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How Social Commerce Communication
can support Brand Loyalty

An Analysis of Nike's Efforts in Facebook Community Management

Authors Stefanie Nusser, Irene Mahle & Jens U. Patzmann

ZUSAMMENFASSUNG

Dieser Artikel befasst sich mit Social Commerce, der Fusion von E-Commerce und Social Media. Kurz ge-
sagt: Social Commerce verkniipft Kunden dort, wo sie einkaufen und hilft Menschen dort zu kaufen, wo
sie vernetzt sind. Durch beide Richtungen, Menschen zu binden, entsteht eine Community und dariiber
hinaus gibt es besondere Beziehungen innerhalb der Gruppe. Daher ist dieser Artikel sowohl eine theore-
tische Diskussion iiber den Aufbau von Markenloyalitédt in Social Commerce-Foren und, um Praxisbezug
herzustellen, eine Untersuchung, wie gut Nike darin ist, diese in seinem Social Commerce zu implementie-
ren. Ausgehend von der Hypothese, dass Markenforen die Markentreue erh6hen, wird die Kommunikation
der Social Commerce Community von der Nike + Fuelband Deutschland Facebook Fanseite in Bezug auf
ihren Nutzen, um die Loyalitdt der Marke Nike zu fordern, griindlich analysiert. Zusatzlich wird sich die
Analyse auf die Beziehungen innerhalb des Forums stiitzen. Nike kommuniziert Social Commerce iiber

acht Wege, die einen positiven Einfluss auf die Markentreue der Kunden haben. Die acht inhaltlichen

Kategorien von Nike + Fuelband Deutschland, in denen die Community motiviert wird, aktiver zu leben,

erfiillen die Anforderungen aller BCQ-Indexfaktoren. Folglich unterstiitzt Nike die Beziehungen zwischen

den Kunden, der Marke und innerhalb der ganzen Community.

With the establishment of the Internet in the last
decades, E-Commerce has become very important
for companies. In 2013, 68% of the sold goods and
services in Germany have been vended through E-
Commerce (Statista 2014). But not only E-Commerce
rises in the World Wide Web, Social Media has also
become very widespread. About two million people

worldwide are using Social Media platforms such as

Facebook, Twitter or Instagram every day (Statista
Dossier 2014). By having a closer look on online
shops, it is noticeable that they have linked their
shops with their own Social Media platforms in order
to be able to communicate with their customers. The
interlocking of E-Commerce activities and Social Me-
dia is called Social Commerce (Curty & Zhang 2011,

p- 1.
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Through Social Commerce, costumers are able to
communicate with each other. They are able to
evaluate products, give advises and are integrated in
the selling process but they can also share bad ex-
periences that could harm a brand (Marsden 2010,
p- 2). In order to avoid negative influences of Social
Commerce, guidelines have to exist in order to use it

successfully regarding the brand.

In terms of research, Social Commerce is an arising
sensation encouraged by the Web 2.0 (Curty & Zhang
2011, p. 1). Regarding to Marsden (2010, p. 2) a two-
way strategy is possible, either via connecting cus-

tomers at the online shop itself or on Social Media.

Concerning brand loyalty, no common research
model has been conducted to examine the successful
influence of Social Commerce on brand loyalty and
there is no widespread scientific scale measurement
detectable. However, there are some research papers
about brand communities where Social Commerce is
pertained to. Von Loewenfeld (2006, p.146) gener-
ated a relationship based Brand-Community-Quality
Index (in short BCQ Index) that has an impact on
brand loyalty (von Loewenfeld 2006, pp. 228-223).
The brand community model is not yet analysed in
the sector of Social Commerce. In this article, this gap
should be bridged.

As mentioned before, the scientific world has not
conducted a common research model to examine the
successful influence of Social Commerce on brand
loyalty. On the one hand, there are strategies for im-
plementing and evaluating Social Commerce and on
the other hand, there are models for examining brand
communities. Therefore the goal is to figure out if the
customer centric model of Brand-Community-Quality
(von Loewenfeld 2006, p.146) could be applied on

Social Commerce.

