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ABSTRACT

Achieving brand equity are top priorities for many organizations because brand is one of the most prized
assets of any organization. As such, the academia continues to exert considerable efforts on
understanding the factors that influence the development of brand equity. For instance, previous
studies have demonstrated that social media communication has significant impact on Consumer-Based
Brand Equity (CBBE), however, researchers have not really focused on the relationships of several types
of marketing communications anchored by different social media platforms for brand equity. As such,
the objective of this study is to examine the relationships between the social media marketing
communications, specifically, user-generated type (Social Media Word-of-Mouth) and firm created types
(Social Media Advertising, Social Media Promotion and Social Media Interactive Marketing); and the
CBBE of automotive brands in Malaysia. Subsequently, 800 samples were selected through cluster
samplings from five cities in five geographical regions across Malaysia. Survey questionnaires were
administered to users of four types of automotive brands, namely; PROTON, PERODUA, TOYOTA and
HONDA. The data collected was analyzed using descriptive statistics, correlation and multiple
regressions in SPSS 22. The findings revealed that, the selected automotive brands have notable
presence on Facebook, YouTube, Instagram and Twitter. Furthermore, it was found that, social media
advertising, social media promotions and social media word-of-mouth have positive relationships with
the CBBE of automotive brands. However, social media interactive marketing has an insignificant role in
the CBBE. The theoretical and practical implications of the findings are discussed in this paper.

Keywords: Consumer-Based brand equity, marketing communications, social media, automotive brands,
Malaysia.

INTRODUCTION
Developing and managing brand equity are essential to many organizations because brands are
one of the most invaluable assets to organizations (Baalbaki & Guzman, 2016; Keller & Lehman,
2006). In view of the importance of brand equity, the academia continues to exert significant
efforts on understanding the factors that influence the development of brand equity, especially
from the consumers’ perspective (Williams & Soutar, 2009). According to Keller (1993), there
are three different approaches to studying brand equity. Brand equity is either studied through
customer perspective, organizational perspective or financial perspective (Farjam & Hongyi,
2015). CBBE is one the derivatives of brand equity, which embodies the customer perspective
into the conception of brand equity (Baalbaki & Guzman, 2016). The importance of consumer
perceptive to the management and the development of CBBE goes beyond monetary profits,
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rather, it reflects the general effectiveness of marketing activities (such as; advertising, sales
promotion, direct marketing and so forth) in developing brand knowledge (Keller & Lehman,
2006). Thus, influencing consumers’ perception and consumers’ behavior (Tuominen, 1999;
Farjam & Hongyi, 2015).

In the context of studying the relationship between social media communication and
CBBE, different approaches have been employed by numerous researchers which have yielded
some insightful conclusions about the importance of marketing activities and communications
that are devolved through social media. For instance, social media communications have been
studied as either firm-created content (Bruhn et al., 2012; Khadim, Younis, Mahmood & Khalid,
2015; Schivinski, 2011); users-generated content (Bonhommer, Christodoulides, & Jevons,
2010; Christodoulides, Jevons, & Bonhomme, 2012); social media marketing efforts or activities
(Ahmed & Zahid, 2014; Godey et al., 2016; Kim & Ko, 2012); electronic word of mouth (Jalilvand
& Samiei, 2012; Severi, Ling, & Nasermoadeli, 2014); social media engagement (Zailskaite-jakste
& Kuvykaite, 2012); or social media advertising (Hanaysha, 2016). However, researchers have
yet to consider examining the differential effects of the various types of social media marketing
communications on CBBE (Yazdanparast, Joseph & Muniz, 2016). Keller (2009) has argued that,
advertising might have been the dominant type of marketing communications that are
disseminated on social media; however, it is certainly not the only marketing communications.
Also, it is hard to say if advertising is the most important type of marketing communications,
especially in this era of predominant usage of social media. Therefore, there is a gap of
knowledge in understanding the differential effects of various types of marketing
communications such as social media advertising, social media sales promotion, social media
interactive marketing and social media word-of-mouth on CBBE (Kapoor & Kulshrestha, 2013).
As such, this paper sets out to examine the differential effects of the social media marketing
communications including firm-created contents in terms of social media advertising, social
media promotion, social media interactive marketing and user-generated contents such as
social media word-of-mouth on CBBE.

This study is motivated by the increasing competition in the automotive industry
(Thiripurasundari & Natarajan, 2011; Fetscherin & Toncar, 2009; Brunello 2015). This
competition is reflected through the complexity of decision-making process of automotive
consumers. Automotive consumers have become extra-ordinarily active and highly involved in
making purchase decisions (Mahfooz, 2015). Several factors are seriously taken into
consideration in the process and most importantly, consumers rely on brand attributes and
other brand assets of automotive brands to simplify their decision-making process (Hsieh,
2004). Thus, strong and successful brand equity becomes an important factor for automotive
brands to differentiate themselves from competitors, ensure uniqueness and remain a tool for
evoking purchase (Santoso & Cahyadi, 2014). Therefore, it is imperative to understand how
CBBE can be enhanced through marketing communication efforts exerted through social media
platforms.
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LITERATURE REVIEW

Definitions of CBBE

Tuominen (1999) and De Chernatony and Francesca (1998) have argued that, different
approaches have been employed to study brand equity. Such differences have resulted in
numerous definitions of brand equity that cannot be captured or represented with one concept
or idea (Tuominen, 1999). This is evident in the differences of models commonly used by brand
equity researchers. The most popular perspectives of studying brand equity are;
organization/employee perspective, financial perspective and consumer perspective (Keller &
Lehman, 2006; Farjam & Hongyi, 2015). Keller and Lehman (2006) have explained that, brand
equity is an accumulation of values generated from three market levels namely; company,
customer and financial markets. Each of these perspectives (market level) has different
influence on the definitions, interpretations and dimensions used in measuring brand equity.
However, theorists have unanimously defined CBBE as an offshoot of brand equity
conceptualized for measuring brand equity in consumer perspectives (Tuominen, 1999; Farjam
& Hongyi, 2015). This perspective is focused on understanding the consumers’ mind, attitude
and the process of decision-making as the basis for evaluating and judging the attributes and
performance quality of a brand and also, for the purpose of improving marketing activities and
communication efforts (Hsieh, 2004).

