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Abstract

The currént research aimed o evaluate the impact of firm-created and user-generated

social media brad communication on consumer-based brand equity. Also this

research focused on differentiating between the impact of firm-created content versus

usee-generated content on consumer-based Dbrand equity dimensions (brand
: awareness/associations, perceived quah’ty & brand loyalty).

‘The active users of ‘mobile network services in Egypl werg-the populatlon ‘of rhls
research. A sample of the research totaied 435 users who are Tollowers of mobile
. network provider pages ‘onFgeebook, their age ranged from {8 to 34 males and
fetfialgs. The data were coliected by conducting standardized questionnalre that were
distributed among the sampling. units in front of the customer service centers. Finally,
the researcher tested the hypothesis using.a set of scientific tests such as T. Test, and

F. Test accompanying Simple regression analysis.

The research results showed that both firm-created and user-generated socizl media
brand communication have a positive significant impact on brand
awareness/associations; whcreas, user-generated social media brand communication
also has a positive significant impact on perceived brand quahty and brand loyaly

greater than the influence of firm creaied content.
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L dntroductio, .
Before the emergence of social .media,communica!ionsf"t_liere's only one . way
communication channel between firms and customers in only one direction from the
firm to customers; but the emergence of social media communications and web 20
technologies provide a:-two~way communication *channel for wsers in a multi-
ditections from firms o customiers, from customer to firms, and finally fromr
customers fo customers, . ' EURER :

Since the intérnet usage has been increasing so much in the last 10'years, many
companies have begun to take advantage from this web 2.0 Technologies through
replacing social media two way communications instead of t'radi'r'ic'ma-] media one way-
cgmmunicat_ions o promote and spread information about their brands. -

Nowadays, the number of Egyg)ﬁans who use the internet exceeds 50% of the overall

pepulation, with 39.00 million menthly active members on the social networking site

Facebook. (the hootsuite’ jan, 2018 repart for Digital Marketing Tnsights), brands such

. a8 {Viodafone, Orange, Etisalat, and We) Use socia) media channels to communicate
with customers and promote their companies’ produets and services,” '

Since a result, social media has created new points of contact between consumers and

companies on a worldwide scale, resulting in a two-fold sffect, as digital media has -

reshaped both customer and firm roles (Muria, Franceses, Raberto, Alngelo, 2017,

Se it's necessary 1o investigate the influence of social media brand communications in
order to differentiate between two types of content: firm-created content and user-
generated content (Godes and Mayzlin, 2009}, Because firm-creafed social media
communication - is under  the firm's control, user-generated social media
comtmunication is out of the firm's control, this distinction’ between communication
SOUrCes is important (Vanden Bergh, Lee, Quitliam and Hove, W01
On the other hand, the concept of brand equity and the crucial intangible value that
brands prbvide'to organizations has become one of the most popular and potentiaily
-trucial marketing issues ta emerge in tecent vears. (keller, 2009, Brand equity is
considered as a metric that may be used to evaluate the effectiveness of marketing and
communication efforts (Aaker. 19491, '
In truth, brand équity is the resuit of companies' attempts to. creale a set of symbolic
‘and emotional connofalions around  their brands (Jobmsson. Dimofte and
ﬁ-iazanche]‘yi,‘ 2012). Moreover, Positive brand equity allows for a range of
Clozﬁ_'peritivé advantages, including improved consumer loyalty (Aaker, 1997; Pappi et
“al., 2003) ‘ _
Finally, the four components of customer-based brand equity
brand associations, perceived quality, and brand loyalty (Auker, 1997},

are brand awareness,

As a resull, it's erilical to evaluate (he impact of social media communications on
brand equity 2s an urgent need to face the world technological developments.

oY



Molwereid Thrghine

The impact
- Hishow Bl-ghaian,

3 v.'.'x',-‘m;;.'”'i:cr-.r*¢'f in'mu’! Fif

Psoeind medio Dras cosuninioalions

2, _vw grich ey rmméh;«j‘
A bas;c set of lermmologles fog this rcscarch are ]lstf‘d as foliow:

: -Soc:a! med:a Socnal media are online appl;catmns, phtforms and med:a which aim
to facilitate interactions, collaboratmns and the sharing-of coritent (Rlchiu & Kaoch,
2007). They. take a variety of forms, inclading: weblngs, social blogs, microblogging,
wikis, podeasts, plcturc:., video, rating and sactal bookmarkmg (Anun]ld and Eunju
20012). ‘

“User generated content (UGC) Refers to the contant made publicly'available over
the Internet by customers, which reflects a certain amount of creative” effor[ and is

" created outside of professmna] routmes and pragtices {Claire, 2016).- '

Firm created confent (FCC) firm-created * social . media communscatton is

understood as a form of advertising fully controlied by the company and guided by 4
marketing strategy dgcnda (Bruno and Dariusz 2{}]6)

Brand equity: Brand equity can be defined as a set of essets and hablhtzcs linked tc a
brand, f1s name and symbaol that add to or subtract from the value prowded by a
product or service to a firm ind/or that firm's. customers. These ‘essets are brand
awarenass, brand associations, percewed quality, brand Joyalty (Auker, 9913,

5, The Exmoratars sfuges
The following section is devoted to demonstrate the exploratory study which the

researcher has conducied sarlier with a number of targeted respondents whose are
users of mobile network services who are fans and followers of mobile network

pravider pages cn Facebook.

Purpose; This preliminary study was ‘conducted to -comprehensively 1dennfy and
define the aspects of the study problem, to stand on the point of view of users of
mobile network services who are fans and followers of mobile network provider
pages on Facebook. This preliminary study was conducied to better understand the
problem studied and its dimensions and to generate the variables cf the study as a
potential cause 0 exphm the research problem (Aaker el al., 2007).

Method: the researcher has Jhnducted Semi-structured interviews with 30 users of
mobile network services who are followers for mobile network provider pages on
Facebook. Their age ranged from 18 to 34year old. (18 male -- 12 fernale), they are
active users of social media network sites specially Facebook. The researcher
intercepts thetn in front of customer service centers for mabile networks in Shebin El
kom city, Menofia governorate. (Half of respondents were interviewed in front of
Vodafone customer service centers and another half in front of Eusalat cuslomer
service centers) during the month of Gctober, 2018.

was_Keen pn covering a numhex of points during these

The researcher

interviews: ' .

- Explain what we mean by social media communications both firm created
content and user generaied content. ' :

g
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Explam what we mean by brand equity and its dlmcnq:om {brand awareness,
brand associations; perceived quality and brand toyatty)
"The influences of user generated content in social media platforms on user's
brand awareness, associations, perceived quality and brand loyalty.
The influences of firnf created content in -social media platforms on user’s
~ brand awareness; aqsocxauons percewed quahty and brand ]oyalty

- The researcher was _keeil_on askmg. .2 _number of guestions -durlng these
 oviows: | | I pecawm:

Are you an actual user of mobile networks in Egypt'?

Which network company do you use‘?

How old are you? - '

Are you a good vser of social media platforms‘?

Are you following the fan pages of mobile network provnder companies on

Facebook?
What are the impacts of user. generated content about the brands in your mind?

» What are the impacts of firm. created contact about the brands in your mind?

RAR RS

%

Results: Through the discussions, the rf'qcarcher found that that 27 out of 30 with 90 .
% of participants make a clesr distinction between firm-created and user-generated
social media communication, :

The two types of social media communications which are Firm created content &
User .generatéd conitent influence brand ewarsness and associations whereas, user
penerated social media communications influeace perceived quality and brand loyalty
greater than content created by firms. As they consider conteni generated by users is
more trustable than content created by fitrns because the former one reflect the user’s

actual experiences about the product,

0 Apepnei
e LTTEVE

There have been considerable ressarches that Examine and analysis the importance
and influence of social media communications on a wide range of topics. Tness
studies provide the. theoretical -basis for current study which include sociai mediz
communications (UGC & FCC) ard brand equity. Therefore, the researcher will
present the previous studies baqed on the logical sequence of the research subject.

Early studies about 'social media lay emphasis on the effects. of word of mouth-.
{(WOM) From {Browr, Amanda. Broderick and Nike. 2007) study, which used a
gualitative interview with 30 respondents from a wide range of backgrounds and
. demiographic segments. Their ages ranged from 22 to 43, and there were 11 females
and 19 males. Their Education varied from high schoal up.to postgraduate degrees,
and rcspondanls had Occupatibns i'anging from .students, administrators, technical
specialists, and professionals (o high-level managers to differentiate between -online
‘versus offline interactioris between cusiomers aboul products and services. Findings -

-0
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" ghowed that cmlme commumty “WOM has a stronger impact on product. Judgmcnts
attitude formatmn ‘nd decisios makmg than traditional marketing communications.

In another study conducted by (T1 usov, otla. ’?()()U) Thé zuthors studied the effect of.

* word-of-mouth WVOM) marketmg on  member growth at an- Internet social
networkmg site and compare it with lradltlonal marketmg vehicles. They used a
Vector Auto regressian- (VAR) modehng approach Estimated from the VAR model
skowed . that ward- of»mouth Iioqnwcly influence membership growth and have a

":substannally lenger: carryovcr effect lhan irddltlcmal marketmg activities: :

Several -studies- have aitempted to differentiate the ‘impact of. social medxa ‘with
traditional media, As (Stephen 2010)- prnved that the. unit".of salés influenced by .
traditional media communications greater than:- that. by .social media’ however the
greater interactive activities through social media have & comparable effect 'to

tradmonal media in the case of blogs and-online communities.

Since the internet usage has been increasing most within the last ten years, many
companies have found new communication tool which called social medie to promole
" their marketzng activities. So (Benuhm and Stefan, 2019). found in their study about

“social media and the impact on marketing communication™ that companies 4 approve
social media as effective lool to exceed and support their marketing commanications.
From ihat moment somal media commumcanons engaged into all fieids in the

comrnumty ' .
Besides, a recent study investigated the impact sizes of traditmnal media and social
media cumrnumcanons on completely different aspects of brand equity, a iotal 'of 393
data sets from three different industries, namely tourism, telecommunications, and
pharmaceuticals, were generated using a standardized online-survey. The resulis
showed that social media communications have a stronger positive influénce on brand
image compared to traditional one, whereas traditional media exert a stronger impact
on brand awareness (Bruba el al. 2012, '

Existing literature on informatlon search and decision makmg has documented that
customers conscmus}y differentiate between information senders, thereby ends up to
different response to the message (He, yang, 2016). Therefore, social media content as
communication stimuli are expected to have influgnce on consumers’ perception of
the brand. It is crucial to differentiate: between information senders and examing their
1mpdct on brands separately. _

So In. this research the resear@her interested. in differentiating the influence. of f1rm
created content and user generated ‘content-within sociaj media activities.

