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Abstract—The purpose of this paper is to propose a study of the 

conceptual model for measuring social media engagement 

toward brand equity.   Factors for measuring brand equity were 

identified in the literature review. A conceptual model that 

describes the relationship between social media engagement and 

each element of brand equity. The proposed conceptual model 

aims to provide guidelines for measuring brand equity caused 

by social media engagement to improve the effectiveness of the 

digital marketing communication plan and activities in 

achieving business objectives. Decisions are offered based on the 

research results. 

Keywords—Social media engagement, brand equity, brand 

relationship connection, self-presentation, and purchase 

intention.  

I. INTRODUCTION 

 Digital technology change is happening rapidly, intensely, 
and continuously at present. It affects the lives and living of 
people or consumers to step into the digital era and inevitably 
change. People are connected and communicate with each 
other in all dimensions. Businesses themselves are facing and 
competing in a digital internet business environment. Modern 
business organizations, including SMEs, must adapt quickly. 
Business strategies and marketing plans are implemented 
through both traditional marketing and digital marketing 
perspectives.  

At the heart of the ability to build up to the current 
competitive advantage, Businesses have recognized the 
importance of building a strong brand by creating more 
equality in terms of value for brands [1] The brand is 
considered an important asset. And it has become a center for 
formulating business strategies that can create and maintain 
sustainable growth for almost every modern business. A brand 
is not just the most valuable intangible asset on a company's 
balance sheet.    

Only a strong brand helps consumers distinguish a 
company's products from competitors. Brands cultivate 
relationships, trust, and customer loyalty. Brands allow 
businesses to charge a premium through the selling price for 
their products and services.  

And brands play an important role in making products 
stand out in the increasingly competitive global market [2]. 
Social media marketing is related to relationship marketing. 

 

  
The company needs to shift its concept from "trying to 

sell" to "building relationships" with consumers [3]. 
Moreover, the changing behavior of people using the media 
has resulted in the company having to adjust its concept in 
marketing activities. Companies should avoid "Large 
campaigns" and turn to focusing on "Small actions" due to 
small campaigns, some campaigns can reach a large number 
of people and achieve their objectives easily in a short period 
[4]. 

Advances in technology and the introduction of social 
networking platforms with engaging features have profoundly 
changed the internet. It turns each user from a simple content 
consumer into an active participant and content creator. [5] 
Social media networks offer many ways to interact with 
content. including subscription interactions through 
expressions, likes, dislikes, shares, and comments. Such 
activities generate data and metrics that are combined into 
meaningful information [6]. 

And most of them are publicly available on social media 
networks. The number of followers (e.g. Instagram), likes and 
comments (e.g. Facebook), or views of a post (e.g. YouTube) 
depends on the platform. Some of these metrics are platform-
specific. (i.e. subscriber count) It can have more abstract 
meanings, such as clicking the Like button [7]. The emergence 
of this social media platform has caused a paradigm shift in 
customer behavior online. It changes the way customers 
interact and interact with brands. Especially the interactive 
features of social media have transformed consumers from 
passive content observers to active participants who now 
generate massive amounts of content through their online 

conversations, interactions, and behaviors [8].  
Measuring the impact of social media communications is 

a prominent and relevant challenge. Although quantitative 
success metrics (such as the number of followers, likes, and 
the number of comments) are readily available. But it is 
unclear whether the metrics offer a suitable proxy for 
evaluating the results of a brand equity marketing campaign 
with social media communications. These indicators act as a 
proxy. For example, the number of intentional post views is 
more meaningful than the number of account followers. It can 
be seen that the metrics from the results of social media 
communication that the account holder can obtain information 
cannot be interpreted directly or the results can be read and 
interpreted easily and accurately [9].  
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Customer engagement through social media engagement 
is defined as a psychological process that can lead customers 
to brand loyalty [10] with specific characteristics that 
stimulate emotions, perceptions, and behaviors in brand 
interactions [11].  

