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Abstract 

The concept of customer brand engagement defined as encouraging the company’s customer to interact with the 

brand as well as other customers; which allow all members of the organization to share their experiences with 

brand which ultimately leads to development and growth of participants and their loyalty. The dramatic 

technological changes continue to take place in the market, researchers and practitioners to understand the 

emergence and implications of online brand communities (OBCs). The purpose of this paper is to explore OBCs 

from both the consumer and company perspectives. Data are collected through semi structured questionaries’ 

with 50 international online brand communities members covering a variety of brand categories an social 

media platforms. A conceptual framework is provided that extends our understanding of OBCs and consumer 

engagement. For this purpose four key OBC dimensions (brand orientation, internet-use, funding and 

governance) are identified and three antecedents (brand-related, social and functional) are proposed of 

consumer-OBC engagement.  This study provides empirical evidence that cultural value orientation influence 

customer brand engagement behavior. This paper also aims to investigate the moderating role of the cultural 

value orientation on the relationship between brand ownership and customer brand engagement behavior 

through online brand responsibility and self enhancement. 
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1. INTRODUCTION 

Online communities are rapidly expanding their brands having millions of followers, but the main challenge is 

that these brands now face is how to engage these people in the most appropriate way. This issue of customer 

engagement is the research problem addressed in this paper.  According to the service-dominant logic (SDL), 

customers are not passive respondents but are active value creators, acting as resource integrators and also 

contributing to value creation by integrating all the physical, social and cultural resources in a same line of 

platform. By engaging customers in value creation, service firms can create a sustainable competitive advantage. 

For this purpose many of the Researchers have developed a framework that provides a platform to fully examine 

customer engagement behavior, which includes customer loyalty, word of mouth, recommendations and 

helping. Prior work had also focused on multi-foci customer engagement behaviors that target the firm, 

employees, other customers, and more recently, several researchers have further examined customer 

engagement behavior toward the brand. Extension of customer brand engagement behavior is important because 



 

585 | P a g e  

 

customers could serve as brand missionaries become less likely to switch brand and provide feedback for brand 

management, creating a sustainable competitive advantage. Compared to offline brand communities, OBCs 

enable customers to share their brand experiences with others more easily and frequently owing to the low cost 

of interaction with others. These dramatic developments in communication technology, particularly on the 

Internet, are changes the way through which companies interact with their customers. 

1.1 Key characteristics of Online brand communities (OBCs) 

 

Muniz and O‟Guinn (2001) first introduced the concept of BCs to the marketing literature, defining them as “a 

specialized, non-geographically bound community, based on a structured set of social relationships among 

admirers of a brand” (p. 412). This definition takes a sociological perspective and is rooted in the construct of 

community as a network of social relations marked by mutuality and social bonds (Bender, 1978).  Taking the 

consumer‟s perspective, a brand has been defined as the promise of satisfaction arising from a bundle of 

attributes associated with a purchase (Ambler, 1992).  This definition assumes that a transaction takes place in 

which the item is purchased. In this paper, we adopt the convention that a BC is a community of consumers who 

perceive added value from the relationship with the brand, and exclude other forms of relationships people 

might have with a brand, for example, that of fans or activists. In line with these definitions, we rule out also 

brands without consumers such as Greenpeace and political parties. 

 

1.2 The consumer’s perspective of a brand 

Presented above is quite different from that of a provider, who more typically think of his brand in the context of 

marketing management activities. The provider has to consider the brand‟s name, design, symbol and any other 

feature that identifies it as distinct from another. While this provider-focused view also requires a commercial 

transaction, the focus is on selling, as opposed to buying. De Chernatony and Dall‟Olmo Riley (1998) take both 

the company and consumer perspective on brands and also discuss brands as relationships that exist between the 

consumer and the provider, and requires first that the provider‟s brand has an identity with which consumers can 

engage in a relationship. we define BCs as network of relations between providers and brand consumers who 

attach a certain value to engaging in a relationship with both the provider and with the brand‟s other consumers. 

that BCs are marked by the following three factors: 

 

(1)A shared consciousness, that is, intrinsic connection members feel with one another. This can also be 

described as a “we-ness”, or a sense that members “sort of know each other” at some level, even if they have 

never met. This shared consciousness is often associated also with a collective sense of difference from others 

not in that community. 

 

(2) Rituals and traditions that perpetuate the community‟s shared history, culture and consciousness, and that 

inculcate certain behavioral norms and values that typically center on shared consumption experiences with the 

brand. 

