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Examining the role of social media based
brand communities on enhancement of
brand loyalty using Customer Centric
Model of Brand Communities:

MOBINNET WIMAX case study

Samar Hafezi* & JamshidAmanee**

Abstract: Since along time ago theimportance of the committed and loyal customers have been apparent well on
the activists of marketing area and the organizations. However, in the recent years the growth of popularity and
expansion of the use of web-based social mediain the modern societies has attracted the attention of theresearchers
and activists of thisfield tofind waysto profit from the advantages of thismedia. In thisresearch using Customer
centric model which isprovided by Mc Alexander andhis colleaguesin 2002 the role of building social mediabased
brand communitieswill be examined. In order to collect data, the research questionnairewasdistributed in MOBIN
NET fan pages in Facebook and members were asked to answer 28 questions online. The results of structural
equation modeling of the 204 respondents suggests that although among 9 hypotheses, 2 have not been confirmed,
but the suggested model is statistically well stablished, That is, the social media based brand community can
positively affect customerloyalty. Meanwhile, the mediating role of brand trust in converting the effects ofenhanced
relationshipsin brand community to brand loyalty is a so examined.

Key Words: social mediabased brand community, customer loyalty, brand trust, Customer centric model.

1. INTRODUCTION

Intoday’s businessenvironment competition to serveand please customersissignified morethan any timefor the
organizations, senior marketing managersare certainly surethat socia mediacaninfluencetheir sde, customer’s
brand awareness and loyalty to the brand, therefore organizations are spending too much to understand and
recognizethis concept and to achieve practica solutionsto strengthen it (Haellenet al., 2007). Some attractions
including shortening the product life cycle, reducingtime and cost of looking fornew customersand variety of
customer’s needshave prompted the manufacturersto pay moreattentionto ther relationship with customers, to
keeptheir customersand tocreate loyaty inthem. According to experts, the strong loyalty of customerstowardthe
brand ismay result inlucrative successfor the organization and thisrelation between the customers’ perception and
the positivefinancid implicationsfor the organization leadsthe organizationsto the emphasis on brand management
and customer oriented approaches more than any time before (CHAUDHURI& HOLBROOK, 2001, p. 81).
Consumerswho are less satisfied will complain more and with higher chance, will tend towards changing their
current supplier; oppositely, asatisfied customer hasastrong desireto comment on serviceand or product and as
aresult can be considered aloyalty customer.

Ontheother hand, after more than two decadesfromthe advent of first social network, abeit thisphenomenon
have already left behind itsinfancy, the easy access (dueto use of smart phonesand improvement of mobile data
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internet services) has caused theses mediato become more and more popular with avery considerable speed,
which resultsinintroduction of new waysto communicate others, connect to favorite brandsand get informed of
world'slatest’snews. Evenavery quick look at people'sdaily livesinthemodern era, can hep useasly understand
theroleof dataobtained fromthe social mediaon the decisonsthat consumers make each day. According to the
experts, therealmof the socia mediais not only anevanescent fashionwhich marketersare absorbedto. In 2014
about 77% of the 500 FORTUNE'sbusiness pioneerstook benefit of social mediain their business (Jamie Turner
& Reshma Shah, 2014). The social mediaas anew component (of market) have made the purchasing process
more complex.Wherethe purchasing tastes and preferencesdo not impressed only through traditional channelsbut
aso spreadsto online platforms spacesin which word of mouth isnot limited to peopleyou know or connected,
the decison making will happen under theinfluence of inputsand informeation provided some sectorswhich cannot
be controlled by marketerslike: the peer review, the references, the blogs, the social networksand the other forms
of content production. Therefore, agroup of activistsand scholarsof the marketing areaseethistopic asanew
tool for marketing which provided organizationstheopportunity to establish and maintainrelaionshipswith customers

Inthisresearch using Mc Alexander’sconsumer centric model, wewill study how social mediabased brand
communities affect customers’ loyaty. Theresearch datais collected through online distribution ofthe research
questionnaireinMOBINNET fan pagesinthe Facebook. According what is mentioned before, sncethe purpose
of research isto examine the impact of the being active in virtual environments on creation and maintaining
customer’doyalty, it will be classified infield of brand and customer behavior sudies.