Companies still struggle to understand the meaning of 
social media engagement that will resonate with consumers 
and lead to engagement that may also be amplified to broaden 
their brand equity, while spending a lot of time and money 
marketing their brands on social media platforms [12]. 

This conceptual model contributed to the investigation of 
the measuring methodology for social media engagement 
regarding brand equity. In addition, this could serve as a guide 
for establishing brand strategies to support digital marketing 
communication and activity performance on social media to 
accomplish corporate objectives and increase business 
competitiveness and sustainability. 

The purpose of this research is to perform a systematic 
literature review utilizing documentary research and the 
preferred reporting items for systematic review methodology 
to uncover each element of brand equity evaluation that are 
impacted by social media engagement. The research questions 
for this review were: 

RQ1: How is brand equity impacted by social media 
engagement? 

RQ2: What impact do various responses to social media 
engagement have on the various brand equity elements? 

RQ3: What measures and approaches are used to evaluate the 
impact of social media engagement on brand equity? 

II.  LITERATURE REVIEW 

A. Brand Equity Definition 

Brand equity "is the value provided to a company, store, 

or customer by the brand on a product" [13], or "brand equity 

is the knowledge of a brand's worth" [14] In addition, there is 

a definition for brand value. "The value of a company's brand 

is directly related to its profitability." customer expectations 

about the business, products, and services as well as the 

experience of "communicating and perceive the past" [15] 

David A. Aaker, professor emeritus of marketing at the 

University of California, Berkeley, describes brand value as a 

brand is an intangible asset, but it is essential to establish a 

competitive advantage as well. As a consequence, the brand 

has a distinctive market value that contains a combination of 

two values: 1) Financial Value is a numerical representation 

of brand value. This is mostly reflected in the operating and 

sales outcomes. 2) Emotional Value is a measure of a brand's 

value that customers can perceive, such as the value of 

leadership or social position. Brand equity cannot be created 

spontaneously and must consist of five essential components. 

These five components contribute to the perception and 

actual value of a brand: [2], [16], [17] 

Brand Awareness is the strength of a brand's presence in 

the thoughts of customers and is a significant component of 

brand equity [2] and cited Keller's definition of brand 

awareness that brand awareness or brand recognition refers 

to the consumer's ability to extract a brand from memory [18]. 

Brand awareness is the first step in creating brand narrative 

awareness. Because knowing the name of a certain brand 

signifies a future purchasing opportunity. Therefore, having 

a brand name that people will remember is a crucial strategy 

for gaining a competitive advantage. To establish a 

recognizable name, it must also convey the distinguishing 

characteristics of the brand. 

Perceived Quality is another crucial aspect of brand value. 

[19] The perception of brand quality is not the same as the 

real product quality. It is the consumer's subjective evaluation 

of the product [20]. Perceived brand quality is a crucial 

component of corporate success and sustainability. Because 

quality is the foundation of brand loyalty. This will result in 

long-term sales profits. This attribute can be separated into 

two components. The first is the actual quality of a product 

or service is its true quality and the second is perceived 

quality is the quality that consumers perceive, which may 

exceed or fall short of actual quality. Depending on the 

information consumers receive, this information is called 

brand image [21].  

Brand Associations are “everything consumers associate 

in their memory with a brand” [2]. Brand associations can 

have different levels of strength. The link to the consumer 

brand can be strengthened depending on the brand's 

experience or exposure to communications as well as a 

network of additional interconnected linkages brand 

associations might reflect the product's nature. Brand 

associations typically come in the form of brand association 

with the product or brand association with the corporate 

entity that owns the brand. These are two styles that are 

frequently referred to by the brand association [22]. 

Brand association is an important aspect of brand 

development and management. High brand equity shows that 

the brand has a strong favorable link with the consumers [23] 

Brands that have a strong association with their 

consumers can develop a bond that leads to brand loyalty, but 

genuine associations or relationships should be established 

with all brand-related stakeholders. it is not solely concerned 

with consumers [24].  

Brand Loyalty is an essential element of brand value. 

Brand loyalty reflects the likelihood that our customers will 

choose another brand over ours. Particularly when 

manufacturers alter their prices or product attributes [2]. 

