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ABSTRACT

Social media has changed the way brands are managed by allowing organisations to build
interactive brand communities where it can promote consumer interactions and customer
recommendation. The paper discusses the correlation between the social media brand
community, consumer engagement, and customer advocacy and how they relate to the modern
management practice. This study will be qualitative and exploratory utilizing secondary
research and thematic analysis of the literature available. The results show that brand
communities promote the exchange of knowledge, social interaction, emotional attachment
and collaborative engagement that has the potential to support consumer relations and
promote positive electronic word-of-mouth. The importance of brand trust, perceived
authenticity, customer satisfaction and community identification are found as affecting the
development of customer advocacy. It also involves identifying the potential problems
including negative interaction with the communities, avoiding the brands, anti-brand activism
and reputational risk of ineffective community management that the analysis is done. These
conclusions indicate that consumer interaction does not necessarily enlist advocacy but the
measure of its success is the quality of the interactions and the trustworthiness of the brand
messages. As a manager, the organisation needs to focus on open communication, sensitive
community management and participation that is meaningful to consumers in order to have
sustainable customer relationships. The research would contribute to the strategic significance
of digital brand communities as well as the chances to open new empirical studies of consumer
engagement and advocacy on various social media platforms in the future.

Keywords: Brand Communities, Consumer Engagement, Customer Advocacy, Social Media,
Brand Trust

1. INTRODUCTION

The high rate of growth in social media has changed the
way organisations communicate with consumers,
administer brand relations and create competitive
advantage [1]. Social media sites designed to enable
businesses to build online brand communities include
Instagram, Facebook, Tik Tok, and Reddit where
consumers share experiences, opinions, and interact with
brands and other customers. Brand community has thus
been significant management tools in enhancing
consumer engagement, thus creating emotional bonds as
well as long term customer relations [2]. Unlike the
conventional marketing strategies where the main focus is
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placed on one-way conversations only, social media
groups enable interactive communications and active
participation of the consumers. Customer advocacy is a
valuable by-product of these interactions since engaged
customers can advocate brands voluntarily, positively
share experiences, take brands to the defense against
negative comments, and suggest other people to buy
brands. These behaviours can help in building brand
reputation, gaining new customers and also sustainability
of business performance [3]. Brand communities also
offer organisations a chance to know what consumers
prefer, to get feedback, to not only know what emerging
trends are in the market and furthermore to better their
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products and services. But such benefits do not just come
free. Adverse experiences of the consumer, a sense of
inauthenticity, poor brand reaction, and disharmony in
online communities can diminish consumer trust and
decrease advocacy intentions.

As a management concept, the evolution of the connection
among brand communities, consumer interactions and
customer advocacy is becoming an increasingly critical
issue in the modern digital market. Organisations have to
learn to formulate their community management
strategies in such a way that they promote meaning based
participation, keep it transparent, and ensure that they
develop a mutually advantageous relationship with the
consumers. Also, the contributed impact of social media
usage on customer advocacy might rely on the brand trust,
perceived value, customer satisfaction, and quality of
interaction in communities. This study examines the
concept of brand communities and advocacy in brand
management, paying attention to consumer engagement in
the era of social media. It analyses the possible effect of
involvement in online brand communities on the relations
between consumers and advocacy behaviour as
managerial opportunities and challenges related to digital
interaction are brought into view. The research will help
in further formulation of knowledge on how organisations
can leverage social media communities to align their
customer relationship, promote a positive word of mouth
about the brand, and build the brand through long-term
relationships.

RELATED WORKS

Social media has taken this community of brands to
another important platform of interacting with consumers,
building relationships, and becoming their advocates.
Recent research investigates the role of consumer
engagement, emotional attachment, shared identity, and
community participation to brand-related behaviours.
Nevertheless, current studies also mention the possible
adverse effects of community membership, which proves
that consumer advocacy is based on multidimensional
psychological and societal mechanisms. Gani et al. [15]
study online brand communities as the setting of hatred
and anti-brand activism and focus on emphasising
ideological imbalance and avoiding online brands. Their
study contributes to a good insight into the role of
conflicts within societies in promoting negative brand-
related behaviours. This implies that brand communities
do not necessarily lead to positive interaction; they may
also provoke criticism, opposition and acts of opposition.
In the same manner, Hato [16] looks at the adverse effects
of sharing a sense of community especially through trash
talk. This take is quite interesting in that strong
community identification could promote aggressive
communication and even ruin consumer-brand
relationships. Haverila and colleagues [17] discuss the
engagement, participation, and relationship quality in
brand community co-creation. The significance of
collective interactions in the formation of meaningful
consumer-brand relationships can be emphasized in their
work. The co-creation also enables the consumer to
contribute the idea, experience and to engage in the brand
related activities, which could reinforce engagement and