In the research conducted by Hanlz, &l «l, 2014). mvestlgdled the d1fference between
user-generated videe and flrm—rrenerdted video, and their impacts on_ consumers'
perceptions and intended behaviors. A totai of 256 dala set from students from three

“universities in Austria and two upiversities in Germany were generated using &
standardized online-survey. The Results showed that uqer-%nemted videos have a

11
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k _hrgher degree of source credlbrhty and therefore ha% a more 1mportant mﬂuence on-

(Kunml, et la.-2016) mvestrgated the synergrstrc effects of FCC wrth te]evrsion '

'_advernsmg and e-mil commiunication. A data set for this qtudy came fram customers

~ofa large’ specialty retailer that sells wine and spmts inl the northeastern United States
: through a standard online survey Resilt showed that FCC works synergrstxcally with .

. both television advernsmg and e-mail markenng and also found that the effect of FCC

is greater for more experienced customers who 5 aware of the advanced teclmology
' 'and social media actlvmes N3 : .

In terms of marketmg, before the purchase decrsron hae been taken, customerq depend, .
_ on user generated contents and frrm created contents. on. socral med:a platforms to -

' gather information about brand they intent to purchase.

. Frorn this. idea- (Hweling, 2(JJ7) starred to’ compare between the 1nf1uence of user
‘generated branding and brand generated advertising on: ‘consumers” . intentions “to
- ‘purchase. The' -sample: consisted of 539 undergraduate ‘students: from a2 major
: unwersrty in Southeastern USA who voluntanly agreed to participate in this résearch.

In an online: survey, the subjects were randomly assigned to one of the two -
'expenmental conditions, framed as either a UGB Facebook post or a brand generated'
" ad post. The study results showed that both sources of “information play a
complementary role in‘ consumer's overall purchase decision. But from my point of
view I see that user generated content is more influencér than firm created content as
overall custormers words about brand revealed frof past experiences and realistic use
of brand so Firms must pay Jttention to such user-generated contents o ensure a
brand’s - success in the marketplace, because user generated contents can’t be .
controfled by the firm and any negative words from customers can stronvly influence

firms badty.

Timaumer G brani sonis

A_considerable_amourlt of literature was teviewed in order to beiter understand the
concept of Customer based brarid equity (CBBE). o

" During the past 15 jfeers, brand equity has been a priority topic for both._practitioners
and “academics. ' Some researchers examined brand equity on the financial based
perspective, which meastre the value of the brand (Siman and Suiliva 1993; Rego ¢
ol ,2(}{_19). Others [ooked into- it from the customer based perspective, (lielier 1993;
Yoo el al, 2000; Fischer é al, 2010). This study witl adopt the lattér angle and analyze
brand equity from a cogritive pqycho]omcal dpp:oach namety the consumer- -based

:'brand equity. Ll

‘ A lot of efforts have been made to conceptualize and measure _diffel'errt dimensions
under cusiomer based brand equity “CBBE” actoss a large vary of contexis as
(Romaniuvk & all 2010) aimed to reveal the relationship betwsen a consumer's past

behavioral loyalty and current propensity to give brand associations. By callecied data
from 8000 consumers-of twg hot beverages categories which include six brands

.Y
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_
";consumed in, thc UK the: researcher‘; found that there isa posmve TelatiOI]Shlp

betwsen these two variabies, where those with a hlgher buymg frcqucncy and & higher

share of categary reqmrements are’ mere llkely to glve brand as‘;oczanons The

findings also showed that share of- category requlrements is a greater dnver of brand
; .assocmtmn releonses than buymg frequency _ : : : :
The.study. conducted by (Buil. cl al, 2(106) mvestlgatad the relat:onshtp between brand

: 'equlty dimensions. After they-collected data from 822, .consumiers, of d:fferem e1ght
. brands in the UK and Spain and used a standard questlonnalre, they. found that brand
_equity .dimensions are mter-related Brand awareness has a pasitive mﬂuence on
- perceived qualxty and brand assoczanons which in turn influence brdnd loyaity They
“also found that percewed qualrty has a negatwe mﬂuence on brand loyalty

(]UL)) almed to examme the

In the same area the study conducted by {Tong, et la.
practlcallty and appllcatlonq of & customer-based brand. equity maodel ‘in the Chinese

- sportswear ma:l(et Based on Aaker's we[l known conceptual framework of brand
equity, this study employed structural equdnon modelmg to investigate the causa]
relationships among the four dlmensmns of brand equity and overail brand equ1ty in
the sportswear industry, The data collected from a sample of 304 actual young
shoppers their age ranged from 18 to 39 using the mtercept survey from ‘the biggest

* six shopping centers in China’s two largest cities.

Finally, they found that brand assocmtmn and brand loyalty are influentia dimensions
of -‘brand equity. Weak support was found for the percezved quality and brand

awareness dimeénsions.
Similarty, (lm el al, 20]2) examined the relatzonshlp among brand awareness, brand
image, brand association, and brand loyalty. They found that only brand image and

brand association posmvely affgct brand loyalty.

Beside to the recent studies, (Buil, et la. 2013) aimed. to propose and test a model fo-
better understand brand equity and sought to investigate the effects of this construct
on consumers® responses. Data were collected through a survey from 607 consumers
of three product categorics and six brands (Adidas and Nike for sportswear; Sony and
Panasonic for consumer electrenics; and BMW and Volkswagen for cars) The results
showed . that Brand awareness positively impacts perceived quallty and’ brand
‘associations. - Brand loydlty is mdmly influenced by brand- associations, Finally,
perceived quahty brand associations and brand loyalty are the main drivers of overall -
trand -eqguity. Fmdmgs dlqo conoborated the positwe 1mpact of brdnd _equity : on
LO]‘ISUITIC!‘S responses. ) :
According-fo the research conducled b\f {5e hmmlu & Dat nowskx, 2013 ) there is a
significant influence between brand awareness/ association on brand loyalty and
perceived quality, bul (Bashir & Jab, 2017) Conflict with {Schivinskl & Duabrowski, -
20113 and proved that brand !chlrene%s/a‘:c;oc1anon only affects perceived qudl iy.

So_ we can conclude that, lhc process of building customer — based brand equity-
" begins by increasing consumer awareness of the brand wh]ch lead to the’ crealion of

A o
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brand association of the: brand. If constimers. know about the brand and try to find
more information about the brand, it will cause association in their mind, it will affect
their percepnon on brand quality and then attitudinal brand onalty (Anker, 1991),

'In field of marketmg (Boonghee. Naveen, Sungha, 2000)) attemptod 10 understand the
relationships between Selected marketing ‘mix -elements and the creation of brand
equity. The authors proposed a coneeptual framework in which marketing elements
are related to the dlmensmns of brand equity, that is, perceived quality, brand loyalty,
and brand associations combined with brand awareness, These dimensions. are then
related to brand equity. The results show that frequent price promotions, such as price
deals, are related to low-brand equity, whereas high advertising spending, high price,
good store image, and high dlstnbutlon intensity are related to high brand equity. -

Also (Woo. Horg. 2004) mvest:gated the relationship between brand equity and firm's
pérformance. Strong brand equity is significantly correlated with revenues for quick-
service restaurants, The stidy tested four elements of brand equity, namely, brand
awareness, brand image, ‘brand loyaliy, and perceived quality. Of those attributes,
brand awareness had the'strougest direct effect on revenugs, while loyalty had the
least effect. Dividing- thc Restaurants: into high-performing and low-performing
groups, the researchers found that customers differentiated the high-performing
restaurants on several product-qual:ty IMEasures, 1nciud1ng knowledgeable emiployees
and food served on time and as ordered. :

Oddly, -high- and low-performmg restautants were not differentiated an such other
quality factors as making quick corrections to errors, experienced personnel, and -
cleanliness. One other contrary finding was that although brand equity comprises all
four factors bemg tested, awareness showed the smallest effcct on brand equity, far

echpscd by i 1mage, onalty, nd producl yuality.
Cominb medin comsBoRicAtions ;m( sustemoy bl Drramel ooty :
A considerable amount of literature was reviewed in order to be1ter understand the

relationship between SDClal media. commumcanons and the Customer based brand

~ equity (CBBE). _
" (Bambauer- -Suchse and Mdll‘-‘bld 2(JJ 1y wanted to examine the effects of negatrve
online producl reviews, a specrfrc type of word-of-mouth communication, on
consumer-based brand equ1ty in ‘termis  of " brand equlty dilution.” The. dita were
collected from 216 participants (rnalc & female) their age ranged from 19 t0 60 who
are regularly using the Internet. The results of this empiriéal study provide support for
the assumed detrimental effect of negauve online produc! reviews on consumer-based

brand equity. - _
The study conducted by rucmr' 2012) d]med to’ tdentrfy the effecl of qocml media
marketing on brand loyalty of :the consumers. The data were collected through the
administration of a. structured-questionnaire with 2 sample of 338 people who were
social medm users, and followed at least a brand on social media platforms and tesled
via stepwise multiple regressmn anilysis. The results of the study showed that brand

loyalty of the customers is positively affected_when the brand (1) offers advantageous
. S . . :

‘- 8
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O cuxtomer bised brand eeuity,
: campaigns, 2): offers relevant content, (3} offers popular contents, (4) appears on
various platforms and offers applications.on social miedia.

