

H3c to be confirmed. Moreover we have identified the most influential source of 

information. It can be seen from means presented in the Table 13, the higher the mean the 

more influential the source. Therefore the most influential source of information is a 

majority of members, and the next is a trusted and experienced member of a brand 

community. 

In order to remind the reader about all the findings that we have made during the data 

analysis, a table with the summary of hypotheses tested was designed (please see Table 14). 
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To the best of authors’ 
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believe our work can lay 
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H2a 

(Tendency to buy) 
+ Confirmed: 

- when a person possesses 

knowledge about brand 

community, and/or 

- when a person has a 

favorite brand. 

Questions analyzed during 

the hypotheses testing - Q3, 

Q5, from Q11 to Q15 

Brand community events -

brand fests and meetings- 

were studied by 

McAlexander et. al. 

(2002). Particularly brand 

community members were 

observed during such 

events. However, no 

impact of such events on 

purchase behaviors of 

augmented product or 

service was examined. 
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H3a 

(Word of Mouth) 
+ Confirmed: 

- when a person possesses 

knowledge about brand 

community, and/or 

- when a person has a 

favorite brand. 

Questions analyzed during 

the hypotheses testing - Q3, 

Q5, Q16 and Q17 

The influence of word of 

mouth communication 

between community 

members on purchase 

intensions inside brand 

community was examined 

by Wiegandt (2010). 

However, purchase of 

another brand by members 

and the degree of 

influence of the majority 

vs. experienced member 

was not examined.   

H3b 

(Experienced member) 
+ 

H3c 

(Majority of members) 
+ 

Table 14. Summary of the hypotheses tested. 
“+” – Confirmed 

“+/-” – Neither confirmed, nor rejected 

Further discussion of the results presented in this chapter will be continued in chapter 5 – 

Conclusion.  
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V. Conclusion and Discussion 

In this last chapter of our research, we will continue discussion about results presented in 

previous chapter and research questions designed to fulfill the purpose of the research. 

Moreover we will present theoretical and managerial implications, which we believe will 

enhance knowledge about brand community phenomenon. 

5.1 Research questions 

With the aim to fulfill the purpose of the research, the research questions were designed. 

RQ1. Does prospective customers see brand community as a possible future value, hence 

an incentive to buy a product or service? 

The intention of the first research question was to establish whether prospective customer 

see brand community as a value, and hence have an incentive to buy a product or service of 

a company or even be a part of a brand community. The results that we have received after 

primary data collection and further analysis, shows that majority of the respondents believe 

that brand communities bring benefits to its members. Due to the definition of value, that 

value is the worth in monetary terms of the benefits that customers receive in exchange for 

price; we can assert that brand community is perceived as a future value by prospective 

customers. Moreover we have defined three main benefits that consumers believe to be the 

most valuable in a brand community – special offers, communication and knowledge 

sharing. Therefore if brand community brings benefits for its members like special offers, 

communication and knowledge sharing, people who see it are very likely to join such brand 

communities. The further analysis of the data collected showed that there is a tendency to 

buy a product or service of a brand which has a brand community, in case if consumers see 

that brand community brings benefits to the members. 

Theoretical Implications 

Brand community phenomenon has received a great interest among scholars. A lot of 

researches were conducted in the different aspects of the phenomenon. Some of the 

scholars have conducted researches about value creation inside brand community; however 

to the best of authors’ knowledge nobody examined brand community as a value itself, 

moreover there were no studies about brand community as one of the stimulus in purchase 

decision. We believe that our research on brand community as a value for prospective 

customers will induce scholars to make further researches in this field of studies. 

Managerial Implications 

Not so long ago companies started to pay attention to the communities around their brands, 

moreover they realized that such kind of communities may bring long-term benefits to 

them. Among benefits are brand loyalty and equity; customers serve as brand missionaries, 

they are more forgiving of product failures, have a lower motivation to switch between 

brands, are more willing to provide a feedback to firms, etc. According to the empirical 

findings of the research, consumers perceive brand community as a value during purchase 
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decision process of product or service; therefore by creating new or supporting existing 

brand community, company gains an advantage before a competitor’s product or service. 