CBBE mirrors consumers’ knowledge of a brand, their experiences acquired while
associating with a brand and it represents the consumer mind-set and perception of the brand
(Aaker, 1991; Keller 1993; Keller, 2001). Keller (1993) has further explained that, brand
knowledge is of two types namely; brand awareness and brand image. Brand awareness and
brand image are often referred as the structures of consumers’ mindset, memory, perceptions
and the association with a brand (Christodoulides & Chernatony, 2010; Keller & Lehman, 2006).
According to Keller (1993), on the implication of CBBE (brand knowledge), consumer response
to marketing activities can be either positive or negative. Christodoulides et al. (2006) have
further explained that, positive CBBE occurs when consumers perceived the brand to be strong
and unique with favorable image of the brands’ image and attributes. Ailawadi et al. (2003)
have added that, the underlying purpose of conceptualizing CBBE especially from the
organizational perspective is to determine the strength of a brand, to measure the
successfulness of marketing decisions, to determine the financial consequence of branding and
to develop successful brands. Invariably, developing and managing CBBE is one of the top
priorities in both academia and industry (Ailawadi et al., 2003; Baalbaki & Guzman, 2016; Boo,
Busser, & Baloglu, 2009; Christodoulides & Chernatony, 2010; Tuominen, 1999).

Social Media Marketing Communications

Social media marketing communications take different forms and serve different purposes for
different consumers (Hennig-Thurau et al., 2010; Piskorski, 2011). For example, advertising is a
more creative and entertaining type of marketing communications which is used to disseminate
brand related-information, increase awareness and evoke brand purchase. Meanwhile on the
contrary, sales promotion refers to offering price discounts, coupons, gifts to enhance product
trails (Keller, 2009). Past studies, have shown that consumers evaluate social media
communications differently. Also, the essence of social media communication is reflected
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through the characteristics of the contents (Kapoor & Kulshrestha, 2013). However, a handful
number of studies on social media communications have focused mainly on two types namely;
Firm-Created Contents (FCC) and User-Generated Contents (UGC). This paper breaks down and
categorized several types of marketing communications based on the two tiers of social media
communications namely; FCC and UGC as follows.

Firm-Created Contents (FCC)

The FCC can be explained as types of social media communications such as Facebook posts,
Tweets, YouTube videos that are posted by brand owners on their brand pages, accounts or
channels of social media (Bruhn et al., 2012; & Zailskaite-jakste & Kuvykaite, 2013; Gensler et
al., 2013). FCC represents a marketing strategy for creating brand awareness in the form of
recognition, recall and brand image on social media platforms by brand owners themselves
(Sonnenburg, 2012). In addition, Bruhn et al. (2012) and Zailskaite-jakste and Kuvykaite (2013)
have asserted that FCCs are the type of social media communications that avail companies and
brand managers the opportunity of expanding their brand awareness through the messages
disseminated on social media. Furthermore, Malhotra, Malhotra and See (2013) have reviewed
that, brand owners have embraced social media as one of the important platforms of engaging
their consumers, sharing information and promotional activities with their consumers.
Consequently, social media, such as Facebook has proven to be a key drive to consumers’
engagement among other important functionalities of social media (Rohm, Kaltcheva & Milne,
2013). However, the contents that are posted on social media by brand owners can be
categorized into different types of marketing communications as these contents are deployed
to serve different purposes (Keller, 2009). Research findings have also shown that, marketing
communications have different implications on brand equity development (Yoo, Donthu, & Lee,
2000; Buil, de Chernatony, & Martinez, 2013). Therefore, FCC is conceptualized as Social Media
Advertising, Social Media Promotions and Social Media Interactive Marketing.

User-Generated Contents (UGC)

Schivinski, (2011) has described UGC as all kinds of communication that are generated from and
between consumers on social media. Fundamentally, UGC is the type of content about a brand
which is created by some consumers for other consumers’ consumption. This is possible
because social media offer consumers the opportunity to publish and share self-generated
content between a multitude of friends and social media followers. The possibility of generating
and sharing content about brands, affirms the active and influential role of consumers in the
realm of managing brands on social media pages (Zailskaite-jakste & Kuvykaite, 2012). The
pervasiveness of social media as marketing communication channel has practically created
room for consumers’ voice to be heard about a brand. Consumers can now integrate their
anecdotal comments, thoughts and perception of a brand into the brand stories beyond what
the brand owners of a brand can ignore or prevent (Gensler et al.,, 2013). Consumers’
comments about a brand can be in either negative (consumers’ complaints) or in positive form
(consumers’ homage). However, both the negative and positive comments have implications on
brand image (Gensler et al., 2013).

E-ISSN: 2289-1528 4
https://doi.org/10.17576/JKMJC-2018-3401-01



Jurnal Komunikasi
Malaysian Journal of Communication
Jilid 34(1) 2018: 1-19

The review of past studies has revealed that, Word-of-Mouth (WOM) has become the
most important surrogate for discussing UGC, among other typologies include; online review,
WOM and blogging (Chen et al., 2011; Smith et al., 2012). Therefore, this study adopts social
media WOM as a major form of UGC. Justifiably, social media WOM has been one of the most
predominant types of marketing communication especially since the advent of social media.
This is because social media offer consumers a limitless opportunity which facilitate WOM
communications (Chen et al., 2011). Social Media WOM s pertinent to social media platforms
such as Facebook comments, YouTube comments and Blog reviews. In essence, Facebook,
Twitter and YouTube are practical platforms for sharing consumers’ evaluations, reviews and
usage experiences of a product to a multitude of customers (Trusov, Bucklin, & Pauwels, 2009;
Eisingerich, Chun, Liu, Jia, & Bell, 2014; Smith et al., 2012).

CONCEPTUAL FRAMEWORK AND HYPOTHESES DEVELOPMENT

The conceptual framework proposed in this study is presented in Figure 1. Relying on previous
studies such as (Bruno & Dabrowski, 2014; Schivinski, 2011; Bruhn et al., 2012; Zailskaite-jakste
& Kuvykaite, 2013;Khadim et al., 2015; Khadim, Zafar, Younis, & Nadeem, 2014) on the roles of
social media and marketing communications in developing the CBBE. This study proposed that,
social media marketing communications in terms of FCC (social media advertising, social media
sales promotion and social media interactive marketing) and UGC (social media WOM) have
significant positive effects on CBBE. The framework has explained how social media marketing
communications can significantly influence and enhance social media users' perception and
mindset. Consumers’ mindset is otherwise known as CBBE (Keller, 2009; Bruhn et al., 2012;
Bruno & Dabrowski, 2014). Subsequently, the underlying objective of this present study is to
establish the connection between consumers and brands through social media marketing
communications and CBBE.