quality in the relationship. Going a notch further and
applying this to the digital setting allows Hsu [ 18] to come
up with an integrative framework of online community
citizenship behaviour, applied to luxury fashion brands on
Instagram. In this study, there is a focus on the
applicability of voluntary consumer contributions and
community based behaviour within the context of social
media marketing.

Another significant aspect of brand community research
is emotional involvement. Huang and Chen [19] review
the concept of community marketing sustainability in the
context of brand love, jealousy. Their research notes on
the intricacy of emotional engagement and indicates that
positive brand attachment and negative interpersonal
response can be simultaneously present. Similarly, Khairy
and Salama Wagih [21] explore the power of
anthropomorphism,  empathy  and  technological
empowerment in increasing hotel brand evangelism. This
school of thinking suggests that humanised relationships
and experiences based on emotional significance might
motivate consumers to advertise brands out of
expectations. As another indication of the relevance of
social media influence in consumer decision-making, Jain
and Chanda [20] also investigate the concept of influencer
marketing and its connection to customer engagement and
purchase intention among female customers in Delhi
NCR.

The association between community experiences and
brand performance is also investigated. Khamwon and
Kumgliang [22] investigate brand experience online,
community involvement, quality of relationships, and
brand leadership in e-commerce. Kusuma et al. [23]
explore the aspects of visual content modality and social
capital in Instagram-based brand communities,
emphasizing the significance of the interpretation of the
supportive role of digital content in social interaction.
Lewis et al. [24] investigate queer identity management,
perceived brand identity and consumer advocacy and
prove that identity alignment can also be relevant in
consumer-brand relationships. Additionally, Liao et al.
[25] study the role of what they term as anticipated threats
to identity on the brand advocacy to various forms of
brand-related attacks. Their contribution underlines
consumer identity and its contribution to defensive or
supportive reactions. Another useful insight by Linda and
Wen-Cheng [26] regarding the effect of a community in
an emotional relationship with a brand comes in the
comparison of emotional brand attachment in small
groups and various brand communities through networks.
Although such contributions have been made, additional
research on the relationship between consumer
engagement and customer advocacy within various social
media settings is required. Available literature covers
individual aspects, such as emotional engagement,
identity, co-creation, and community involvement and
their synthesis as a management implication is yet to be
evaluated. This study helps fill this gap by discussing the
role of social media brand communities in consumer
engagement and advocacy and identifying the
significance of trust, authenticity, community, and
negative engagement in modern brand management.
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METHODS AND MATERIALS

A. Research Design

This research paper uses a qualitative and exploratory
research design to explore the connection between brand
communities, consumer engagement and customer
advocacy in the social media era [4]. The exploratory
design is adequate since interactions between consumers
in digital communities have several behavioural,
emotional, and social components, which need to be
interpreted in a context. The study aims at being aware of
the effects of involvement in online brand communities on
consumer relationships and trust to brand and brand
loyalty as well as consumer advocacy intentions [5].

The research methodology employed in the study relies on
a secondary research approach which involves looking at
the available academic literature, peer-reviewed journals
articles, published research reports and applicable
theoretical frameworks. The method allows testing set
knowledge on digital consumer behaviour without the
need to collect primary data [6]. The study is informed by
an interpretivist philosophical approach, which
acknowledges individual experiences and perceptions of
brands as well as social interactions and different
meanings consumers assign to brands to influence
consumer engagement and consumer advocacy.

The induction analytical orientation is used to establish
recurrent themes and associations among literature
reviewed. The study is based on developing an intuition
of how brand communities support consumer engagement
and are advocacies, as opposed to conducting a specified
statistical test [7]. The approach is appropriate when it
comes to analysing the managerial implications of social
media interactions and defining areas within which
organisations can work on strategies of building effective
relationships with their customers.

B. Data Sources and Collection

The studies draw on secondary data as obtained in
academic databases and reputable scholarly books and
magazines. Available sources are Google scholar, scopus,

Web of science and science direct. All these databases are
accessible to studies related to social media marketing,
online brand communities, consumer engagement,
customer loyalty, and electronic word-of-mouth [8].

