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The importance of brand equity has been realised in recent times and the vast growth of social media users has
reached many companies to use of such spaces to reach out to their customers and boost their brand
communications. A social media has evolved as one of marketing tool to engage with customers however the
studies regarding benefit for health care facility brand are not much reported. The present study focuses on how
social media communication as well as word of mouth affect people perception towards brand hence brand
image and brand equity. We investigated 200 social media users by using a standardized survey at one of health
care facilities. Here, the samples were collected using non-probability sampling method with a purposive
sampling technique. The data analysis used the structural equation modelling technique to investigate the
interplay of firm-created, user-generated social media communication and word of mouth. The empirical result
indicated both social media communication and word of mouth have a significant impact on brand equity, while
firm-created content and word of mouth have a positive effect on brand image. Furthermore, brand image was
shown to have a positive influence on brand equity. The study provides useful implications for marketing
practitioner to actively participate in utilisation of social media for marketing communication.
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1. INTRODUCTION

Today’s increasingly competitive world has forced every
company to build a strong brand in order to win markets.
Due to wide variety of products offered on the market,
consumers are guided not only by the quality or the
benefit those products delivered but also by the reputation
of the company, and as a consequence, creating a strong
brand should be a fundamental process in every company.
Building a brand has always been an important aspect of
business and this fact has never changed, on the other
hand, its importance is getting crucial. Acquiring strong
brand equity allows achievement in a positive brand-
oriented behavior and a variety of competitive
advantages, such as repeat purchase, willingness to pay
for premium price, and increased opportunity to collab
with business partners [1, 2, 3]. In order to build and
strengthen brand equity, it is vital to adapt on various
marketing tools such as using social media. Company can
promote their brand existence and create good brand
equity over social media [1]. Social media platforms
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offer an opportunity for consumers to interact with others,
share ideas anywhere, anytime. It means social media
could serve as an effective branding channel. Social
media has changed the traditional one-way
communication to multidimensional communication, as a
result changing the communication between brands and
customers. Many researches have investigated this
platform has made it possible for the brand images
created not only by company but also by consumers. They
can contribute directly and become co-creators of the
values that strengthen the brand through so-called user-
generated content [4, 5, 6]. Marketers can anticipate that
brand communication will cease to be generated simply
by the company, but gradually being formed by the
consumers themselves. As a result, companies are no
longer the sole source of brand communication [7]. It is
known that both company and user play an important role
in social media content. Therefore, it is crucial to
differentiate between firm-created content (FCC) and
user-generated content (UGC) and examine the impact of
these two forms of social media communication on brand
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equity separately. This is of great importance, as firm-
created content is controlled by the company, whereas
user-generated content is independent of the company’s
control. As competition gets more intense, many
companies employ for various marketing strategies to
engage people with their brands. Another key role that
company could take into consideration is word of mouth.
It is considered as a powerful marketing tool among
various companies, particularly for those whose
businesses focus on intangible offerings as consumers
depend mostly on the given recommendations by friends
who had previous experience in using that service [8].
There are number of studies reporting that word of mouth
is the most effective way to create consumer behavior
toward brand at a lesser cost since it is considered to be
more reliable than any other traditional media [9, 10, 11,
12]. This type of marketing communication is generally
acknowledged as having a great persuasiveness, when
satisfied consumers talk about their experiences, specific
information that is most strongly linked to that product
comes to others mind and consumers usually tend to have
more trust in friends or relatives than the brand itself [13].
In other words, word of mouth is influential sources of
information transferred by consumers and encompasses
well-documented advantages. Despite the increase in
empirical research into the topic of social media
communication, word of mouth and brand, there is still
little understanding of how firm-created content, user-
generated content and word of mouth influence consumer
perceptions of brands in regard to healthcare facility [6, 7,
9, 12, 13]. Previous studies were carried out in different
countries and different industries, such as clothing or
mobile network providers. Besides those studies did not
conduct the impact of FGC, UGC and word of mouth on
brand image. Moreover, some authors investigated the
effects of firm-created content or user-generated content
on brand equity separately [1, 14]. Few of these works
takes into account of these two items simultaneously [6,
7]. Therefore, to address these gaps in the research
outlined above, the present study aims to investigate the
effects of firm-created content, user-generated content
and word of mouth on brand, in terms of brand image and
brand equity at healthcare facility.

