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Abstract 
 
Purpose - With the social media's emergence in recent times, the main purpose of this study is 
to generate knowledge about social media communication’s impact on consumer-based brand 
equity, in terms of firm-created and user-generated social media communication. In order to 
make this possible, knowledge about customer’s perception about a specific brand is required. 
Furthermore, we are interested in explaining issues concerning how fashion companies can 
efficiently use social media, and the study’s intention is also to present recommendations of 
how companies can use social media as a marketing communication tool.  
 
Theory and hypothesis – This chapter deals with theory about consumer-based brand equity, 
where the different components of the model are presented. Also theory about social media, 
different social media applications and a social media strategy are described. Finally, firm-
created and user-generated social media communications impact on brand equity are 
discussed, which leads to the study’s hypotheses.  
 
Methodology – The study has a triangulation consisting of both a qualitative and a 
quantitative part and has essentially a deductive approach. The study interviewed one expert 
in the fashion industry and one expert in the area of social media. An interview with the 
analysed company’s marketing manager was also made. The quantitative study was made on 
624 respondents, which were all members of the company’s customer club. 97 of these 624 
respondents were investigated in order to observe the impact of firm-created and user-
generated social media communication on brand equity.  
 
Empirical findings and results – The findings in the study indicate that firm-created social 
media communication positively impact brand equity, while user-generated did not show to 
be significant. In this study it was shown that the majority of the respondents use social 
media, especially Facebook, and the content that most valuable was access to discounts and 
promotions as well as information about the brand and its products.  
 
Conclusion - Our study confirms the importance for companies to use social media as a 
marketing tool and it should be in all managers’ interest to make use of this channel. Also the 
importance of having high brand equity is highlighted and how the customer’s perceptions 
about a brand can be used as guidelines in order to increase brand equity.    
 
Keywords - Brand equity, strong brands, social media, social media strategy, firm-created 
social media communication, user-generated social media communication  
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1. Introduction  

This study’s initial chapter first presents a problem background of the subject, which leads to 
a discussion of the problem. Then we put forward the purpose of this study, which is followed 
by the problem questions.  

1.1 Problem background  
According to Melin (1997), it is unclear how labelling has been set up through the centuries, 
however, a possible explanation for its emergence is that the labelling satisfied a fundamental 
human need to demonstrate objects’ belonging. The modern brand first emerged in the later 
1800s and is expected to originate from the United States and Great Britain, where the 
industrial revolution advances led to mass production, mass distribution and mass 
communication in the form of advertising. This resulted in a continuously increasing range of 
new products for consumers (Ibid). Kotler, Armstrong, Wong and Saunders (2008) argue that 
today companies must be consumer oriented and understand what customers want and need to 
succeed in this competitive market and, further, Nilsson (2000) explains the importance of 
having a strong brand in order to compete effectively. Melin (1997) reflects on the growing 
interest in brands and how this has become a competitive advantage for companies. 
According to Statistiska Centralbyrån (2013), in 2013 there were 1 970 registered companies 
in the clothing industry in Sweden. When many companies exist in the same market, the 
competition is fierce between the brands (Ries & Trout, 1985).  
 
Nilsson (2000) states that a strong brand is important for companies, and Shankar, Azar and 
Fuller (2008) explain that a brand’s worth is closely tied to consumers’ reactions to a service 
or product carrying a specific brand name. According to Kotler et al. (2008, p. 985) a brand is 
defined as “A name, term, sign, symbol or design, or a combination of these that identifies the 
goods or services of one seller or group of sellers and differentiates them from those of 
competitors.”. However, Kotler et al. (2008) argue that a brand is seen as the major enduring 
asset of a company and are more than just names and symbols. Aaker (1996) presents the 
concept “brand equity”, which is described as a set of assets linked to the brand name and 
symbols that contribute to added value of a product or service. The main assets explained by 
Aaker (1996) are brand awareness, brand loyalty, perceived quality and brand associations. 
According to Yoo, Donthu and Lee (2000) brand equity can only be created in the long run 
through carefully planned marketing investments.  
 