Previous research conducted by (Bruhn et i 2012} said: that the perception of
communication in the context of brand communication in social media positively
influence the pefeeption of indjviduals towards the brand after collected 393 data sets
" from three - different industries, namely . tourism, telecommumcatlons, and
.. pharmaceuticals, were generated using a standardized online-survey and '~ Structural
equation modeling' was-used in the. analysis of thé 'data obtained to: mvesngate the
interplay of social ‘media ‘and traditional media  in general, as well as in an
- examination of mdustry-spec:flc differences. _Also (Hutter, et la; 2(113) said that there
is a strong correlation between consumer engagement’ and fan brand page on
Facebook and their percept:on of brand awareness. S o

(Kalja. Julla, Severin, Johunn, 2013) 1nvest1gated the impact.of user interactions in
social .media on brand awareness and purchase intention. The data were colIected
from 311 part:cxpants who are.fans of car brand pages on Facebook through a
standard online survey. Findings showed a positive effect of fan page engagement on
consumers’ brand awareness, word of mouth (WOM) activities; and purchase
intention. The fmdmgs further indicate that annoyance with the fan page due to
information overload leads tG negative effects on fan page commitment and 1o
 decreased WOM activities. ‘ .
In another study. conducted by {Severi et al.. 2014), wanted o examine The 'Impact of
Electronic Word of Mouth on Brand Equity in the Context of Social Media. The study
focused on evaluating the roles of various brand equity constructs (incfuding brand
loyalty, brand association, brand awareness and ‘brand image) in mediating the
interrelation among electronic word of mouth and the dimensions of brand equity in
the context of social media, The findings revealed that.there is an indirect inter- -
relationship between electronic word-of mouth and the dimension of brand equity,
" mediated by the respectwe various brand equity constructs. ' .
{Claire, 2()[6) was concerned the effect: of negative user- generated conient. on
consumer biased brand equity comparing brand Toyalty versus non-loyal customers in
the luxury winery iarket. ‘A total of 297 data sets were ‘collected from luxury wine
- customers who are fans on Facebook using a standard online survey. This study found
that negative UGC reduces. CI}BE and customers perceptlon of the quury brand is

. damaged after exposure to negative UGC.
Finally, (Y azdanparasl. et da. 2010) found that brdnd bdsed SMM is’ essential " in

impacting consumers’ attitudes toward brands and comequently, 'CBBE reflected via
perceived value for the cost, perceived uniqueness and the wﬂlmgnesg to pay a-price
premium for a brand. Additionaily, the main reason for individuals to use social media
impacts their attitudes toward and recepnveness of SMM activities of brands. '

e
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» Commenting on Prewous Studles. ‘ ‘
_ By reviewing studies-that explored the area of. social medxa -eommunications through

‘online social networks sites and their lmpact on brand eqmty, the researcher came to &

set of results: v _ :
'.  There is a general agreement between researchers about, dimensions of social
media communications (Firin created confent & User generated content) that
have been used in measuring the social media communications, L
There is a general afference’ between previous studies in terms of the
dimensions of customer based brand equity, some used Aaker’s dlmensmns of.
brand equity, some othets used keller's dimensions of brand equity while other
study used- mixed d:mensaons from Aaker and Keller in expla:mnn brand
equity. . : : :
In general, current research dlffers from previous studies as it used the two
dimensions of social med:a communications simuitaneously rather than using
each dimension separate]y which have been done in the previous studies.
Overall, previous studies heve . anatyzed the . function of social media
commumcatmn and emphasized. on_their significant” role in marketing
communications’ as well ag brand management However, in the context of
socid] media, research still needs 10 dlSIll’lCt senders of content and their

" impacts on key marketing outcomes In line with the former studies, this
research . will - specifically examme the impacts of social. media
communications bothl (FCC&UGC) ‘simultaneously -on brand equity

componenls

The cxxstmg llteraturc about somal media discusses a wide range of tOplCS such as the
motives that drive people to- interact with brands and to spread word-of mouth
{WOM) or the: u'npact of peer reviews on brand preferences. Nevertheless, the effect-
of dlgltal media 2. 0on brand equny components has been little mvestlgated

In partlcular, some authors mvestlgated the effects of user—generated contents ( UGC)
or social medla miarketing activities created direcily by firms (FCC - firm-created -
contem) on brand ‘équity, but noone of these literatures 1nve<;t1gated the effect-of both
UGC & FCC Slmultaneous]y on brand equlty .
Taking these considerations into account, there is an identifiable gap in the academlc
literature, msues “and challenges faced in using social media- communications
especially - 1o brand equity. in,dddlimn the study of firm created- content.and user
generated confent'on ‘brand equity is very rare in Egyp! so that the current ‘study dims
to highlight issues and challenges of social medld communication; both firm created
content and user gencrated contenl in" increasing brand equlty in moblie network

prowder services in Egypt.
The problem statement arxses seveml qucstaons

‘ . What are thc levels of compdny 's brand eqm[y percelved in consumers mind?

'H\
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». What are the best soc1al medla commumcanon pracuces adopted by
companies?

- What are the effects of socml medta commumcatxons (both UGC & FCC) onj

brand equity? _
3 How do firm-created and user-generated qocxal medla brand commumcatlons
1mpact the dzmensmns of CBBErJ ' R .

e What are the dtfferences between the unpacts of FCC & UGC on customer

based brand equity?”

&, !-{.asqeareh.E)blet‘.tmzs: *' B e '_ _
This'study_aims to'the accotnplishment of the'.foHOWino objectives:
. Detemnrung the tmpact of user generated content "UGC" on brand equtty
. Detemunmg the lmpact of firm created content "FCC" on brand equtty

U thferenttate between the impacts of content created by the firm. versus content
generated by users through soctaI med:a actlvmes on customer based brand

' equ:ty
. ite&ear{:tt FMP&E‘M!}{%‘:

v Unlike’ prevzous researches thxs study examines the 1mpact of 2.0 medla on -

Facebook site.

¥ This study evaluates the impact of two types of sacial medla commumcatlons‘

Jincluding both-firm created and user ‘generated content on consumer-based

brand equity dimensions, a topic thaf is of interest to both- rnarketers and

academics in the era of social mediz: marketmg

v The results of such study would help ‘marketers tc improve their socxal  media

practices to achteve a compelitive advantage through achlevmg the powerful

- brand equity in consumer’s minds. -
v’ Thig study i is important for marketers who-are developrng corporate straterrtes

v This research will’ help the, advertisers  through giving them' some information

regarding critical vartab]es that have mﬂuenced a consemer perception of

’ brands

To answer the research questions and achleve the objecttves of t[m re';earch tive
following hypotheses were propoqed ' :

. Hl. There is - o . signifi cant lmpact of ﬁrm-created soclal medla

: anmumcatlon on brand 'equlty.

- (HIa}  There is no  significant tmpact of -firm-created socmi medta

_ communication on brand awmeneq‘;/assoctauons :

- (H1b) . There is no significant 1mpac1 of firm-created eoctal media

commumcatton on perceived guality.

W
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'(HIC) - There is . no. mgmﬂcant lmpact of f:rm created soc1a] medla
. cnmmumcatlon on Brand ]oyalty _ ’ = :
e H2, There lS ne . sxgmf cant impact. of user-generated social “media
communication on brand equ:ty :
. (HZa) There- is no sngmflcanl impact of user- generated soch medla
eommumcatmn on brand awareness/associations. " _ )
- (H2b). There is no significant impact . of user-generated - social media

‘communication on perceived quality.
(H2c)- “There “is no 51gmf1cant tmpacl of user-generated social media

' '-commumcation on Brand:layalty;

¢, Rasearch Wa*theaeum‘“
9.1- Populatlon the target populatmn of this study is -the users of mobrle network
_8ervices in Egypt : :

Accordmg Eo the ministry of communication and information tschiol ogy The
Compames Ihat provide moblle network serwces in Egypt are listed a¢ foIIows

-» Vodafone Company.’

> Orange company,

# Etisalat Company.

# Egyptian Telecom Company. { WE )
The following table number (4- -1) shows the research population which contain. the
number of users of mobile network services belonging to each company according to
the latest report from the: natura] telecom regulatory authority (NTRA)

Table (1) .
The number ofusers- of mobile network services belonging to each company
| Thecompany Number ofusers |
| Vodafone - . 39409938 ]
"~ “Orange - . 28298931 - .

Etisatat’ = -~ 7 19819455

e WE g T 3145301
| Thetotal ~ |-~ . 88873625 i

Theeeurccf the: natural letecom regulitory authority (NTRA) -

Dus to the Iarge size of! the research populauon, the researcher decided to narrow the

sc.ope of this populanen to the fol[owmg ' _

L. The Research WJII be conducted only on users of moblie network semces in _
Egypt.who are.. fans -and;, followers of mobrle network provader pages on

- Facebook. S :
» The researchel choqe P'lcebook asa form of qocm] media p]dtforme because

according to (the. hnm\uzlc Jan 2018 repori for Pigial Marketig In\u‘]ux; .
Facebook mﬂkec a5 !he mosl aclive social medm platforms by 39 million
from 49.23 mllhnn of 111lemel USETS. _ : : L
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» Also the researcher chibse mobile hém)okk prbvider indlistrles because 89.7%
of active social media users are actually actwc mobiie. users accordmg to the
same Teport. So_this industry is suitable for exammmg the effects of social

media communications.
2. The research will be conducted only on users whose ages will range from 18 to

34, male and female.
» The researcher limited the age of his. partlcxpants rangcd from18 to 34 years :
old accordmg to the same report as the age of the most active Facebook users
ranged from 18 to 34 with 64% from the total Facebook users. '
3. The sample size was limited to be drawmg from Calro, Menofia, and Gharbia

- governorates for the fo[lowmg reasons: : :

» The large size of the research - population ‘and Its geographical spread
throughout Egypt, on one hand and the absence of a qpeclflc framework for
the research population.on another hand, L
-The Cairc. governora%e represents the largest governorates, while Menofm
and Gharbia governorates represent the governorates of valley and delta,

» The population of Caito, Menoufia and Gharbia represents 20% (19496291)
of the Egypt's populatmn (98901934) which equivalent to one fifth of the

Egypt’s population.

‘r‘/

: Table (2)
The number of the populat:on in Cairo, Menoufia cmd Gharbm governorares at
. Dec, 2019
‘ Cairo and Delta governorates | Population in December 2018
' Caito - - - 9840591
- El-Menoufia - .o 4473680
El-Gharbia ~ . -~ -5182620
Tordd - L 19496291

The source: Central Agency for public Mobilization and Statistics. -

9.2- Sa'mple. The researctr co'nductéd the study. by. drawing a sample from the
populatmn under investigation using the intercept sampling method with the use of
some tules that reflect: the spmt of random - samples. Among these rules are the
followmg _ .
¥ Random se[ecnon of customer servtce centers wtthm the ‘cities .of gach

governorate In order to reduce place bias.

The user's dealings with the company shouid not e less than one year to be able
to _;udge ona !eve[ of cmnpany s social medla communications ( FCC & UGC ) -
on ong . hand, and the company’s brand equity ( brand awareness, brand
dssouanon, perceived quallty and brand onalty ) on the-other hand.