2. METHODOLOGY
The study was conducted in Klinik Kehamilan Sehat
Deluxe Cipondoh from 31 July 2020 to 10 August 2020.

A. Sampling and Data Collection

A quantitative approach has been carried out through a
survey method. Data collection was done using a standard
guestionnaire, employing purposive sampling technique.
The inclusion criteria for respondent were: (a) respondent
is a Klinik Kehamilan Sehat Deluxe Cipondoh consumer;
(b) Respondent owns a social media account and actively
engage in the firm-created content and user-generated
content. The screening questions were used to ensure that
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the respondents had actually perceived both contents and
were eligible to participate in the study. The screening
questions were:

(1) ‘How often do you receive newsfeeds from Klinik
Kehamilan Sehat Deluxe Cipondoh?

(2) ‘Do you read the newsfeed from Klinik Kehamilan
Sehat Deluxe Cipondoh?

(3) ‘Do you look at what other people post about Klinik
Kehamilan Sehat Deluxe Cipondoh?

The respondents who did not survive the screening
process were not eligible to take the survey. A total of 250
questionnaires were collected. For the analysis, we
considered only fully completed surveys, thus no data
were imputed. It has been reported that a sample size of
200 is adequate to generate acceptable statistical power
for data analysis [15]. Thus, after excluding the
incomplete questionnaires, a total of 200 entries were
considered sufficient and further analysed. Software
packages SPSS 24.0 and LISREL 8.8 were adopted to
establish the causal relationships among different
variables.

B. Measurement Scales

The items of each variable used in this study were based
on the existing instruments from prior research studies
and measured using a four-point Likert scale ranging
from 1 for ‘strongly disagree’ to 4 for ‘strongly agree’.
Brand equity was measured using the four-item overall
brand equity scale [16]. Brand image was measured using
three items reflecting the personal experience,
practicability and brand symbolic [17]. As for word of
mouth, the construct was operationalized using five items,
in terms of the influence of family or friend on consumer’
attitude, ideas, understanding, decision making, and
evaluation on the healthcare brand [18]. Lastly, firm-
created and user-generated social media communication
were measured using four item-scale [6, 7]. The firm-
created contents were operationalized in terms of users’
expectations and satisfaction regarding the contents
generated by a firm as well as the performance and
attractiveness of social media, while the user-generated
contents were addressed in term of users’ expectations
and satisfaction regarding the contents expressed by other
users, as well as, the performance and attractiveness of
those social media.

C. Validity Test

To confirm the validity of items, a pre-test was conducted
priorly to 30 respondents and calculated using SPSS 24.0
program. Result indicated that Kaiser-Meyer-Olkin value
for all items of FCC, UGC, brand image and brand equity
is above 0.63, ranging from 0.636 to 0.750. Meanwhile,
two items that were used to measure word of mouth were
omitted from the study because of a low communalities
value (lower than 0.5), thus, yielded total of 18 items for
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further analysis. Furthermore, the reliability of items has
been assessed using Cronbach’s a. All items show a high
Cronbach’s a value, ranging from 0.711 to 0.870, which is
above the threshold level of 0.6, confirming excellent
internal consistency of the measures (see Figure 1).

Brand Image

Figure 1. Conceptual Framework

D. Ethical consideration

The study permission was granted by ethical committee
of Esa Unggul University, Jakarta (0204-20.181/ DPKE-
KEP/ FINAL-EA /UEU /VII /2020). Informed consent
was obtained from all individual participants included in
the study.

3. RESULT AND DISCUSSION

The demographic information of this study includes
respondents’ gender, age, marital status, education and
occupation. Table | presents an overview of the sample
demographics.