Brand loyalty is a deep commitment to repurchasing or 

reselling a desired product or service in the future. Although 

influences from circumstances and marketing efforts are 

likely to cause behavior change [25]. Additionally, customer 

attitudes play a role in determining brand [26]This is 

exhibited or evaluated by the purchasing intent of a specific 

brand as the preferred option among consumer brands [27]. 

Repeated purchases can be used to determine a consumer's 

brand loyalty. Consumers with strong brand loyalty will not 

switch to competing brands within the same product or 

service sector even though it has a lower price.       
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Other Proprietary Brand Assets provide consumers with 

security by utilizing assets such as patents and trademarks. 

The relationship between the business partner network and 

the distribution channel network [2]. 

B. Brand Equity Measurement 

Professor Emeritus David Aaker of the University of 

California, Berkley, has proposed a method for measuring 

brand equity from a consumer's perspective by identifying 

four fundamental aspects: 

First, the metrics should reflect the internal structure of 

the measure's metrics, i.e. the brand equity component should 

be utilized as a guide for developing a set of measurements. 

Setting the indicator structure's objectives to cover and access 

the entire scope of brand equity, which comprises Brand 

Awareness, Perceived Quality, Brand Loyalty, and Brand 

Associations. Particularly The measurements should 

represent brand values and emphasize lasting competitive 

advantages that are difficult for competitors to replicate. The 

metric should not be a tactical indication, such as a marketing 

mix or advertising expenditure indicator. These indications 

from the marketing action strategies are easily imitated and 

do not accurately represent brand equity. 

Second, the metrics should represent the structure of the 

measurement's indications that may truly drive the execution 

of the market activity. Since these indications are associated 

with future sales and earnings. Metrics for brand value must 

inspire user trust in results that can produce successful 

metrics that influence brand and business pricing, sales, and 

profitability. 

Thirdly, the metrics and measuring indicators employed 

should be responsive to brand changes based on the 

competitive environment and business context. The indicator 

should have been that a change could well be identified by 

rivals' tactical or marketing errors. The metrics should be able 

to respond efficiently to measure results to let users know or 

vice versa, if the value component of any brand is stable, the 

metrics should reflect that stability and should not obscure its 

true value. 

Fourth, brand equity metrics should apply to multiple 

brands, product categories, and market levels. The metrics 

should be broader and flexible. It is more than just a measure 

for managing a certain brand [2], [18]. 

Based on the above four requirements for establishing 

brand equity measurements, Professor Emeritus David Aaker 

researched and developed The Brand Equity 10, a toolset of 

brand equity measuring indicators comprised of ten 

indicators. 

The 10 indications comprising this measure can be 

categorized into the 5 categories described below. The 

measurements and indicators in the first four categories 

represent client impressions based on four factors of brand 

value: loyalty, quality perceptions, and associations. The fifth 

category is comprised of two sets of market behavior 

indicators that are more predictive of data obtained through 

marketing data than directly from customers [28], [29]. 

TABLE 1 The Brand Equity Ten 

        

C. Relationships between brands and social media 

engagement 

      According to a literature review, Kunal Swani and 
Lauren I. Labrecque's empirical research investigates key 
drivers of social media engagement consumer choices [30], 
The underlying mechanism that drives consumer engagement 
choices in brand communications in the form of post content 
on social media is self-presentation and brand relationships as 
motivators for social media interaction. 

     Exploratory research looks into two fundamental 
mechanisms: self-presentation and brand-relationship 
connection which motivational influence aspect generates 
engagement options or influences customer decisions to 
interact with branded posts? Some of these incentives 
determine social media engagement options such as Like, 
Comment, Share, and Reacts. A paper with a summary of the 
study's findings uncovered this fact: [30] 

         (1) Consumer engagement with branded content on 

social media will be primarily influenced by the Brand 

Relationship Connection through likes and reactions, 

influencing consumer engagement with branded postings. 