Keller (2009) states that marketing communication can impact brand equity, and Mårtensson 
(1994) explains the importance of marketing communication in order to influence the market 
purchasing behaviour. Kotler et al. (2008) explain that a company's total marketing 
communication consists of a mix between advertising, PR1, sales promotion, personal selling, 
direct marketing and other tools for business communications, and companies use a mix of 
these tools to persuasively communicate customer value and to build customer relationships 
(Ibid). However, some authors (Kotler et al., 2008; Wright, Khanfar, Harrington & Kizer, 
2010) declare that there has been a shift in the marketing communication models. Due to 
Internet, companies today have other options to market themselves, namely by posting 
interesting contents on the Internet (Scott, 2010). Moreover, improved information 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
!
"!According to Kotler et al. (2008, p.760) public relations is defined as “building good relations with the company’s various 
publics by obtaining favourable publicity, building up a good corporate image, and handling or heading off unfavourable 
rumours, stories and events”.  
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technology has given birth to new communication tools such as mobile phones, iPods, and the 
Internet (Kotler et al., 2008). Social media is defined as a generic term for Internet-based 
applications that enable people to create and exchange information, and relationships between 
friends, colleagues and opinion leaders (Kaplan & Haenlein, 2010; Solis, 2011). According to 
Carlsson (2011) people have recently become accustomed to communicate and be more social 
on the Internet. A survey by Nordicom (2013) shows that use of social media for both men 
and women aged 9–79 in Sweden was 47 percent in 2012, three years earlier, in 2009, this 
number was 26 percent (Ibid) and according to Lang (2010) people spend more than one third 
of their waking day consuming and interacting with media. 

1.2 Problem discussion  
When enhancing brand awareness, brand loyalty, perceived quality and brand association, 
brand equity is developed (Yoo et al., 2000). If a brand has high brand awareness, brand 
loyalty, perceived quality and strong brand associations the brand is seen as also have high 
brand equity (Kapferer, 2008). High brand equity is equal to a powerful brand (Ibid). Shankar 
et al. (2008) explain that it is the consumers’ perceptions of a brand that contributes to the 
brand’s relative strength in the market. Kotler et al. (2008) argue that companies with high 
brand equity have many competitive advantages, since it possesses a high level of awareness 
and loyalty. Brand equity can be generated by strengthen the dimension of brand equity, and 
therefore an understanding of its components is required (Aaker, 1991). This leads us to our 
first research question.  
 
Bruhn, Schoenmueller, and Schäfer (2012) state that companies should view social media as 
an essential part of their marketing communication in order to achieve higher consumer-based 
brand equity. Kaplan and Haenlein (2010) argue that it should be in the company's interest to 
be active in various online forums, and according to Mangold and Faulds (2009) social media 
should be included into companies promotion mix when developing and implementing their 
marketing communication strategies. Social media offer companies many opportunities to 
listen to their consumers, engage with them, and influence their conversations as well as 
giving the consumers the opportunity to talk to each other (Bruhn et al., 2012). Statistics 
performed by CMD Consumer Pulse and Constant Contact (2011) showed that 51 percent of 
people using social media state that they choose to buy a product after having integrated with 
the brand through social media. Other statistics done by Hubspot (2012) show that the retail 
industry experiences the most successful digital marketing tools to be Facebook and Twitter, 
and 63 percent of marketers state that Facebook is a “useful”, “important” or “critical” service 
to their business. Even researchers state that social media networks have presented great 
opportunities for companies and marketers to communicate with immediacy and catch 
consumers’ responses (Dibb & Simkin, 2013). Also Kaplan and Haenlein (2010) and Bruhn et 
al. (2012) highlight benefits with social media and argue that it allows companies to 
communicate at a relatively lower cost than can be reached with traditional communication 
tools such as television.  
 