Moreover companies should pay attention to the benefits cherished by consumers in a 

brand community: special offers, communication and knowledge sharing. The reason is 

likelihood of consumers to buy a product or service of a company and join brand 

communities if they see that brand communities bring benefits to its members. In its turn it 

leads to the loyalty, long-term relations with customers and long-term profits. 

RQ2. Does brand community influence customer tendency to buy augmented products or 

services of the company? What are the most influential brand community activities that 

make consumers buy them? 

The intention of the second research question was to establish whether brand communities 

influence customer tendency to buy augmented products or services of the company and to 

identify the most influential activities that make consumers buy them. The results that we 

have received after primary data collection and further analysis, shows that there is a 

positive tendency to buy an augmented product or service of the company under the 

influence of a brand community. However in order to have an incentive, consumer has to 

possess knowledge about brand communities, have a favorite brand or be a member of a 

brand community. During the data analysis process, we have identified that activities 

conducted in brand communities have an influence on purchase intention of an augmented 

product or service, however not every brand community activity leads to the positive 

purchase decision, we have neither confirmed nor disproved that brand blogs and forums 

influence tendency to buy and augmented product or service. Nevertheless we have found a 

positive influence of such activities as brand meetings and festivals, another criterion was a 

presence of brand representatives during any brand community activity, which is also have 

a positive influence on purchase decision. Moreover we have identified the most influential 

among them. The most effective is brand meeting, where consumer may experience an 

augmented product or service. The next influential is a presence of brand representatives, 

where consumer may directly or indirectly interact with people from a company. The least 

influential is brand festival, where consumer may see or hear about an augmented product 

or service. 

 

Theoretical Implications 

 

A lot of scholars were interested in brand community activities and consumer attitudes, 

behaviors and preferences during and after such activities, among them are McAlexander, 

Muniz, O’Guinn, etc. In the previous studies brand community members were observed 

during such events, however their purchase intentions were not examined. We believe that 

our empirical findings have enhanced theoretical knowledge of brand community 

phenomenon, especially about influence on purchase intentions of a consumer. Moreover, 

we believe that our findings will induce other scholars to continue studies in this field. 
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Managerial Implications 

 

Companies spend huge amounts of money in order to attract customers by different 

marketing campaigns and events. However it is not a consistent phenomenon that the more 

you will spend, the more you will receive. The same tendency can be seen in brand 

communities and a company-customer relationship. According to the empirical findings of 

the research, consumers believe that brand meeting is the most influential activity inside 

brand community. Consumer may take part in the discussion about or even experience an 

augmented product or service, instead of just seeing, reading or hearing about it. Moreover 

brand meetings are usually organized by members, what reduces expenditures of a 

company dramatically in comparison with brand festivals, and at the same time people trust 

those activities more, the reason is that it is perceived as an informal discussion, rather than 

advertising. Another interesting finding is that people believe that presence of brand 

representatives during brand community activity influence purchase intention of augmented 

product or service. The reason may be that consumers feel that a company cares about 

them, and share their beliefs. Therefore we suggest companies to take an active part in 

brand community’s life. It is also important to add, that only people who possess 

knowledge about brand community or have a favorite brand, have a positive tendency to be 

influenced by brand community activities, and therefore we suggest companies to educate 

consumers about brand communities and activities inside them, even if they are not 

members or customers. 

RQ3. Can word of mouth communication in a brand community influence choice of 

future purchases of another brand? What has an influence: an advice of a very 

experienced and trusted brand community member or usage of a product or service by 

majority of brand community members? 

The intention of the third research question was to establish whether word of mouth 

communication in a brand community influence choice of purchases of another brand and 

to identify what makes more influence on consumers an advice of a trusted and experienced 

community member or usage of a product by the majority of community members. The 

results that we have received after primary data collection and further analysis, shows that 

word of mouth communication inside brand community has an influence on customer’s 

purchase intentions of a product or service of another brand. Moreover we have identified 

that people more inclined to purchase a product or service of another brand, if majority of 

members in brand community use it, rather than an experienced and trusted member gives 

an advice. 