Regarding the ranking of Interbrand the common
sportswear brand Nike is one of the best global brands
of the world in 2014. Therefore the innovative brand
leader has been chosen for this paper’s examination

(Interbrand 2014). Concerning Social Commerce,

Nike has implemented several Social Media channels
to their online shop where the most common one is
Facebook with over 22 million fans (Facebook Nike
2014). Additionally, Facebook-Likes have the third
highest influence factor on the turnover of online
shops after product evaluation and recommendations
to buy (Internet World Business 2014, p.28). There-
fore the analyses will focus on the Social Commerce
communication on Nike+’s FuelBand Germany fan

page on Facebook of the last year.

The outcome of this article should answer the ques-
tion if Nike’s ways of communicating on Social Com-
merce have a positive impact on the brand loyalty.
This goal leads to the research question: Is the Social
Commerce communication of Nike via Facebook use-

ful to boost brand loyalty?

E-Commerce + Social Media =
Social Commerce

Social Commerce became an arising sensation en-
couraged by the Web 2.0 (Curty & Zhang 2011, p.
1). All in all, customers and companies could benefit
from the social interaction in the Social Commerce
community through recommendations and shared ex-
periences (Curty & Zhang 2011, p. 1). Before Social
Commerce can be explained, its two component parts
have to be defined.

The first component is the electronic commerce, also
known as E-Commerce. According to Laudon and
Traver (2011, p. 47) E-Commerce is defined as the
use of the Internet for digitally business transactions
between and among organizations and individuals
where value (e.g. money) is exchanged in return for

products and services.

The second component of Social Commerce is Social
Media. Regarding Kaplan and Haenlein, Social Me-
dia is an online community platform such as Face-
book where social interaction and user contribution
such as sharing knowledge and opinions between
registered people is encouraged (Kaplan & Haenlein,
2010, p. 61 / Chaney & Marsden 2013, p. VIII).
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Finally, the fusion of E-Commerce and Social Media
is Social Commerce. It is the implementation of the
concept of word-of-mouth into E-Commerce as you

can see in figure 1.

Social Commerce is using the communities’ interac-
tion and user contribution for increasing the online
purchase experience and therefore the consumption
rises (Marsden 2010, p. 4). In short, the big five so-
cial media channels YouTube, Pinterest, Twitter,
Facebook and LinkedIn are used to sell through so-
cial communities (Chaney & Marsden 2013, p. IX).
According to the expert Paul Marsden (2010, p. 2),
Social Commerce could be defined as “helping people
to connect where they buy and helping people buy
where they connect”. The advantages of both E-Com-
merce and Social Media are maintained and therefore

a new sales channel is created.

Social Media users who interact and communicate
with each other form an online community. The rela-
tionship between brands and communities and their
influence on brand loyalty will be defined in the fol-
lowing part through the Brand-Community-Quality
Index of Fabian von Loewenfeld (2006, p. 146).

Measuring Brand Loyalty:
The Brand-Community-Quality Index

All brand admirers who are sharing content via So-
cial Commerce are forming the brand community
(Muniz & O’Guinn 2001, p. 412). The core of the
brand community is the brand with the triad rela-
tionship between the brand, the customer and other
customers — namely the community — that is convers-

ing about the brand, a good or a service on an online

Social Social Media

Commerce

platform. The brand community triad is illustrated
in figure 2. A brand community consists of its en-
tities, which mean its members, their relationships
and their sharing of emotional or material resources
regarding the brand (Muniz & O’Guinn 2001, p. 81).
The goal of this relationship marketing is to gain,
maintain and to expand long-term customer relation-
ships (von Loewenfeld 2006, p. 274).

Summarized, a brand community is a punch of peo-
ple who are sharing information e.g. about the prod-
ucts that are available on a brand’s online shop or
its Facebook page. The connection of the online shop
and the Social Media channel is called Social Com-
merce and the community who is talking about the

brand is a brand community.