Keller (2009) argues that as the marketing communication’s environment has changed, 
challenges for marketers to manage and build their brands have emerged. Even though 
statistics show that marketers see social media as an important digital marketing tool, there 
are not too many companies that act comfortably in the social media world (Ibid). This is due 
to the fact that consumers can speak freely with each other, and businesses have increasingly 
less control over the information available about them on the Internet (Kaplan & Haenlein, 
2010). However, companies that do not engage in social media, where they can share 
information and take part in discussions, will according to Solis (2011) not survive in today's 
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market, and Loop and Malyshev (2013) state that it is vital to manage social media 
effectively. However, the business press and academic literature offer marketing managers 
very little guidance to integrate social media into their marketing strategies, and because of 
this many managers lack to assess the social media's role in the company's marketing efforts 
(Mangold & Faulds, 2009). Using social media will not be an easy task for companies 
according to Kaplan and Haenlein (2010), as it requires new ways of thinking, but the rewards 
will be important for the company. Carlsson (2009) also indicates that using social media will 
cost the company both time and engagement. Due to this we want to come up with 
recommendations of how fashion companies can use social media, and we thus formulate the 
second research question. 
 
According to Yoo et al. (2000), any marketing activity that represents the effect of 
accumulated marketing investments in the brand is said to have potential to affect brand 
equity. However, Barwise (1993) states that even though the interest has been great in the 
area of brand equity, few empirical researchers has focusing on which marketing activities 
build brand equity. Schivinski and Dabrowski (2014) made a study about social media and its 
impact on brand equity, and stated that there is limited understanding of the effects of user-
generated and firm-created social media communication on brand equity, brand attitude, and 
purchase intention among researchers and brand managers. The difference between user-
generated and firm-created social media communication is that the former relates to brand 
communication generated by the consumers themselves, while the later refers to brand 
communication generated by the company (Bruhn et al., 2012). Based on further research 
suggestions made by Schivinski and Dabrowski (2014) we want to investigate whether their 
results of social medias impact on brand equity differ in another cultural context. This leads 
us to the third research question. 

1.3 Purpose  
With the social media's emergence in recent times, the main purpose of this study is to 
generate knowledge about social media communication’s impact on consumer-based brand 
equity, in terms of firm-created and user-generated social media communication. In order to 
make this possible, knowledge about customer’s perception about a specific brand is required. 
Furthermore, we are interested in explaining issues concerning how fashion companies can 
use social media, and the study’s intention is also to present recommendations of how 
companies can use social media as a marketing communication tool.  

1.4 Research questions 
Regarding the problem discussion the following research questions will be addressed: 
 
Q1: How can a fashion company make use of customer’s perception of the brand in order to 
create higher brand equity? 
 
Q2: How can a fashion company use social media as a marketing communication tool? 
 
Q3: Does firm-created and user-generated social media communication impact on brand 
equity? 
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1.5 Disposition 

 

 
  

Introduction 
This study’s initial chapter first presents a problem background of the subject, which leads to a discussion of the 
problem. Then we put forward the purpose of this study, which is followed by the problem questions.  
 

Theory and hypotheses 
This chapter describes the concepts, theories and previous research. We explain the consumer-based brand equity-
model, different social media applications as well as how companies should use social media. Drawing on this 
theory we have formed hypotheses that will help us answer our research question. 
 

Methodology  
In the methodology chapter we deal with our scientific approach and overall methodology, where we justify how 
we proceeded to conduct our study. We describe how we collected and made the selection of empirical material 
through the qualitative interviews and the quantitative survey, both in terms of primary and secondary data.   

Empirical findings and results 
The empirical chapter presents the empirical data, starting with a presentation of the interviews, which is followed 
by a presentation of data gathered through the quantitative survey. Finally, we give the results of the 
measurements, where we describe the regressions run on the collected data.  
 

Discussion 
In this discussion chapter, we use the previously presented theories to create an understanding of the collected 
empirical material. We connect theory and empirical findings in order to see the differences and similarities. 
  
 

Conclusion 
In this final chapter we outline what we have found in this study and respond to the problem questions we set in the 
introduction. Finally, we provide suggestions managerial implications and further research.  
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2. Theory and hypotheses 
This chapter describes the concepts, theories and previous research. We explain the 
consumer-based brand equity-model, different social media applications as well as how 
companies should use social media. Drawing on this theory we have formed hypotheses that 
will help us answer our research question. 
 