'Intercept one customcr every 15 mmutes in front of customer service centers of

"
-

each company. -
e
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» Intercept the users in front of customer service : centerq in different trme periods
(morning, afternoon and evening) with the roIatmn of timé period durmg different -

deys in the week In order to reduce time bias,
The mfeasxblhty, of drawirig a_ probability sample is a result of ‘the absence of
sampling frame, which is a basic requirement for drawing a probability sample. °

The_samplé'éize. can be estimated 'according to the following equation:
28 xP(1-p) :

n= . -
‘ S -
Where'

= the'sample size.:

Z Zvalue (1.96 for 95%. confrdence fevel). :
P= percentage p:ckmg a choice, expressed as decrmal (0.5 used for  sample size,
needed}. '
e = confidence interval expressed as decimal 6 %)
1.962 x 0.5 (1-0.5)
= Y =385 users,
0.052

The sample size has been raised to 435 to avoid the sampling error.

9.3- Sampling Unit: the samp]ing unit will be.the user of mobile network services.
who is follower of mobile network provider pages on Facebook, their age ranced from
18 to 34 males and females.

Because the sample research consrsl of groups or layers which make it non-
homogenous in terms of some of its characteristics, so the researcher dividéd the

sampie research into layers each layer-differ from another one,
So the researcher used §1mple mndom stratified- samplmg mcthod which depends on

proportion and proportionality. .
The researcher conducted the followrng steps to clarrfy the steps of drawmg the
sample:’ . T . :

% Determine the-total sample size to be selecied from the research popu]anon,
which was estimated at¥35 users,
Divide the research community into homogencou: lavers within thcm and
Differentiated among them, so the résearcher divided the research community
into four layers each’ layer representing the users. of a pdrhculdr moblle phone -
netwark company ( Yodafone - Orange ~ Eisafat — WE ) '
Apply ‘the ratio method for the simple random stratified sample where the
sample size was distribured to the targerl layers according o the number of
users in each-company until the fast statistic repost on Dec,20119

"

s

.,
i
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: Table (3)
Distribute tke sample size o the campames under mvesttgatzon

Number of usefs until. .

The company am Erég,zlale- Perce__mage (%) The sample unit
Yodafone 39409938 44% 181
Orange 28298931 31% 135
Etisulat 198%9455 22% 96
WE 3145301 3% 13

The total 88873625 100% 435 .

The source: the natural telecom regulatory authority (NTRA)

o
o

- Nasr cify & Heliopolis), as. well randomly selected to centers for both

The researcher Randomly selected two districts of Cairo Governorate (El-

Menoufia governorate (Shiben Elkoom & Quweisna) and Gharbia governorate
(Tanta & El-Mahalla elkobra), where. it was taken.into account to select the
capital of each governorate to reflsct the upscale city. '
_Determine the number of users of each of the four. companies distributed
+ proportionately to the centers and nelghborhoods of thc three governorates as

shown in the followmg tables.

T able (4)
The sample size according to the three governorates by proport:onal
Dzstr:bumm methods
. : The share of each
The company The city N:Tl?:é::' .VPerc;:tage Th:rzl;?l;ngs:a;hlslg governorate from
: popu’ . P the sample
Caira - El-Nasr city - 729281 15% 65 7
alrg Heliapalis 138355 3% 13
~Shiben ) Con
. El-Menoufia . Elkoom 750609 16% 0 118
Quweisna 512362 11% 48
: Tanta 1244490 26% 113
El-Gharbis El-Mahalla 1370209 206, 126 239
: etkobra : _
Tota! Sample 4745306 100% 438 435

The source: Cenim] Agency for public Mobilization anid Statistics & the elecrm;m ‘

sllek ofeach gOvernoraie. -

-m
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Table (5)
The sampte size of each campany drstr:bured to each cary of fhe three govemorates
i : Share of
The -_Number of | Percent'| . ‘each : Share of each -
company- Cusersantil | age --| compeny | The Governorate | . . ~Thie city city from the
i | Dee,2009 | % . .| . from the ' sample
. oo | sample ' : .
q . - El-Nasr city 29
@ S Cairo Heliopoiis 6
£ s . Shiben Elkoom ki)
: - 39400938 | - 44%. 9
'§ e e 1..] - M‘% - Quwelsna 21
> : ’ - - Tania 30
"GM“' | - ElsMahalta elkobra = - '35
. . El-Nasr city 20
8 _ Lairo Heliopolis 4
g 2208931 | 3% | 135 | . Mémoufia Shiben Blkoom 2
& ) - ; B o Quweisna 15
: R g ’ Lo Tanla 33
." 'G"l"m ' El-Mahalla elkabra 39
Cairo R El-Nast city 14
s S ) - Heliopolis 3
8. 10810453 | 2% | . 9% Mengufia Shiben Elkoom L3
E . i ) ] ; — . Quweisna 11
Gharbia Taota £
— El-Mehalla elkobra 28
. ) El-Nasr city 2
R . ] Calro " Heliopolis 1
= . C ’ ' . ' Shiben Elkoom 2
= 3145301 3% 13 Mengufia Quweisna 1
‘ . ~_Tanta 3
Gharbia El-Mahalls elkobrz 4
The total . : : C c
sample size | | 88873625 435 435

9.4- Data Collection Methods: data will be collectéd by conducting standardized

quest:onnawe that will be distributed  among the -sampling units in front of the
customer service centers. T]ns questionnaire was developed based on four major parts.
(A); Sclecuve questions:: (B), social media communications questions.. (C); customer
based brand. equity questions. (D); social media commumcatmns ' CBBE questions.

(Ey; qusst:ons-re]atcd to-personal mformatmn

9.5- research viriables & measurements:

r
e

.‘0
>
W

~User genefatcd contenti‘UGC"F _

Firm created-content "FCC" .

,'Bi'and loyalty. - -

Independent variables: ° _ .
- Soctal media commumcations (key independent variable)

Sub-independent variables)

Dependent variables:

‘1- Customer based brand equity . (key'depenﬂent‘va:"ial)le)

Brand awareness and associations.

Brand perceived quality. ub-dependent variables)

"'-\w
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- The suggested framework of the research vnnables can be |llustrated in Iigure

(D as follows. :

—

s '..{.Social medja communications .| -~

] | { Customer based brande ui } \i

Awa\Ass ]

" Perceived. -

Figure (1) A coneeptual frame model,

A The measurement for the jndeé endent variable:

.~ Social media communications (Firm created content and User generated content) were
. measured by using a scale derived from {Miigi, 2003), (Tsiros et al, 20 104), (Bruln et
o al, 20123 & (Schivinski & Dubrowski, 2015) both FCC & UGC were measured used

(4 Atems).for each one, These items' were' measured” using a five- pomt hkert scale

ranging from 1= (Strongly agree) to.5= (Strongly disagree). -

B. The measurement for the dependent variable:

Cuqtomer based brand equtty represent the’ dependent variable in the current research = -
and consist of three major factors which are: brand awareness/assocratmns, perceived

_ quality and finally Brand toyalty. Each of these factors.was measured by: using d scale
derived from Aaker ] customer based brand equity theory (Aaker, 1996);

1 -Brand awareness/assocnatmns._- were measured by using (9 ltems)
developed by David Aaker {Aaker: 1996), Edch item was measured using a
five-point 11ker: qcale rnngmg from ]- (Strongly agree) to 5- (Stmng]y

" disagree).

2. Perceived qualrty werc medsured by using (6 1tems) developed by and :

. Aaker {Auker, 1996, Each item was. mgasured using a fivelpoinl likert
scale rangmg from 1= (S[roncrly dgree) tg3= (Strongly disagree).

" 3. Brand loynlty were measured by using (6. Iterm) developed by David

Aake1 {Aukér. 1996). Each ilem was measured using a five-point tikext
SCdie rdngmg ‘from:1= (Strongly agree) to 3= (Strongl)f dmgree)

'W\
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9.6'-"Sta'tist'icé.l'.tecliﬁ'!‘:g.ﬁ. _ ‘ foe
The researcher used- Statistical Packaige for Sccial” Sciencs {SPSS vas) dnd the
Tfollowing siatistical methods: . e o on DU

o --,S‘ia‘ti's'i_iégi-deséripiivé'inéaSurés,‘épCh"as'mc'arifand standard deviation, in order
) ch;afactériié.':the'f_-charaétcris;ics'of the - research. samplé. and- 1o analyze
“samiple" resporises fo the fesearch variables. B T

- Sitmple and jMﬁltip]e'regrEssion'a__nc_l comelation analysis: To identify the nature
‘and-strength of ‘the: relationship’ between the research variables, simple and
-multiplé correlation’ and “regréssion ~analysis. was -used. Often. .these ‘two
methods are 'hséd-tdg'eﬂgej'_for the:purpose of revealing:the type and strength-of -
the relationship between the dependent variable:and the.independent variables;
and. the researcher relied on ther for testing the first and second hypothesis,

- The researcher relied on a set.of s_cientifié,_tésts to test research hypotheses,
sich-as T: Test, arid F. Test accomp:anyirig Simplé regression analysis, in order
to verify the level of sratj__sli;él 'signific'anvcer of strength of the relationship
between research viriables, and 1o test the validity. of error of the research

- hypotheses. S ' :

£ T el stady el

uscrs of mobile phone network services under invéstigatiort and reporting the results

of this field study in order to answer the rescarch questions,

The main purpose of this chapter is analyzing the data that has been collected from the

and validity of the uestionnaire, -

10.]- The reliabili _ o
To verif_y'-tiie reliability and \'{alidjty- of -the. survey content, the degree of internal
consistency beiwéen items.and the extent of the scale's ability to aceurately ‘measire
what is supposed to be measured has been evaluated asfollows: - - - '
10.1.1- ‘Reliability of Measures: Reliability analysis_ was conducted to
‘investigate " the *internal consistericy . f - the - questionnaire. The internal
' . consistency reliability means the extent to which there is cohesiveness. among
' the" questionnaire’s iteins that has been used in the field study’ (Hair et al.,

2000% -0 STV IO
AR S . Table (6) T
- Coefficient of reliability and Validity of scales -
S . Firstsel b Second set C
1 | Cronbach's Nuinber- -| - Cronbith's }. Number ﬂélzg.: d
;gm U Alpha ~ofitems . { . -Alpha  _} ofitems o
[ User gencrated centent "UGC™ otz | 4 702 4"
|___Firm cremted conten “FCC”_ | 0732 e 0.732 . 4 -
[-Social Media Communications | 4713 7|8 0.713 i N
Brand awareness and” - ! 0806 ] Ty 0gs0 Py i)
associalions - . P . ‘ i §
-_-__Brand perceived quality | R T B 0.900 5 6
Brand loyalty [ oy |6 0.940) R - -
I . BrandEquity | 0.924 e 0.953% ~ 19§ Jitems |