2. IMPORTANCE OF THE SUBJECT

Despite the rapid growth in popularity of social mediaamong people in the society and the expansion of the
availability of brandsand the commercial namesin these virtual spacesand aso theimportance of branding, few
studies have been done in this context, also among those already conducted, most of studies are descriptive
scholars presenting definitions and introducing characteristics of social media and finally provide some
recommendationsand strategiesfor the marketersto take advantage of opportunitiesavailablein social mediato
overcome market’snewchallenges. Among al, studiesof (Edelman, 2010; Hannaet al., 2011; Kaplan & Haenlein,
2010;Kietzmann,Hermkens & Mc Carthy, 2013) can be mentioned. Therefore the need to examinethe effects of
branding in suchmediaand how influences marketing variablesis obvious.

Thisresearchisdiligent to Examining therole of socia mediabased brand communitieson enhancement of
brand loyalty using Customer Centric Model of Brand Communities. For this purpose, in order to make surethat
customersof thebrand have accessto theinternet, researcheshave decided to study one of local internet service
providers.

3. LITERATUREREVIEW

Social mediabased brand communities: Asit comesfrom the name, social mediabased brand communities are
congst of two main components. 1) the socia media 2) brand communities.

The social media: Inthe past two decades and by expanding the popularity of social mediathetheoristsand
scholars provided severa and still smilar definitionsand for this phenomena.

Among all definitions, in thisresearch werely on Kaplan & Haenlein definition of social media, that is. “agroup
of internet based applicationsthat buildson theideological and technological foundationsof Web 2.0, and it dllows
the creation and exchange of user-generated content” (KAPLEN & HAENLEIN, 2010, p61).

Brand community: Moniz and O’ Guinndefineabrand community as. “aspecidized non-geoghraphically bound
community, based onastructured set of social relationsamong admirersof abrand” (Muniz& O’ Guinn, 2001,
p.412). The framework of such groupsisformed based on consumption of agood or service, and like other
community it iscongsts of itsmembers, the relations between these people the sharing subjects (whether physical
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Figure 1: The central consumer model of MC ALEXANDER and his et al., 2002

or emotional) (M. Larocheet al., 2013, p. 77). McAlexander argue that the most important thing being shared
within a brand community isthe “creation and exchange of ideas.” (Mc Alexander et al., 2002, p.38). Other
benefits of brand communitiesincludesfacilitating share of information, cementing the history and theculture of a
brand, providing assstanceto consumers, and positively influencing customer’sbrand loyaty(Muniz& O’ Guinn,
2001, p.412). Muniz and O’ Guninn’'s model of brand community, wasonly comprised of therelationship between
acustomer with brand and with other customers. Incompleting their efforts, MCALEXANDER and hiscolleagues,

in 2002 introduced an expanded model for brand communities adding two factorsof customer-organization &

customer-product relationship to themodd of Muniz & O’ Guinn. (Figure 1).

Brand Trust: Many fiddsof studyincluding psychology, sociology, and economic and also other applied fields
such asmarketing and management have paid specid attention to theissue of trust. Among various definitionsin
thisresearch, ElenaDelgado’s definition of trust, is applicable. In her words, “ Feeling of security held by the
consumer in his’her interaction with the brand, that is based on the perceptions that the brand is reliable and
responsiblefor theinterests and welfare of the consumer.” (ElenaDelado,p. 1241).

Brand loyalty: Whilereviewing theliterature of brand, many definitions can befound for loyalty. Among all,
Hawkinz definesbrand loyalty as* abiased willing towards apecific brand (whether to buy or suggest others) that
apersonwill show over time and it will make an strong feeling to choose the same brand whenever he/sheis
involved inadecisonmaking or evauation Stuation” . Hawkinz believesthat such reactionisafunction of psychologica
and mental processesof theindividua (consumer). He dlso addsthat “brand loyalty whenwill be created whenthe
customer believesthat the brand reflectsand strengthen some of hisinterpretations’ (HAWKINZ & et d., trandated
by AHMAD ROSTA, 1385, p. 570).