 

Theoretical Implications 

 

Huge amounts of studies and discussion were caused by word of mouth effect, however 

only several scholars like Wiegandt and von Loewenfled have conducted research about the 

influence of word of mouth communication inside brand communities. However, they did 

not discuss the influence of word of mouth on purchase intensions of another brand outside 

brand community. We believe that our empirical findings enhance theoretical knowledge of 

brand community phenomenon, hence fulfill the gap we have identified during the research 
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process. We also believe that our findings will induce other scholars to investigate word of 

mouth effect in brand communities. 

 

Managerial Implications 

 

Word of mouth effect is widely used by managers; however it is difficult to control the 

information flow and quality of this information. We believe that the empirical findings that 

were discussed in the research will help companies to use word of mouth communication 

inside brand communities wisely. Due to our research findings, people tend to buy products 

or services which the majority of community members use or tend to follow a piece of 

advice of an experienced and trusted community member. It means that people inside brand 

communities tend to communicate with each other not only regarding products or services 

of a brand around which a community is centered, but also about other products or services 

which goes well with products or services of another brand. Therefore companies may 

jointly sponsor brand community events in order to create awareness about other products 

that may go well with the products or services of a particular brand, hence have higher sales 

and profits in the long run. Moreover new profitable and beneficial alliances and 

partnerships can be formed. 

5.2 Purpose 

The purpose of our study was to investigate brand community phenomenon from two 

perspectives –inside and outside. Inside - word of mouth effect on purchase of another 

brand and purchase of augmented products or services by brand community participants. 

Outside – whether brand community perceived as a value by prospective customers. 

We believe that with the help of our findings we have fulfilled the purpose of the research. 

The statistical evidences that we have showed in our study confirmed that brand 

community is a powerful phenomenon which has to be noticed by both - scholars and 

managers of companies. We think that our study has enhanced theoretical and practical 

knowledge about brand community, what in its turn will allow the reader to follow the 

suggestions discussed in our work, and implement this knowledge in theory and practice. 

We also believe that future scholars will be induced by our study, and will continue the 

investigation of a brand community phenomenon in the discussed aspects of a brand 

community. 

5.3 Limitations 

There are several limitations that we found important to mention. First of all the age of 

respondents is divided unequally, the majority of sample fall in the category of people in 

the age from 18 – 25. Therefore other age groups were not properly assessed. Attitudes, 

behaviors and preferences of other age groups may differ. The survey approach - self-

administered questionnaire, did not allow observing emotions, feelings, reactions and 

behaviors of the respondents during data collection process. During the empirical data 

analysis, we have found out that there is a lack of data collected to make conclusions about 
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brand community activities - blog and forum. Another limitation lies in the language of our 

survey. Questionnaires were designed in two languages English and Russian and we were 

conducting the survey globally, hence in some cases respondents may not have a good 

grasp of the English or Russian languages. Therefore, there could have been some 

misinterpretations or a lack of proper understanding in the questions on the part of the 

respondents. 

5.4 Future Research 

We think that our study will induce scholars to investigate brand community phenomenon 

in several fields of study. We are the first scholars who have examined brand community as 

a future value for prospective customers. Therefore we believe that our research will be a 

foundation of this field of study, and future scholars will conduct deeper analysis of the 

brand community value for prospective customers. We believe that this issue deserves a 

separate, deep and detailed research, which we suggest to make quantitative, due to global 

and non-geographical nature of the phenomenon. 

Moreover, due to the lack of primary data collected, in order to investigate influence of 

brand community blogs and forums, we could not identify neither positive nor negative 

impact of these activities on consumer. Therefore we suggest future scholars to investigate 

on-line brand communities and their attitudes, behaviors and preferences towards brand 

blogs and forums. 

Another suggestion for the future studies may be a qualitative research on influence of 

brand community activities on purchase of augmented products or services inside brand 

communities. The reason is to better understand consumers’ feelings, emotions, attitudes 

and behaviors during and after such activities and to build a general consumer behavior 

model during and after each brand community activity.   

We also believe that the influence of word of mouth effect inside brand community may be 

investigated under different circumstances and with influence of different types of 

information sources. 