2.1 Consumer-based brand equity  
Brand equity was one of the most popular and potentially important marketing concepts that 
aroused during the 1980s (Keller, 2003), and in the 1990s the concept has been the focus of 
brand researcher in both the area of brand management and consumer behaviour (Melin, 
1997). In recent years, the concept of brand equity has been the focus of much debate, and 
over the years it has attracted the interest of many academics and practitioners (Ioannou & 
Rusu, 2012). For example, Cobb-Walgren, Ruble and Donthu (1995) recognized the positive 
effect of brand equity on consumer preferences and purchase intentions. They compared two 
sets of brands (hotels & household cleansers), and found that brand with higher equity 
generated greater preferences and purchase intentions. Additionally, Yoo and Donthu (2001) 
developed and validated a multidimensional consumer-based brand equity scale in order to 
measure brand equity. The scale developed was based on Aaker’s and Keller’s 
conceptualizations of brand equity. However, brand equity’s emergence has been both good 
and bad for marketers (Keller, 2003). The good news is that brand equity highlighted the 
importance of a brand that heretofore had been somewhat neglected. The bad news, on the 
other hand, is that the concept of brand equity has been defined in a numerous ways for a 
number of different purposes, resulting in confusion and frustration. Some researchers have 
focused on the financial aspect of brand equity. Among them are Simon and Sullivan (1993) 
who presented an estimation technique in order to place an objective value on a company's 
brand name. This technique removes the value of brand equity from the value of the firm's 
other assets. Other researchers have highlighted the consumer-based perspective, and two of 
the most used models of consumer-based brand equity are, according to Kimpakorn and 
Tocquer (2010) those developed by Aaker (1991) and Keller (1992). We have in this study 
focused on the latter perspective, and thus concentrated on brand equity from a consumer 
perspective. 
 
Keller (2003 p. 60) talks about consumer-based brand equity and defined it as “the differential 
effect that brand knowledge has on consumer response to the marketing of that brand”. The 
key to create brand equity is according to Keller (2003) brand knowledge, which in turn can 
be characterized in terms of brand awareness and brand image. Aaker (1996) presents a 
slightly different view, but add more dimensions acting as sources to brand equity resulting in 
brand awareness, perceived quality, brand loyalty and brand associations. These four assets 
create value in a series of different ways, which in turn creates value for both the company 
and the customers. We have in this study chosen to base our theory about brand equity on the 
model developed by Aaker (1996). Both Aaker (1996) and Tuominen (1999) are agree that 
brand equity creates value for the customers by enhancing the customers’ processing of 
information, the confidence in the purchase decision, and the satisfaction of using the product. 
Furthermore, brand equity generates value to the company by enhancing the efficiency and 
effectiveness of marketing programs, brand loyalty, prices/margins, brand extensions, trade 
leverage and competitive advantage (Aaker, 1996). Also Tuominen (1999) states that brand 
equity generates competitive advantages to the firm. This since a strong brand provides a 
platform for new products and licensing, has resiliency to stand crisis situations, and provide 
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resistance from competitive attacks where a dominant brand name can act as barrier to entry 
(Ibid). 