D
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- Table (6} shows that the. value of Cronbachs Ajpha coeffrcwnt for Sncra] Medra,
f_.Connnumcattons (a) =0.713, and User- generated contcnt "UGC"{n) = 0. 702, aIsu N
*Firm created content e (0)=0.732, As value of Cronbachs ‘Alpha coefficient is
.. greater than 0 7, which indicates the stabrhty of Social Media Communications scale

Wnimmwi Thrahim,
Cilistiam £ dimmm.

o used in:the- study Also the value of Cronbach's Alpha coefficient (u) for Brand Equity

.=-0.924; 'But " inside the scale [here was ' two Items. (1tcm (number 9) for. Brand

S 'awareness & association - item (number 6) for Brand perceived quality): have an
Ttem- Total Correlatron coeffrc:ent Jess ‘than 0.30 so- the researcher delete them. ‘For
“that’ Brand Equrty {a). become 0:953, and Brand awareness ‘and associations (o) =

- 0.860, also Brand: percerved quality. (o) = - 0. 900, and Brand. loyalty (o) =.0.940. As
" value of Cronbach's Alphza coefﬁcrent is greater than0: 15 whlch mdlcates the stability

of Brand Equity. scaIe used i m tle research : : -

1012 Valrdlty of Measures.‘ Factor analysrs is one of ‘the | most effective
‘t'[dtmtca] methods in testmg the va]rdrty of the measures used '

: R, B Table(7) _
FactorAnalySts outputs far Vaha‘rty Assessment for Socral Medm Commurucatmns
. scale
" Seale Jtems _‘ ' 1 | 2

Firtn created content “FCC"

1._ 1 .am satrsf‘ ed wrth the companys socral medla cnmmun:catmns For' .0.153 | 0763

{brand{
The level of the company’s: soctul media Communications for rbrand} 0.352 || 0.685

meels my expectations.
The company's, sccra] medra commumcauons for -{brand} are- very | 0,136 |- 0.63_3'

[

[

: attraclive,

4.. The campany’s socral med;a commumeauons for {hland} perform 0.283 0.678
well, when. compared w:th ‘the -social medra communrcatmns of ather | ™ S

compames

User generated content "UGC"

5. I am satisfied wrth the. content generated an sncral media sites by ulher 0.716 .| 0.235

users about {brand}. .
6. . The level -of conlent generaled on social media srtes by other users_ .786 -] 0.241
about {hrand} meets my sxpectalions. : ) S
7... The conlent generaled on social mcdm siles hy olher users ahuul' 0.895 | 0.093

{brund} arevery atiezctive.”
18, This conent. generaled: on_sacial; media §ites by other users. aboul 0635 | 0.147
_{brand}. perlorm : well, “when compared with the social mcd:a i e
cnmmumcalrnm of ather coimpanies. -

Variance percentage %

44.65 | 2994

74,59

Accunlulutt\'cpcrtenta;,re% oo 44.65

The Results of factor ana]ysls related to socm! ‘media commumcanons scale
shows in-table (7) wluclh indicate that all lofldmg factors are more than 0.6 50
-all the statements’ in the questionnaire will be included. Also, thiere are two .
main factors e}.tracted from the analysis. The first factor is User ncnerated

v
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content "UGC" and explams 44.6% of total varidnce, the’ second factor is F]l‘l‘l‘l
~created content "FCC" and cxp]ams 29, 9% of total vanance b

o PR Table (8) .
F actarAnalys:s outputs for Valzd:ty Assessment for Brand E quzty scaie
- Scale Ttems. T 1 1T .2 .23
Brand awareness and nsvuciauons :
1. ~"When presented with'a list of brands from telecommunication - 1 i
-companies, 1 would choose for: {brand}. : : - 0434 0.660 -| 0.201
2. When think about whicli telecof mumcation brand 1o purchase, | ) A
{brand} definitely ¢omes'to min 0305 1 0.74%, 0_'232"
1.3, When Elhink about:which telecommumcatmn brand o purchase, e P
{ brand} definitely comes.to mind. firsL: 9?3?9 ’ 0??84 | o172
4, When L itink about which" lclecommumcauun beand o- Purchase : I .
.only {brand} comes 1o mind: o : I 0'?37 0030 i)
5. 1know where to. offer {hrand} service. - - : 0203 |:0737. ] 0.136
When'talking with athers. ghout ie]ecommumcatmn brands 1 | oose | 0640 | nass2

would definitely express my opinion about {brand}.

Some characteristics of {brand} come le my mind qu:ck]y 0,281 | 0.733 0.226

7
8. Tcan qmck]y recall the symbu] ar logo of {brand}. 0.038 0.605 0.065
Brand perceived quality
19 .I am sa!:sfled with 1he averall aualily of {brard}. 0.779 (1.236 0.139
10. 1 believe that {brand) is yery high reliable brand. 0810 1 0297 -1 0139
[ 11. Ybelieve Vodafone is of high qualily brand. 0.777 | 0355 .1 0.187
12. 1 betieve (hat quality of se,rwces pmv:ded oy {brand} is convenisnt | o 4og | 0104 | 0101
for the price. - .
13, The advernsemenl_s of {brarfd} make me believe that the brand is 0:860 0159 | 0298

of high qua[ny

Brand loyalgy

1 consider myself 10 be loyal 1o {orand}. 0.162 0.429 0,640

.| 14,
15. {brand} would be my first chaice. 0.177 0.428 0.627
16. -1 will pot buy other brands if {brand} is avaitable, 0.129 .| 0.357 0.634
| 17, Y wiiling tv say positive things about {brand} to others. 0.068 0,401 (L640 .
18. T Willing to encourage my-close Friends to buy {brand}. 0.079 456 (762
19. T will repurchase my févunte mobile. phane line of Vodafone agamr 0,131 043 | 0.748

in-the fulure

Variance percentage %

3391 | 23.60 | 1253
3391 | 5752 | 70.05

Accumulative percentage Ya

% The Resulfs of factor analysis related-tfo Brand equity scale shows in table (8)
- which indicate that all loadinig factors are more than 0.6'50 all the statements
in" the questtonnalre -will- be included. Also, there are three main factors
extracted from the analysis. The first factor is Braad- percezved quality ‘and

explams 33.9%: of total variance, the second factor is. Brand awareness and

assocmnons and explams 23.6% of total varmnce, and finally, the third factor

is Brand loyalty and exglains 12 59 of total variance

Accordingly, it is clear that the measures used in the current lesearch all lmve # high
degree of rehablhty and Validity. : :

Rt
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cqmpames . .
Su_cml_ Medla. Commuanications - . !

: o . Tabie (9) ‘
Descrwtwe anabrsxs of .S'ocud Meduz Commumcatcons varmbles :
Statements “Mean " | ‘Std. Devihtion
Firm created content "FCC" - . 4305 : 0 225_
1 lam satisfied with the company’s sovial media con{muhicatidné fdr"[bra'nd{ _5-“‘?0-‘_ v 0 o0
2. . The level of the cnmpany 5 socml malm Commumcaﬂons for { brand‘ meets 40727 | 0.964
.-myexpeclauuns R . ‘ . R e : - o
3 Th:: company 5 social media cnmmumcanons fur ’brand} are \'e:y altractive, - _'3‘842, . o 0.577
4. - The -company's social media communications for: [brand _perform_well, | - 4,307 ] . 0,467
____when compared wilh the social media communications of mher cnmpames . 3
S User penerated conten: "UGC" : . L3505 . 0,631
5. .Iam satisfied with thc contenl genera:ed on socml med:a sites by ulhr:r users : 3.8(}0. BN n.ész '
-about {brand}: . -
6. The.level of conlent generatzd on socna] medm sites by olher users abaul " 3.840 . 0.906
_{brand} meets my expectations. o
The. content generated on sacidf media sites, by other. users aboul {brand} ate | - 3,317 0.890 - -
very aliractive. - : : -
8. This content generaled on; social mcd1a siles by olher users aboul {brand}_ 3 0 62 o 935'
perform weli, when compared: with the sacial medm comraunications of ather | | ¥ . ’
3.905 ‘ 0331 i

» From' the descnptwe analys1s of Socxal Medxa Commumcatrons vanable in
table (9), it is clear to researcher that the level of customer perception about

_ Social Media Communications in general has reached a high level as the mean
for it was (3.9), with a standard deviation of (0.331). Also customer perception
about Firm created content "FCC" was very high level as the mean for it was
(4.3), with'a standard. deviation of (0. 225); Finally, User generated content
"uGe! become in high level according-to customers perception as the mean

for 1t was (3. 5) w;th a standard dev:atmn of (0.631).

i Tab[e (10)
Descrzptwe analysis of Brand Equiity variables
, Statements U : © - Mean | Std. Devi:_atinn
Brnnd nwnreness and awncmtmm 3668 0.67%
L When presented with & list of brands from lLlLUJmmUﬂlC«IUUI’] ’ 3095 |_ Lo07 ,
companies, T would chaose for {grand}. . - . .
2. "When ] think aboul which lclecommumcalmn br.mtl o purchase, | 3440 ( 0,955 © |
- {brind} definilely comes Lo ming; | ) L ‘
-3 "When I think aboul which lelccommumulmn hrmul lo purchase, f 3.3810) ( 1043 7
{brand} definitely comes o mind firsy; : ' o
2675 , Liy2 ‘

4. .When | thirk abou| which lclccununumcalmn bmnr.l lo Purt.hasc,
nnl\ {brand} comes 1o mind. S ;