Moreover, we suggest future scholars to investigate brand community phenomenon and 

fields of study discussed in the research by industries and types of brand communities. 
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VI. Reliability and Validity.  

We consider this chapter to be of a great importance in our research, because it will help the 

reader and other scholars to assess how authentic our work is and whether data collected 

and conclusions drawn can be relied upon.  

 

The validity of quantitative research is quite often questioned as it is general as a research 

strategy; it fails to distinguish people and social institutions; measurement process may 

possess an artificial and superiors sense of precision and accuracy (Bryman, 2008, pp. 159-

160). However, in this section we will prove that measures that we used suited the best for 

our research purpose and measurement process was reliable and valid. 

6.1 Reliability 

Reliability is fundamentally pertaining to issues of consistency of measures (Bryman, 2008, 

p. 149).  There are three factors that have to be considered when assessing reliability: 

stability, internal reliability, and inter-observer consistency. 

Stability. Even though we did not conducted test-retest, we consider our results to be stable, 

because we were able to distribute our self-administered questionnaire among 258 people 

and little or no fluctuation in the respondent’s answers were noticed. Moreover during the 

data collection, we were trying to investigate customer’s attitudes, behaviors and 

preferences in different situations, and we consider those factors to be stable over time. 

Internal reliability. In order to assess internal reliability of the scales we used Cronbach’s 

alpha and according to the statistical results, all multiple item scales were at a level of 0.860 

or higher. This means that all multiple item scales have high internal consistency, therefore 

we can affirm that they are internally reliable.  

Inter-observer consistency. We consider our data and conclusions to be consistent due to 

the following reasons. As we have already mentioned, we have designed self-administered 

questionnaire, where the involvement of the researcher is minimal, and therefore there is no 

interviewer- respondent bias, also anonymity in responses - people are more comfortable to 

provide honest and insightful responses, they are also free to answer questions as they wish 

and consider appropriate (Shiu, 2009, p. 247). In the questionnaire, there are no open ended 

questions (please see Appendix 1), hence all raw data that was collected was analyzed in 

statistical software program IBM SPSS 19. Moreover, we have conducted preliminary test 

of the self-administered questionnaire, where twenty chosen respondents were asked to 

provide feedback after filling in the questionnaire. No negative comments or complaints 

were given, respondents understood all questions and felt comfortable while answering 

them. It means that no bias questions were included in the questionnaire.  
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6.2 Validity 

Validity refers to the issue of whether an indicator or set of indicators that are observed to 

gauge a concept really measure that concept (Bryman, 2008, p. 151). Validity can be 

assessed using different methods, but in our case we will use face validity and concurrent 

validity in order to prove that our study is valid.  

Face validity is the measure that reflects the content of the concept in question (Bryman, 

2008, p. 152). As we have already mentioned after careful analysis of the research findings 

in the area of brand community field, we have identified several gaps that were not fulfilled 

by other scholars. Afterwards, we have decided upon the purpose of the study, developed 

research questions and hypothesis. Later on a questionnaire was developed, which was 

reviewed and approved by our research supervisor- Vladimir Valyushyn. Hence, face 

validity was determined by our supervisor. So we have developed questionnaire and 

collected data, which helped us to answer research questions and fulfill the purpose of the 

study.  

Concurrent validity is the criterion on which cases are known to differ and that is relevant 

to the concept in question, that the researches usually employ (Bryman, 2008, p. 152). In 

our case as those criterions served presence of a favorite brand and/or prior knowledge 

about brand communities. In order to answer research questions two and three, we had to 

eliminate the responses of people, who do not have a favorite brand, because according to 

the definition a brand community is centered around admires of a brand. But if a person 

does not have a favorite brand, the probability that he/she enter brand community is low, 

hence it affected answers of those people in the questionnaire. If for example to look at  

Table 10, there is a tendency of those people who have a favorite brand and who do not, 

answer differently, and this difference is significant. It means that depending on attitudes, 

behaviors and preferences of respondents, for example presence of a favorite brand, 

responses also differs in cases like willingness to enter brand community, purchase 

intentions, etc.  