4. DEVELOPING CONCEPTUAL FRAMEWORK & HYPOTHESES

Inthisresearchtheimpact of being in social media based brand communities on gaining loya customerswill be
studied usng Mc Alexander’s customer centric model. Therefore we can say that activity in social media based
brand community will betheindependent variable of the current sudy. Figure2 suggeststhe conceptud framework
of theresearch.

Aswe can seeinfigure 2,the conceptual framework of thisresearchis consists of 9 hypotheses. To make
understanding of themodel more convenient, research hypothesesare classified under 3 categories. Below we
provide aglance on each category and the order inwhich each class of hypotheseswill beinvestigated.

Firstly, inorder to assesstheeffect of social mediabased brand communities, inthefirst step theimpact of this
itemwill bestudied on each factor of customer centric model, including customer-product relationship (Hypothesis
1-a), Customer-Brand relationship (Hypothesis 1-b), Customer-Organization relationship (Hypothess 1-¢) and
Customer-Other customrsrelationship (Hypothesis 1-d):
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Figure 2: The conceptual mode of research

H 1-a: Social mediabased brand communitieshave postive effects on the customer-product relationship;

H 1-b: Socia mediabased brand communitieshave positive effects on the customer-brand relationship;

H 1-c: Social mediabased brand communitieshave positive effects on the customer-organization relationship;

H 1-d: Socid mediabased brand communities have positive effects on the customer-other customersrelationship.

The second set of hypothesesaimsto investigate the mediating role of the“brand trust” . Inthisstep, theimpact
of each above mentioned elementswill be studied on“Brand trust”. Findly theimpact of “ brand trust” and how it
influences*brand loyaty” will beinvestigated.

H 2-a: The customer-product relationship hasadirect positive effect on brand trust;

H 2-b: The customer-brand relationship hasadirect positive effect on brand trust;

H 2-c: The customer-organization relationship hasadirect positive effect on brand trugt;

H 2-d: Thecustomer-other customersrelationship hasadirect positive effect on brand trust.

Findly, thethird hypothesis of thisresearch will study therole of factor of “Brand trust” inthetransmissonthe
impact of each element in customer centric model on loyalty andisexpressed as.

H 3: Brand trust positively influencesbrand loyalty.

Toolsand methodology of research:

Thisresearch isapractical study intermsof research goal, adescriptive study in terms of data collection
method, and acorrelation analysisinterms of the relationship between variables.

To do datacollection, the research questionnaire have been distributed among the sample population, which
makesthe current study adescriptive studly.

Also sincethefindings of thisresearch will be of avery good benefit for marketing managersand will helpthem
to find new waysto enrichtheir marketing plans, thereforeit is categorized asapractical research.
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Sincethe final aim of this study isto understand how social mediabased brand communitiescan create or
grengthen customer’sfedling toward the brand, we can assert that the objective of theseresearchesisthe development
of applied knowledgein aparticular field. Thereforeusing theresults of research canlead brandsto take advantage
of thesemediato communicate withtheir cusomers.

Theresearchlikemost of researchesinfield of behaviora sciencesisempirica survey sudies. Thesekinds of
scholarsaretrying to present aclear view fromthesituationin order to help people make better and moreredlistic
decisions. Themain purpose of such studiesisto collect data about what people know, what they think and what
they occasionally do. The most noticeable advantage of thisgroup of scholarsisthat findings of theresearchesare
expandableand reliableissimilar circumstances, that istheresultsfromthe sample study, with ahigher degree of
certainty will be representative of the populations characterigtics.

Namely, theresearchisdescribing theleve of relationship between thevariablesin the society and the sample
population. Intheother words, inthe researches which the researcher is describing the variablesand seeking to
check out the relationship between them can categorized asacorrelation analysis study (Sarmad, Bazargan &
Hejazi, 1380).