 

(3) a sense of moral responsibility which is a felt sense of duty or responsibility to the community as a whole, 

and to its individual members that contribute to collective action and group cohesion. Place the development of 

brands and BCs in the context of the development of mass media and modern marketing which started in the 

early 19th century. These developments have simulated, if not replicated the hallmarks of the long-established 

geographical communities. In this view, the emergence of OBCs in the modern society is just the latest step in a 

long evolution of communities. Firms cannot ignore this development as consumers have been known to start 

OBCs without the involvement of the provider. What‟s more, some OBCs may switch or share allegiances with 

a competitor‟s brands, and the more attractive OBCs may be supported by competitors‟ brands. 

We identify four key dimensions that significantly shape an OBC: 
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 Brand Orientation: The core focus of an OBC can be the brand itself (including brand-related 

consumption experiences such as riding a Harley Davidson bike), a wider shared interest (e.g., biking 

in general), or both.  

 Internet-use: BCs can be offline, online or both. For the purpose of this article, we consider both 

entirely online and online/offline hybrid BCs as OBCs.  

 Funding and Governance: OBCs can range from being entirely funded by the brand, to being fully 

funded by the community of enthusiasts. Likewise, OBCs can be governed either entirely by the brand 

at one extreme, or entirely by the BC at the other. 

 

1.3 Brand Orientation 

Traditionally, BCs have been oriented strongly towards the brand itself. Brands whose identities appear to be 

less strongly developed may also successfully build OBCs if they focus on a wider shared interest rather than on 

the brand itself. The Internet and mobile technology provides a new space in which communities and 

relationships can be developed at low cost, and such media present a strategic opportunity to develop a BC 

which may enlarge a provider‟s existing brand identity. The resultant online community may serve as a platform 

for both providers and consumers to co-create additional value that stretches beyond the existing brand identity 

and value proposition. 

 

1.4 Online versus Offline Brand Communities 

For instance, Harley Davidsons‟s HOG started in 1983 and now has a strong and vibrant online community as 

well as real-world events. Likewise, Lego developed online environments for the many Lego fan clubs that 

already existed offline. Collectively, the groups have now evolved into a global OBC (Hatch and Schulz, 2010). 

A BC that is started today might also develop reversely, and start online before a real-world dimension is 

emerges when this is perceived to be of added value. For example, members may enjoy meeting face-to-face 

after having interacted online for some time, and they may also engage in activities that cannot be done online 

such as baking, tasting cakes or exchanging Lego. As the Internet and social media continue to develop rapidly, 

and as they continue to significantly drive the concepts of identity and community, we believe that the 

continuum stretching between online and offline presence will be an important most defining dimension of a 

BC. Table 1 shows the key differences between purely online and purely offline communities to highlight the 

dissimilarities and the new characteristics of OBCs. Many BCs emerged in the pre-Internet area and added their 

online presence and functionality only at a later stage. 

 

1.5Dimension Offline brand community online brand community 

Main mode of interaction Face-to-face Virtual Has social implications and members bring their true identity to 

the community and to the consciousness of kind and moral responsibility Formal organizational structures are 

beneficial and roles such as president, treasurer, secretary often become necessary Virtual identity possible, 

anonymity possible, possibly with less consciousness of kind, and less moral responsibility Informal, less 

hierarchical structures are common, allowing for a variety of designs and modes of interaction is unconstrained 

by location and time Community can be structured along any dimension besides geographical and time 

dimensions Geographically and time constrained; members typically have to be present at the same location and 

same time to interact Community can be global but requires a local chapter structure to facilitate face-to-face 

interaction where value creation takes place Costs to community members (time, effort and expenses) Time and 

location constraints impose time and effort costs; location and hospitality requirements incur (financial) costs 
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Threshold costs cut off low involvement members from participating in the community Low cost of joining and 

being part of the community Low threshold and hence a wider range of engagement levels and forms of the 

members, possibly affecting consciousness of kind and moral responsibility Involvement can range from very 

low to very high Many members may seek primarily functional benefits from an OBC (e.g. getting help with 

using, maintaining and repairing a product) Many members may be passive and only access content but do not 

contribute to the OBC Firms may use extrinsic benefits (e.g. discounts, lucky draws, loyalty points) to engage 

OBC members and motivate desired behaviors (e.g. post contributions, recruit new members, provide word-of- 

mouth, or give feedback to the firm) Involvement with brand, firm and community Brand often elicits high 

levels of involvement, loyalty and emotion among members; members are frequently motivated to help others 

Intrinsic benefits (e.g. wanting to feel connected) tend to prevail. 

 

1.6Funding and governance of online brand communities 

Historically,BCshavebeensupported or entirely fundedbythebrandowners(i.e.thefirms), but governed largely by 

the local chapters who own the web sites where the communities reside. The local chapters also control the web 

site content and the interaction between members. The latter sometimes includes managing the antisocial 

behaviors that are somewhat emboldened by the anonymity of web encounters, managing rumors, and the like. 