Hence, our research can be considered reliable and valid, and other researches may use 

information obtained and conclusions drawn as a basis for further researches in the brand 

community field.  

  



  
59 

 
  

VII. Reference list 

Algesheimer, R., Dholakia, U. M. & Herrmann, A. (2005). The Social Influence of Brand 

Community: Evidence from European Car Clubs. Journal of Marketing, Vol. 69, p. 19-34. 

Anderson, J. C., Narus, J. A., & Narayandas, D. (2008). Business Market Management: 

Understanding, Creating, and Delivering Value. 3
rd

 international edition, Pearson 

Education. 

Bell, C. & Newby, H. (1974). The Sociology of Community. London. 

Bryman, A. & Bell E. (2007). Business Research Methods. 2
nd

 edition, New York: Oxford 

University Press. 

Bryman, A., (2008). Social Research Methods. 3
rd

 edition, USA: Oxford University Press. 

Cova, B. & Pace, S. (2006). Brand community of convenience products: new forms of 

customer empowerment – the case “my Nutella The Community”. European Journal of 

Marketing, Vol. 40, No. 9/10, p. 1087-1105. 

Cova, B. (1997). Community and consumption. European Journal of Marketing. Vol. 31, 

No. 3/4, p. 297-316.  

Darity, W. A. (2008). International Encyclopedia of the Social Sciences. 2
nd

 edition. 

Detroit: Macmillan Reference. 

Fournier, S. & Lee, L. (2009). Getting Brand Communities Right. Harvard Business 

Review, April 2009, p. 105-111. 

Galbreath, J. (2002). Twenty-first century management rules: the management of 

relationships as intangible assets. Management Decision, Vol. 40, No. ½, p. 116-126. 

Gale Group (2001). The Gale Encyclopedia of Psychology. 2
nd

 edition. Detroit: Gale 

Group. 

Hillery, G. (1955). Definitions of Community: Areas of Agreement. Rural Sociology, Vol. 

20, p. 111-123. 

Keller, K. L., Aperia, T. & Georgson, M. (2008). Strategic Brand Management. A 

European Perspective. 1
st
 edition, Gosport: Ashford Colour Press Ltd. 

Kozinets, R. (2002). Can Consumers Escape the Market? Emancipatory Illuminations from 

Burning Man. Journal of Consumer Research, Vol. 29, p. 20- 38. 

Lee, D., Kim, H.S. & Kim, J.K. (2011). The Impact of Online Brand Community Type on 

Consumer’s Community Engagement Behaviors: Consumer – Created vs. Marketer – 

Created Online Brand Community in Online Social – Networking Web Sites. 

Cyberpsychology, Behavior, and Social Networking. Vol.14, No.1-2, p. 59 - 63. 



  
60 

 
  

Marshall, G. (1998). A dictionary of Sociology. 2
nd

 edition. New York: Oxford University 

Press. 

McAlexander, J. H., Schouten, J. W. & Koenig, H. F. (2002). Building Brand Community. 

Journal of Marketing, Vol. 66, p. 38-54. 

McAlexander, J.H., Kim, S.K. and Roberts, S.C. (2003). Loyalty: the influences of 

satisfaction and brand community integration. Journal of Marketing, Vol.11, No.4, p. 1-17 

Merriam-Webster’s online dictionary (2005). [e-book.] Springfield, MA . Available online: 

http://www.m-w.com/dictionary/heuristic (Retrieved: May 10, 2011). 

Muniz, A. M. & O’Guinn, T. C. (2001). Brand Community. Journal of Consumer 

Research, Vol. 27, p. 412-432. 

New Oxford American Dictionary (2005). [e-book.] New York: Oxford University Press, 

Inc.  

Ries, A. & Trout, J. (2000). Positioning: The Battle for Your Mind. 1st edition. New York: 

McGraw-Hill. 

Ries, A. & Trout, J. (2005). Marketing Warfare. 20
th

 edition. New York: McGraw-Hill. 

Rifon, N. J. et. al. (2004). Congruence effects in sponsorship: the mediating role of sponsor 

celebrity and consumer attributions of sponsor motive. Journal of Advertising. Vol.33, 

Issue 1, p. 29 – 42. 