The pre-determined keywords according to which
relevant literature is selected include brand communities,
consumer engagement, customer advocacy, social media
marketing, brand trust, customer loyalty, and electronic
word-of-mouth. A combination of these keywords is
applied to locate the studies dealing with the associations
between digital community involvement and consumer
advocacy.

Preference is given to peer-reviewed journal articles,
already existing theoretical studies, and the latest
empirical studies that can be applied to the modern social
media setting. The pioneering articles are also
encompassed where they provide valuable conceptual
elucidations of brand community creation, consumer
recognition and relationship marketing [9].

The process of collecting is carried out through the
reviewing of article titles, abstracts, research objectives,
research methodologies, findings and conclusions. The
publications are kept when they directly relate to the
objectives of the research or give theoretical explanation
of the relations to be investigated. Not all studies that
dwell upon unrelated themes of digital technology will be
included in the study unless they make some contribution
that is relevant to consumer engagement or in brand
management [10].

C. Materials and Analytical Framework

The main information sources are academic research and
theories related to consumer engagement and relationship
marketing. The five dimensions that are interrelated and
were used in the analysis include participation in brand
community, consumer engagement, brand trust, customer
loyalty and customer advocacy. These dimensions offer
an established foundation to interpret the possibility of
online interactions to voluntary behaviour promoting the
brand.

Table 1. Research Materials and Data Collection Strategy

Research Materials and approach | Purpose
component
Academic Peer-reviewed journal | Establish the
literature articles and  scholarly | theoretical
publications foundation
Search Database searches using | Identify relevant
strategy predefined keywords studies
Selection Relevance, academic | Maintain  source
criteria credibility, and | quality
contribution to research
objectives
Conceptual | Brand community theory | Explain consumer-
frameworks | and relationship marketing | brand relationships
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Analytical | Findings, themes, and | Identify recurring
materials conclusions from selected | relationships and

studies patterns

Manageme | Evidence concerning | Develop practical
nt community management | recommendations
implication | and advocacy
S

The framework facilitates systematic analysis of
consumer engagement in online communities and how
these interactions can further make them advocates. It also
enables the research to be able to address the contextual
difference in platforms, brands and consumer groups [11].

D. Data Analysis Method

The thematic analysis principles applied to secondary
qualitative research are used to analyse the collected
literature. This will entail familiarisation with the chosen
publications, preliminary coding of the relevant findings,
classifying the relevant codes under larger themes,
reviewing the reliability of these themes, and elucidating
its implications against the research aims.

The initial analytical theme is that of consumer
engagement such as frequency of interaction, content

creation, discussions, feedback and involvement in
activities related to the brand. The second theme explores
brand trust and identification emphasizing on perceived
credibility, shared values, emotional attachment and how
consumers belong to a brand community [12]. The third
theme explores the topic of customer advocacy, such as
recommendations, positive online reviews, electronic
word-of-mouth, and voluntary brand promotion.

The fourth theme involves managerial practices such as
community moderation, responsive communication,
personalised interactions as well as negative feedback
control. These themes are contrasted through the chosen
literature to reveal common findings, discrepancies
related to varying interpretation, as well as possible gaps
of knowledge at present.

Table 2. Analytical Themes and Their Research Significance

Analytical Key indicators Expected
theme contribution
Brand Interaction, discussion, | Explains
community content sharing consumer
participation involvement
Consumer Cognitive,  emotional, | Clarifies
engagement and behavioural | engagement
participation mechanisms
Brand trust and | Credibility, shared | Explains
identification | values, emotional | relationship
attachment development
Customer Recommendations, Examines
advocacy positive reviews, brand | advocacy-related
defence outcomes
Community Responsiveness, Identifies
management moderation, managerial
transparency practices

The discussion does not presume that engagement
necessarily generates advocacy. Rather, it takes into
account the fact that the engagement may inform active
brand advocates when influenced by trust, satisfaction,
perceived value and community experiences.

E. Reliability, Validity, and Ethical Considerations

The quality of the study is affirmed by the prioritisation of
the institutionalised academic materials, the comparison
of the results of the study, and its consistency between the
aims of the research, its choice of the literature, and the

themes of the analysis. The existence of contradictory
findings is not eliminated but rather taken into account so
that the study could accept the differences in contexts and
consumer groups [13].