Figure 2 shows the funding and governance combinations that are common in OBCs. Harley Davidson, Blue 

Band and King Arthur Flour are examples of providers who govern and fund their OBCs. Lego, by contrast, 

neither governs nor funds its OBC (called LUGNET), and SAAB is not in any way involved with its popular 

owner‟s site (saabing.com).Fournier andLee (2009)recommend a hybrid approach to governance, in which firms 

neither entirely control the community, nor completely abdicate responsibility. Concurring with this view, we 

find that firms tend to put corporate interests over those of the community, and that this significantly hampers 

the OBC‟s vibrancy. In an active and involved online community, control may be an illusion. Highly involved 

but disillusioned members (e.g. members who oppose product changes) could at any point decide to build a 

parallel OBC that is beyond the reach of the firm. Acknowledging the power of the consumer community, Hatch 

and Schultz (2010) go as far as to even suggest a shared governance model for the brand itself that is based on-

creation with the community. Having discussed key dimensions and characteristics of OBCs, we turn our 

attention in the following two sections to consumer and organization behavior. 

 

2. PURPOSE  

This study aims to investigate the frequency of customer engagement behavior and its effect on perceived 

relationship benefits and ultimately, relationship outcomes. This based on three different social media platforms 

where one company is present with brand communities and then compares the outcome of each platform with 

each other. 

3. LITERATURE REVIEW 

Algesheimer et al. (2005) studied consumer‟s community engagement with the offline brand community 

context in relation to a European car club. Their research findings emphasises the interactive, two way nature of 

consumer engagement within brand communities. Within the emerging of the internet environment this insight 

becomes even more crucial as number of people with similar interest and geographically dispersed gather in a 

virtual context to a communicate, exchange information build relationship, and share and discuss idea. 

Bowden (2009) customer engagement is a psychological process that models of the underlying mechanisms by 

which customer loyalty forms for new customer of a service brand as well as mechanism by which loyalty 

maybe maintained for repeat purchase customers of a service brand. 

(Keller, 2013) As the results of this investigation show that brand engagement behavior depends on customers‟  

cultural value orientations, the firm should be sensitive to these orientations, and marketers should consider how 

various cultural backgrounds could require different brand strategies. A number of well-known global brands 

reap much of their profit from international markets, and establishing a global profile is becoming a prerequisite 



 

588 | P a g e  

 

for brand success. This study results provide compelling reasons for understanding the cultural context of 

customer brand engagement behavior, as they clearly show that the indirect effect of brand ownership on 

customer brand engagement behavior through brand responsibility and self-enhancement depends significantly 

on interaction with customers‟  cultural value orientations.  

Shire D. vivek (2012) consumers’engagement feel motivated to engage with an offering or activity when they 

perceive some value from the investment of their time and effort. The search for the value. In some OBCs, 

engagement triggered by Value Seeking may take up the biggest portion of the engagement „action pool‟. Partly 

because, Problem-based and Satisfaction based triggers are often intermittent and infrequent. In comparison, 

customers search for the value continuously and on long-term basis. Besides, some OBC members encounter no 

real problems with the brand, as well as they don‟t particularly express happiness with their experience. By 

joining and participating an OBC, they simply seek additional benefits. 

Van Doom et al. (2010) customer behavioral manifestation toward a brand or firm beyond a purchase, resulting 

from motivational drivers such as word of mouth activity, recommendation, helping of other customer, blogging 

and writing review. 

Hollebeek (2011) The level of customer‟s motivational, brand related and context dependent state of mind, 

characterized by specific level of cognitive, emotional and behavioral activity in brand interaction. 

 

4. OBJECTIVES  

To analyse Customer brand Engagement behaviour towards Online Brand Communities . 

 

5. Research methodology:- 

5.1. Research design- An exploratory research design shall be adopted for the purpose of this study. 

Primarily the study will be based upon the primary data which would be collected from sampling area. 

5.2. Primary data-The data are collected from the people by administrating a structured questionnaire, 

Observation method, Interview and discussion with management.  

5.3. Sampling size – for the fulfillment of the objectives of the study researchers randomly select 100 people. 

5.4. Sampling area:-The population of this study included people from different college, public and private 

universities . It is considered that these places are well representing the overall perception of the people. The 

study shall be based upon the, Convenience sampling technique. 

5.5 Scaling technique: -5 point Likert scale, rating scale. 

6. Data analysis and representation                                                                                 

A structured questionnaire is prepared based on scaling techniques from highly agree to highly disagree 

.response of people is taken and converted in percentage to analyse the data. Response of 100 youth are taken 

and tabulated .various factors are taken into consideration to judge awareness and attitude of people towards 

online brand communities. 
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QUESTIONS STRONGLY 

AGREE 

AGREE NEUTRAL DISAGREE STRONGLY 

DISAGREE 

TOTAL 

This brand provides me superior 

product/ services quality as 

compared to any other brand in 

same category. 