Table 1. Sample Demographics

Characteristic

Frequency  Percentage (%)

Gender Male )| 255
Female 149 74.5
Age 20 or under 2 1.0
21-30 151 75.5
31-40 44 22.0
41-50 1 5
Above 50 2 1.0
Marital Status ~ Married 200 100.0
Single 0 0
Education High school 56 28.0
Associate degree 45 225
Bachelor degree 92 46.0
Master degree 7 35
Occupation Unemployed 57 28.5
Self-employed 30 15.0
Employee 102 51.0
Others 11 5.5

The respondents consist of 74.5% female and 25.5% male.
All of the respondents are married (100.0%) and majority
of them fall in the age group of 21-30 years (75.5%).
Further, 46% of the respondents have their education level
of bachelor degree. The dominating respondents are from
employee groups which account for 51% of the total
respondents.
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A. Measurement Model

In this study, confirmatory factor analysis (CFA) was used
to verify the convergent validity of the constructs. In using
CFA, we assessed the composite reliability (CR) and the
average variance extracted (AVE) of all the constructs. As
observed, the CR values ranged from 0.70 to 0.90, which
exceed the minimum standard of 0.60 and AVE values for
all constructs were higher than the acceptable value of
0.50 ranging from 0.50 to 0.70 [19, 20]. In addition, all
factor loadings for the items were greater than 0.50
(ranging from 0.59 to 0.90), which is recommended as the
threshold value in the literature [15]. These results indicate
that all constructs in the study achieved an acceptable
level of convergent validity, implying that the research
construct are adequately fit for assessment of the structural
model.

B. Structural Model and Hypothesis Testing

To verify the hypotheses which were proposed in the
above section, structural model was formulated using
LISREL. The model requires that a set of criterion fit
indices should be fulfilled based on the recommended
values. Based on the output, the structural model
demonstrated an adequate fit value of normed chi-square
(2/df) = 1.4, goodness of fit (GFI) = 0.92, root mean
square error of approximation (RMSEA) = 0.042, Tucker—
Lewis index (TLI) = 0.99, comparative fit index (CFI) =
0.99 and parsimony normed fit index (PNFI) = 0.77.
Except for the y2statistics = 163.73, p < 0.005, all
goodness of fit indices was greater than the general
standard. Since y2 statistics are sensitive to sample size, it
is essential to consider these along with other goodness of
fit results [21]. Therefore, measured variables’ goodness of
fit of the model appeared to be acceptable. Overall, the
presented hypotheses were tested based on the t-value
which was generated based on the final structural model’s
output. Table Il summarizes the t value for all
hypothesized paths in the model.

Table Il. Hypothesis Testing of Structural Model

Hypothesized path t-value  Supported (Yes/No)
H]I. Firm created content - Brand image 357 Yes
2 User-generated content Brand image 182 No
H3. Word of mouth -*Brand image 297 Ves
H4. Brand image = Brand equity 4.04 Yes
H3. Firm -created content = Brand equity 1.96 Yes
H6. User-generated content 2 Brand equity 234 Ves
H7. Word of mouth < Brand equity 243 Yes

Notes: y%/df=1.4; GFI =0.92; RMSEA =0.042; TLI=0.99; CFI= 0.99; PNFI=0.77

For firm-created content (t value = 3.57) and word of
mouth (t value = 2.97) had a positive significant influence
on brand image. Hence, Hi and Hs were supported.
However, user-generated content showed no positive
influence on brand image (t value = 1.82), which rejecting
H..
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Brand image was found to have a positive effect on brand
equity (t value = 4.04), Hs was thus supported. Moreover,
the results revealed that firm-created content (t value =
1.96), user-generated content (t value = 2.34) and word of
mouth (t value = 2.43) have a positive significant
influence on brand equity, therefore Hs, He, H; were also
supported by the data. Finally, to test the last hypotheses,
aim to examine the simultaneous impact of FCC, UGC
and word of mouth on brand equity, regression analysis
has been done with SPSS 24.0, statistical package. In this
case, model was found to be significant with F value of 71.
74 and p < 0.000, leading to the confirmation of Hs. Thus,
the regression model has been calculated in this study (see
Table 111) while Figure 2 shows Structural Equation Model,
respectively.