2.1.1 Brand awareness 
One way to expand the market reach is to increase brand awareness (Aaker, 1996). Brand 
awareness is about a brand’s presence in the consumer’s mind, and it is measured in the 
different ways in which consumers remember a brand. These ways are ranging from 
recognition, to recall, to top-of-mind, to the final range named dominant. Recognition is about 
familiarity gained from past exposure with the brand (Ibid). However, it does not necessarily 
indicate remembering where the brand was encountered before, why the brand differs from 
other brands, or what the brand’s product class is, it is just about remembering that there was 
a former exposure to the brand (Aaker, 1996; Keller, 2003). When a brand comes to 
consumers’ mind as its product class is mentioned, it is said to have recall (Aaker, 1996). This 
is in line with Keller (2003) who states that brand recall refers to consumers’ capability to 
retrieve the brand from the memory when the product category, the needs fulfilled by the 
category, or a purchase, or a usage situation is given as a cue. Top-of-mind means that the 
brand is the first brand recalled when asking people what brands of a certain product class 
they can recall (Aaker, 1996). Brand name dominance is the ultimate awareness level, where 
most consumers only can specify the name of one single brand (Ibid). Tuominen (1999) 
presents a similar view and explains brand awareness as the ability of potential consumers to 
recognise or recall the brand when a certain product class is mentioned. Brand awareness 
includes a range from recognising the brand to a belief that the brand is the only one in that 
product class (Ibid). Keller (2003) addresses the importance of brand awareness when it 
comes to consumers’ decision-making, and states that increased brand awareness improves 
the chances that a brand will be a part of the consideration set. The consideration set consists 
of brands that consumers consider when making a purchase. Furthermore, Melin (1997) 
explains the importance of reminding the consumers about the brand with advertising. Also 
Keller (2003) argues that brand awareness is created through repeated exposure, which can 
arise from different communication alternatives such as advertising and promotion, 
sponsorship and event marketing plus publicity and PR.  

2.1.2 Perceived quality 
Perceived quality is a brand association, however it has been elevated to the status of brand 
asset for numerous reasons (Aaker, 1996). First, perceived quality is the only brand 
association that has shown to drive financial performance. Second, perceived quality is often 
a main strategic thrust of a business, and many companies’ clearly consider quality to be one 
of their primary values and thus includes it in their mission statement. The third reason is that 
perceived quality is linked to and often drives other sides of how a brand is perceived, since it 
generally is the heart of what customers are buying.  Furthermore, perceived quality position 
is often used to describe the differentiation between price brands and prestige or premium 
brands. Most studies indicate that even if brand identity is defined by functional benefits, the 
perceptions of those benefits are thoroughly related to perceived quality, so when perceived 
quality improves, other elements of customers’ perceptions of the brand do it too (Ibid). 
According to Aaker (1996), a company needs to understand what quality means to various 
customer segments, in order to create high quality. However, perceived quality may differ 
from actual quality, and companies must take the following into consideration. First, 
consumers may be too influenced by former image of poor quality, and thus not believe new 
claims or have the willingness to take time to confirm them. Second, investments in quality 
must be made in areas which consumers consider as important. Third, it is important to 
understand the things that consumers use in order to make judgement of quality, and finally, 
consumers may not know which way is the best to judge quality and therefore look at the 
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wrong clues (Ibid). Tuominen (1999) defines perceived quality as customers’ perceptions of a 
products general quality or superiority comparative to alternatives. Perceived quality can be 
measured by asking if consumers perceive the brand as having high quality compared to 
alternative brands (Aaker, 1996).  

2.1.3 Brand loyalty 
Brand loyalty is defined as a measurement in order to measure the connection between the 
brand and the customers (Aaker, 1991). A highly loyal customer base is likely to generate a 
very predictable sale and profit stream, and therefore brand loyalty is important to consider 
when placing a value on a brand that is to be bought or sold (Ibid). Tuominen (1999) argues 
that brand loyalty symbolizes a favourable attitude towards a brand that ends with a consistent 
purchase of the brand over time. The learning that only a particular brand can satisfy 
consumers’ needs is a result of brand loyalty (Ibid). Furthermore, Duffy (2003) explains that 
loyalty can generate more loyalty, since a brand that encourages loyalty has a powerful basis 
to build stronger loyalty. According to Aaker (1991) loyalty provides value for companies in 
numerous ways, for example, it is much cheaper to retain old customers than get new ones 
and therefore marketing costs will be reduced. Loyalty also attracts new customers; since it 
gives an image that the brand is accepted among customers (Ibid). Furthermore, Kotler and 
Keller (2009) describe that loyalty can be explained as the willingness of customer’s to pay a 
higher price, and loyalty can also serve as a barrier to enter for other companies. To enhance 
the loyalty one approach is to develop or strengthen their relationship with the brand, which 
can be done by different loyalty programs (Aaker, 1996). Frequently-buyer programs offers 
direct or tangible reinforcement for loyal behaviour and customer clubs provides customers 
with a vehicle where they can identify with the brand, express attitudes and brand perceptions, 
and experience the partaking of a brand relationship with like-minded people. Brand loyalty 
can be measured by asking if the customer would recommend the brand to others, if the last 
purchases met the customer’s expectations and if the customer is price sensitive (Ibid).  