The transparency is ensured by the use of clear selection
criteria and the separation of conclusions made by the
researchers, who conducted their works in the past and
interpretations formed in the frames of this study.
Relevant citing of academic work is adopted, to credit the
original work of authors and minimize chances of
plagiarism.
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Ethical considerations relate mostly to the responsible
distribution of the published content, the proper reflection
of the findings, and deference to intellectual property.
Since the proposed study is a secondary source, the study
does not actively bring the participants into the study, nor
is it an interview or a process of gathering identifiable
personal data, the primary consent applied to the study
cannot be considered in the proposed research design [14].
However, there are institutional expectations related to
research ethics and the usage of secondary data, to which
one has to adhere.

F. Methodological Limitations

There are a number of limitations of the methodology. To
begin with, the study will rely on the accessibility and
strength of the already published evidence, which might
not be entirely reflective of the newly emerging practices
in social media. Second, studies may not be directly
comparable since they utilize different research and
measurement designs, use different platforms, and have
different consumer populations. Third, it is not possible to
use a qualitative secondary analysis in establishing causal
relationships between customer advocacy and community
engagement independently [27].

Regardless of these shortcomings, the method offers a
systematic comprehension of the processes connecting
digital brand communities and consumer relationships and
advocacy behaviours. The results can be applied to
upcoming empirical studies and assist managers to create
more efficient social media community plans to sustain
customer interaction, trust of the brand and long-term
advocacy.

. : B
System Support
Freedom of
Expression
Rewards and
Recognition

Engagement in
Online Brand

ommunitie;
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RESULTS AND ANALYSIS

A. Overview of the Findings

The thematic analysis of the literature available shows that
social media brand communities may be a significant
means to reinforce consumer engagement and stimulate
customer advocacy. The results indicate that involvement
of communities provides consumers with a chance to
engage with brands, share experiences, create emotional
attachments and impact buying decisions of other
consumers. It is, however, the power of these relationships
that are affected by such factors as trust, perceived
authenticity, customer satisfaction, and quality
community management.

The findings are arranged into five themes, namely, brand
community participation, consumer engagement, brand
trust and identification, customer advocacy, and
managerial implications. Since it is a qualitative (not
original survey statistics or experimentally determined)
secondary study, the tables show a synthesis of conceptual
relationships, as opposed to the original statistics through
synthesis.

B. Brand Communities and Consumer Participation
Brand communities are groups of the social environment
where consumers share common interests, product
experience, and brand identification. The
conceptualisation of brand communities by Muniz and
O'Guinn (2001) is based on the sharing of consciousness,
rituals and traditions as well as having moral
responsibility amongst the members. These features
suggest that brand communities are not limited by
personal relationships between consumers and brands, but
also are shaped by the relationship among consumer

Repurchase
intention

Word-of-mouth
Intention

H5 (+)

H6 (+)

Figure 1: “Antecedents and consequences of customer engagement in online brand communities”

These social media increase the extent of these
relationships by enabling members to engage in
discussions, write reviews of products, share suggestions
and comments of brand-made content. These activities
may enhance community identification and the chances of
long-lasting interactions. Practical advantages such as
product knowledge, buying help, technical support, and
test user testimonies can be received by the consumers as
well.

Nevertheless, the levels of participation depend on
personal motivation and the level of appreciation of being
amember of the community [28]. There are the consumers
that create content and those whose main activity is to
follow or take up conversations without contributing.
Thus the apparent activity might not reflect the level of
consumer engagement as well
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Table 1. Characteristics of Social Media Brand Communities

Characteristic | Consumer Potential
behaviour outcome
Shared identity | Identifying with | Community
brand values belonging
Interactive Commenting  and | Increased
communicatio | discussing products | participation
n
Knowledge Sharing experiences | Improved
exchange and advice information access
Community Participating in | Stronger  social
rituals recurring activities connections
Mutual support | Helping other | Positive
consumers community
relationships

Through the analysis, it is evident that proper brand
communities generate value to both consumers and
organisations. The consumers gain advantages of social
interaction and exchange of information, businesses get a
chance to see tastes, know customer concerns and elicit
meaningful engagement.