Saunders, M. N. K., Thornhill, A., Lewis, P. (2007). Research Methods for Business 

Students. 4
th

 edition. Italy: Rotolito Lombarda. 

Schau, H. J. & Muniz, A. M. (2002). Brand Communities and Personal Identities: 

Negotiations in Cyberspace. Advances in Consumer Research, Vol. 29, p. 344-349. 

Shiu, E., Hair, J., Bush, R. & Ortinau D. (2009). Marketing Research. 1
st
 European edition. 

United Kingdom: McGraw Hill Education.  

Simmel, G. [1907] (1971). On individuality and Social Forms, ed. Levine D. N.. Chicago: 

University of Chicago Press. 

Solomon, M., Bamossy, G., Askegaard, S. & Hogg, M. K. (2010). Consumer Behaviour. A 

European Perspective. 4
th

 edition. Italy: Rotolito Lombarda.  

Stanford Encyclopedia of Philosophy (2005). [e-book.] Stanford CA. Available online: 

http://plato.stanford.edu/info.html (Retrieved: May 10, 2011). 

Wiegandt, P. (2009). Value Creation of Firm-Established Brand Communities, Doctoral 

dissertation. Munich: Ludwig Maximilians Universität München. 

http://www.m-w.com/dictionary/heuristic
http://www.amazon.com/Positioning-Battle-Your-Al-Ries/dp/0071373586/ref=sr_1_1?ie=UTF8&qid=1303824663&sr=8-1
http://plato.stanford.edu/info.html


  
61 

 
  

Woisetschlager, D. M., Hartleb, V. & Blut, M. (2008). How to Make Brand Communities 

Work: Antecedents and Consequences of Consumer Participation. Journal of Relationship 

Marketing, Vol. 7(3), p. 237- 256.  



  
62 

 
  

VIII. Appendix 

Appendix 1. Questionnaire in English. 

Questionnaire 

Thank you for participation in this study. Your participation will help us to define the 

Brand Community phenomenon. In order to clarify what is Brand Community please 

read the following description. 

Brand Community is a community built around particular brand. Brand communities can be 

virtual (Internet) and live (Meetings, festivals, etc.). People gather to share their experience 

with a brand, exchange knowledge and socialize with each other. Examples of virtual 

communities are forums, blogs, social networks, fan web-sites, etc. Examples of live 

communities are clubs, fan clubs, membership in sport clubs, supermarkets, etc.  

The questionnaire is designed for the research purposes only. Please read every question 

carefully. Answer each question by checking the appropriate box(es) that represents your 

response or responses. 

Q1. Gender 

 Female           Male 

 

Q2. Age 

 18 – 25 

 26 – 34 

 35 – 49 

 50 – 64 

 65 + 

 

Q3. Have you ever heard about brand communities before? 

□  Yes  □  No 

 

Q4. Do you attribute to any community? 

□  Yes  □  No   

  

Q5. Do you have a favorite brand? 

□  Yes  □  No 

 

Q6. If you find out that a brand you like has a brand community how likely that you will 

join it? 

 

 Very            Somewhat        Somewhat                        Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

  □            □                   □            □         □    □ 
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Q7. How do you think people who participate in brand communities get any benefits 

from participation? 

□ Yes  □  No 

Q8. In your opinion, what kind of benefits people get from participating in brand 

communities? (Please pick from 1 to 3 answers you like most) 

 Socialization 

 Communication 

 Knowledge sharing 

 Special offers 

 Networks 

 Experience sharing 

 None of the above 

 Other 

 

Q9. If you see that brand community brings benefits to its members, how likely that you 

will join it? 

 

 Very            Somewhat        Somewhat                        Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

   □            □                   □            □         □    □ 

 

Q10.If you see that brand community brings benefits to its members, how likely that 

you will buy a product of this brand? 

 

 Very            Somewhat        Somewhat                       Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

   □            □                   □            □         □    □ 

 

Q11.Imagine you have participated in a brand community activity where brand 

representatives promoted an additional product, paid service or optional accessory, 

how likely would you purchase them? 