The statistical society isdefined asagroup of individualsor unitswhich aresimilar inacommon or shared
specification (Sarmed, Bazargan& Hegjazi, 1380, p. 177). Thedatidticd society refersto thewholegroup of individuals,
eventsor itemswhich arethe subject of researche’sstudy (Sekaran, 1382, p. 294). The statistical society of this
research includesall members of Mobinnet fan pagesin Facebook. Inthisresearch unlike themost researches (for
examplethestudy of Leeet al. inthe social networksarea) which choose agroup sampleto study, havetargeted
the whole society and the questionnaire were sent to all the members of the brand communitiesin Facebook.
Because the number of the fan pages of Mobinnetin the Facebook were countable and since the research
guestionnaireislisted in the main page and werevisbleand available for thedl members, al themembersof brand
groups have been targeted but among all, dueto limited accessto Facebook inIRAN, not al member werewilling
to participatein the study and answer and lots of them either did not have accessto Facebook during the period
study was conducted or were reluctant to answer for some reasonsincluding fear of being pursued. Among about
500 members of these societies, the 203respondents have answered the research questionnaire. Therefore, the
gatisticd sample of thisresearch isincluded 203 personswho are members of M obinnet fan pagesin Facebook.

Data collected using the research questionnaire, then have been analyzed usingthe structural equation
techniquesinLISERL ver. 8.80.

Theguestionnaireisacommon researchtool and isadirect method to obtain theresearchdata. A questionnare
isaset of questions (phrasesor items) which the responder isasked to reply. Thisanswer formstheresearcher’s
required data. The questionsof thequestionnaire can be considered asakind of imulus-regpond. Using questionnaire
will maketheresearcher ableto investigate and evaluate respondent’sknowledge, interests, attitudes, opinionsand

Tablel
Componentsand the number of each component inthequestionnaire
Row The name of component The number of item Number of questions
of component
1 Social mediabased brand community 3items 13
2 Product 5items 48
3 Brand 5items 913
4 Company 3items 14-16
5 Other customers 4items 17-20
6. Brand Loyalty 4items 21-24
7. (Brand Trust) 4ditems 2528
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previous experiences about the subject of research, and dso will lead himto learn about each participant’scurrent
attributes. (Sarmed, 1377: 45). The questionnaire of thisresearch includes 28 phrases. Table 1, offersasummary
of research questionnaire components.

Asitisshownintable 1, thisquestionnaireisconssts of 28 phrases (apparent variables). To measuredl the
guestions of the questionnaire LIKRET ' sfive-degree scale and respondents were asked to for each question,
choosethe phrase (quite agree, agree, no idea, disagree and quite disagree) which expresstheir feeling best.

A-Validity

Validity meansthat the tool will exactly measurewhat it is supposed to measure which iswhat the researcher
intendsto meter.(Hafezinia, 1386, p. 155)

The measuring tool should have necessary validity that the researcher has been certainty whichthe variable or
the component has been supposed to measureis placed on the evaluation and measurement or to test the same
whichwanted not the other thing. Inthe other words, theaim of vaidity isthat the content of toolsor the questions
contained in the tools exactly to measure the variables and the studied subject (Hafeznia, 1386, p. 155). The
various methods hasexist to measurethe validity of measurement toolswhich areincluded: Content validity, the
criterionvalidity and the structure vaidity (Danaeefar et d., 1383).

All the questionsin the research questionnaire were chosen with reference to literature of subject and were
extracted frompreviousresearcheswith partid revisonsto comply with circumstances of study. So researchersclaim
that the questionnaireisastandard questionnaireand so it isvalid. To measure research variablessimilar researches
whichhasbeen done by (Larocheet al., 2013) hasbeen used with minor reformsto adopt the conditions and the
subject of theresearch. Inthisquestionnairethe items measuring brand community based on the socia mediahasbeen
extracted of researchesof (Srinvasan, Anderson & Ponnavolu, 2002), and items measuring thefactors of customer
centric mode (product, brand, company and other customers) was obtained fromresearches of (Alexander et d.,
2002). Inorder to measuretheloyalty factor one questions hasbeen added to thefindings of (Delgado-Bdlester,
Manuera-Aleman & Yague Guillen, 2003), which according to peersopinion wasreliabe. Finally, to measurebrand
trust 3 out of 4 questions proposed by Chaudhuri & Holbrook, 2001) wereused. Therefore, dueto thefact that all the
proposed questionsinthe questionnaire were derivatefromfindings of researcheswork and have beenused inthe
severa researches, it can be argued that the sandard questionnaire has been used for theresearch data.