C. Consumer Engagement as a Relationship-Building
Mechanism

Consumer engagement is a multidimensional process that
can take on cognitive, emotional, and behavioural
reactions to the brand. According to Brodie et al. (2011),

consumer engagement is a situational psychological state
that occurs as a result of the interactive experiences.
According to this school of thought, involvement extends
beyond buying products or subscribing to a brand account.
The process of processing the brand information by the
consumer, comparing the product features and engaging
into discussions appears as cognitive engagement. The
emotional engagement is built up by enthusiasm,
attachment and belongingness [29]. Commenting, sharing
of content, attending events and addiction of reviews are

Behavioral/Economic Aspect

some behavioural engagement

Cognitive Engagement (N |
Ib_ |

Active Engagement ¢ |

: \ | Transactional | Congruence Effect
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[
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I
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[

I

I
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[

! Psychological/Socio-emotional Aspect

Figure 2: “Capturing brand loyalty through

All these dimensions can be supported by social media
communities. Indicatively, when a consumer engages in a
discussion about a particular product, they might obtain
the information useful to them and also form a positive

)

customer relationship management”

attitude towards a brand and hence refer others to purchase
the product. However, the engagement can also have
adverse consequences in the face of misinformation, bad
services, or unsuitable brand reactions among consumers
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Table 2. Dimensions of Consumer Engagement

Dimensi | Examples of engagement Management significance

on

Cognitiv | Reading discussions and evaluating | Provides insight into

e information consumer interests

Emotion | Expressing enthusiasm and brand | Supports relationship

al attachment development

Behaviou | Sharing posts, commenting, and | Increases visible

ral reviewing products participation

Social Interacting with community | Strengthens  interpersonal
members connections

Co- Providing ideas and product | Supports customer-informed

creative | feedback innovation

The results reveal that organisations need to evaluate
engagement based on various factors and not just likes,
followers or impressions. As the relationship develops,
meaningful  conversations, constructive  feedback,
repeated participation, and voluntary recommendations
can be more substantive evidence of relationship
development. The quality of engagement is thus a key
factor to be considered in measuring the social media
management performance.

D. Brand Trust, and Customer
Relationships

Brand trust is a significant process linking consumer
involvement and advocacy. By letting consumers feel the
brand to be reliable, transparent and responsive, they

Identification,

Social Media Marketing Activities

Electronic £
word-of-  f*
mouth

0.169%* .

might be more willing to continue relationships with the
organisation and recommend its products. The concept of
trust is especially applicable within the social media
setting, where consumers are exposed to high levels of
advertisements, user-sourced content, and rival product
advertisements.

Interactions within a community may enhance trust by
enabling the consumers to see how organisations are
responding to questions, complaints, and the conveyance
of product information. Perceptions of credibility can also
be affected by the recommendations of other members of
the community [30]. But, over-advertisement, fake
interaction, false publicity and lack of consistency in
replying can result in loss of trust

+449.<0.001
*4p<001
*p<005

Direct Effect: ———»

Mediating Effect: >

Not Significant Effect:

Figure 3: “the effect of social media marketing activities on logistics brand equity and reuse intention”
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Another explanation of the concept of consumer advocacy
is brand identification. Psychologically, consumers who
feel that a brand aligns with their values or the desired
identity, can end up having a stronger relationship with it.
Algesheimer, Dholakia and Herrmann (2005) discuss

interdependence between consumer-brand identification
community, community engagement and behavioural
intention, showing the value of social identification in
community behaviour

Table 3. Relationship Factors Influencing Consumer Advocacy
Factor Potential influence Possible limitation
Brand trust Encourages confidence in | Negative experiences may

recommendations reduce trust

Brand Strengthens  psychological | Identification may differ
identification attachment between consumers
Customer Encourages positive | Expectations may change
satisfaction evaluations over time
Perceived Improves credibility of brand | Excessive promotion can
authenticity communication appear artificial
Community Encourages mutual support | Conflicts may weaken
belonging and participation relationships

Source: The researcher synthesis that was informed by
Algesheimer et al. (2005) and the conceptual literature
that was reviewed.

These results indicate that the consumer advocacy cannot
be regarded merely as a direct offshoot of the frequent
interaction. Rather, participation is bound to reinforce
healthy relationships as far as the consumers perceive
credible communications, satisfactory interactions, and a
sense of meaningful connection with the community.

E. Customer Advocacy and Electronic Word-of-
Mouth

Customer advocacy 1is voluntary behaviour where
consumers promote a brand, suggest its products, or

provide positive experiences, or come to the defence of
the organisation when its reputation becomes threatened.
Social media brings more attention and possible spread of
such behaviour as any user-created content can be shared
outside the community.