 

 Very            Somewhat        Somewhat                        Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

   □            □                   □            □         □    □ 

 

Q12.Imagine that during the brand community meeting, you have experienced an 

additional product, paid service or optional accessory that has been offered by a 

brand, how likely would you buy it? 

 Very            Somewhat       Somewhat                       Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

   □            □                   □            □         □    □ 
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Q13.Imagine that during your visit of a brand community blog, you have read about 

brand offerings - an additional product, paid service or optional accessory - how 

likely would you buy it? 

Very            Somewhat        Somewhat                       Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

  □            □                   □            □         □    □ 

Q14.Imagine that during your visit of a brand community forum, you have read about 

brand offerings - an additional product, paid service or optional accessory - how 

likely would you buy it? 

 Very            Somewhat        Somewhat                       Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

  □            □                   □            □         □    □ 

 

Q15.Imagine during brand festival you have heard about or seen an additional product, 

paid service or optional accessory, how likely would you buy it? 

Very            Somewhat        Somewhat                       Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

  □            □                   □            □         □    □ 

 

Q16.Imagine you are using a product of a particular brand, while communicating with 

other members of the brand community, you discover that majority of brand 

community members are using an additional product, paid service or optional 

accessory of another brand, that goes well with your product, moreover they 

recommend it to you, how likely would you buy it? 

 Very            Somewhat       Somewhat                       Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

  □            □                   □            □         □    □ 

 

Q17.Imagine you are using a product of a particular brand, and very experienced brand 

community member recommends you to buy an additional product, paid service or 

optional accessory of another brand that goes well with your product, how likely 

would you buy it? 

Very            Somewhat        Somewhat                       Very 

Likely   Likely  Likely             Unlikely       Unlikely         Unlikely  

   □            □                   □            □         □    □ 

 

Q18.Do you participate in any Brand Community? 

□  Yes  □  No 

 

If no, thank you very much for your participation!!! 
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Q19.If you are a member of brand community, please state for how long are you 

participating in a Brand Community? 

 Less than half a year 

 Less than a year 

 1 – 2 years 

 More than 2 less than 3 years 

 More than 3 years 

Q20.If you are a member of brand community, please state in what activities of a Brand 

Community do you participate? (Please pick from 1 to 3 activities you participate 

most) 

 Brand Festivals 

 Brand Meetings 

 Brand Blogs 

 Brand Forums 

 Brand Campaigns 

 Other_____________  

 

Thank you very much for your participation!!! 
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Appendix 2. Questionnaire in Russian. 

Опросный лист 

Большое спасибо за участие в исследовании! Ваши ответы помогут нам глубже 

понять феномен Бренд Сообществ. Для того чтобы лучше понять что такое Бренд 

Сообщество, пожалуйста прочитайте следующее описание. Бренд Сообщество это 

сообщество созданное вокруг какого-либо бренда. Бренд сообщества бывают 

виртуальные (Интернет) и реальные (встречи, собрания, фестивали и т.д.). Люди 

собираются в бренд сообщества для того чтобы поделиться своими впечатлениями 

или опытом о бренде, обмениваться знаниями и просто общаться друг с другом. 

Примерами виртуальных бренд сообществ могут служить форумы, блоги, сайты 

фанатов и т.д. Примерами реальных бренд сообществ могут служить клубы, фан 

клубы,членство в спортивных клубах, супермаркетах и т.д. Опросный лист создан 

исключительно для научных исследований и является анонимным. Пожалуйста, 

внимательно читайте каждый вопрос. Отвечайте на вопросы отмечая нужную(-ые) 

ячейку(-и) которая(-ые) соответствует(-ют) вашему ответу. 