         (2) Consumer engagement with brand communications 

on social media will be motivated by the Brand Relationship 

Connection, and the Self-Presentation of the Consumers is 

also a significant factor influencing consumer decisions to 

participate with branded postings via comments.  

         (3) Consumer engagement in brand communication on 

social media will be motivated by Consumer self-

presentation is the main reason that influences consumers' 

decision to engage with brand posts through Share [30], [31].  

 

Classification 1 Awareness Measures - Brand Awareness 

Classification 2 
Association/ 

Differentiations Measures 

- Perceived Valued 
- Brand Personality 

- Organizational 

Association 

Classification 3 
Perceived Quality/ 

Leadership Measure 

- Perceived Quality 

- Leadership 

Classification 4 Loyalty Measures 
- Price Premium 

- Satisfaction/ Loyalty 

Classification 5 Market Behavior Measures 
- Market Share 
- Price and 

- Distribution Indices 
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Fig. 1. Illustrate the criterion of open-end response between BRC 

versus SP for social media engagement. 

 
  Social media interactions help brands able to build and 

strengthen relationships with consumers [32]. Brand 
Relationship Connection and Self-Presentation encourages 
consumers to interact with a brand's content where the desire 
to belong to a group or community drives the formation and 
maintenance of relationships [33] It has been identified as a 

motivator for social media usage by consumers [34]. Facilitate 

and support user relationships with social networks via both 
online and offline channels, as well as with customers and 
other brands. People frequently use social media to 
manipulate and impress others, as well as to develop a 
personal brand or communicate their identity. The owner of a 
social media account uniquely portrays themselves to improve 
the image they desire through the use of the development of 
an identity profile from the content users engage with to the 
information they share, they are carefully presented with 
reflective information [35], [36].  

Social media users, in particular, deliberately select 
content to disclose information that can be used to identify 
them. It tends to avoid content that is conflicting with the 
identity they want to express. Brand of a product or service, 
as a result, social media users can utilize it to generate and 
communicate their ideas [37] Consumers use the brand and its 
narrative content to create and communicate ideas about 
themselves to their target audience or social networks, also 
including conveying or expressing meaning to others [38]. 

Consumers are also using content and stories that brands 

communicate, such as: Reusing brand content Presenting the 

brand's logo on a personal website, or, sharing brand links to 

communicate the quality of a brand that has a connection to 

itself [6] People's identities are shaped by their social 

interactions. Therefore, their self-reflection plays a crucial 

role in determining how they should interact with their social 

environment according to how they construct their identity 

and interpret their interactions with others [39] whether, in a 

conscious or unconscious state to manipulate and impress 

others, people will communicate and share content that 

supports their desired image. 

D. Social Media Engagement 

Over the last decade, the term "consumer engagement" 

has become more prevalent in marketing research studies and 

several definitions have been proposed [36]. Consumer 

engagement is a series of interactive consumer interactions 

that  

can be measured on social media to connect with brand-

related content [40].  

Alternatively, consumer engagement is the aggregate of 

consumer behaviors on social media about content. There are 

variations in the facts and narratives presented by brands, 

such as Reacts, Likes, Comments, and Shares. Brands' 

actions or interactions on various social media platforms vary 

over time and from person to person. Each action or 

interaction represents a particular amount of commitment and 

effort on the part of the consumer [30]. 

 
 

Fig. 2. Illustrate the relationship between BRC versus SP for 

social media engagement. 

 

Social media engagement with Likes: 

This can be illustrated with the example of social 

engagement on Facebook. consumer interaction through likes 

is one of the most common Facebook behaviors. However, 

this "Like" represents the consumer's actions that indicate the 

least importance or engagement weight [9]. 

A "like" can reflect an attitude and acceptance of the 

content, page, or creator. The user exerts almost minimal 

effort because users only require a single click [41]. When 

consumers view or read the brand's content, users frequently 

read the brand's message. A "Like" will only be a descriptive 

symbol of support for the firm's content and the brand itself 

in this scenario. It is not a reflection of how much you know, 

like, or are genuinely pleased with the brand's content [42]. 