Before going to introduce the brand community
measurement model for brand loyalty, it is crucial
to define what brand loyalty is. However, this arti-
cle will focus on one definition of Jacoby and Chest-
nut, who define brand loyalty as “the biased (i.e.,
non-random), behavioural response (i.e., purchase),
expressed over time, by some decision-making-unit,
with respect to one or more alternative brands out of
a set of such brands, and is a function of psychologi-
cal (decision-making, evaluative) processes” (1978,
pp- 80-81). The following Brand-Community-Quality
Index defines how the communication content can be

analysed.

Social Commerce Definition
Own representation based on Marsden 2010, p. 4

Figure 1:
Source:

Figure 2:
Source:

Brand community triad
Own representation based on Muniz & O’Guinn 2001, p. 418
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Based on those models, Fabian von Loewenfeld has
generated a Brand-Community-Quality Index (in
short BCQ Index) for measuring the brand commu-
nity quality with three dimensions consisting of the
three relationships of the customer with the brand,
with another customer and with the community (von
Loewenfeld 2006, p. 146). The customer stands in the
core of the model as you can see in figure 3.

The three relationship dimensions that have an impact
on the BCQ Index are subdivided in special factors. In
order to be able to use the measurement criteria of
the three dimensions as an analytical framework they
have to be defined clearly.

The first dimension of the relationship of a customer
with the brand is broken down in the enduring brand
involvement, the identification with the brand and
in the brand — customer interaction (von Loewenfeld
2006, p. 146). In the following the three factors will
be defined:

* The enduring brand involvement is the everlast-
ing personal relevance and the constant interest
of a customer regarding the brand independent of
buying situations (Richins & Bloch, 1986, pp. 280-
282). Furthermore, it is the willingness to spread
content about the brand. In addition, the brand’s
emotional force of attraction and activation poten-
tial is crucial (Kapferer & Laurent 1993, p. 349-
350).

+ The brand identification reflects the wish of con-
firming the self-perception within the brand
(Eggert 1999, p. 97). This means a convergence
between the brand values and the ones of the in-
dividuals (Morgan 2000, p. 69). Furthermore, the
brand has to stand out opposite the competition
and last but not least the brand should have a good
prestige identity and the emotional connection to
the brand must exist (von Loewenfeld 2006, pp.
148-149).

+ The last factor is the brand - customer interaction,
the interplay between the brand personality and

Brand

Community
Quality Index

)

—

)
Brand
Identification

Enduring Brand
Involvement

)

i ; Relationship
C Siﬁﬂ?fgfand Customer —
) Customer

Relationship
Customer —
Communlty

|

Customer -
Customer
Interaction

Fulfillment
of Needs

High Influence

. Medium Influence

Social Identity

. Low Influence

Figure 3:
Source:

Brand - Community - Quality Index
Own representation based on von Loewenfeld 2006, p.274
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the human being. It has to be taken special care to-
wards the intimacy between the customer and the
brand because it is the basis of trust (von Loewen-
feld 2006, pp. 149-151). Showing intimacy means
to give the customer the feeling that the brand
knows him personally and that a personal relation-
ship exists (Blackston 2000, p. 104).

Moreover, the relationship of a customer with an-
other customer composes the second dimension (von
Loewenfeld 2006, p. 151):

+ The Customer — customer interaction refers to the
possibility of interaction and a high level of using
it (von Loewenfeld 2006, p. 152). Moreover, will-
ingness for use is essential.

« Commonness is divided into two parts. Firstly,
the community members should have an intrinsic
connection in order to share similar interest and
needs. Secondly, it is helpful if the customers have
shared rituals and traditions in order to commu-
nicate about common topics regarding the brand
(von Loewenfeld 2006, p. 152).

 The criteria friendship and support deal with car-
ing and sharing within the community (Kozinets
2002, p. 21) through sharing information, recom-
mendation and time. This creates emotional safe-
ness and supports members by solving their prob-
lems (von Loewenfeld 2006, p. 154).

The last dimension consists of the relationship be-
tween a customer and the whole community (von
Loewenfeld 2006, p. 155):

 Social identity is the identification of a member
with the whole community. Consequently, it refers
to the sense of belonging to the community, the
personal value of belonging to the group and lastly
the emotional significance of the membership (von
Loewenfeld 2006, p. 155).