The development of the conceptual framework and the formulation of hypotheses are
theoretically guided by the Consumer Stimulus-Response Model (CSRM). The model explains
how marketing stimuli evoke certain attitudes and responses from consumers. In other words,
marketing communications such as social media advertising, promotions, interactive marketing
and word-of-mouth exemplify marketing stimuli. According to the CSRM model, there are
several types of marketing stimuli which include marketing communications, market
environments and consumer characteristics; however, this study focused on marketing
communication among other marketing stimuli. This is because, majority of consumers who are
users of social media today are exposed to numerous types of marketing communications
(Keller, 2009). As such, consumers are expected to filter the information received from those
marketing messages in their brain, to retain the relevant information and to secure the
information in their memory for future use. This information, in other words, is referred to as
brand knowledge. According to Aaker (1997) and Keller (1999), consumers filter the
information they receive from marketing communications based on their psychological factors.
Consumer psychological factors include their perception and mindset which is present in
consumers’ subconscious mind and have strong influence on their actions and reactions to
products (Kotler & Keller, 2012). This is the premise that guided the developments of CBBE
models (Keller, 1999).
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CBBE models in other words, represent consumers’ perception and mindsets (Aaker
1991). As such, according to the stimulus-response model, CBBE is the product of psychological
evaluations or reactions that are stimulated by marketing stimuli; in this case, social media
marketing communications. Thus, when consumers’ are convinced or successfully persuaded
by marketing communications, their perceptions of brands will be positive and favorable.
According to Kotler and Keller (2012) perception is a process which is used by individuals to
select, organize and interpret information. Hence, perception is what determines marketing
reality.

Firm-Created Marketing
Communications

Social Media
Advertising

Social Media
Sales
Promotion

Consumer-Based

Social Media Brand Equity

Interactive
Marketing

User-Generated Marketing
Communications

S-Word-of
Mouth

Figure 1: The proposed conceptual framework

Relationship between Social Media Advertising and CBBE

Social media advertising is the type of contents that are disseminated on social media platforms
with the primary aim of persuading and increasing awareness (Hanaysha, 2016). Researchers
have demonstrated that, the essence of advertising is entrenched in its ability to develop brand
equity in so many ways which include perceived quality, perceived satisfaction, brand
awareness, brand image and overall brand equity. Advertising contents can help consumers
recognize and recall a brand, especially during purchase or when thinking about brand’s
categories (Raza, Bakar, & Mohamad, 2017). Similarly, the appeals in advertising can increase
positive brand associations which can yield favorable behavioral reactions (Cobb-Walgren et al.,
1995). Empirical findings have also shown that, higher spending on advertising (Bravo Gil, Fraj
Andrés, & Martinez Salinas, 2007; Yoo et al., 2000), consumers’ attitude and experiences lead
to an increase in brand equity. Since the surge of social media popularity, scores of studies
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have delved on how social media and marketing activities contribute to the development of
brand equity. However, not so many studies have focused on examining the importance of
social media marketing communications on CBBE. Therefore, the following hypothesis are
formulated;

Hi. Social media advertising has a positive relationship with consumer-based brand equity of
automotive brands

Relationship between Social Media Promotion and CBBE

The literature has unanimously depicted sales promotion as the next most important marketing
communication effort after advertising used in evoking sales (Chandon, Wansink, & Laurent,
2000). However, many arguments have been generated in determining the impact of sales
promotion on brand equity especially in the consumer perspective (Villarejo-Ramos & Sanchez-
Franco, 2005). There are studies which have demonstrated a negative relationship between
sales promotion and brand equity (Winer, 1986; Martinez et al., 2009; Yoo et al., 2000). The
logic behind such assertion was that the primary essence of developing brand equity is to
strategically influence consumers to pay a premium price, hence, if a product has favorable and
successful brand equity, there should be no need for employing sales promotions such as price
deals (Villarejo-Ramos & Sanchez-Franco, 2005). This is because consumers use price as the
basis for judging product quality (Agarwal & Teas, 2002).

Contrarily, a handful of other researchers has also revealed that, a positive relationship
exists between brand equity and sales promotion. These studies imply that, sales promotions
can also be used to create positive brand associations between consumers and brands. Thus,
the real effect of sales promotion on CBBE is unknown (Buil, de Chernatony, et al., 2013; Chu &
Keh, 2006; Demangeot & Broderick, 2010). In addition to that, studies have shown that, sales
promotions are part of the marketing activities that are anchored on social media (Shen &
Bissell, 2013;Taecharungroj, 2016). In spite of this development, many studies have not really
delved on determining the effect of sale promotion on social media platforms on CBBE.
Subsequent to the above, this study formulates the following hypothesis.

H.. Social media promotion has a positive relationship with consumer-based brand equity of
automotive brands

Relationship between Social Media Interactive Marketing and CBBE

Interactive marketing is a type of marketing communication that is particularly relevant to
social media and other digital platforms (Kotler, Keller, Brady, Goodman, & Hansen, 2009). This
is especially true because, the interactivity of social media is among the primary reason of using
it for marketing communication channel. According to Keller (2009), interactivity is one of the
noticeable differences of digital and traditional marketing communications. Simmons, Thomas
and Truong (2010) have defined interactivity as the ability to communicate and interact with
little or no hindrances of long distances and time differences. Applying this definition of
interactivity to marketing, interactive marketing allows marketers to get direct and interactive
connection between their customers and brands. Social media is extraordinarily a suitable and
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relevant platform for this type of marketing. The practical examples of the interactive feature of
social media include linking social media pages with official websites, giving a pictorial
experience of a brand and ensuring a direct link with brands. Kotler et al. (2009) have opined
that interactivity, customization, personalization, timely information, traceability and
accountability are the major attributes of interactive marketing. Similarly, these attributes are
akin to the attributes of social media marketing activities (Alhadid & Abu-RAhman, 2014; Godey
et al., 2016; Kim & Ko, 2012; Pham & Gammoh, 2015; Schivinski & Dabrowski, 2015). Few past
studies have managed to establish relationship between interactive marketing and CBBE
dimensions (Keller, 2010; Shankar & Balasubramanian, 2009). In view of this, the study
formulates the following hypothesis;

Hs. Social media interactive marketing has a positive relationship with consumer-based brand
equity of automotive brands

Relationship between Social Media Word-of-Mouth and CBBE

Arguably, determining the role of consumers is the underlying motivations of most previous
studies that have focused on how social media is affecting brand equity development (Langaro
et al., 2015). Most of these studies have taken different approaches to analyze the role of users
of social media in building strong brand equity. Determining the effect of WOM on CBBE has
continued to receive significant attention from researchers. In spite of that, little is known
about how exactly social media WOM is affecting consumers’ perception of brands. In the
context of social media, majority of extant studies have focused on the effects of consumers’
involvements, and engagements and creation of WOM on different dimensions of CBBE (Abzari
et al., 2014; Bonhommer et al., 2010; Bruhn et al., 2012; Christodoulides et al., 2012; Jalilvand
& Samiei, 2012; Karman, 2015; Karpinska-Krakowiak, 2016; Schivinski, 2011; 2015 Schivinski &
Dabrowski, 2014, 2015; Severi et al., 2014; Zailskaite-jakste & Kuvykaite, 2012). However, far
little has considered the outcome of WOM reviews on CBBE especially in the context of high
involvement products like automotive brands (Jalilvand & Samiei, 2012). In light of the above
arguments; the following hypothesis is presented;