After dl inorder to explorevalidity of the questionnaire, Content Validity Ratio (CVR) wasca culated using
(Lawshe,1975) formulafor each phrasein questionnaire and the resultshave confirmed theideathat the questionnaire
iswdll adjusted for the research purpose.

B-Reliability
Inorder to collect any data, the measurement tool also hasto berdiable. Rdliability meansif similar populationis

tested under the same condition withthe sametool, in adifferent place or period of time, Smilar resultsacquires,
that isthetest must be repeatable and each time you can get smilar outcomes. (Hafeznia, 1386, p. 155).

Inthisresearchto investigate reliability of the questionnaire, to calculate the Cronbach’salphawas calculated.
Table 2 suggeststhe caculated vaues of Cronbach’saphafor each of 7 (hidden) variables of the questionnaire. As
we can see acquired outcomes suggest that the questionnaire isreliable.

Alsoinorder to test normality of population, Kolomogrof test was conducted in SPSSver.18.

Now thet thevdidity and reliability of the questionnaireisinvestigated and confirmed, we can gpply confirmatory
factor andysis(CFA)can be conducted. CFA isadtatistical technique used to verify thefactor structure of aset of
observed variables. CFA alowsthe researcher to test the hypothesisthat arelationship between observed variables
and their underlying latent constructsexists.Figure3illustratesthe outcomes of CFA.
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Table2

Tocalculatethe CRONBACH’salpha of each variablein thequestionnaire

Row Variable

Cronbach'’s Alpha Coefficient

Social mediabase brand community
Product

Brand

Company

Other customers

Brand Loyalty

Brand trust

N o b wDdN PR

0.74
0.88
081

Outcomes of drawing the factor analyss model
shows that the factor loading of the all questionsin
thequestionnairehave avaueof larger than 0.4,which
indicate agood fit that provesthe accuracy of the
measuring mode is confirmed and it can be argued
that the suggested model isacceptable.

Besidescdculation of FCA which evauateshow
fit the conceptual modd is, theamount of T-Vaueis
also calculated to test accuracy of factors of
conceptua model. Figure 4 representstheamount of
t-value calculated for each question in the
guestionnaire. Sincethe calculated amountsfor the
al itemsshowsavauelarger than 1.96, thistest dso
isprovesthat the measurement modd isaccuratethat
isconfirmsthe modd.

Dataandyss& Results:

A) Descriptive findings: Since the
guestionnaire of thisresearch is distributed
inthe Mobinnetfan pagesin the Facebook
and because having accessto thismediais
forbidden in Iran currently, to diminish
respondents fear of being pursued, the
questionnaire wasdesigned and distributed
without asking any personal information
from participants. Even though since the
research questionnairewas posted in the
M obinnet fan pages in the Facebook and
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Figure 3: The measurement model (the factor analysis)

all of the members are considered potential respondent, it can be claimed that the research sample
includesa normal distribution of the men and women with an appropriate variety of demographic

characterigtics.

B) Inductivefindings After therdiability and validity of the questionnaire have been confirmed and also the
measurement model were evaluated,the structural equation mode isdrawn and the indexes of fitted model
iscalculated to investigate the accuracy of the model of research. Table 3 reports outcomes of SEM using
Lisrel. Theresultsconfirmthat the model iswell fitted.
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Figure 4: The measurement value (the amount of
T-Value)
Table3
Thecalculation of thefitted indexes of model

Index Acceptable range Value of index calculated conclusion

of index for research model
RMSEA Lower than 0.08 0068 Themode iswell fitted
Chi-Square/DF Lower than 3 1A Themode iswell fitted
GH Morethan 0.9 093 Themodd iswell fitted
AGH Morethan 0.9 091 Themodd iswell fitted
NFI Morethan 0.9 0% Themodd iswell fitted
CH Morethan 0.9 0.97 Themodd iswell fitted
IH 097 097 Themode iswell fitted

According to thecalculated indexesit was proved that the modd is suitably fitted (asshown by significant
coefficient, T-Value). To test the hypotheses T-Value coefficient was caculated.