Table I11. Regression Model

ANOVA®?
Sum of
Model Squares df  Mean Square F Sig.
1 Regression 23.083 3 7.604 71736 .000°
Residual 21.022 196 107
Total 44105 199

a. Dependent Variable: Brand Equity
b. Predictors: (Constant), Word-of-mouth, Firm-created content, User
Generated content

s FCC2 | . BE 1 siy,
» ‘WZS ’
UGC3, o 1834 >
i UGC 4 A
g i o Al g

—

Figure 2. Structural Equation Model

Recently, there is popular trends in the area of marketing
using social media. Social media have introduced new
channels of brand communication among consumers. The
central aim of our research is to generate new knowledge
about how firm-created content, user-generated content
and word of mouth affect brand in term of brand image
and brand equity in service industry. Several findings of
this study are worth noting and have huge implications
for marketers. First, our study found firm-created content
had impact on brand image and brand equity, thus H1 and
Hs were supported. Given the fact that firm-created
content is fully managed by companies, it is then
expected the contents they produced to be able to provide
information, influence their consumers perception about a
product, encourage consumers involvement as well as
gain insight about their consumers attitude [6]. Unlike
traditional communication channels, firm-created content
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has been acknowledged as a mass phenomenon with wide
demographic appeal and is more reliable [4, 22, 23].
Social media makes company noticeable, even to those
who previously were not aware of company’s existence.
Furthermore, social media enables company to reach
remote consumers or target a specific segment thus helps
branding easier [4, 24]. Therefore, every marketing
manager should be aware that brand communication will
advance via social media [4]. This finding research found
that firm-created content had impact on brand image. The
result also concluded significant relation between firm-
created content and brand equity. Brand equity gives
values to consumers by heightening their interpretation
and information processing, enhance trust in decision
making and satisfaction. As for the company, brand equity
could increase the efficiency and effectiveness of a
marketing program, better price and higher profit, brand
expansion as well as competitive advantages [25].
Therefore, firm-created content is expected to facilitate
the creation of brand equity based on consumers’
perceptions [26]. Based on findings in this study, it could
be confirmed that creating brand equity and changing
consumers’ response are the main reasons of developing
firm-created content. Consumers are expected to follow
the brand in social media and receive latest information
so that their brand awareness could be better and boost
brand equity. Good management of firm-created content
would positively impact the brand equity as long as the
message leads to customers’ satisfaction toward the
product [7]. In other words, company’s involvement in
social media could help promote product sale, brand
awareness, brand image, brand loyalty as well as reduce
marketing cost [27, 28]. Second, regarding findings of
user-generated content. Taking into account on the
importance of brand equity and rapid growth of social
media users drive companies to employ different
strategies to interact with their consumers. Companies
now involve users on social media to help enhance their
brand visibility through so called, user-generated content
[29]. User-generated content enables consumers to be
engaged with brand not only by directly reviewing the
content, but also by forwarding company’s message to
other users which further helps in creating awareness and
perception toward brand [4, 7, 30]. According to
eMarketer in 2016, 80.7% internet users in America
considered product reviews to be more reliable in making
purchase decision. Due to high credibility and
trustworthiness in product reviews, companies realize the
importance of user-generated content as a marketing
strategy [31, 32, 33]. An effective user-generated content
can generate positive responses to one brand and this
study is relevant in that user-generated content was found
to positively affect brand equity, hence Hs was supported.
However, our results showed that user-generated content
did not affect the consumers’ perceptions of brand image,
thus rejecting Ho.

JoMA, Vol. 04, No. 05, 2020 No.0110/2020/10



Journal of Multidisciplinary Academic

This study stated that user-generated content had positive
impact on brand equity. Meanwhile, this result reported
user-generated content did not affect brand image. Even
though we do not confirm the postulated hypothesis, a
possible explanation for such finding to be true could be
that this healthcare facility had opened their service for
about two years so many of these customers still relied on
more credible source of information such as the facility
itself, accordingly information documented by other users
did not affect the company brand image. It is necessary to
underline the fact that social media platform becomes an
important vessel for consumers’ socialization by
providing virtual space for people to communicate and
discuss about a brand. Since consumers are interested in
using social media and involved in user-generated
contents on this platform, company should aware of their
role in marketing activity. Brand who are able to engage
consumers would have competitive advantages [31].
Furthermore, our findings are of great practical
importance for marketers. Since user-generated content
basically are not guided by company, thus, this content is
acknowledged to provide information about customers’
behavior on social media platforms as well as facilitating
company to analyze their target market. The advantage of
using social media is enabling company to immediately
resolve problems and gain customers’ feedbacks. Another
important contribution of this article is the finding
concerning the effects of word of mouth on brand image
and brand equity with regard to healthcare facility. Given
the statistical result above, it was shown that word of
mouth positively affects both brand image and brand
equity, thus confirming Hs and H;. Company would
always choose interactive yet the cost-effective marketing
strategies to achieve their communication goals and
improve company’s assets, both in product sales as well
as brand value. Word of mouth could be applied to this.
Word of mouth is a way of communication within the
population related to product or service experience [23].
This communication could happen between friends,
families, colleagues or even neighbors and principally not
endorsed by company thus considered more reliable.
Word of mouth could be a way to promote a product or
service that has been experienced by a person and it could
impact positively or negatively to the other person
receiving the information.