Ha. Social media word-of-mouth has a positive relationship with consumer-based brand equity of
automotive brands

METHOD

Data Collection Procedure

Data was collected in this study through survey questionnaires administered to 800 automotive
brand users in Malaysia. The questionnaires were distributed to respondents who are the
followers of either PROTON, PERODUA, TOYOTA or HONDA on social media. The four
automotive brands are selected because they are the market leaders and the most popular
automotive brands in Malaysia over the years (Ghani, 2012). Furthermore, Kormin and Baharun
(2016) justified that these four selected brands have the most predominant presence on
various social media platforms such as Facebook, YouTube, Instagram and Twitter in Malaysia.
The selection of multiple brands in this study was based on relevance and variance criteria
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which have been the common approach among previous studies with similar objectives as the
method for “reflecting reality more precisely” (Bruhn et al., 2012). A question (on which of the
following social media platforms do you follow Brand X?) was set to screen respondents who
are not followers of the aforementioned automotive brands from the study. This was done to
ensure that the respondents have actually seen/read/watched any forms of firm created
content on social media and have commented/posted/liked user-generated contents. A cluster
sampling technique was employed to select one city from each of the five geographical regions
in Malaysia. As such, one major city was selected to represent each cluster/region depending
on the cosmopolitan characteristics of the city. Accordingly, Penang was selected to represent
the Northern Region, the Central Region was represented by Kuala Lumpur in this study, the
Southern Region was represented by Johor Bahru and Kuantan represented the East Coast
while Kuching represented the Borneo Islands. To ensure randomness in the sample selection, a
random sampling selection technique is employed to determine the number of samples from
each of the selected cities. The random sampling procedure recommended by Cohen, Manion
and Morrison (2000) was employed in this study. This was done by listing down the 5 cities
(Penang, Kuala Lumpur, Johor Bahru, Kuantan and Kuching) on a separate sheet of paper which
were then folded and placed in a bowl. The names of the cities were shuffled and picked for
800 times. The number of times a city was picked, was then recorded and therefore was the
total number of samples that was drawn from the cities. Subsequently, Table 1 presents the
number of samples that was drawn from each city across the geographical regions of Malaysia.
A total of 615 valid questionnaires was returned back from the respondents.

Table 1: List of samples across Malaysian states

S/N Regions City Selected Number of Samples
1 North Penang 233

2 Central Kuala Lumpur 210

3 South Johor Bahru 187

4 East Kuantan 100

5 Borneo Kuching 70

Total 800

Measurement Procedure

The study employs the Churchill (1979) multi-stage approach of scale development and validity
technique to validate the measurement scales used in this study. The multi-stage approach
involves series of assessments which was initiated by adopting items from previous studies of
marketing communication and CBBE. To be specific, social media advertising is measured with
12 items adopted from Bronner and Neijens (2006) and Buil, de Chernatony, et al. (2013). 7
items were adopted from Yoo, Donthu and Lee (2000), Keller (2009) and Buil, de Chernatony, et
al. (2013) and proposed to measure social media promotions. Social media interactive
marketing was measured with 8 items adopted from Keller (2009) and Kim & Ko (2012). Social
Media Word-of-Mouth is measured with 9 items adopted from Jalilvand and Samiei (2012) and
Eisingerich, Chun, Liu, Jia, & Bell, (2014). Furthermore, 69 items were adopted to measure the
four dimensions of Automotive CBBE which include 7 items for brand awareness from Yoo et al.
(2000), Hanaysha and Hilman (2015) and Mahfooz (2015); 22 items adopted from Bruhn,
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Schoenmueller and Schafer (2012), Verhoef, Langerak and Donkers (2007), Baalbaki and
Guzman (2016) and Brunello (2015) for hedonic brand image of automotive brands. 34 items
were adopted from Baalbaki and Guzman (2016), Verhoef, Langerak and Donkers (2007),
Kartono and Rao (2005); and Fetscherin and Toncar (2009) for functional brand image. Finally, 6
items were proposed to measure brand sustainability as adopted from Baalbaki and Guzman
(2016). The scale that was used to record the respondents’ agreement or disagreement with
the statements in the survey based on the values of 1-strongly disagree, 2-disagree, 3-not sure,
4-agree and 5-strongly agree.

Subsequently, these scales were purified and validated through a semi-structured
interview conducted among 10 informants who were either brand managers of an automotive
brand or automotive brand users (DeVellis, 2003). The content validity and face validity of the
items and the scales were examined by calculating the CVI of both the items-level and the
scale-level CVIs from the ratings of seven (7) experts in the disciplines of Marketing
Communication and Research Methodology (Polit & Beck, 2006).

Furthermore, to examine the reliability and validity of the scales, a pilot study was
conducted among a convenient sample of 200 respondents who are users of four different
automotive brands namely PROTON, PERODUA, TOYOTA and HONDA. An Exploratory Factor
Analysis (EFA) using principal component analysis and varimax rotation was conducted. An
eigenvalue greater than 1 and a cumulative percentage of variance explained greater than 60
percent were used as criteria in determining the number of factors. To determine the adequacy
of sample size, the KMO and Bartlett tests were first applied. The results indicated that the
KMO value for the Automotive CBBE is 0.921 and Social Media Marketing Communications is
0.881 respectively, indicated a meritorious level of sample adequacy (Hair et al., 2010). Of the
69 items that measured the Automotive CBBE, 47 items have a factor loading above 0.50.
Furthermore, out of the 34 items that measured the social media marketing communication
variables, a total of factors loading above 0.50 is 28 items.

ANALYSIS AND RESULTS
Data analysis was initiated with the use of SPSS 22 to generate the demographic information of
the respondents, to examine and to replace missing data; and to assess normality and outliers.
These processes reduced the number of respondents to 544 valid and usable respondents with
68% response rate after eliminating outliers at the univariate, bivariate and multivariate levels.
The second phase of the analysis entailed descriptive analysis of the constructs, correlations
and multiple regressions. The descriptive analyses of the respondents’ information showed that
the majority of the respondents were users of PROTON followed by PERODUA, TOYOTA and
HONDA. 1t is also revealed that, there were more female than male among the respondents.
Other information of the respondents ranging from age, level of education and ethnicity was
revealed. Most importantly, the majority of the respondents (88.7) followed one of the
automotive brands on Facebook, followed by 40% of the respondents who declared that, they
have seen/read/watch or commented on the marketing communications of the selected
automotive brands on YouTube, Instagram (30.7%) and Twitter (16.2%). The types of marketing
communications that the respondents in this study have seen, read and watched on social
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media, ranging in a descending order from advertising (80%), promotions (51%), word-of-
mouth (31.8%) and interactive marketing (23%).