2.1.4 Brand associations 
According to Aaker (1996) associations that customers make with a brand can include 
product attribute, a celebrity spokesperson, or a specific symbol. Tuominen (1999) declares 
that brand associations can create positive feelings and attitudes, provide a reason to buy the 
product, provide a point of differentiation, and affect the processing of information as well as 
the recall of information. Additionally, Keller (2003) explains the importance of having 
associations that are unique, which means that the associations are not shared with other 
brands. This since a meaningful point of difference will provide a reason to why consumers 
should buy the brand. Also Aaker (1996) confirms the importance for a brand to be different, 
since a brand that is not perceived as different will have problems with supporting a price 
premium. Measure a brand’s ability to achieve differentiation can be done through the 
statement; this brand is different from other brands (Ibid).  
 
Brand associations can be created in various ways such as by marketing programs, by direct 
experience, information communicated from other commercial or external sources (e.g. 
consumer reports or other media vehicles), word-of-mouth or by assumptions from the brand 
itself (e.g. name or logo) (Keller, 2003). Furthermore, Aaker (1996) states that brand 
associations are driven by the brand identity, and a key to building strong brands is, therefore, 
to develop and implementing a brand identity. However, brand identity can within brand 
management area be seen as a conceptually counterpart to the brand image, which sometimes 
can be confusing (Melin, 1997). A simple explanation of the difference between identity and 
image is that identity refers to what the label holder wants the brand product to represent, 
while the image is about consumers’ perception of the brand product (Aaker, 1996; Melin, 
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1997). Similar Sääksjärvi and Samiee (2011) state that brand identity characterizes how 
companies aspire to be perceived, while brand image refers to how they are perceived. 
According to de Chernatony (1999) the concept brand image relates to brand character, brand 
credibility, consumer’s attitude towards the brand and their feelings for the brand. Brand 
identity on the other hand consists of brand awareness, differentiation, offerings and purpose 
(Ibid). It is clear that brand identity does not directly impact consumers’ preferences; rather 
consumers interpret the companies’ identity and transform it into an image (Keller, 2003). 
The implication for marketing practitioners and brand managers is therefore to understand 
that identity and image are two separate concepts and that the consumers may not perceive the 
identity made by the company in the same way (Nandan, 2005).  
 
 
 
 
 

 

 

 

 

 

 

 

 

2.2 Social media 

2.2.1 What is social media? 
According to Kaplan and Haenlein (2010), the social media trend can be seen as an evolution 
back to Internet’s roots, where the World Wide Web was initially created to be a platform to 
facilitate information exchange between users. Several authors point out that it is difficult to 
give an expressive and narrow definition of social media (Holmstrom & Wikberg, 2010; 
Kaplan & Haenlein, 2010; Loop & Malyshev, 2013). However Kaplan and Haenlein (2010) 
declare that there are two related concept that are commonly mentioned in conjunction with 
social media; Web 2.0 and User Generated Content, and that a formal definition of social 
media therefore first requires a drawing line to these two. The term Web 2.0 was first used in 
2004, and describes a new way wherein software developers and end-users began to utilize 
the World Wide Web; which is, a platform whereby content and applications are continuously 
modified by all users in a participatory and collaborative way, and thus not longer created and 
published by individuals. Furthermore, Kaplan and Haenlein (2010) explain that User 
Generated Content can be seen as the summation of all ways in which people use social 
media, and it usually describes the different forms of media content that are available for the 
public and created by end-users. On this basis social media is defined as a group of Internet-
based applications, which are built on the ideological and technological bases of Web 2.0, and 
allows the creation and exchange of User Generated Content (Ibid).  