*Обязательные поля для заполнения 

1. Ваш пол* 

    Женский          Мужской 

2. Ваш возраст* 

 18 – 25 

 26 – 34 

 35 – 49 

 50 – 64 

 65 + 

3. Вы когда-нибудь слышали о бренд сообществах?* 

□  Да   □  Нет 

4. Относите ли вы себя к какому-либо сообществу?* 

□  Да   □  Нет 

5. Есть ли у вас любимый бренд?* 

□  Да   □  Нет 

6. Если вы узнаете что бренд, который вам нравится имеет свое бренд сообщество, 

какова вероятность того что вы вступите в него?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 
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7. Как вы думаете люди, учавствующие в бренд сообществах, получают какие-либо 

выгоды?* 

□  Да   □  Нет 

8. По вашему мнению, какие выгоды получают люди от участия в бренд 

сообществах?* 

 Встречи с другими людьми 

 Общение 

 Обмен знаниями 

 Специальные предложения 

 Связи 

 Обмен опытом 

 Ничего из выше перечисленного 

 Другое 

9. Если вы видите, что бренд сообщество приносит выгоды его членам, какова 

вероятность что вы вступите в него?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

 

10. Если вы видите, что бренд сообщество приносит выгоды его членам, какова 

вероятность того, что вы приобретѐте продукт этого бренда?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

 

11. Представьте, что вы участвуете в каком-либо мероприятии бренд сообщества, на 

котором представители данного бренда рекламируют дополнительный продукт, 

платный сервис или дополнительный аксессуар, какова вероятность того, что вы 

приобретете его?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

12. Представьте, что во время собрания бренд сообщества, вы испробовали 

дополнительный продукт, платный сервис или дополнительный аксессуар, какова 

вероятность того, что вы приобретете его?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 
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13. Представьте, что во время посещения блога бренд сообщества, вы прочитали о 

том, что бренд предлагает дополнительный продукт, платный сервис или 

дополнительный аксессуар, какова вероятность того, что вы приобретете его?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

 

14. Представьте, что во время посещения форума бренд сообщества, вы прочитали о 

том, что бренд предлагает дополнительный продукт, платный сервис или 

дополнительный аксессуар, какова вероятность того, что вы приобретете его?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

 

15. Представьте, что во время бренд фестиваля вы услышали о или увидели 

дополнительный продукт, платный сервис или дополнительный аксессуар, какова 

вероятность того, что вы приобретете его?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

 

16. Представьте, что вы используете продукт данного бренда и во время общения с 

другими членами бренд сообщества, вы обнаружили, что большинство членов бренд 

сообщества используют дополнительный продукт, платный сервис или 

дополнительный аксессуар ДРУГОГО БРЕНДА, который подходит к вашему 

продукту, более того они вам его рекомендуют, какова вероятность того, что вы 

купите его?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

 

17. Представьте, что вы используете продукт данного бренда и один очень опытный 

член бренд сообщества рекомендует вам приобрести дополнительный продукт, 

платный сервис или дополнительный аксессуар ДРУГОГО БРЕНДА, который 

подходит к вашему продукту, более того они вам его рекомендуют, какова 

вероятность того, что вы купите его?* 

Определенно      Вряд              Мало                                 Скорее        Определенно 

       нет        ли             вероятно       Вероятно       всего да              да 

        □               □                    □            □           □     □ 

18. Участвуете ли вы в каком-либо бренд сообществе?* 

□  Да   □  Нет 

Если нет, спасибо большое за участие!!! 
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19. Если вы член бренд сообщества, пожалуйста, отметьте как долго вы участвуете в 

бренд сообществе?* 

 Менее полу года 

 Менее года 

 1-2 года 

 Более 2-х, но менее 3-х лет 

 Более 3-х лет 

 

20. Если вы член бренд сообщества, пожалуйста, отметьте в каких мероприятиях 

бренд сообщества вы участвуете?* 

 Бренд фестивали 

 Бренд собрания 

 Бренд блоги 

 Бренд форумы 

 Бренд акции 

 Ничего из вышеперечисленного 

 Другое___________ 

Спасибо большое за ваше участие!!! 
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Appendix 3. Q19 Participation time period 

 

Appendix 4. Q20 Activity participation rate 
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Appendix 5. Q6 histogram 

 

Appendix 6. Q9 histogram 
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Appendix 7. Q10 histogram 

 

Appendix 8. Q11 histogram 
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Appendix 9. Q12 histogram 

 

Appendix 10. Q13 histogram 
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Appendix 11. Q14 histogram 

 

Appendix 12. Q15 histogram 
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Appendix 13. Q16 histogram 

 

Appendix 14. Q17 histogram 

 