This research established that word of mouth had
significant effect on brand image. Despite the difference
between traditional method of word of mouth used in this
research with electronic word of mouth (e-WOM) applied
in other studies, e-WOM was known as the antecedents
for a brand image and purchase intention [10, 34, 35, 36].
Moreover, this research also emphasized the significant
influence of word of mouth on brand equity. According to
our results, it could be concluded that word of mouth
could be an important factor affecting brand image
because word of mouth could be swiftly accepted as main
reference especially in services industries where
consumers have not yet experienced the service
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themselves [37]. Consumers would do word of mouth
after using a product or service, either conscious or
unconsciously, thus indirectly helping the company to
promote their brand. Word of mouth could embed brand
message in consumers’ mind and drive a better overall
impression of a brand [9, 38]. The image and equity of
brand created will depend on consumers’ perception while
receiving information via word of mouth. Negative word
of mouth emerging from consumers would affect brand
building, so it strongly recommended that managers use
various methods to influence and shape undesired
consumer discussions in a manner that is consistent with
the company’s mission. On the other hand, to create
positive word of mouth, companies are suggested to
provide products or services with added values that differ
from those of competitors to their consumers.

Fourth, this study also provides evidence that brand
image could enhance brand equity, hence supporting H4.
Brand image stimulates consumers overall understanding
about that brand. For consumers, brand image portrays
product credibility or reputation and could be used as
guidance for product usage. Undeniably, brand image
becomes a basic need for company as it significantly
elevates the brand equity. This research stated that brand
image had positive and significant correlation with brand
equity. Products with good brand image could help
consumers understand more about products qualitatively
thus influence the brand equity. Strong brand image could
build product characters and give extra points for
consumers leading to stronger emotional connection,
rather than rational, thus prompting positive mindset
when thinking about that brand. Moreover, strong brand
image would prompting company in having privilege
such as competing on high price and product
specifications.

Considering the above, it is emphasized that
improving brand image exert a major benefit for
increasing brand equity of services sector where it
difficult to assess the value of service before purchasing
them. Consumers rely heavily on their perception toward
a brand image. Good brand image thus would create
positive sentiments for consumers which would in turn
influence the brand equity. Lastly, we investigated
simultaneous impact of both social media communication
and word of mouth on brand equity. As predicted by the
present study, brand equity was simultaneously affected
by both of social media communication and word of
mouth, further confirming H8. This positive finding may
result as the fact that firm-created content is perceived as
creative and visually appealing advertising such as
pictures and videos produced by company, and while
consumers engaging with this kind of content, they may
heavily investing on psychological gratifications for
valuable user-generated communication such as liking,
commenting or reposting which subsequently generate
word of mouth in the same time, as a final result the value
of brand might be affected. Based upon this finding,
practitioners belonging to this sector should take an
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approach where the creation of positive brand-related
content be the main focus so this could further stimulate
consumer participation through user-generated content
and subsequently word of mouth. Creating brand equity
has been considered as an important element while
building a brand. Meanwhile, in marketing area the social
media could effectively improve equity value by catering
consumers in ways that could not be achieved in
traditional marketing strategies. Consumers identify
social media as a reliable information source compared to
traditional  marketing  communication,  especially
information conveyed by other users [39]. Consumers
nowadays make a choice based on their searching through
either firm-created content or user-generated content.
Therefore, active participation from both company and
users could affect the creation of brand equity.

