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ABSTRACT

Intoday’shighlycompetitivemarkets,businessmanagersarealwayslookingfornewwaystoincrease
awareness of their products andpromote their brands. As such, theyuse a variety ofmarketing
strategiestoattractmorecustomers.Thisstudywasimplementedusingaqualitativeresearchmethod
knownasnetnography inconjunctionwithMAXQDAdataanalysissoftware.Threesmartphone
brandcommunitieswerestudied,andtheirpopularbrandpages(Samsung,Sony,andHuawei)were
targetedonInstagram.Thisstudyconsistsoftwoparts.First,theresearchersanalysethecontent
ofusercommentstoexploretheconsumer’sbrandattitude,purchasedecision-makingprocess,and
consumerdecision-makingstyles.Inthesecondpart,thecontentofpostsofbrandswascodedin
ordertoexaminecreativesocialmediastrategiesusedbythesebrandsandmeasuretheirefficiency.
Resultsoffervaluableguidelinestobrandswithregardstoconsumerbehaviouronsocialmedia.

KEywoRdS
Brand, Consumer Behavior, Consumer Decision Making, Marketing Strategy, Netnography, Social Media

INTRodUCTIoN

Two-waycommunication,asprovidedbyWeb-2,hastransformedthewaypeopleusetheInternet,and
aconsiderableamountofcontentisnowcreatedbyusers.Itispossibletoaccessshoppingpatterns
andpurchasebehaviorsofusersbyanalyzingthesetypesofcontentandcontentconsumptiontrends.
Intheextremelycompetitivemarketsoftoday,firmmanagersandbrandownersarelookingfornew
waystomakepeopleawareoftheirproductsandpromotetheirbrandsthroughtheidentification
ofconsumers’behaviorandtheirneeds.Inordertoachievetheirgoal,theyusevariousmarketing
methodstoattractmorecustomers.Thus,socialmediaprovidesthemtheopportunitytoobtainvaluable
informationonwhattheiraudiencesareinterestedinandhowtheybehave.Therefore,socialmediahas
becomeoneofthemostimportantenvironmentalfactorsinfluencingconsumers’purchaseintentions.
Nowadays,oneofthewaysinwhichmarketersachievetheirgoalsisthroughthedevelopmentofbrand
communitiesintheformofbrandfanspagesonsocialmedia,whereincustomerscaninteractwith
theirfavoritefirmsandbrandsthrough‘likes’or‘comments’(McAlexander,Schouten,&Koenig,
2002;Muniz&O’guinn,2001).Theconjunctionofthesetwosocialphenomenacontributestothe
achievementofsocialmediamarketingpurposes,includingbranding,promotion,marketresearch
andcustomerrelationshipmanagementactivities(Chen,Fay,&Wang,2011;Tuten&Solomon,
2014).Theenthusiasmforbrandcommunitydevelopmentisbecauseoftheirnumerousadvantages,
includingawarenessaboutconsumerreactionstonewproducts,rebuildingacompetitiveadvantage,
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maximizing opportunities to attract customers who are loyal to the brand for collaboration and
co-creation,influencingindividuals’attitudestowardbrands(Muniz&O’guinn,2001)and,more
importantly,attractingloyalcustomers(McAlexanderetal.,2002).

Sinceshoppingisasocialexperience,socialmediapermituserstointeractwithmanypeople
totakeadvantageoftheirexperiences(Pookulangara&Koesler,2011).Inthiscontext,thegrowing
importanceofWeb2.0anditseffectsonconsumersandfirmshasincreasinglydrawntheattention
ofresearchersinthisfield.Thisoftenleadstochangesincustomers’behaviorbyconcentratingon
socialmediaandprovidingaflexibleplatformtohelpsurmountthechallengesallmarketersfacein
today’schangingmarkets(Quarterly,2007).

Althoughbrandcommunitieshavebeenexaminedindifferentcontextsandinrelationtoseveral
products,onlyrecentlyhaveresearchersstartedtoexaminesocialmedia-basedbrandcommunities.
Online brand communities have been categorized according to who owns and manages the
communities,whichareeither(1)consumergeneratedor(2)brandgeneratedcommunities(Jang,
Olfman,Ko,Koh,&Kim,2008;Kozinets,1999).Forthisstudy,weselectedthreeofficialbrandpages
onInstagram—Sony,Samsung,andHuawei—asthesocialmedia-basedbrandcommunities.These
pagesareknownasbusinessgeneratedcommunities,whicharepurposefullyinitiatedandcontrolled
bybrandmarketerstobuildrelationshipswithconsumersandtoshapeconsumerresponseabouttheir
brandsandproducts;inthiscase,thepagesfocusedonsmartphonesfromamarketingperspective.

Thefirstgoalofthisstudywastoexaminesomeoftheindicatorsofconsumerbehavior;thatis,
theconsumer’sbrandattitudeandtheirpurchasedecisionmakingprocessinsocialmediabasedbrand
communities.Thesecondgoalwastoidentifykeymarketingstrategiesthatmayleadbrandfollowers
toengageinaspecificbrandpageonInstagramandincreasetheirpurchaseintentionbybuildingon
priorresearchinthesocialmediamarketingscope,suchasthepriorresearchbyAshleyandTuten
(2015),andFelix,Rauschnabel,andHinsch(2017).Inotherwords,thesecondobjectivewastoanswer
thequestionofwhichsocialmediamarketingstrategieshaveabettereffectandleadtothesuccess
ofmarketingactivitiesonsocialmediaandusersatisfaction.Thispaperisorganizedasfollows.The
authorsfirstreviewedtheliteratureonthefundamentalconceptsofresearchasthebackgroundof
thestudy.Thefollowingsectionintroducedabriefreviewofthemethodologyundertakenforthis
study,followedbyareviewofthebrandattitude,purchasedecision-makingprocess,andconsumer
decision-makingstyles,andfinally,theresearchersexaminedthecreativesocialmediastrategiesused
tostudybrandsandmeasuretheefficiencyoftheirstrategies.Theexplorativeresultsofeachsection
arealsodescribedanddiscussed.Inthelastsection,theauthorsconcludewithimplicationsforbrand
ownersandproposesomelimitationsthatprovideopportunitiesforfurtherresearch.

THEoRETICAL BACKGRoUNd

Social Media
KaplanandHaenlein(2010)definesocialmediaas:“Agroupofinternet-basedapplicationsthatbuild
ontheideologicalandtechnologicalfoundationsofWeb2.0,andallowthecreationandexchangeof
usergeneratedcontent.”AsSocialmediaisanimportantpartofthecurrentinformationecosystem.
Theuseof socialmedia applications is spreading at anunprecedented rate amongst consumers,
businesses, governments, and organizations. According to (Lang, 2010), consumers spend, on
average,nearlyone-thirdoftheirtimeengaginginsocialmediaactivities.Marketersusesocialmedia
platformsnotonlytopushinformationaboutproductsbutalsoasamediumforcustomer-to-customer
communications. This strategy offers companies an insight into the product-related attitudes of
consumersandtheirpurchaseandpost-purchaseexperiences(Mangold&Faulds,2009).Brandsare
attemptingtotakeadvantageofsocialmediaasitprovidesbotharichsourceofinformationanda
platformfortheirmarketingobjectivesandinnovations.Fromtheseplatforms,theyarealsoableto
managestakeholderandconsumerrelations.Asaresult,companiesnowviewinvolvementinbrand
communitiesasavaluablewayinwhichtheycanstrengthenconsumerloyalty.Socialmediaisan
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