The findings presented in Table 2 show the descriptive statistics, Cronbach’s alpha and
correlation analysis of the variables understudied in this study. The descriptive statistics have
demonstrated that the respondents have mean values ranging from 3.62 to 3.95 which indicate
a moderate acceptance and agreement with measurement of the variables in this study. The
values of Cronbach’s alpha also range from 0.838 to 0.970 which have affirmed that, there are
internal consistencies between the items measuring the variables of this study. The Cronbach’s
alpha values exceed the minimum acceptable level of 0.70 (Rauf, Hamid, & Ishak, 2016). Hence,
the scales used for measuring the variables are reliable. Furthermore, Table 2 also presents the
correlation analysis between the variables. The findings show significant and positive
correlations between the constructs.

Table 2: Descriptive statistics, cronbach’s alpha and correlation analysis

Variables Means Standard Cronbach’s CBBE SMA SMP SMIM SWOM
Deviation Alpha

Consumer-Based Brand 3.95 482 0.970 1

Equity (CBBE)

Social Media Advertising 3.78 .608 0.889 686" 1

(SMA)

Social Media Promotions 3.62 .639  0.890 614 704" 1

(SMP)

Social Media Interactive 3.83 .598 0.838 556" 674" 659" 1

Marketing (SMIM)

Social Media Word-of- 3.77 .604 0.868 604 672" 661" 556" 1

Mouth (SWOM)

**_ Correlation is significant at the 0.01 level (2-tailed).

Table 3 shows the result of multiple regression which is used to assess the relationships
between social media marketing communications and CBBE. The table reveals the result of
multiple regression which can be represented as (F= 160.599, P < 0.05). This indicates that, the
model developed in this study is statistically significant. Furthermore, the R? value (R? = 0.525)
also indicates that, the model is fit and statistically acceptable. The result implies that, social
media marketing communications (Social Media Advertising, Social Media Promotions, Social
Media Interactive Marketing and Social Media Word-of-Mouth) collectively explain 52.5% of
the variation in CBBE. Hence, there is a significant and positive relationship between social
media marketing communications and CBBE development. Furthermore, the result presented
in Table 3 reveals that, Social Media Advertising has the highest and significant contribution
among other social media marketing communications (B = 0.407, t = 8.901, Sig = 0.000)
explaining 40.7% of the variation in CBBE of automotive brands. This is followed by Social Media
Word-of-Mouth (B = 0.185, t = 4.331, Sig = .000) with a significant and positive contribution, the
variable explains 18.5% of the variation in CBBE. In addition, Social Media Promotion ( = 0.174,
t = 3.906, Sig = .000) has a significant contribution by explaining 17.4% of the variation in CBBE.
However, Social Media Interactive Marketing (B = 0.048, t = 1.136, Sig = .256) has a insignificant
but positive contribution by explaining just 4.8% of the variation in CBBE. With regards to the
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highlighted objectives of this study, the results presented in Table 3 also discuss the analysis of
the hypotheses formulated in this study. The following are the discussions of findings with
regards to the four hypotheses.

Table 3: Multiple regression between social media marketing communications and CBBE

Model Coeff.(B)  Std. Beta t Sig Decisions
Error (B)

(Constant) 1.419 .102 13.918 1.419

Social Media Advertising > CBBE .340 .038 .407 8.901 .000** Supported
Social Media Promotion > CBBE .140 .036 174 3.906 .000** Supported
Social Media Interactive Marketing .040 .036 .048 1.136 .256 Not
>CBBE Supported
Social Media Word-of-Mouth >CBBE .150 .035 .185 4.331 .000** Supported
R? .525 Supported
Adjusted R? 521

F Change 160.599

Sig .000**
** P <0.05

Hypothesis 1: Social media advertising has positive relationship with consumer-based brand
equity of automotive brands

The result presented in Table 3 shows social media advertising (B = 0.407, p < 0.05). The
result demonstrates that there is a positive and significant relationship between social media
advertising and CBBE. This implies that, for every increase in Social Media Advertising, there is
an expected increase of 40.7% in CBBE of automotive brands (t = 8.901). As such, this
hypothesis is accepted.

Hypothesis 2: Social media promotion has a positive relationship with consumer-based brand
equity of automotive brands

The result presented in Table 3 shows social media promotion (B = 0.174, p < 0.05). This
result demonstrates that there is a positive and significant relationship between social media
promotions and CBBE. Thus, for every increase in social media promotions, there is an expected
increase of 17.4% in CBBE of automotive brands (t = 3.906). Therefore, this hypothesis is
supported.

Hypothesis 3: Social media interactive marketing has a positive relationship with consumer-
based brand of automotive brands

The result presented in Table 3 reveals Social media interactive marketing (g = 0.048, p
>0.05) has a positive but insignificant relationship with CBBE. This result indicates that, for
every increase in Social media interactive marketing, there is an expected increase of 4.8% in
CBBE (t = 1.136). Therefore, the above hypothesis is not supported.

Hypothesis 4: Social media word-of-mouth has positive relationships with consumer-based
brand equity of automotive brands
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The result depicted in Table 3 demonstrates Social media word-of-mouth (B = 0.185, p <
0.05) has a positive and significant relationship with CBBE. This result indicates that for every
increase in Social media word-of-mouth, there is an expected increase of 18.5% in CBBE (t =
4.331). As such, these findings provide a proof for supporting the above hypothesis.

DISCUSSIONS AND IMPLICATION

The findings of this study revealed that, social media marketing communications in terms of
user-generated contents and firm-created contents have significant relationships with
developing CBBE of automotive brands. In specifics, a positive and significant relationships was
established between social media advertising and social media promotions as the
representations of firm-created contents and CBBE of automotive brands. Similarly, social
media word-of-mouth was found to be significant in enhancing CBBE of automotive CBBE.
Meanwhile, this study could not establish a significant relationship between social media
interactive marketing and CBBE. The implications of these findings is that, the marketing
communications that were generated on different platforms of social media, including
Facebook, YouTube, Instagram and Twitter have significant impacts on CBBE in terms of brand
awareness, hedonic brand image, functional brand image and brand sustainability. The findings
of this research are similar to previous studies that examined the implications of marketing
communications and social media communications in maintaining and developing brand equity
(Bruno & Dabrowski, 2014; Schivinski, 2011; Bruhn et al., 2012; Zailskaite-jakste & Kuvykaite,
2013;Khadim et al., 2015; Khadim, Zafar, Younis, & Nadeem, 2014).

Also, the contents and reviews that are posted on brand pages of social media by
consumers as conceptualized by social media word-of-mouth is found to be impactful on the
consumers’ perception and the mindset of brand equity of automotive brands. Additionally,
this research also conforms to the findings of previous researchers, on the positive impacts of
user-generated contents in creating and shaping the images and perceptions of brands (Abzari
et al., 2014; Bonhommer et al., 2010; Bruhn et al., 2012; Christodoulides et al., 2012; Jalilvand
& Samiei, 2012; Karman, 2015).

