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Abstract

The purpose of the present study is to present a comprehensive model of factors affecting brand co-
creation in the social media brand community. In this research, random sampling was used and a
questionnaire was completed and collected from 384 students of Mazandaran University who were
members of at least one social media. Structural equation modeling and Imus software were used to
analyze the data. The results of the research showed that the variables of customer participation in the
brand community of social media and social support have a positive and significant effect on the
mediating variable of communication quality, and the quality of communication has a positive and
significant effect on brand co-creation. On the other hand, social support and customer participation in
the social media brand community have a significant positive effect on brand loyalty, and brand
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loyalty has a positive and significant effect on the dependent variable of brand co-creation. Moreover,
there is no significant relationship between the quality of communication and loyalty. The innovation
of this research is the design of a new model by considering the variables that were not considered in
the previous models. The findings provide new insights for managers to review the various
characteristics of their brand community, with an emphasis on increasing two-way communication.

Introduction

Co-creation is a management initiative or a type of economic strategy that is used to bring together
different stakeholders (for example, a company and a group of customers) with the aim of jointly
producing a result that has value for both parties (Rajab Ali Baglo, 2016). Companies have many ways
to co-create with their customers, an example of which is product improvement, process improvement,
marketing content, implementing and launching solutions, and brand management. For example, the
Converse Shoe Company encourages its fans to get a chance to be featured on the brand’s social
network channels by sharing how to pair the brand’s shoes with their clothes. The Converse Company,
with the campaign "What is yours?" "You made", praised the work of his fans and, in return, the fans
felt that they were valuable and that their work was appreciated. The shoes were featured in various
campaigns of this brand, and the name and signature of the "creator" of each pair of shoes were shown
on it. It could be said that co-creation makes companies provide more appropriate goods and services
to consumers and can encourage them to participate more (Nadim et al., 2020).

Although there are many studies about brand and co-creation in general, few studies have been
done in the field of brand co-creation in the social media brand community. Virtual co-creation is an
emerging phenomenon that has not been studied much, especially in Iran, which is about a decade old.
Therefore, with regard to more and more companies and customers turning to virtual space and the
valuable opportunities available in this space, the need for more research in the field of co-creation in
social media brand communities and the factors affecting it is necessary. The aim of the present study
is to address this research gap. This goal is pursued by explaining the role of brand loyalty and the
quality of brand co-creation communication in social media brand communities and preparing and
testing a comprehensive model that describes the factors influencing brand co-creation in social media
brand communities.

Methodology

This research is included in the descriptive and survey research group. The statistical population of
this research is Mazandaran University students who were members of at least one social media
(Instagram, LinkedIn, YouTube, Facebook, Twitter, etc.). Since the aim of the study was not in a
specific field, the available random sampling method was used. Morgan's table was used for sampling
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according to the size of the population, which is the students of Mazandaran University. Based on the
fact that the size of the community is high (approximately 13,000 people), then the minimum sample
size was calculated as 373 people based on Morgan's table. For more accuracy, the sample size of the
study was 384 people. In this research, a standard questionnaire was used to collect the data. The
questionnaire of the current research was taken from the articles ‘Examining Brand Co-Creation in
Social Media Brand Communities: Using the Stimulus-Organization-Response Paradigm’ (Kamboj et
al., 2018) and ‘Brand Co-Creation through Social Business Information Sharing: The Role of Social
Media’ (Tajveidi et al., 2018). Analysis of the model has been done by means of structural equations
using Imus software to test the hypotheses. The measurement and structural models were checked
based on different criteria and the necessary corrections were made to improve the fit of the model.

Findings

Demographic findings state that out of a total of 384 people, 66% of the respondents were women
and 34% were men. Moreover, 70.05% of the respondents were between 18-24 years old, 24.74%
were 25-30 years old, and 5.21% of the other respondents were 30 years old and above. Also, the most
membership in social media was Instagram with 326 respondents. Other social media were YouTube
(124 people), Facebook (45 people), Twitter (42 people), and LinkedIn (22 people). In addition to the
above media, 41 of the respondents were members of other media such as WhatsApp. In the inferential
data analysis section, we first checked the precondition of the normality of the data distribution and
evaluated the factor loading of the questions, and after confirmation, we checked the fit of the model.
Various fit indices were used to check the fit of the research model. Then, these indicators were
summarized along with the acceptance level of each factor. According to the appropriate value of the
fit indices, the research model can be considered suitable and the hypotheses can be tested.

Conclusion

Based on the findings of this research, it can be said that social support in social media brand
communities leads to communication quality. In fact, social support can increase commitment, trust,
and satisfaction. Another finding of this research is that social support in social media brand
communities has a significant positive effect on brand loyalty.

In this study, there is a relationship between brand community communication quality and brand
loyalty, but this relationship was not confirmed. As a result of this relationship, it was removed from
the final model. Another finding of the current research is that customer participation in social media
brand communities leads to communication quality. Also, the results showed that customer
participation in social media brand communities leads to brand loyalty. In this research, the
relationship between communication quality and brand co-creation has been confirmed. Another
finding of the study is that brand loyalty is significantly related to brand co-creation.
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Overall, the findings provide new insights for managers to review the various characteristics of
their brand community, with an emphasis on increasing two-way communication. These findings
include various implications for marketing, brand management, and managers. This study shows that
customer participation in social media brand communities has a significant impact on the quality of
communication, brand loyalty, and, in turn, brand co-creation. Also, social support in brand
communities affects the quality of communication and brand loyalty, and in turn, brand co-creation.

Keywords: Brand Community, Social Support, Social Media, Relationship Quality, Customer
Participation.
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