The idea of electronic word-of-mouth (eWOM) makes
sense recently since online reviews, discussions, and peer
recommendations are often consulted with before
consumers want to purchase a certain product. Cheung
and Thadani (2012) elaborate that eWOM affects the
decision making by consumers by its information-related
and social processes. As a result, brand communities may
turn into the place where consumer experience develops
perceptions with potential buyers
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Figure 4: “Consumer engagement through corporate social responsibility communication on social media”

There are potential management benefits of advocacy as
well. Favorable suggestions can reinforce brand
recognition, perceived authority, and result in customer
recruitment. The current customers who willingly

contribute to the product knowledge, can also assist other
consumers make better decisions.

However, advocacy is not to be mixed with loyalty or
satisfaction. A contented client might not invest in a
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referral and a faithful customer might go on consuming it
without a noisiness debate. Similarly, online participation
does not necessarily indicate positive sentiment

Table 4. Forms of Customer Advocacy in Social Media Communities

Advocacy Example Potential business value
behaviour

Positive Recommending products to friends | Supports customer
recommendations acquisition

Online reviews
experiences

Publishing  favourable

product | Strengthens social proof

User-generated

content demonstrations

Sharing product photographs or | Increases

organic
visibility

Brand defence Responding to

criticism with | May support reputation
personal experiences

management

Peer assistance Helping other

product problems

customers solve | Improves

community
value

The discussion shows that advocacy is a promising
potential product of successful community management.
Nevertheless, it enhances itself based on real customer
experiences and not promotional discourse. Organisations
ought to promote voluntary involvement without trying to
do anything to influence consumer opinion or to signal
valid criticism.

F. Managerial Implications and Strategic Challenges
The results have a number of management implications.
To begin with, meaningful interactions should be given
priority in organisations and not superficial measures of
engagement. Elucidation of valuable information for
members, prompt feedback to questions, and
acknowledgment of valuable contributions can contribute
to enhanced perception of wvalue in community
membership.

Second, transparency is essential for sustaining trust.
Organisations would be encouraged to be truthful about
product shortcomings, act upon criticism suitably and
should also differentiate between official marketing
messages and personal consumer reviews. Third,
community managers ought to come up with clear
guidelines in terms of participation to help ensure
respectful conversations without deterring fair criticism.
Fourth, managers ought to consider whether involvement
of the community members will help in achieving the
wider organisational goals. Indicators such as repeat
participation, satisfaction with customers, intent to
recommend, degree of referral, review sentiment and
complaint-resolution performance are relevant. These
indicators should be taken collectively since no single
indicator can reflect all the relationship between
engagement and advocacy

Table 5. Management Strategies and Performance Indicators

Management strategy | Suggested indicator

Intended outcome

Responsive Response time and resolution rate Improved customer

communication experience

Community Repeat contributors and meaningful | Sustained engagement

participation interactions

Transparent Consumer trust and feedback | Greater credibility

communication sentiment

Advocacy development | Referrals and  recommendation | Increased voluntary
intentions promotion

Customer feedback | Product improvements and recurring | Better customer-

integration issues resolved informed decisions
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Irrespective of such opportunities, organisations have to
contend with issues such as negative word-of-mouth,
misinformation, privacy issues, changes in platform
algorithms, and little control over user-generated content.
Moreover, the relationships found in the literature can
differ in industries, culture, platform and with different
consumers. Managers must not therefore put their hopes
on the fact that a strategy that has worked in one
community will give the same results elsewhere.

G. Overall Analysis

All in all, the results support the idea of a conceptual
relationship, where brand communities provide consumer
participation opportunities, the interaction and emotional
bond reinforce and develop, and trust and identification
can lead to customer advocacy. Such relationships are not
entirely automatic but are impacted by experiences in the
community as well as management practices in an
organisation.

The findings give relevance to the authenticity, two-way
communication, and the customer-centred community
management. They also suggest that organisations should
consider the quality of consumer associations, as well as
quantifiable advocacy results. Given that the study is
based on secondary literature, the relationships identified
represent an evidence-based synthesis, as opposed to the
new causal effects. Empirical studies in future will be able
to evaluate these links through particular social media and
consumer groups in order to establish which engagement
practices are most helpful in driving customer advocacy.

CONCLUSION

This paper explored the association of brand communities,
consumer engagement, customer advocacy in
management, with the growing role of social media. The
results reveal that the online brand communities are good
platforms on which organisations can build the consumer
relations, motivate online responses, enhance consumer
brand recognition and facilitate their voluntary consumer
supportive behaviours. Businesses are able to build
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