In general, the findings presented in this research provide insights for brand managers
on the importance of different types of marketing communications and the implications of
social media as the platforms for disseminating brand-related communications for managing
and enhancing the acceptance of their brands. The theoretical implications of this research is
that, the findings presented in this paper highlight the significance of social media
communications in marketing and brand management. Most important, the study shows how
brand-related communications and interactions between brand and consumers can enhance
consumers’ acceptance, shape consumers’ perception and mindset towards a brand. This
argument is in line with the observation of Keller (2009) who has maintained that, brand-
related communications on social media platforms can have the greatest effect on the
perception of a brand, especially when brand managers can ignite involvement and maintain
positive engagements with their consumers on social media platforms. Meanwhile, the
practical implication of this study is that, this research highlights the significance of social media
marketing communications. With regards to the interactive features and the ubiquitous nature
of social media platforms, the possibility of a daily and frequent encounter, engagement and
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feedback between consumers and brands are increased. These subsequently, increase the level
of brand awareness in terms of recall and recognition, improve positive image of the brand and
ultimately shape the attitude of the consumers towards the brand (Adetuniji, Sabrina, & Sobhi,
2017). Therefore, this study recommends that, brand managers of automotive brands should
continue their employment of social media platforms as an important effort for building and
maintaining their brand equity. Also, marketing communications, such as advertising,
promotions and word-of-mouth should be revered as important communication strategies for
improving and enhancing consumers’ acceptance and perceptions of their brands.

CONCLUSIONS

This paper determines the differential effects of social media marketing communications on the
development of CBBE for automotive brands in Malaysia. Specifically, the study examines the
roles of social media advertising, social media promotions, social media interactive marketing
and social media word-of-mouth on the development of CBBE. As such, the study contributes to
the body of knowledge on social media effect, marketing communications, brand management
and consumer behavior. On the other hand, the study also proffers important practical
recommendations to marketing communication practitioners, brand managers and marketers
in Malaysia to maximize the potentials of social media marketing communications in enhancing
the images of their brands. Most specifically because social media’s popularity continues to
increase among Malaysians (Norsiah, Sobhi & Norhafezah, 2016), marketers and brand
managers should take note of the fact that social media advertising such as videos posted on
Facebook and YouTube; social media promotions; offering coupons, discounts and so forth are
the most important marketing efforts that can be exerted to enhance their brand equity
through social media platforms. Furthermore, social media word-of-mouth, which revolves
around consumers’ reviews, comments and homages posted on social media constitute a
significant part of brand-related communications which can improve how brands are perceived
positively and by extension, enhance brand equity.

BIODATA
Raji Ridwan Adetunji is currently a PhD Candidate at the Department of Media Management,
School of Multimedia Technology and Communication, Universiti Utara Malaysia. His PhD thesis
focuses on consumer-based brand equity and social media marketing communication. His
research interests cut across media management, consumer behaviors, branding and marketing
communications. Email: rajiridwanadetunji@gmail.com
Sabrina Mohd Rashid is a Senior Lecturer at the School of Multimedia Technology and
Communication, Universiti Utara Malaysia. She holds a PhD in Marketing, at the Department of
Marketing, Lincoln University, New Zealand. Her research interests range between branding,
brand identity and internal culture. Email: sabrina@uum.edu.my
Mohd Sobhi Ishak is a Senior Lecturer at the School of Multimedia Technology and
Communication, Universiti Utara Malaysia. He holds a PhD in Mass Communication from
Universiti Putra Malaysia. His areas of interest include media, religious, politics, and statistical
techniques. Email: msobhi@uum.edu.my

E-ISSN: 2289-1528 14
https://doi.org/10.17576/JKMJC-2018-3401-01



Jurnal Komunikasi
Malaysian Journal of Communication
Jilid 34(1) 2018: 1-19

REFERENCES

Abzari, M., Ghassemi, R. A., & Vosta, L. N. (2014). Analysing the effect of social media on brand
attitude and purchase intention: The case of Iran Khodro Company. Procedia - Social and
Behavioral Sciences, 143, 822—826.

Adetunji, R. R., Sabrina, M. R., & Sobhi, I. M. (2017). User-generated contents in Facebook,
functional and hedonic brand image and purchase intention. SHS Web of Conferences, 33,
84.

Agarwal, S., & Teas, R. K. (2002). Cross-national applicability of a perceived quality model.
Journal of Product & Brand Management, 11(4), 213-236.

Ahmed, M. A,, & Zahid, Z. (2014). Role of social media marketing to enhance CRM and brand
equity in terms of purchase intention. Asian Journal of Management Research, 4(3), 533—
549.

Ailawadi, K., Lehmann, D., & Neslin, S. (2003). Revenue premium as an outcome measure of
brand equity. Journal of Marketing, 67(4), 1-17.

Alhadid, A. Y., & H. Abu-RAhman, A. (2014). The impact of social media marketing on brand
equity: An empirical study on mobile service providers in Jordan. Review of Integrative
Business & Economics Research, 3(1), 315—-326.

Avinash Kapoor, & Chinmaya Kulshrestha. (2013). A mixed-method appraoch to examining
brand-consumer interactions driven by social media. Journal of Research in Interactive
Marketing, 7(4), 295-311.

Baalbaki, S., & Guzman, F. (2016). A consumer-perceived consumer-based brand equity scale.
Journal of Brand Management, 23(3), 229-251.

Bonhommer, J., Christodoulides, G., & Jevons, C. (2010). The impact of user-generated content
on consumer-based brand equity. Paper presented at 9th Thought Leaders International
Conference on Brand Management, 61, 0-16.

Boo, S., Busser, J., & Baloglu, S. (2009). A model of customer-based brand equity and its
application to multiple destinations. Tourism Management, 30(2), 219-231.

Bravo Gil, R., Fraj Andrés, E., & Martinez Salinas, E. (2007). Family as a source of consumer-
based brand equity. Journal of Product & Brand Management, 16(3), 188—199.

Bronner, F., & Neijens, P. (2006). Audience experiences of media context and embedded
advertising: A comparison of eight media. International Journal of Market Research, 48(1),
81-100.

Bruhn, M., Schoenmueller, V., & Schafer, D. B. (2012). Are social media replacing traditional
media in terms of brand equity creation? Management Research Review, 35(9), 770-790.

Brunello, A. (2015). Brand equity in premium car market. International Journal of
Communication Research, 5(2), 128-135.

Buil, 1., de Chernatony, L., & Martinez, E. (2013). Examining the role of advertising and sales
promotions in brand equity creation. Journal of Business Research, 66(1), 115-122.