« The factor fulfillment of needs is necessary because
the interest of the members has to be fulfilled in
order to tie them to the brand community just as
through reinforces. A basic similar character of the

customers and their needs, is essential. For the ful-

fillment of functional and individual needs inter-
esting content, appealing activities or events, suc-
cess and entertainment value has to be guaranteed
(von Loewenfeld 2006, p.155).

+ Influence could be seen via two sites. On the one
hand, the individual should be able to influence
the content via participating in the community
through designing or activities and on the other
hand the community should influence the individ-
uals as well (von Loewenfeld 2006, p.159).

Regarding the definitions of the BCQ Index factors,
it is detectable that some are closely related to each
other and therefore the factors however have a dif-
ferent degree of importance regarding the influence
on brand loyalty (von Loewenfeld 2006, p. 273). Von
Loewenfeld has established the following three de-
grees of importance through different studies and has
matched the BCQ-relationships to it:

+ Relationship with high influence: support of cos-
tumer; brand-customer interaction

+ Relationship with a medium influence: enduring
brand involvement; brand identification; fulfill-
ment of needs; commonness; social identity

 Relationship with a low influence: friendship; in-

fluence

Von Loewenfelds’ BCQ Index has an impact on both
the brand loyalty and on the recommendation behav-
iour inside the community via the influence factors
product quality, customer satisfaction and brand trust
which is proven through his studies (von Loewenfeld
2006, p. 268).

Several additional brand community researches have
detected that one of the main functions, maybe even
the most important one, of a brand community is to
convert customers to be loyal to the brand (Muniz
& O’Guinn, 2001; McAlexander & Schouten, 1998;
McAlexander et al., 2002; Schau et al., 2009; Zhou
et al., in press). In the scientific study of Michel La-
roche et al. (2012) it is examined how social media
affects brand loyalty. On the basis of the customer

centric model of brand community (McAlexander et
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al. 2002, p. 39), they have investigated if the custo-
mer’s relationships to products, brands, companies
and other customers influence brand trust and finally
brand loyalty. The results of the study have verified
that brand communities based on social media chan-
nels provide a positive influence on brand trust and
create an enhanced brand loyalty through the custo-
mer’s close connections in the brand community (La-
roche et al. 2012). Furthermore, it has been surveyed
in many papers that brand trust has an intense influ-
ence on brand loyalty and it is well sustained that
this impact is correct (Chaudhuri & Holbrook, 2001;
Harris & Goode, 2004; Zhou et al., 2011). Through
the results of those different scientific papers it could
be argued that brand communities in Social Media
channels boost brand loyalty through the enhance-

ment of brand trust.

The BCQ Index is not yet analysed in the sector of So-
cial Commerce, but regarding all those study results
it is advisable to use it in the following framework in
order to examine if Social Commerce has a positive

influence on brand loyalty.

Analysis of Nike’s Social
Commerce Activities

Nike is the world’s leading supplier and manufac-
turer of sport equipment such as athletic shoes and
sport clothing (Interbrand 2014). When it comes to

athletic clothing, Nike has become one of the strong-

est brands worldwide (Statista 2013), equipping the
leading athletes. But, how does Nike implement So-

cial Commerce in its daily business?

The Nike FuelBand was launched in January 2012. It
is a wristband that tracks physical activities, gained
energy output, burned calories and taken steps
(Piskorski & Johnson 2013, p. 1). This tracked infor-
mation is integrated into the Nike + online commu-
nity and smartphone App in order to give consum-
ers the opportunity to set their fitness goals, monitor
their progress and to compare themselves with other
community members. The tracked activities are get-
ting translated into points, which could be used to
achieve an aim, to share activities with friends and to
fight against others in competition (Piskorski & John-
son 2013, p. 1). This interactive product is not only
used to enable consumers to interact in the commu-
nity, but also Nike + is used to foster Nike’s relation-
ship with the consumers through direct interaction
(Piskorski & Johnson 2013, p. 1). Nike uses Social
Commerce for gaining, maintaining and expanding
long term relationships with their customers (von
Loewenfeld 2006, p.274).