1y
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5. - T kiiow where to offer {brand} service.. e i 3.982 © 0893
6.A_‘_;:When talking with others aboul ielecommunication brands, T would 3.820. 6.830
deﬁnile]y express my opinion about {brand}. - o : i - )
7. Some cliam_clariéliés__of {Ibr'gnd}' come 1o my mind quickly, . 3887 | - 0861 -
8. Tcan quickly rechi the symbiol ot fogo of {brand}. ' 4270 0783
- Brand perceived quality 3282 | 0855
49 Iam.sa_iiisfie_d.\i.rith the o.v;erall quality of [brami}. 3_'29“ 1,‘(_]2?'
10, 1 betieve that brand} is-very high refiable brand. 3187 | 1019
E 1. Ibeliéva Vodafong js of h:gh quality hram_i.. ) 3_.'330 n 1033
T12. Lbstieve that quality.of services provided by {brand} is convenien! - 3077 1 . 106D
. " for the price. o C ] S
- 13. .The adverlisemer_n_ts of {brand_}-_make me believe that the brand &s of 3.525 0.014
’ high guality. LT PRI o )
T - Brand foyalty 3.202 - 0.91%
14, 1 comsider mysel.f 16 be Joyal to {trand}. 333z 1639 .
15. {brand} would be my first choice. ' 3_‘262 1030
16, 1 will not buy other brands if {brand} is availeble. 3102 | 1076
17. Twilling to say positive. things abom.{brahd} to others. 2940 | 1. 1029
1181 Willing lo eﬁcoﬁrage my close Friends to buy {brénd}. 3242 1015 |
19. 1 will.repurchase my favorite mobile phone line of Vodafone agair 3335 . 1.098
" In the futore ) | : : - )
: 3419 . 0.737

Brand Equity

10.3- Hvpothesis Testing Results:
‘Following the researcher presents'thé mosl impic}_rfa
hypothesis test with an anatysis and di

into two main groups, !
' hypotheses. Before teéting_the. first two hypotlieses, t
analysis to-describe the nature of the relationship be

» From"the descriptive analysis of Brand Equity variable-in table (10), it is clear
10 résearcher that Customer perception.of Brand Equity reached a relatively
desirable level with an arithmetic mean of (3.4) with a standard deviation of
(0.737). While all of its dimensions were in a level between high-and relatively

 high, as their arithmetic mean _-fgéﬁhéd (3.6 & 3.2 £3.2), respectively.

'\_‘f.\“-' i

ni resufts of the research .
scussion of these results, and thiey were divided

each. of those was devoted to testing one of the two research
We resedrcher used correlation

tween variables, as follows: -

T2
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" Table (I]}
Carrelatzou Coeffi cients Matrix .
Variables : "FCC"' "UGC" p "SMC' |- "BA* “[-"BQ"- | "BL' | "BE"
1. Firm created contend "FCC" .~ |- 1- BB - - . ]
(2. User generated conten "UGCT | 0538 1 - 1 - ] .
3. Social Medfa Commnnicatmns 0604 | 09407 1
4. Brand awarcness and . : e “ wo |- .
,  assacialions . - : 0.561._: 0.623 . _‘.0._50.1: : -1 o
‘5. - Brand perceived quality 0104 . | 0555 | 04200 | 0698 ] 1 |-
6. Brand [oyalty 010 0.556" 04267 0764~ -0.8467' Sl
Brand. Equity : 0477 0596 | 0481 [-0.901" | 0.909" 0 948"

* It md:cates s1gmﬁcant at the level of statlstlcal ssgnlf'cance 0. 0001

Accordmg fo Table (11), there is a positive re!anonshlp between all- dlmEHSIOHS of
Social Mediz Communications, as well- as the' existence of 4 positive relationship
+ between all dimensions .of Brand Equity. The -results alsp showed ‘2. positive
- correlation - between all dlmensmns of Social Media Communlcanons ‘and all
:dlmensmns of Brand. Equity. It is evident from the -above that there is a relationship
between the variables and thus it 1s passible o test- the hypothesm nf the effect for

each of the three hypotheses

: A) First H} pnthesis Tcstmg ‘Results:.

The flrst main hypothesis discusses the extent 1mpact of ﬂrm created soc;al medm
communication on brand squity accordmg to customer's perception under study. This
states, “There 'is no significant impact ‘of fi irm-created - social media
commurication on- brand equify”, To test that hypothcsts, the ‘researcher used
Slmple Regression Analysis because of its ability to demonstrate the effect of an
independent variabie on a dcpJndent variablé, and the s1mp1e Tegression analysw test
was used at the Jevel of 5% % significance. The rcsearcher explains in Table (12) the
“results of simple regression analysis to éffect of the independent variable (firm-
created social medla commumcat:on) on brand equtty as a dependent’ vanable

Tab[e (1.2)

Results of simple regressmn aua{ysw for gl irm- created social medm commummtmn
. on brand equity

. D;::;;i?:t I Independent Variable ‘l B . _ T-Yahln 7 .‘ Sig,
_ ‘ (ctmsmm) ‘ . 2475 ] 4489 . [ 0‘.601
. Bl_-a_nd. cqui‘lyr Tirm-created social medin , 2 - 2368 . . U.GiT
’ : communu.ﬂlmn ; o .
| v ] F- Value = 35.432
’ ‘ RE=0.228 - " ‘ Sig;'u.nu o ]

Table (12} Shows that ‘there is a posmve s:gnlﬁcant effect of fjrm—creatcd social
media communication on Brand equity from customer's perception under study, as the
:egrewon coefﬁclen[ reached (0. ‘723} al, the level of significance 0.017, Wh:le F-

ys

23




Moftuped hrihism,

The impagi of social media britd compnivuiinn
N Lishanr Ef-ahanan,

O cnsiomer based hrand cenity,
value reached (35.432) with a significant level-of (0.012); which is less than (5%),
is valid to predict the values of the dependent variable (Brand

- that means the model

equity). : _

" As for the explanatory ability of this model; which shows the percentage of change in
“the: dependent variable. (Brand équity) due to the.change of the independént variable
* (firm-created social media ‘communication), it was found -that the determination
coefficient reached (0.228) and this means that the independent variable (firm-created

social media_commﬁnicati_on) ‘model explains an amount of (Only 22.8%) of the
change in the dependent variable (Brand equity). Accordingly, it is possible fo refuse

the first main hypothesis .of the study, which states that “There is no significant
_s'o'ciai_.media comminication on brand 'eqhity",_ and acécpt

impact of firm-created
the Null hypothésis. — _ :
To test the. first sub-‘hypothes_is‘ "There is no significant impact of firm-created
social media communication on brand awareness/ associations", the researcher
" used Simpie Regression Analysis because of its ability to demenstrate the effect of an
independent varigble op a dependent. variable, and the simple regression analysis test -
was used at the lsvel of 5% significance; The researcher explains in Table: (13) the
© results of s'impll_e' regression analysis to' effect. of the independent variable (firm-
" created - social medin ‘corﬁmuﬁication) on Brand awareness and associations as a
dependent variable B o
: o _ Table(13). ) :
Results of simple regression analysis for firm-created social media communication
.- on Brand awareness and associations '

Dependent - - | , o : . : ‘
L_ Variable . ‘Independeﬁt Variable ‘ B ‘ T-Yalue l . Sig -' ‘

P (Constanty - [ 2213 {4949 | o000 ]

Brand awareness o i _

and associations | firm-created sacial media 0.116 S2703 ] 0038 »

N : communicaleo . - o :

" R=O:S6L-: - -, ( F- Vaine = 29.334 . ‘
_R*=10.315 . Sig = 0.019 '

Results ia Table (13). Show that there is a positive sigﬁificant effect of firm-created
social media ‘commuinication on Brand awareness and associations from cuslomer's
' perception under study, as the Tegression coefficient reached (0.116) at the level of
significance 0,038, While F- value reached (29.334) ‘with -z significant- level . of
 (0.019), which is less than (5%), that means the model s valid to predict the Values of
the dependént variable (Bfand awareness and associations).
' As for the explanatory ability of this model, which shows the percentage of change in
rlie.-dépendent variable (_Breindlawarenﬁss and 'assuciations) due to the change of the
-indeperident variable (firm-created social media commugication), it was found thaf the
déte’fminatimj cdefﬁciént reached (0.315) and this means that the independent varizhle
{firin-created social media cbmmunica:ipn).mo_del explains an amount of (Oniy .
31.5%) of the clange in the dependent variable (Brand awareness and associations).

w0y
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- Accordingly, it is possible to refuse the. fxrst sub-hypothesis of the’ study, which:states
- that "There i s rio significant impact of firm-created social media commumcatlon ‘

~.en hrand awareness/associations”, and accept the Null hypothesis.

- To test the second sub:hypothesis "There.is no sngmfic“ﬁnt impact of firm-created’
- “social media communication cn perceived quality”, the researcher used Simple
Regression Analysis, Table (14) show: the results of simple: regression analysis to
- effect of the independent varable (firm-created soctal media commumcataon) on
Brand percewed quahty as & dependent variable - ' -
-Table (14}

i Results of szmple regressmn analysis for fi Sirm-created, sacuu’ medm commumcatwn
on Brand perceived: qualtty L

"D“;g:;i?:tr I.nd'e'pel.:den!_ Yariahle B . ?-Value 1 Sig.
(Constant) - 2,111 2584 0.010
Brand perceived ) ] . B } R ;
quatity firm-created social me@la om7 | 0768 | 0678
. eommunication. *-f - VTS e .
R oae 7~ Value = 4.058
= 0011 1 Sig = 0.167

. Table (14) Show that there is a positive non-significant effect of firm-created social
media communication on Brand perceived quality from customer’s perception under
study, as the regression coefficient reached (0.017) at the level of 51gn1f1cance 0.678.

~ While F- value reached (4 058) with a 51gn1f1cant level of {0.167), which is more than
(5%), that means the model is not valid to-predict the values of the dependent vanable

. {Brand percmvcd quality).

.Accordmg!y, it.is possible to accept the second sub- hypothesxs of the study, which
states that "There is no significant impact of firm-created social media
commumcatmn on percelved quality and refuse the NulI hypothes:s

To test the th:rd sub- hypothes:s "There i5 no significant -impact of ﬁrm-created
social media commumcatmn on Brand loyalty”, the’ resaarcher used ' Simple
-Regressmn Analysis. Table (15) show the resulis of simple Tegression analysis to
effect of the’ mdependenl variable (flrm created secxal medla communication) .on

Brand loyalty as an depcndent variable

Table (13)
Results af simple regresswn ana[ysrs for firm-created socm[ mcdaa commumcanon
Con Brand Ir)yal{y

Dependent ' . R ] .
" Variable ‘ IndependcntVaflal?le - B . 3 T\_/_nluc . Sig
o (Constunt} 1oume | 18] 0,048 -
B"f’"?? I"S.’ﬂ."}{- {irni-crealed social muh'n" |- wo 1 ().5_‘?_9' e (J.(ﬂ"2

. wmmumulmn N -
R=1. I(IZ ST ) : : F- Value = 2,91
CRP=ODIO T ] Sig =4.129

-

25




S Ch clislawmer ‘th'scrf‘lirtmdrmri!]