32 44 12 12 7 100 

I believe that this brand provides 

more benefits than any other 

brands in the same category 

29 40 15 12 6 100 

I consider this brand to be my first 

choice among other brands in the 

same category. 

17 28 22 20 13 100 

Time flies when I am visiting this 

brand page. 

25 37 30 16 10 100 

This brand page is so absorbing 

that I forgot about everything else. 

21 40 24 12 3 100 

I am rarely distracted when I visit 

other brand page. 

10 16 11 39 24 100 

My mind is focused when I read 

through the content of this brand 

page. 

26 37 12 17 8 100 

I pay a lot of attention to this 

brand page. 

19 31 9 27 14 100 

This brand page inspires me. 

 

23 45 5 17 10 100 

I am interested in this brand page. 

 

6 12 14 50 18 100 

I am proud of being member of 

the brand page. 

29 40 15 11 4 100 

Provide new information about the 

brand to other people in this brand 

page. 

35 47 10 8 0 100 

Actively participate in the 

activities on this brand page. 

28 45 7 13 7 100 

Supporting other members of the 13 17 10 32 28 100 
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7. Findings 

1)  more than half (76%)of the people are shown their positive attitude towards online brand communities they 

said that their selected brand provide superior products and services and more benefits as compared to any other 

brand in the same category. 

2)majority of the people said that,they are highly involve in visiting online brand communities and they also 

says that there is no limit of time when they visited their preferable brands and like tis brand as their first choice 

3) only 25% of the population feels distracted when they visited other brand page instead of their owns selected 

on the other hand 63% of the population says that they doesn‟t feel any distraction while visiting other brand 

page. 

4) Through my survey it is also found that large percentage of people likely to focus the contents of their 

preferable brand page on the other hand, 26% of the population not much focusing of the content page while 

12% shows their neutral view in this point. 

5) 65% of the population says that their brand page so much inspire their purchasing decision though online 

brand communities and also they pay a lot of attention to their brand .while  27% of the people are dissatisfy by 

this statement and 5% shows their neural reaction. 

6) majority of the people shows their positive attitude, they feel proud being member of this brand page and also 

they think that this brand page are act as an enabler of getting  information and helps in passes to other people 

also. 

7) Very less no. of people are agree support the other member of this brand page, but they also like to participate 

in  all the activity done through this online brand communities. 

8) Majority of people are like their brand page in such a way that they also encourage other to prefer that brand 

page and always tell positive and right things to others, they won‟t shoe any hesitation in doing so 

 

8. Suggestions 

1) Firms should encourage customers through online brand communities by offering reward to customers so that 

they become more active within brand communities, by offering various social, entertainment and economic 

benefits.  

2) Firms might sponsor social networking practices to inspire further participation in brand development and to 

increase brand familiarity. Particularly important is giving customers multiple opportunities to modify products, 

along withgreaterdiversityinpractices 

brand page. 

I tell positive things about this 

brand to other people. 

16 33 32 11 8 100 

I encourage people to use this 

brand 

19 16 41 15 9 100 

I won‟t hesitate to refer other 

people to this brand page. 

21 23 32 13 11 100 
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3) Management needs to be interconnected with the brand ownership system, including the design and 

implementation of the system, and to emphasize the importance of customer ownership as a valuable asset to the 

firm. Through which customercould avoid negativeeffect ofanextremecaseofbrandownership. 

4) Management should need to change in infrastructure and company‟s culture in order to improve products and 

services which help in improve brand image and relations with consumers; and Increase sales so that there is no 

distraction occurs in the customers mind set to switch another brand. 

5)Socialenhancement is more powerful tools to encourage others i.e. get help from others, and its results to 

strong relationship outcome of loyalty, trust, and satisfaction were only significant for the results derived from 

Facebook and Instagram only. These two platforms are different to each other and customer engagement 

behaviors differ based on which platform it occurs, hence, it is important for companies to use different 

strategies for each platform in order to maximize their customer engagement. 

 

9. CONCLUSION 

This study indicate that customer brand engagement behavior toward online brand communities people 

influence that the uses of brands page. People given the opinion and suggestion according the brand and also 

they are the promote the brand page. People show that positive attitude toward online brand communities.and 

they are highly involved, which proves to be a strongest point to built strong relationship between company and 

customers.and help us to know the extent to which customer develop their loyalty and trust towards this brand 

which helps in increase company's sales,productivity, and company image.which ultimately leads to wealth 

maximization and profitazation .it is concluded that people are self motivated as well as they motivate others 

also to be a member of online brand communities as a means of accessing information regarding their product 

and services 

        This study obviously gives fruitful result to know the awareness and attitude of people and their 

engagement and interest in online brand communities. Online brand communities also help to share of the 

different people in a same platform. 
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