Nike has a great success in becoming a data-driven
and customer-centric brand through its Social Com-
merce (Interbrand 2014). Therefore the following
analysis of the BCQ Index will focus on the Social
Commerce communication of the Nike+ FuelBand

Germany Facebook fan page of the last year.

Relationship
Customer < Brand

Relationship
Customer <
Customer

Relationship

Customer <
Community

Brand Trust

—_

Brand Loyalty

Figure 4:
Source:

Building brand loyalty for Nike via the BCQ Index
Own representation based on Laroche et al. 2012, p. 80
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Examination of “Nike + FuelBand”
via the BCQ Index

The Nike + FuelBand Germany fan page on Facebook,
as part of Nike’s Social Commerce, has been chosen
to examine if its content has a positive influence on
Nike’s brand loyalty. The framework of the analysis

is shown in figure 4.

By having a closer look on the fan page, which has
303.529 fans (Facebook Nike + FuelBand 2014), it is
detectable that the shown content can be divided into
eight categories formed by hash tags, namely “chal-
lenge”, “crew” and “we owe the night” that deal with
forming teams and get in competition, “fuel check”,
“NikeFuel”, “just do it” and “Nike women” that are
motivation posts for getting more active and sharing
the achieved Fuel points. The last factor “product”

shares new information about new goods.

Through using the three relationships of the BCQ In-
dex, which are illustrated in figure 4, these eight con-
tent types will be explored. The analysis is based on
the content that has been released in the year 2014,
which contains 186 posts of Nike.

The first dimension is the customer — brand relation-
ship. First of all, the Nike+ FuelBand case has an
enduring brand involvement because the brand ac-
tivates the customers interests in the brand and acti-
vates all consumers to be more active in their daily

lives. Across all content categories the consumer gets

activated not only to be more active such as through

Nike+ FuelBand Germany Facebook fan page Customer-Brand

Relationship

request challenges, but also to correspond with the
whole community just as through asking how many
NikeFuel points have been gained yet. All content
types motivate the individuals to be more active. They
speak to the customer individually, which applies to
the customer — brand interaction. It is an interaction
between the brand and the consumer, in other words
a relationship exists. Over the 186 played contents
the brand - customer interaction amounted 8007
likes, 2280 comments and the content was shared 895
times. It has to be mentioned that Nike tries to com-
ment each customer entry which increases the inter-
action. Furthermore, all eight categories pay into the
brand identification, which reflects the self-percep-
tion within the brand and an emotional connection
such as the question where you wear your wristband.
Especially the content about “product” is essential for
the customer — brand interaction because it informs
the consumers about the newest products, technolo-
gies and shops. With the direct link to the online shop
it uses Social Commerce in order to simplify the pur-
chase. All in all, the customer — brand relationship is
ensured on the Nike+ FuelBand Germany Facebook
fan page.

The second dimension is the customer — customer re-
lationship. Firstly, the customer — customer interac-
tion is guaranteed through the possibility of answer-
ing comments with an average of 12 comments of
each published content. The most commented con-
tent categories are “fuel check” with 23 and Nike-
Fuel with round about 12 statements. All fans of the

Nike + FuelBand fan page have a commonness be-

Customer-Customer Relationship Customer-Community Relationship

g 2 w_§ 2 §5 55 8 - = g
< c (7] d @ fo i) G o
g 9 g ETE I8 EE EEE £ £§ ®mf 3 g
~ £ = ] ) B o £ 7]
= 38> s 2g g £ T a 85 = S
Z £ £ 255 o E 28 b2g £ <3 a5 = =
S S Wz g SE JJE : & = = g
5 o o &

challenge 9 1005 93 33 X X X X X X X X X
crew 7 233 73 2 X X X X X X X X X
fuelcheck 27 1048 628 24 X X X X X X X X X
justdoit 77 3400 748 789 X X X X X X X X X
NikeFuel 35 1201 417 17 X X X X X X X X X

Nike women 1 21 0 0 X X X X X X X
product 20 777 197 16 X X X X X
Weowethenight 10 322 124 14 X X X X X X X X X

Total 186 8007 2280 895

Table 1:

Source:  Own representation

Examination of Nike+ FuelBand Facebook page using BCQ Index
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cause all are interested in the Nike+ FuelBand and
most of them seem to own this wristband. The com-
munity has a common interest in being active and
they want to be motivated. This is proven through the
high respond on the groups “fuel check” and “Nike
fuel”. Through friendship & support the Nike + Fuel-
Band community wants to achieve their set practice
objectives. On the one hand it is achieved through
proclaimed challenges and on the other hand the call
for forming crews establishes friendship and support.
Both, challenges and crews enable the community
members to improve their activeness. They care for
each other and weaker members go along with the
stronger athletes. Only the group ”products” do affect
the customer — customer relationship in a way of just
speaking about a product and not on the whole activ-

ity motivation part.

The customer — community relationship is the third
and last dimension. The factor social identity is very
important because a human being wants to belong
to a group (von Loewenfeld 2006, p. 155). All fans
of the Nike+ FuelBand fan page belong to the com-
munity and therefore have a sense of belonging to
the group. Through pushing the like button on the
Facebook fan page, the individual user gets trans-
formed into a member. Besides, the factor fulfillment
of needs is realized because the community’s interest
is achieved. Through all content categories the mem-
bers get informed and animated for living an active
life. Furthermore, if a consumer asks something in
the community, he or she gets responses from Nike it-
self and from other community members. In addition,
appealing activities and events are presented for par-
ticipating through the content groups “challenges”,
“crew” and “we owe the night”. Therefore the suc-
cess and entertainment value within the community
is guaranteed via all content categories. Last but not
least the factor influence is realized through the chal-
lenges and crews in which everyone tries to motivate
the others and each member supports the others in
a different way. Even through challenges, individu-
als can outgrow themselves through the pressure of
the wish to succeed. When it comes to comments for

checking NikeFuel points, the biggest respondents

rate appears under all categories because individu-
als are influencing each other in their challenges. In
whole, all three factors of the customer — consumer

relationship are fulfilled as well.

To sum it up, table 1 provides an overview of the
examination. As the analysis proved, the certain con-
tent groups cover all relationships regarding the BCQ
Index this verifies that in case of Nike+ FuelBand
Social Commerce increases brand loyalty. Through
these relationships the customers are closer connect-
ed with the brand and furthermore the purchase cy-
cle experience can be boosted via the improved inter-
action created through the brand community within

Social Commerce.

Conclusion

This article has discussed both how to build brand
loyalty in Social Commerce in theory and how well

Nike is implementing it in its Social Commerce.

First of all, Nike’s Social Commerce provides several
possibilities for interacting with the customers and
enables them to communicate with each other. Social
Media channels can be used in order to build brand
communities for supporting each other and interact-
ing more in detail. Both Social Commerce strategies,
namely helping people to connect where they buy
and help people buy where they connect, are provid-
ed by Nike and the advantages of both E-Commerce

and Social Media are maintained.

According to the research question if the Social Com-
merce communication of Nike via Facebook is useful
to boost brand loyalty, this framework’s examination
has proven that the Social Commerce of Nike is very
useful for it. Regarding the examination with the BCQ
Index it can clearly be summarized that Nike’s eight
ways of communicating on Social Commerce have a
positive impact on the customers’ brand loyalty. The
eight different content categories of Nike + FuelBand
Germany, in which the community gets motivated
for living more actively, fulfil the requirements of all

BCQ Index factors. Hence, Nike supports the relation-
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ships between customers, the brand and the whole
community. Therefore, the manufacturer and sup-
plier of sport equipment and gear is leading in Social

Commerce and boosts its brand loyalty through it.

However, one limitation has to be pointed out. It
should be examined why the community members
do not use the opportunity of writing new posts on
the Facebook page because with an activation of this
missing point the customer and community relation-
ships could be further improved and therefore it

would boost the brand loyalty further.

To sum up, this article has proven successfully that
von Loewenfeld’s brand community model analyses
the effectiveness of Social Commerce communication
regarding brand loyalty. Therefore, its usefulness
for exploring the influence of Social Commerce on
brand loyalty is evidenced by the Nike+ FuelBand

Germany case.
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