L The fmypster of sociel media brand commanications 50 Mohamed Thruhin,
Hishean $d=picam

- Table- (15) Shdw thaz ‘there is a posmve nnn-srgmfrcant effect nf frrm-created socral"
media communrcatron 0, Brand loyalty from customer's perceptton under’ study, as. -
- - the regressmn coeffrcrent reached @.014) at the level- of srgmftcance 0:672 While F-*
' value reachied (2 091) wrth 2 grgnrﬁcant level of (0.129), whieh is. more than. (5%),
that means. the rnodel is not valid to predtct ‘the values of the dependent varrable'

-(Brand loyalty) y o
Accorctrngly, it'is possrble to accept the second sub hypothesrs of the study, whrch‘

'.‘states that - "There is..mo - significant impact- of firm-created sncial medta__ ca

commumcatlon on brand onalty" and refuse the Null hypothesrs

It) Ser.ond vaotlresrs Tebtlng Resulte. -

The Second main. hypothesrs dlSCU‘tSGS the extent rmpact of user-generated socidl. -
media- cnmmumcatron ‘on brand equrty according to, customer's perceptron under "
study. This states, “'I'here is mo stgm[’ cant impact of user-generated social media

L cummumcatmn on brand equity". To test that hypothesis, the researcher used

Simple Regressron Analysrs because of ‘its ability to demonstrate the- effect of an

independent variable on 'a dependent variable, and the simple regression analysis test_

was used at the level of: 5% stgnrfrcance The researcher explams in Table (16) the

results of simple regression analysis to effect of the independent variable {user-

generated sncral media- communication) on brand equ1ty as a dependent variable.
. Table (16)

Results of srmple regressron analysis for user-generated sar:ra[ mert‘ta
. comminication on brand equity :

" Dependent. 3 SR B . ; ; P e
 Variahle - Independent .Vnrtnble B T-Yalue - Sig.

. _ (Constant) ~ - 1885 | G764 0.000
'B-rand”e_quity gl neer;genemtedeoelal med_:'a : .0.33.8 ' g '. -(l.UOt}‘
. . - communication r p

- R= 0,59 - ' -~ F- Value = 65.239
R’-ﬂsss IR S : Sig:ﬂ.(!ﬂt} :

Table (16) Show that there isa pusrtwe srgmfrcant effect of user-generated social
‘media’ commumcatrnn on Branll equity from customer's perception under study, as the
_ ,rearessmn coefficient- reachec[ {0.338) at the level of ‘;tgnrfrcance 0.000. Whiie E-
value teached (65. 239) with a significant level of (0.000), which is less than: (5%},
. that. ineans the model is vahd io predtct the ‘values of tite dependent varrable (Brand -

equtty) .
As for the explanatory abrltty ol this model, which shows the percentacre ol chdnne in

the dependent varmble (Brand equity)-due to the chrlnge of the rndependem variable -
(user-generated: social ‘media- eommumcatmn) it was found that the determination
“coefficient  reached (0 355) and this means lh(lt the mdependent vafiable (user-
: genierated social media communtctttron) model explarnt; an (ln'l()l.llll of (Only 33. 5%)
“of‘the.change in the dependem variable. (Brand equity). Accordmgly, it is possible to
refuqe the first main hypotltet;te of the- studv. which stales that' "There is no

e L %
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-signifi cant impact. of user-generated socml medm commumcatlon on brand
~equity", and accept the Nul] hypothes1s ' :

-To test the first sub—hypothasxs "There is no szgmf' icant lmpact of user: -generated
- social’ medm cnmmumcatwn on brand awareness/ . ﬂssnclatlons", the rescarcher
used Slmple chressmn Analys:s becausc of xts ability to demonstrate the effect of an -
. independent variable:on a dependent variable, and the simple regression analysis test
.was used at the level of 5% mgmficance The researcher explains in Table (17) the
results of simple. regress:on analysis (o effect of the. 1ndepcndem variable {user--
generated social media communication) on Brand awarcness and associations as 4
dependent variable . . ‘ o : :
: Table (1 7).

Resulls of simple regression andlysis for user-generated socwzi media '
_communication on and awareness and associdtions

D;E;’;iisi . Independext Variable B |7 TeValie [ Sig
{Constant). 2135 12,202 0000
Brand awafzness |- - T 1 ] ;
and associations user-generated_soc;al-medm 0389 go0d - | c.000
communicalioh . ) .
R=0.633 ‘ T T Value= 719,285
E'=0388 : Sig = 0.000

Results in Table (17) Show thal there is a positive significar{t effect of uger-gencrated
social media communication on Brand awareness and associations from customer's
perception under study, as the regression coefficient reached (0.389) at the level of
sxgmflcance 0.000, While- F- value reached (79.285) with a mgmﬁcant level of
(0.000), which is less than (5%), that-means the model is valid to predict the values of
the dependent variable (Brand awareness and associations).

As for the explanatory ability gf this. model, which shows the pcrcentage of chance in
the dependent variable (Brand awareness and associations) due to the change of the
mdependent variable (uscr-generatcd gocial media commumcauon}, it was found that
the determination coéfficient reached (0.388) and this.means that the mdependent
Varlable (user-generatcd social fiedia commiunication) model explains an amount of
(Only 38.8%) of the change in-the” dependent variable . (Brand: awareness and
.assocmnons) Accordingly, -it is poqmbic o refuse the first sub-hypothesis of the
study, which states that "There is no significant lmpact of-user-generated socxal_
"media communication on brand awareness/assoclatmnb , and dccepl the Null'
hypothess. S

To tesi the second sub—hypothems "There is'no mgmﬁcant lmpact of user-genel rated
social media communication on percelved quality ", the researcher used- Simple

Regression Analysis. ‘Table {18) show the restbts of simple. regression analysis lo
effect of the mdependent varjable (user- generdtcd social-media. commumcatlon) o

Brand perccwed quality as a dt;pendent variable

7
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SR : Table {1 8
Results af smzple regresszon anatys:s for user-geuemted sacml medaa
commumcatmn on and percewed qualuy T

e 'De'pen_dént - o S o
',*'Vl_il'_iﬂbl?‘_.'- lndependenl‘.Vanabie N ‘B - T-Valne .._.Sig:-.:

T (Coustant) | 1812 | 7888 | 0000

Brand percelw:d " " d - — o .
‘ ‘..user-generae sokia me ia 0219 : '6.502 | oon

quahty
E .comrnumc.anon ) _
R-USSS R _' R I‘-Value;_42.271 :
R‘ 0308 R Sig'-uano
i -

o .Table (18) Shuw that there isa posttlve s;gn:ﬁcant effect of user- genelated social -

.. media- commumcanon on Brand perceived quality from customer's perception under -
; study, as the. regresswn coefficient reached (0. 219) at the. level of significance 0.000.

~ ‘While F- value reached (42 271) with & significant level of (0.000), which is less than
(5%), that.means the modsl is valid to predlct the va]ues of the dependent vanablc

(Brand parcelved qualtty)

. As for thc cxplanatory ablhty of this rnodel whlch shows the percentage of change in- -
the depcndcnt variable (Brand perceived quahty) due to the change of the independent
fvanable (user-crenerated social media communicaiicn), it was found that the
" determination coefficient reached (0.308) and this means that the mdependenr variable -
(user-generated social media communication) mode] explains zn amount of (Only
'30.8%) of the change in the' dcpcndent variable (Brand perceived "quality).
_Accordmgiy, it is’ possible to refuse-the second sub-hypothesis of the study, which
_‘states that "There is no sugmf cant impact of user-generated soc:al media -
commumcatlon on perce:ved quailty and accept the Null hypothesis. -

To test the t}nrd sub- hypothes1s “There is no SIgmﬁcant impact of user-generated )

social - media- commumcatmn on Brand loyalty", the résearcher used Simple
Retrressmn -Analysis. Table (19). shows. the results. of sunple regression analysis to .
effect of the 1ndependent variable (user-gencrated soc;al medla commumcatlon) on
.- Brand onalty asd dependem vanable ' : S

‘ : “Table.(I 9)
Results af szmplc regression tmalyszs for user-genarated sociul media -
commumcat:an on brand equity . .

Dependent f plcion Variable | B | Tvawe | - Sig
Variable : : . : 4 :
' (Constant) =~ 1612 6533 | - 0000
. Brandoyalty " ugr-gencrated secial media | o2t | ss S,
‘ o ‘commuication ST - . i

o R= 0.556 F- Vulue = 42.859
Rz (309 . Sig = 0,400
Table (19) Show that there isa pos:twe swmﬁcan[ effect of user-generated qoch
medm commumcauon an Brand Toyalty' from cugfomer's perceplion under study, as.

i L
. 28 ¢




Mok med fhrahin,

The impact of social inedia brand commuicetions
e T Risham El-ghandm,

O costomer-Fased hmnzf eeiin.
the regrcssmn coefficient reached (0. 254) at the level of s1gn1f1cance 0.008 While F-
value reached (42 859). w1th & sngmflcant level of (. 000), which is less than (5%), -
that means the model is vahd to- predxct the va]ues of the dependcnl Vanable (Brand
: onalty) ‘ . : :

- As for the-explanatory ab1]1ty of this model whlch shows the percemage of change in

--the dependent variable (Brand loyalty) due to.the change of the independent variable :
_(user-gcneratcd social media . iommumcatlon) it-was- found :that the determmanon'
coefficient reached (0: 309) and this means that the mdependem variable (user-
generated social media commumcatmn) model explains. an amount of (Only 30.9%)

- of the change in the dependent variable (Brand ]oyalty) Accordmg]y, itis pos.51ble to
refiise the third sub-hypothesis, which states that. "There.i isno. sngmficant lmpact of
-user-generated social media commumcatlon on Brand loyaity", and accepi the

Null. hypothems

o Table2))
Summary of Hypotheses-testing Results -

Rejected

Thcre is e slgmﬁcam 1mpact of ﬁrm-crealed soc1a1 med.la communication on.brand
awareness/assoctanons . .