This empirical study found that when a brand
conveyed correctly through social media, brand image
would be generated. More than 50% customers intention
to visit social media was to gain information, 60% of
them stated that they will use online social media to
forward information to others, two-third admitted that
recommendations from other users are valuable and 45%
of those who seek information were involved in word of
mouth [40]. These displayed the biggest advantage for
companies using social media is that customers who visit
social media are more likely to take action. Companies
who integrate social media element in their marketing
strategies would gain bigger opportunities to expand their
brands [28]. In summary, social media platforms provide
unlimited ways for consumers to interact, express, share
and create content about brands and products. Thus, the
joint implementation of firm-created and user-generated
content as well as word of mouth offer numerous
opportunities for increasing brand equity

4. CONCLUSIONS

Based on these findings, it could be concluded that word-
of-mouth and two types of social media communication
have impacts on brand equity, while only firm-created
content and word of mouth show positive influence on
brand image. It is the firms which can increase the brand
image among customers. It is therefore recommended that
brand managers should post their content on different
social media platforms in such a way that it can provide
credible and trustworthy information related to the
product’s utility. However, it is evident that firms and
users are both important stakeholders of social media
communication that contribute to brand equity, thus,
company should monitor user-generated content on
various social media platforms as it influences brand
equity. Brand managers need to intervene in the discussion
if it is going the wrong way. Firms can also identify some
brand advocates who can share the brand’s favorable
experiences to boost positive word-of-mouth. This is
necessary because positive word of mouth can build
favorable brand equity amongst consumers. It is highly

@ @ @ Content from this work may be used under the terms
h—amamm of the Creative Commons Attribution 3.0 license.

Journal of Multidisciplinary Academic

imperative that the companies should have a social media
team to handle these aspects. Thus, there are some
limitations in this study that could be addressed by future
research. The main focus of this study is limited to social
media communication with contents created by company,
users and word-of-mouth. Future researchers are
encouraged to investigate other communication tools that
can affect brand equity such as traditional methods (TV,
radio, magazine), influencer role or even mix marketing
elements such as price, products or distribution channel, to
gain a broader understanding of how consumers perceive
brands from different marketing tool.

Additionally, this study uses cross-sectional data so the
results possibly are limited to a period of time. Therefore,
researchers are recommended that such research be
conducted using longitudinal data to produce stronger
validation and generalization of the findings. Finally, the
area covered by this research is limited to healthcare clinic,
it is probable that the results could not be generalized to
the other bigger healthcare facility such as hospital,
because the factors affecting consumer perception to brand
may vary in other facilities. Hence, future researches may
extend the scope by covering other community in order to
obtain more accurate results. In this study is contributes to
broaden marketing literature in the field of social media
communication related to brand management especially
for health care service which rarely gets attention.
Practically, this study also helps marketing managers to
realize the importance to invest in company’s social media
and involving consumers on social media. By this,
marketing managers could gain insights and ideas from
participating consumers while maintain a lower budget
compared to using traditional platforms. Additionally,
marketers could measure the return from efforts, time and
financial means spent on marketing through company’s
social media.

ACKNOWLEDGEMENT

The researcher was assisted by a number of people in
conducting this study. Accordingly, the researcher would
like to thank those who have provided support in the
completion of this research, which includes the Dean of
Economic Faculty of Esa Unggul University, Head
Department of Hospital Administration Program of Esa
Unggul University as well as respondents. The authors
deeply appreciate this valuable help.

References

[1]. 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. https://doi.org/DOI:
10.1016/j.jbusres.2011.10.014

[2]. Kim, J. H., & Hyun, Y. J. (2011). A model to investigate the influence of
marketing-mix efforts and corporate image on brand equity in the IT
software sector. Industrial Marketing Management, 40(3), 424-438.
https://doi.org/10.1016/j.indmarman.2010.06.024

[3]. Morra, M. C., Ceruti, F., Chierici, R., & Di Gregorio, A. (2018). Social vs
traditional media communication: brand origin associations strike a chord.