Figure 1. Own created model based on Aaker (1996, p. 9). 
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Berthon, Pitt, Plangger and Shapiro (2012) present another similar view and state that Web 
2.0 can be seen as the technical infrastructure that allows the social phenomenon of collective 
media and enables consumer-generated content. Consumer-generated content can in turn be 
distinguished by the difference in focus, where social media is focusing on the content and 
consumer generation on the creators of that content. Thus, Web 2.0 allows the creation and 
sharing of the content that is social media, and social media is defined as the product of 
Internet-based applications, which is built on technological foundations of Web 2.0 (Ibid). 
However, Scott (2010) states that the best way of thinking about social media is not in terms 
of technologies and tools, rather how these technologies and tools let you communicate 
directly towards your buyers in places where they are meeting. Furthermore, social media is 
defined as a concept that provides the way people share thoughts, content, ideas and 
relationships online, and it differs from the mainstream media, since anyone can create, make 
comments, and ad to the social media content. Social media can take the shape of audio, 
video, images, text, and communities (Ibid). Furthermore, several researchers agree that social 
media is about conversation between the company and its customers (Drury, 2008; 
Edosomwan, Prakasan, Kouame, Watson, & Seymour, 2011; Scott, 2010). Drury (2008) 
explains that social media is about building relationship and conversation; it is a two–way 
process in which social media is not just about telling and delivering messages, rather it is 
about receiving and exchanging ideas and perceptions. Furthermore, Edosomwan et al. (2011) 
argue that a company must be just as committed towards conversation in social media as their 
customers are, and the company need to offer time and effort to respond to customers’ 
comments.   

2.3 Social media applications  

2.3.1 Social networking sites 
Social networking sites are applications, which enable connection between users by creating 
personal information profiles, inviting friends and colleagues to have access to the profiles, 
and sending e-mails and direct messages between them. The profiles can contain any form of 
information, such as photos, videos, audio files and blogs (Kaplan & Haenlein, 2010). 
According to Statistiska Centralbyrån (2013), 43% of the Swedish companies (ten or more 
employees) are users of social networking sites.  
 
Facebook is the most popular social networking site (Schmidt & Ralph, 2011) and has over 
1.19 billion monthly active users (Facebook, 2013). Facebook is using the term “friending” 
that capitalizes on the idea of connecting friends (Ibid). There are several ways of how 
Facebook can be used as a marketing tool. As a company you can have members. These 
members can rate your company by choosing “like”, which appears as a thumb up symbol. 
You can also send special messages to your friends about anything you want (e.g. an event). 
Furthermore, companies can use Facebook to promote specials, get rid of products soon about 
to expire, and remind customers about their products. However, it can also work as a tool to 
receive feedback from customers, both on the product and the purchasing process, as well as 
feedback from those who did not buy the product and find out why (Ibid). According to 
statistics performed by CMD Consumer Pulse & Constant Contact (2011), 34% use Facebook 
to interact with their favourite brand. Moreover, 57 percent choose to “like” a brand on 
Facebook because they want to receive discounts and promotions and 31% because they want 
to have first-hand information about the brand. Most of the fans ”interact” with the brand 
primarily through reading brand’s newsfeeds and posts (Ibid). 
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2.3.2 Content communities  
Sharing of media content between users is the main objective of content communities, and it 
exists for a broad range of different media types, such as text (e.g. BookCrossing), photos 
(e.g. Flickr), videos (e.g. YouTube), and PowerPoint presentations (e.g. Slideshare) (Kaplan 
& Haenlein, 2010). There is no requirement for users to create a personal profile page, and if 
they do the pages often only include the basic information (e.g. date of joining the community 
and numbers of videos shared). From a company’s point of view, there is a risk that content 
communities are being used as platforms for sharing copyright-protected materials. The 
advantage is however, the high popularity, which makes content communities an attractive 
contact channel for many companies (Ibid). Statistic shows that 16% of the Swedish 
companies (ten or more employees) use websites, such as YouTube, to share multimedia 
(Statistiska Centralbyrån, 2013).   
 