“Accepted

,There is o mgmf canl Impa ‘ﬁl'_xﬁ-crealbd_sociél-mer ¥

-quality, .
.There is no s:gmf feant 1mpacl uf f:rm—crealed sucxal medm communication on Brand ~ Accepted
- loyalty. . - :
There is no sngmf' icant lmpact nf user-generated socxal medla commumcahon on-  Rejected
bland eqmly. T s .
There is no significant impacl of user-g,cncrale(l sucml medm commumc.ahun on brand * Rejected
awareness/associalions. I o
There is no significanl Jmpacl cf user—genemtcd social mcd:d cummumcalmn on’ * - Rejected
- pcrcewed quality. .
quecxéd

~ There is no SIgmi:canl impucl of u%ur—&eneraled social media commummlmn on Brand
: loyally : : .
A
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. tt Ket Fmomm, and ﬂrsurwmn
- The: conceptual framework was based on. Brand Equtty Mode}'by Davrd Aakeu (1991)

e _and extended successfully in-the domain of online brand commumcataon Thra study - .
" 'was destgned fo check. the: tmpact of fzrrn generated social medta commumcatton and "~

user generated socral media. commumcatiort on brand equity e]ements In th:s study 7
“two main hypotheses and six sub—hypotheses were deve]oped and tested v

" "E:The field study revealed 2 number of key fmdmgs In this part a bnef of those ' "

_ 11 1- I'ht- f'rst maiil hgpothem' R -

‘The resuIt of testtng the frrst mam hypothesrs mdrcated that there isa posrttve.

i ”"_-srgntfrcant 1mpact of firm, created socral medra communication on brand- equtty from-

- customers’ peroepnon under: this study That means when customers view contents '
credted by, flrms on social media platforms, they are 1mpacted by those coritents and

' shape the brand i rmage in their minds.

Emergmg from thrs main hypothests, three sub-hypotheses have been tested:

"% The result of testmg the first sub-hypothesis indicated that there is a positlve -
. significant impact: of firm created social media communication on brand
awareness and associations from customers’ perception under . this -study.
Which indicate that customer’ brand awareness and ‘associations have. been
impacted by vie_wing the contents created by firms on sociat medi'a platforma. '

-3 The result of testtng the second sub-hypotheals indicated that there is. a
positive, non—stgmftcant impact of firm created sacial media communication on
brand percetved quahty from customers’ perception.under this study. Which
~refer-to there s no_significant 1mpact of the content created- by firms on
customers’ opinion on the brand perceived quality because they consider FCC

is & sort of advertrsmg and focuses only.on the main forces and advantages of -
the brand and | 1gnore<; its. weaknesses and dlsadvantages ' :

. The résult of testing the th'i'rd sub-hypothesis indicated that there is 2 positive
L 'non s:gmftcant impact of firm creited social media communication on brand
. [oyatty froin"clistomers’ perception under this study. Which refer to there is no
"511,ntf cant impact of the.content created by-firms on customers’ brand loyalty

because they consider FCC focuses -oaly on - introduce - their - brand - to

: customerq but the brantl loyalty. represent the: ratlonal outcome of actual asing.

‘_'-t?'

: or dealtng wrth the brand

These fmdmgs Are conw;tent to soms edrher studies., Accordmg to Se hl\tilRI\t &
© Dabroiski. 20i4) found thdt firm created contents positively influence only brand
awdreness ‘and - aqqocmtroo, but has no mfluenee on percetved qua{tty ~and brand

_ loy.tlty

| i
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On the contrary of that results, (Khuditm, Zufar and Younis, 2014) measure the impact
_of company created content on overall brand equity and found a positive influence of |
company created contents. on ‘all brand equity dinmensions. (Hermarén & Achyar,
2018) also found that lhere 1a a positive influence of firm Lreared contenls on all brand

equity d:menqmns

112 The second main- hmothesis:

. The result of testing the second main ‘hypothesis indicated that there is a positive
significant impact of user. generated social media communication on- brand. equity
from customers’ perception under this study. That means when_customiers :view
contents created by other users on social media platforms, they are sirongly Jmpacted
by thiose contents and shape the brand image in their minds. ‘

Emerging from this main hypothems three sub-hypotheses have been tested:

» The result of testing the first sub-hypothesis indicated that there is a positive

significant impact of user generated social media communication on brand

~awareness and associations from. customers’ perception under. this study.

Which 1nd1cate that customer' brand awareness-and associalions have been

impacted by viewing the contents created by other actual users on social media

- platforms. Also they form a genetal impression of the brand based on those
contents created by other users and trust them, :

» The result of testing the second sub-hypothesis indicated that there is a
positive significant impact of user generated social media communication on.
brand percéived quality from customers’ perception under this study, Which

- 1efer to there is a strong significant impact of the content created by users on
customers’ brand perceived quality because customers beligve. that UGC
“reflects the actual reality of the brand, as actual customers express their own
'opi_nicm about the product or service in a neutral manner, away from the
cormpany's interference or control after their actual brand using . So customer

 trust on this type of content on judging on the brand guality. :

The result of testing the third sub-hypothesis indicated that there is a positive
significant impact of wser generated social media communication on- brand
loyalty from-customers’ perceptior: under this study. This is due to customers’
trust. on -the user-gemerated -content and. depends on it to make a first
"impression &nd collect some information about the brand and its quality before
purchasing or dealing with it. Based on that, if the customer gets positive first
impressions about the brand and its quality through user generated social
media communication,' then this customer will transform from a potentiai
customer into an actual customer. Then, if the authenticity of the contents
"generated by users were proven by maiched with the actual customer usage,
the customer feels completely satisfied and has become loya! to that brand,

"y

v
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_ Thes_c‘_ findings_arc consistent to some earkier stadies. According to (Schivinski and °
Pabrowski, 20114). user generated contents positively influence on ‘brand association,
- brarid awareness, perceived quality and brand loyalty. ‘(Khadim. Zafar and Younis,
. 2014} also measure the impact of user generated social media communication on
- overall brand equity and found a positive influence of user generated social media
communication on brand awareness /associations, pcrcmvcd quality and brand loyalty.
* On the contrary of that results, (Hermaren & Achyar, 2018) found that user-gencrated
. content has significant effect.onty on brand awareness / assaciation, but has no. effect

' ‘on perceived quality and brand loyalty
1L 3- D!qcusqmﬂ the impact af‘ "FCC‘” VS “UIGC” on *C BBE"

i terms of dlffercntlatmg the- impacts of content created by the firm:versus content
generatcd by users through social media activities on customer based brand equity, the
researcher tested the hypotheses and examined the impact of social media
communication on CBBE and found  that firm-created social media brand
. communication influences only brand -awarenessfassociations {fi 0.116). Despite the
growing expenditures in social media ‘marketing, consumers are ‘reluctant. to
- - internalize the value thal firms are creating because custofners see this social media
" content as an advcrnscment created by the company and. present only the advantages
of the brand and hidden its disadvantages and have all control over such contents. '
Thus this content pesitively affects only brand awareness and associations. Also this,
+type of social media communication showed not to directly-influence brand loyalty
and perceived quality, In conirast, user-generated social media brand communication
- positively influences brand ayareness/associations (§ 0.389}, perceived quality P
(1219) and brand loyalty (B 0.234). The positive - evaluation of this type - of
communication is captured by customers to be trustworthy and reliable. This. trust is
due to the customers' realization that this type of social media content stems from an
‘ actual customer who dealt with the service and realized its " advantages and
‘disadvantages in an actual and realistic way, That was consistent with- the study's
results as the study’s results demonstrate that consumers rely heavily on the- opinions -
of family, friends, and other users regarding quality of the services provide'd' by these '
firms. Another relevant aspect of these findings is the source of credibility. The
distinction - between firm-created content and - user-generdted content reveals that
consumers consciously.differentiate between these sources af_lnformanon

-The prcqent qtudy has rcvealed a number of managena] implications as wc][ as future
. Tesearch opportunities. Based on the findings of the study; this section: prowdeq both
'recommenddtmns for manageri!t[ practice and future rcqedrch rccommenddtmm

¥ Recammendatra.'zs for managerial practice:
Based upon the study’s findings, practilioners belonging to the mobile network

provider industry should take some actions.” Because customers buy mostly medium-
and- long-term services in. this market, user generaled content (UGC) has a distinct
mle in how they perccwc and evaluate brand equity, Here, Marketers.should focus on
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encouraging customers {0 create good brand-related social media content. Managers
may establish a” strong brand/company image by providing good and interesting
information about the brand on social media. The benefits that a mobile network
provider brand provides to its consumers, as well as communication strategies that
boost the consumer's engagement in the creation of brand-related content, should be
emphasmcd Additionally, matketers should stimulate UGC by promotmg exclusive
SNS campaigns (free charging cards, free calling minutes, free megabytes for internet
.. efc.) that require customers to directly deal with the brand fan page arid other -
customers. Also social media commumcattons marketlng managers tend to stay
connected with their loyal consumers. That helps them (marketers) to learn more
about consumers’ perception and attitude towards-their brand-and services. - .
In qummary, social media pIatfurms provide unlimited ways for consumers to
interact, express, share and create content abotit brands and products, Thus, the joint -
implementation of firm-created . and user-generated. social media  brand
communication. offer numerous opportunities for increasing brand equity metrics.
Brand managers should incorporate social media brand communication as part of their
marketing communication ageﬁda. Practitioners must recognize that Social network
sites are an essential aspect of the Internet, and many consumers use them in their
daily Toutines. Social network- sites -offer firms the opportunity to engage with
consumers and even to inflysnce their conversations. Furthermore, practitioners

should integrate the findings of this study into the:r social media strategies to enhance
" 'the performance of their brands., -

»  Recommendations for futyre research
~ The researchet suggested the following pomtes to be subject for future stud1es
- The present study was conducted in Egypt; consequently, Future research in
this field should be conducted in different countr:es o a produce a stronger
vahdatlon and generallzatlon of the findings. :
‘The present stody was applied on telecommunication mdustry, consequently, :
broader range of industries should be examined in future studies. This type of -
" research would give an indication of how consumers perceive brands of
dlffcrent industries in social media platforms.
The present study exammed the social media communications using Facebool.-
 platform, therefor future research can measure the influence of social media’
communication on sevelal other social media platforms. :
Th]S study was quantitative in nature as. the reee’archar _used survey
questtonnmre method to collect the data. Other mcthod‘; such as focus’ group
discussions and interviews can also be used in future researches which can’
give more detaJIed res;)onsct; “of custnmers and tmore msnght‘; r:bout 1he'
phenomenon - ' : : :
Futyre research could dlSO beneflt from the 1mplement¢1t10n of other customer’
. based brand equity framewori\ other than David Aakel (1991) brand equity

framework .
| -u"f.
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