Chandon, P., Wansink, B., & Laurent, G. (2000). A benefit conguency framework of sales
promotion effectiveness.pdf. Journal of Marketing, 64, 65—-81.

Chen, Y., Fay, S., & Wang, Q. (2011). The Role of Marketing in Social Media: How Online
Consumer Reviews Evolve. Journal of Interactive Marketing, 25(2), 85—-94.

E-ISSN: 2289-1528 15
https://doi.org/10.17576/JKMJC-2018-3401-01



Social Media Marketing Communication and Consumer-Based Brand Equity: An Account of Automotive Brands in
Malaysia
Raji Ridwan Adetunji, Sabrina Mohd Rashid & Sobhi Mohd Ishak

Christodoulides, G., & Chernatony, L. (2010). Consumer based brand equity conceptualization &
measurement: A literature review. International Journal of Market Research, 52, 44-53.

Christodoulides, G., De Chernatony, L., Furrer, O., Shiu, E., & Abimbola, T. (2006).
Conceptualising and measuring the equity of online brands. Journal of Marketing
Management, 22(7-8), 799-825.

Christodoulides, G., Jevons, C., & Bonhomme, J. (2012). Memo to marketers: Quantitative
evidence for change. Journal of Advertising Research, 52(March), 53—65.

Chu, S., & Keh, H. T. (2006). Brand value creation: Analysis of the Interbrand-Business Week
brand value rankings. Marketing Letters, 17(4), 323—-331.

Cobb-Walgren, C. J., Ruble, C. a., & Donthu, N. (1995). Brand equity, brand preference, and
purchase intent. Journal of Advertising, 24(3), 25-40.

Cohen, L., Manion, L., & Morrison, K. R. F. L. (2000). Research methods in Education.

De Chernatony, L., & Francesca, D. R. (1998). Defining a brand beyond literature with experts
interpretations. Journal of Marketing Management, 417—-443.

Demangeot, C., & Broderick, A. J. (2010). Consumer perceptions of online shopping
environments. Psychology & Marketing, 30(6), 461-469.

DeVellis, R. F. (2003). Scale development: Theory and applications - Applied social research
methods series (Vol. 26). Thousand Oaks: SAGE Publication.

Eisingerich, A. B., Chun, H. H,, Liu, Y., Jia, H. M., & Bell, S. J. (2014). Why recommend a brand
face-to-face but not on Facebook? How word-of-mouth on online social sites differs from
traditional word-of-mouth. Journal of Consumer Psychology, 25(1), 120-128.

Farjam, S., & Hongyi, X. (2015). Reviewing the concept of brand equity and evaluating
consumer- based brand equity (CBBE) models. ISSN International Journal of Management
Science And Business Administration, 1(8), 1849-5419.

Fetscherin, M., & Toncar, M. (2009). Valuating brand equity and product related attributes in
the context of the German automobile market. Journal of Brand Management, 17(2), 45—
134.

Gensler, S., Volckner, F., Liu-Thompkins, Y., & Wiertz, C. (2013). Managing brands in the social
media environment. Journal of Interactive Marketing, 27(4), 242-256.

Ghani, N. H. A. (2012). Relationship marketing in branding: The automobile authorised
independent dealers in Malaysia. International Journal of Business and Social Science, 3(5),
144-154.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016). Social
media marketing efforts of luxury brands: Influence on brand equity and consumer
behavior. Journal of Business Research.

Hanaysha, J. (2016). The importance of social media advertisements in enhancing brand equity:
A study on fast food restaurant industry in Malaysia. International Journal of Innovation,
Management and Technology, 7(2), 46-51.

Hanaysha, J., & Hilman, H. (2015). Advertising and country of origin as key success factors for
creating sustainable brand equity. Journal of Asian Business Strategy, 5(7), 2225-4226.
Hennig-Thurau, T., Malthouse, E., Friege, C., Gensler, S., Lobschat, L., Rangaswamy, A., & Skiera,
B. (2010). The impact of new media on customer relationships. Journal of Service Research,

13(3), 311-330.

E-ISSN: 2289-1528 16
https://doi.org/10.17576/JKMJC-2018-3401-01



Jurnal Komunikasi
Malaysian Journal of Communication
Jilid 34(1) 2018: 1-19

Hsieh, M.-H. (2004). Measuring global brand equity using cross-national survey data. Journal of
International Marketing, 12(2), 28-57.

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on brand image and
purchase intention. Marketing Intelligence & Planning, 32(4), 413-435.

Karman, M. A. (2015). The impact of social media marketing on brand equity toward the
purchase intention of Starbucks Indonesia, 3(2), 77—-88.

Karpinska-Krakowiak, M. (2016). The effects of social networking sites on consumer—brand
relationships. Journal of Computer Information Systems, 56(3), 204-210.

Kartono, B., & R., R. V. (2005). Linking consumer-based brand equity to market performance: An
integrated appraoch to brand equity management. Zyman Institute of Brand Science.
Retrieved from www.zibs.com/.../Linking CBE Market Performance.pdf

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity.
Journal of Marketing, 57(1), 1.

Keller, K. L. (2001). Building customer-based brand equity: A blueprint for creating strong
brands building customer-based brand equity. Journal of Marketing Communications,
15(2-3), 139-155.

Keller, K. L. (2009). Building strong brands in a modern marketing communications
environment. Journal of Marketing Communications.

Keller, K. L. (2010). Brand equity management in a multichannel, multimedia retail
environment. Journal of Interactive Marketing, 24(2), 58-70.

Keller, K. L., & Lehman, D. R. (2006). Brands and branding: Research findings and future
priorities. Marketing Science, 25(6), 740-759.

Khadim, R. A., Younis, M., Mahmood, A., & Khalid, R. (2015). Firm-created socail media
commuication and consumer brand perceptions. International Journal of Marketing and
Technology, 5(3), 100-119.

Khadim, R. A., Zafar, B., Younis, M., & Nadeem, M. A. (2014). Social media communication and
consumer brand perceptions. International Journal of Social Sciences and Management
Studies, 1(1), 12-20.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An
empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480—-1486.

Kormin, K., & Baharun, R. (2016). Social media and relationship marketing strategies of
malaysian car brands. Indian Journal of Science and Technology, 9(46).

Kotler, P., Keller, K., Brady, M., Goodman, M., & Hansen, T. (2009). Marketing management.
Marketing Management, 37, 40-47.

Kotler, P., & Keller, K. L. (2012). Marketing management (14th ed.). Upper Saddle River, NJ:
Pearson Prentice Hall.

Langaro, D., Rita, P., & de Fatima Salgueiro, M. (2015). Do social networking sites contribute for
building brands? Evaluating the impact of users’ participation on brand awareness and
brand attitude. Journal of Marketing Communications, (July 2015), 1-23.