As a result, rather than being motivated by self-

presentation, the major mechanism driving social media 

users' brand content likes is Brand Relationship Connection 

(BRC). This is because brand content likes represent the 

relationship between sender and recipient. This interaction 

with Likes is more influenced by the sender or the brand 

owner [30]. 

Likes social media users' brand content. It is more about 

supporting the brand and communicating the relationship 

between the person and the brand than it is about the true 

user's inner feelings. Likes on content open the door to 

behaviors that generate the least exposure or have the least 

influence on exposure to others which is unrelated to the 

user's likes or admiration. Users just "like" posts to stay in 

touch with the company they're supporting. By clicking 

"Like," you're showing your support for the brands with 

which you've established a connection [30], [43]. 
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Social media engagement with Comments: 

Commenting needs a few more steps than commenting 

and liking. On the contrary, to leave a comment, viewers must 

first click the Comment button then compose a message as 

needed, and click again to post a comment on Facebook. It's 

more probable that other social media followers will examine 

the brand's original material and information before reading 

the comments of prior social media users to choose the proper 

response based on their viewpoint and attitude. As a result of 

these further actions, connecting on social media with the 

press of a comment can be seen as requiring more work and 

comprehension than engaging in conversation [41]. 

In addition, a comment generates a two-way interaction 

between the sender and the receiver, but a "like" does not. 

Such interactions may add to or alter the original post's 

significance. The sender and recipient have a stronger bond 

as a result of these interactions. Furthermore, commenting 

also enables users to post opinions on topics that demonstrate 

their legitimacy, expertise, and concerns. Thus, engagement 

through commenting is driven by both brand relationship 

connections and self-presentation, and it is equally motivated 

by both sender and recipient [7], [41]. 
 

Social media engagement with Share: 

Social media user interactions with the share button 

enable them to share the original sender's content or add a 

personal message to other people's content before sharing it 

on their timeline, thereby increasing the exposure of the 

brand's content. The sharing mechanism is Facebook's only 

option for users to disseminate information to their networks 

[44].  

By sharing, you are allowing more people to view this 

content, which is clearer than responding with likes or 

comments. This is because sharing might increase the number 

of people who see your post. Therefore, the fundamental 

reason for users to share content on social media is self-

fulfillment or self-serving rather than branding. People are 

more inclined to engage on social media when they share 

content that tends to raise their ideal selves and present them 

to others [40]. 

 
TABLE 2 Factors and Indicators of Measurement of Social Media    

               Engagement toward Brand Equity 

 
FACTORS INDICATORS AUTHOR 

 Social Media 

Engagement 
 

Brand 

Relationship 
Connection 

(BRC) 
( Like/Comment) 

 

Self - Presentation 
( Share) 

 

(Swani & Labrecque, 2020)  [30] 

(Coursaris, 2016)   [42]  

(Dwivedi, 2019) [45] 
(Krishnaprabha & Tarunika, 

2020) [46] 

(Schivinski & Dabrowski, 2015) 
[47] 

(Seo & Park, 2018) [48] 
(Ansary & Nik Hashim, 2018) 

[49] 

 (Hollebeek, 2014) [50] 
(Paruthi & Kaur, 2017) [51] 

(Helme-Guizon & Magnoni, 

2019)[52] 

FACTORS INDICATORS AUTHOR 

(Cheung, 2020)[6] 
(Johnston & Taylor, 2018) [53] 

(Gómez, 2019) [54] 

(Gligor, 2019) [55] 
(Kim, 2021) [43] 

(Yoon, 2018)[56] 

(Dabbous & Barakat, 2020)[3] 
(Machado et al., 2019)[57] 

(Gangi & Wasko, 2016)[58] 

(Quan, 2020)[59] 
(Schivinski & Dabrowski, 

2015)[47] 

(Simon & Tossan, 2018)[44] 
 

Brand Equity 

Brand Awareness 
Perceived Quality 

Brand Association 

Brand Loyalty 

(Keller,1997;Keller&Brexendorf, 

2019a)[18, 60] 
(Hepola, 2017)[61] 