JoMA, Vol. 04, No. 05, 2020 No.0110/2020/10



Journal of Multidisciplinary Academic

Journal of Research in Interactive Marketing, 12(1), 2-21.
https://doi.org/10.1108/JRIM-12-2016-0116

[4]. Khajuriaa, 1., & Rachnab. (2017). Impact of Social Media Brand
Communications on Consumer-Based Brand Equity. Indian Journal of
Commerce & Management Studies, VII(3), 124-131.
https://doi.org/10.18843/ijcms/v8i3/14

[5]. Sadek, H., Elwy, S., & Eldallal, M. (2018). The impact of social media
brand communication on consumer-based brand equity dimensions through
Facebook in fast moving consumer goods: The case of Egypt. Journal of
Business and Retail Management Research, 12(2), 107-120.
https://doi.org/10.24052/jbrmr/v12is02/tiosmbcocbbedtfifmcgtcoe

[6]. Schivinski, B., & Dabrowski, D. (2016). The effect of social media
communication on consumer perceptions of brands. Journal of Marketing
Communications, 22(2), 189-214. https://doi.org/10.1080/13527266.2013
.871323

[7]. Bruhn, M., Schoenmueller, V., & Schéfer, D. B. (2012). Are social media
replacing traditional media in terms of brand equity creation? Management
Research Review, 35(9), 770-790. https://doi.org/10.1108/0140917121
1255948

[8]. Taghizadeh, H., Taghipourian, M. J., & Khazaei, A. (2013). The effect of
customer satisfaction on word of mouth communication. Research Journal
of Applied Sciences, Engineering and Technology, 5(8), 2569-2575.
https://doi.org/10.19026/rjaset.5.4698

[9]. Hanaysha, J. (2016). Examining the link between word of mouth and brand
equity: A study on international fast food restaurants in Malaysia. Journal
of Asian Business Strategy, 6(3), 41-49. https://doi.org/10.18488/journal.
1006/2016.6.3/1006.3.41.49

[10]. Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of
mouth on brand image and purchase intention: An empirical study in the
automobile industry in Iran. Marketing Intelligence and Planning, 30(4),
460-476. https://doi.org/10.1108/02634501211231946

[11]. Vahdati, H., & Nejad, S. H. M. (2016). Brand personality toward
customer purchase intention: The intermediate role of electronic word-of-
mouth and brand equity. Asian Academy of Management Journal, 21(2),
1-26. https://doi.org/10.21315/aamj2016.21.2.1

[12]. Mukherjee, S., & Shivani, S. (2016). Marketing mix influence on service
brand equity and its dimensions.  Vision, 20(1), 9-23.
https://doi.org/10.1177/0972262916628936

[13]. Hilal, M. I. M. (2019). Factors Making Up Word of Mouth and Brand
Equity: a Study Among Fashion Clothing Stores’ Customers. Academy of
Marketing Studies Journal, 23(3), 1-11.
https://search.proquest.com/docview/2330576380?accountid=139477

[14]. Severi, E., Choon Ling, K., & 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.
https://doi.org/10.5539/ijbm.v9n8p84

[15]. Hair, J. F., Black, W. C., Babin, B. J.,, & Anderson, R. E. (2014).
Multivariate Data Analysis. Pearson

[16]. Yoo, B., & Donthu, N. (2001). Developing and validating a
multidimensional consumer-based brand equity scale. Journal of Business
Research, 52(1), 1-14. https://doi.org/10.1016/S0148-2963(99)00098-3

[17]. Hsieh, A. T., & Li, C. K. (2008). The moderating effect of brand image on
public relations perception and customer loyalty. Marketing Intelligence
and Planning, 26(1), 26-42. https://doi.org/10.1108/02634500810847138

[18]. O’Cass, A., & Grace, D. (2004). Exploring consumer experiences with a
service brand. Journal of Product & Brand Management, 13(4), 257-268.
https://doi.org/10.1108/10610420410546961

[19]. Bagozzi, R.P., & Yi, Y. (1988). On the evaluation of structural equation
models. Journal of the Academy of Marketing Science, 16 (1), 74-94.

[20]. Fornell, C., & Larcker, D.F. (1981). Evaluating structural equation models
with unobservable variables and measurement error. Journal of Marketing
Research, 18 (3), 39-50.

[21]. Ghozali, 1. (2014). Structural Equation Modeling, Metode Alternatif
dengan Partial Least Square (PLS) (4th ed.). Badan Penerbit Universitas
Diponegoro.

