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Abstract

Scant evidence is available on of how social media marketing activities influence brand equity
creation and consumers' behavior towards a brand. This research explores these relationships
by analyzing pioneering brands in the luxury sector (Burberry, Dior, Gucci, Hermes, and Louis
Vuitton). Based on a survey of 845 luxury brand consumers (Chinese, French, Indian, and
Italian), who follow the five brands studied on social media, the study develops a structural
equation model that helps to address gaps in prior social media branding literature.
Specifically, the study demonstrates the links between social media marketing efforts and
their consequences (brand preference, price premium, and loyalty). The study measures
brands' social media marketing efforts as a holistic concept that incorporates five aspects
(entertainment, interaction, trendiness, customization, and word of mouth). Another
contribution of the study is that it finds that SMMESs have a significant positive effect on

brand equity and on the two main dimensions of brand equity: brand awareness and brand

FEEDBACK (I

image.


https://s100.copyright.com/AppDispatchServlet?publisherName=ELS&contentID=S0148296316304325&orderBeanReset=true
https://www.sciencedirect.com/science/journal/01482963
https://www.sciencedirect.com/science/journal/01482963/69/12
https://doi.org/10.1016/j.jbusres.2016.04.181
https://www.sciencedirect.com/
https://www.sciencedirect.com/user/institution/login?targetUrl=%2Fscience%2Farticle%2Fpii%2FS0148296316304325

Previous Next
<

Keywords

Social media marketing; Brand equity; Preference; Loyalty; Price premium; Luxury

brands; International

Recommended articles Citing articles (285)

View full text

© 2016 Elsevier Inc. All rights reserved.

Shopping cart
Advertise

Contact and support
Terms and conditions

Privacy policy

We use cookies to help provide and enhance our service and tailor content and ads. By continuing you agree to the use of cookies.
Copyright © 2021 Elsevier B.V. or its licensors or contributors. ScienceDirect ® is a registered trademark of Elsevier B.V.
ScienceDirect @ is a registered trademark of Elsevier B.V.

& RELX™

FEEDBACK (I


https://www.sciencedirect.com/science/article/pii/S0148296316304313
https://www.sciencedirect.com/science/article/pii/S0148296316302302
https://www.sciencedirect.com/science/article/pii/S0148296316304325
https://www.elsevier.com/
https://www.elsevier.com/solutions/sciencedirect
https://www.sciencedirect.com/customer/authenticate/manra
https://sd-cart.elsevier.com/?
http://elsmediakits.com/
https://service.elsevier.com/app/contact/supporthub/sciencedirect/
https://www.elsevier.com/legal/elsevier-website-terms-and-conditions
https://www.elsevier.com/legal/privacy-policy
https://www.sciencedirect.com/legal/use-of-cookies
https://www.relx.com/