(Aaker, 1996)[2] 

(Naidoo & Abratt, 2018)[62] 
(Aaker, 1992)[19] 

(Girard, 2017)[63] 

(Ozbal, 2020)[64] 
(Bohm, 2016)[65] 

(Lim, 2020)[66] 

(Bilgin, 2018)[67] 
(Romaniuk et al., 2017) [68] 

(Pappu & Christodoulides, 

2017)[69] 
(Tasci, 2021)[70] 

(Yoo & Donthu, 2001)[27] 

(Foroudi et al., 2018)[21] 
(Ahirrao & Patil, 2017)[17] 

 Measuring 

Brand Equity  

(Across 
Products and 

Markets) 

 

The Brand Equity 
Ten 

(Aaker, 1996)[2] 

(Fayrene & Lee, 2011)[29] 
(Christodoulides & De 

Chernatony, 2010) 

[71] 

(Keller & Brexendorf, 2019b)[72] 

(Washburn & Plank, 2002)[28] 

Consumer 
Response 

Purchase Intention 

(Foroudi, 2018)[21] 

(Wang, 2019)[73] 
(Cobb-Walgren, 1995) [74] 

 

III. RESULTS AND DISCUSSION 

This study investigates the fundamental mechanisms 

influencing social media engagement decisions with the 

brand to better understand consumer involvement with social 

media engagement toward brand equity.  The systematic 

literature review findings are further supported and validated, 

showing that Self- presentation ( SP)  has a greater positive 

impact on the decision to share a brand's social media post 

than Brand relationship connection (BRC), whereas BRC has 

a greater positive impact on the decision to Like and 

Comment to a brand's social media post.  Both motivating 

factors are equally as important for Comment [30], [41]. 

To learn more about the factors that influence consumer 

engagement with branded social media content, marketers are 

still looking for suggestions.  No research has empirically 

examined the different motivations that might cause various 

social media engagement actions (Like, Comment, Share) to 

contribute to brand equity.  While social network media has 

nearly completely replaced traditional media and marketing 
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communications platforms, the model and method for 

measuring brand equity are still valid.  Furthermore, the 

majority of studies on consumer social media engagement 

motivations concentrate on consumer- to- consumer 

motivations rather than specifically examining consumer-

brand equity interactions.  

Applying this conceptual framework to social media 

engagement, it is essential for companies to understand how 

meaning will be encoded and processed ( decoded)  by the 

target audience (receivers/viewers).  We contend that during 

the decoding process, consumers process the content to 

determine whether liking, commenting, and sharing the 

brand's content will improve their brand equity and 

comprehend its meaning in their relationship with the brand. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 3. A proposed conceptual model for measuring social 
media engagement toward brand equity 

IV. CONCLUSION 

According to the results of a systematic literature review 
and documentary research on the conceptual model for 
measuring social media engagement toward brand equity, 
interaction via likes, shares, and comments generates users' 
distinct differential meanings toward the published content. 
Brand and marketing communication, as well as activities on 
social media platforms, could be used to further accurately 
indicate consumer thoughts and feelings by measuring the 
results of social media engagement that affect each element of 
brand equity. Apart from the campaign's results of sales 
volume, the proposed framework would guide practitioners in 
identifying and developing the brand and marketing 
communication plan on the social media platform to 
significantly enhance brand relationships and engagement. 

Furthermore, brand and advertising agencies, business 
owners, marketers, and organizations involved in brand and 
marketing management would benefit from this research. All 
of them can employ the knowledge acquired to measure brand 
equity based on their campaigns' social media engagement 

results by focusing on the mentioned factors and indicators to 
enhance the outcome of digital marketing communication on 
social media platforms, thereby achieving and sustaining their 
brand in long run. 

 However, the following future research directions are 
suggested by this paper:  

(i)  employing empirical research methodologies to 
validate the framework; and  

(ii) assessing the case study's brand and marketing 
communication campaign enablers to analyze brand equity 
and consumer response through social media engagement 
based on the expected campaign objective and performance. 
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