[22]. Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The
challenges and opportunities of Social Media. Business Horizons, 53(1),
59-68. https://doi.org/10.1016/j.bushor.2009.09.003

RESEARCH ARTICLE

[23]. Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran (13th ed.).
Erlangga.

[24]. Bacik, R., Fedorko, R., Nastisin, L., & Gavurova, B. (2018). Factors of
communication mix on social media and their role in forming customer
experience and brand image. Management and Marketing, 13(3), 1108—
1118. https://doi.org/10.2478/MMCKS-2018-0026

[25]. Aaker, D. A. (1991). Manajemen Ekuitas Merek: Memanfaatkan Nilai
Dari Suatu Merek. Mitra Utama.

[26]. Astuti, B. (2017). Response of the Millennial Generation to Brand
Communications on the Brand Equity of Social Media. Review of
Integrative Business and Economics ResearchOnlineCDROM, 6(1), 373—
386. https://doi.org/10.1108/IJRDM-03-2018-0066

[27]. Bai, L., & Yan, X. (2020). Impact of Firm-Generated Content on Firm
Performance and Consumer Engagement: Evidence from Social Media in
China. Journal of Electronic Commerce Research, 21(1), 56

[28]. Wan, F., & Ren, F. (2017). The effect of firm marketing content on
product sales: Evidence from a mobile social media platform. Journal of
Electronic Commerce Research, 18(4), 288-302.

[29]. 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. https://doi.org/10.1108/JRIM-02-2014-
0007

[30]. 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. https://doi.org/10.1016/j.intmar.2013.09.004

[31]. Alam, M. S., & Khan, B. M. (2019). The Role of Social Media
Communication in Brand Equity Creation: An Empirical Study. The IUP
Journal of Brand Management, 16(1), 54-78.
http://search.ebscohost.com.ezproxybib.pucp.edu.pe:2048/login.aspx?direc
t=true&db=bth&AN=135984001&lang=es&site=ehost-live

[32]. Diffley, S., James, K., Bennett, W., & Kawalek, P. (2011). Consumer
behaviour in social networking sites: implications for marketers. Irish
Journal of Management, 30(2), 47-65.

[33]. Kim, M., & Lee, M. (2017). Brand-related user-generated content on
social media: the roles of source and sponsorship. Internet Research, 27(5),
1085-1103. https://doi.org/10.1108/IntR-07-2016-0206

[34]. Torlak, O., Ozkara, B., Tiltay, M., Cengiz, H., & Dulger, M. (2014). The
effect of electronic word of mouth on brand image and purchase intention:
An application concerning cell phone brands for youth consumers in
Turkey. Journal of Marketing Development and Competitiveness, 8(2), 61.

[35]. Farzin, M., & Fattahi, M. (2018). eWOM through social networking sites
and impact on purchase intention and brand image in Iran. Journal of
Advances in Management Research, 15(2), 161-183.
https://doi.org/10.1108/JAMR-05-2017-0062

[36]. Seo, E. J., Park, J. W., & Choi, Y. J. (2020). The effect of social media
usage characteristics on e-WOM, trust, and brand equity: Focusing on
users of airline social media. Sustainability (Switzerland), 12(4).
https://doi.org/10.3390/su12041691

[37]. Riezebos, R. (2003). Brand Management: A Theoretical and Practical
Approach. Financial Times Prentice Hall.

[38]. Cham, T. H., Lim, Y. M., Aik, N. C., & Tay, A. G. M. (2016).
Antecedents of hospital brand image and the relationships with medical
tourist’ behavioral intention. International Journal of Pharmaceutical and
Healthcare Marketing, 10(4), 412-431. https://doi.org/10.1108/IJPHM-02-
2016-0012

[39]. Chen, J., & Shen, X. L. (2015). Consumers’ decisions in social commerce
context: An empirical investigation. Decision Support Systems, 79, 55-64.
https://doi.org/10.1016/j.dss.2015.07.012

[40]. Worldwide, D. (2008). The Impact of Social Media on Purchasing
Behavior. Engaging Consumers Online. www.deiworldwide.com
[files/DEIStudy-Engaging ConsumersOnline-Summary.pdf

Received: 5 August 2020, Accepted: 1 October 2020

282