Multivariate analysis or multiple regression were used to investigate the relationship between the variables of
model.To do so, structural equation modeling were performed. It shall be noted thatto decide whether each
hypothesisis confirmed or rejected, al the hypothessweretested in 95% leve of confidence. (oo =0.95 & error
level = 5%).

Thefigure4 illustrates applicable model of research and figure 5 showsthe T reformindex modd. Also table4
representsthe value of T-Value calculated for each hypothesis. According to what isgivenin thistable we can
decide about each hypothess.
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Figure 5: The main model of research
Table4
Thegtatusof confir mation or r g ection of hypotheses
No. Hypothesis T-Value  Hypothesis Satus
l-a Socia mediabased brand communities have positive effects on the 9.66 Confirmed
customer-product rel ationship
1-b  Social media based brand communities have positive effects on the 9.46 Confirmed
customer-brand relationship
1-c  Socia mediabased brand communities have positive effects on the 1044 Confirmed
customer-organization rel ationship
1-d Social mediabased brand communities have positive effects on the 7.86 Confirmed
customer-other customersrel ationship
2-a Thecustomer-product reationship hasadirect positive effect on brand trust -058 Rejected
2-b  The customer-brand relationship has a direct positive effect on brand trust 402 Confirmed
2-c  Thecustomer-organization relationship hasadirect positive effect on brand trust 4.46 Confirmed
2-d  The customer-other customersrelationship has adirect positive effect on brand trust -152 Rejected
3 Brandtrust positively influences brand loyalty 6.96 Confirmed

Figure 6: The T reform index model
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5. CONCLUSION

Asitisshowninfigure4 and table 4, even though the proposed mode of researchiswell fitted but till two out of
nine hypotheses have not been confirmed. Hypotheses 2-a, The customer-product relationship hasadirect postive
effect onbrand trust and 2-d, The customer-other customersrelationship hasadirect positive effect on brand trust
aretheoneswhich arergected accordingto table 4.

Considering thecomments and also discussionsin Mobinnet online pages, which reflectsthe ideas of members
of these pages and customers of Mobinnet, authors of thisarticle believe that one of the main reasons causesH 2-
a(The customer-product relationship hasadirect positive effect on brand trust) rgjection, isthat the key feature
which motives customers of internet servicesto choose Wimax among other services, specially itsmainrival
(ADSL), isthat Wimax isamobile service and users expect to be ableto usethe service all over the country. Such
advantage at the beginning encourages customersto pay more compared to other servicesto purchase Wimax.
But due to some service weaknesses, after purchase of service, they will eventually find out that the quality of
serviceintensvely dependson thelocationit isused for example, in some places speed of internet dramatically
drops down, the number of hang outsincreases and etc. Thereforeresearcherssuggest that the difference of rea
quality withwhat the customer expect causesdissatisfaction which inturn deeply influencesthe customer-product
relationship.

Asfar asH 2-d isconcerned, the customer-other customer’srelationship does not have apositive impact on
brand trust.

Peoplein 21% century do not only liveinred world, but they also live asecond lifein virtual world whichis
turning into their primary source of information. When acustomer surfstheinternet and getsinto Mobinnet pages,
immediately faces and reads|ots of unbecoming & undesirableideasin online pages, therefore ghewill sart to fed
bad an remembers negative experiences about Mobinnet. These negative fedingswill suddenly leadsthe customer
to ahigher level of dissatisfaction and ghewill begin to share negative opinions and experiences. Thesetype of
negative word of mouthwill soreads among membersand make customer to loose brand trust, whichiswhy H 2-
disrgected.

Based what isdescribed, future studies can focus on finding somewaysto control and reduce negative word
of mouth, some strategiesto turnangry customersinto loyal customers, suggesting some solutionsto improve
customersreationship or any other smilar issue.
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