Mahfooz, Y. (2015). Brand equity-consequence relationship: Evidence from automobile
industry. International Journal of Business and Management, 10(3), 81-90.

Martinez, E., Montaner, T., & Pina, J. M. (2009). Brand extension feedback: The role of
advertising. Journal of Business Research, 62(3), 305—-313.

E-ISSN: 2289-1528 17
https://doi.org/10.17576/JKMJC-2018-3401-01



Social Media Marketing Communication and Consumer-Based Brand Equity: An Account of Automotive Brands in
Malaysia
Raji Ridwan Adetunji, Sabrina Mohd Rashid & Sobhi Mohd Ishak

Netemeyer, R. G., Krishnan, B., Pullig, C., Wang, G., Yagci, M., Dean, D., ... Wirth, F. (2004).
Developing and validating measures of facets of customer-based brand equity. Journal of
Business Research, 57(2), 209-224.

Norsiah, A. H., Mohd Subhi, I., & Norhafezah, Y. (2016). Assessing validity and reliability of social
media as an empowerment tool for a group at risk in Malaysia. Malayisan Journal of
Communication, 32(1), 73—-86.

Pham, P. H. M., & Gammoh, B. S. (2015). Characteristics of social-media marketing strategy and
customer-based brand equity outcomes: A conceptual model. International Journal of
Internet Marketing and Advertising, 9(4), 321-337.

Piskorski, M. J. (2011). Social strategies that work. Harvard Business Review, 89(11).

Polit, D. F., & Beck, C. T. (2006). The content validity index: Are you sure you know what’s being
reported? Critique and recommendations. Research in Nursing & Health, 29, 489-497.
Rauf, A. A. A,, Hamid, N. A., & Ishak, M. S. (2016). Modelling the effect of access to information,
political interest and policy satisfaction on youth online political participation in Malaysia.

Jurnal Komunikasi, Malaysian Journal of Communication, 32(2), 317-340.

Raza, S. H., Bakar, H. A., & Mohamad, B. (2017). Relationships between the advertising appeal
and behavioral intention: The mediating role of the attitude towards advertising appeal.
SHS Web of Conferences 33, 00022 (2017), 22, 1-6.

Santoso, C. R., & Cahyadi, T. E. (2014). Analyzing the impact of brand equity towards purchase
intention in automotive industry: A case study of ABC in Surabaya. iBuss Management,
2(2), 29-39.

Schivinski, B. (2011). Effects of social media communication on brand equity and brand
purchase intention. PhD Interdisciplinary Journal, 157-162.

Schivinski, B., & Dabrowski, D. (2014). The effect of social media communication on consumer
perceptions of brands. Journal of Marketing Communications, 0(12), 1-26.

Schivinski, B., & Dabrowski, D. (2015). The impact of brand communication on brand equity
through Facebook. Journal of Research in Interactive Marketing, 9(1), 31-53.

Schivinski, B., tukasik, P., & Dabrowski, D. (2015). User-generated images and its impact on
consumer-based brand equity and on purchase intention. Logistyka, 52(2), 1054-1061.
Severi, E., Ling, K. C., & Nasermoadeli, A. (2014). The Impacts of electronic word of mouth on
brand equity in the context of social media. International Journal of Business and

Management, 9(8), 84-96.

Shahin, A., Kazemi, A., & Mahyari, H. (2012). How consumer’s perception of country of origin
affects brand equity: A case study in Iran. Middle-East Journal of Scientific ..., 12(6), 878—
885.

Shankar, V., & Balasubramanian, S. (2009). Mobile marketing: A synthesis and prognosis.
Journal of Interactive Marketing, 23(2), 118—129.

Shen, B., & Bissell, K. (2013). Social media , social me : A content analysis of beauty companies ’
use of Facebook in marketing and branding social media, social me: A content analysis of
beauty companies ’ use of Facebook. Journal of Promotion Management, 19, 629-651.

Simmons, G., Thomas, B., & Truong, Y. (2010). Managing i-branding to create brand equity.
European Journal of Marketing, 44, 1260—1285.

E-ISSN: 2289-1528 18
https://doi.org/10.17576/JKMJC-2018-3401-01



Jurnal Komunikasi
Malaysian Journal of Communication
Jilid 34(1) 2018: 1-19

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How does brand-related user-generated content
differ across YouTube, Facebook, and Twitter? Journal of Interactive Marketing, 26(2),
102-113.

Stauss, B. (2000). Using new media for customer interaction: A challenge for relationship
marketing. In Hennig-Thurau T., & Hansen U. (Eds.), Relationship marketing. Berlin,
Heidelberg: Springer.

Taecharungroj, V. (2016). Starbucks’ marketing communications strategy on Twitter. Journal of
Marketing Communications, 7266, 1-19.

Thiripurasundari, U., & Natarajan, P. (2011). Determinants of brand equity in Indian car
manufacturing firms. International Journal of Trade, Economics and Finance, 2(4), 346—
350.

Trusov, M., Bucklin, R. E., & Pauwels, K. (2009). Effects of word-of-mouth versus traditional
marketing: Findings from an Internet social networking site. Journal of Marketing, 73(5),
90-102.

Tuominen, P. (1999). Managing brand equity. LTA, 1, 65-100.

Villarejo-Ramos, A. F., & Sanchez-Franco, M. J. (2005). The impact of marketing communication
and price promotion on brand equity. Journal of Brand Management, 12(6), 431-444.
Williams, P., & Soutar, G. N. (2009). Value, satisfaction and behavioral intentions in an

adventure tourism context. Annals of Tourism Research, 36(3), 413—438.

Winer, R. S. (1986). A Reference price model of brand choice for frequently purchased products.
Journal of Consumer Research, 13, 250-256.

Wolny, J., & Mueller, C. (2013). Analysis of fashion consumers’ motives to engage in electronic
word of mouth communication through social media platforms. Journal of Marketing
Management, 29(5-6), 562—583.

Yazdanparast, A., Joseph, M., & Muniz, F. (2016). Consumer based brand equity in the 21st
century: An examination of the role of social media marketing. Young Consumers, 17(3),
243-255. https://doi.org/10.1108/YC-03-2016-00590

Yoo, B., Donthu, N., & Lee, S. (2000). An examination of selected marketing mix elements and
brand equity. Journal of the Academy of Marketing Science.

Zailskaite-jakste, L., & Kuvykaite, R. (2012). Consumer engagement in social media by building
the brand. Paper presented at Electronic International Interdisciplinary Conference, 194—
202.

Zailskaite-jakste, L., & Kuvykaite, R. (2013). Communication in social media for brand equity
building. Economics and Management, 18(1), 142—-153.

E-ISSN: 2289-1528 19
https://doi.org/10.17576/JKMJC-2018-3401-01