YouTube was founded in February 2005, and billions of people can use it to discover, watch 
and share original videos. YouTube has over 1 billion unique users each month (YouTube, 
2014). YouTube provides a forum where people can come in contact with, inform and inspire 
other people wide. It also acts as a distribution platform for original content creators and 
advertisers large and small (Ibid). Brock (2008) states that YouTube is a dream for marketers 
since it allows for a low-cost production, huge information dissemination, and fast relevant 
feedback. Furthermore Brock (2008) explains five ways of how a company can attract new 
customers by using YouTube; (1) talk about topics that are relevant to your market (not about 
facts the customer already know), (2) make it funny, (3) use good production quality in the 
videos, (4) select keywords for the target audience, which should help them locate the 
company’s video when conducting a search, and (5) check out comment to learn what people 
are saying (however focus on relevant comments).  

2.3.3 Blogs 
Blogs are personal webpages and can occur in many different variations (Kaplan & Haenlein, 
2010; Schmidt & Ralph, 2011), from personal diaries to summaries of all significant 
information in one certain area (Kaplan & Haenlein, 2010). They are often managed by one 
person, but enable interaction between other people through the adding of comments. The 
most common type of blogs is text blogs due to historical roots, but different media formats 
have begun to emerge (Ibid). Castronovo and Huang (2012) talk about business blogs and 
how these blogs can be used as a marketing tool by offering tips and advice, post incentive 
programs that will encourage recommendations, arrange contents, answer questions, collect 
and share customer stories, and publicly respond to comments made by the stakeholders to 
continue the conversation. According to Statistiska Centralbyrån (2013), 14% of the Swedish 
companies (ten or more employees) use blogs or micro blogs.  

Twitter is a micro blog, and is unlike blogs limited to the length of 140 characters per post 
(Schmidt and Ralph, 2011). The difference between a blog and a micro blog is that the latter 
is used for direct and constant updates when they happen, and due to the limit number of 
characters it is therefore faster to use. This is due to the fact that microblogs have replaced 
many company blogs. Twitter is the most popular micro blog, and when someone gets a 
message or update on twitter it is known as a tweet (Ibid). Just like blogs, twitter can be used 
in a variety of ways; like creating a buzz about a company, a product or a service. If the 
company is able to engage a group of followers, twitter can be used to promote a product, an 
event or a promotion. Furthermore, companies can tweet about innovating things that will be 
revealed, or send out announcements of specials and deals. Twitter can also be used as 
monitoring tool to receive essential data for decision making, where followers may express 
their thoughts and feelings about the company and its products (Ibid). Twitter has 231.7 
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million monthly users (Constine, 2013)   

2.3.4 Instagram 
Instagram is a mobile application (available for Apples mobile devices and for Android 
operating system) for sharing photos within social networks. The application allows the users 
to take photos and post them in the Instagram application (Nationalencyklopedin, 2014). The 
users can also share his/her photos on a photo-by-photo basis on Facebook, Flickr and Twitter 
(Instagram, 2014). Instagram is based on the idea of sharing one’s life with friends through a 
series of pictures. It allows the users to experience moments in friends’ lives through pictures 
as soon as they happen. Once the user has taken a photo, a filter can be chosen. The 
application works as a follower model, where the user can choose to be public or private. The 
former means that anyone can subscribe to follow the user’s photos, while the later requires 
the user’s permission to follow him/her (Ibid). Instagram has 150 million monthly active users 
(Ibid).  

2.4 Social media strategy  
Bruhn et al. (2012) argue that the optimal marketing mix in order to influence brand equity 
positive is a joint implementation of traditional media and social media. Similar Schivinski 
and Dabrowski (2014) state that companies should not use social media as a substitute for 
traditional marketing, rather it should be seen as a part of the company’s marketing 
communication strategy. However, Bruhn et al. (2012) explain that companies should 
carefully make a clear strategy for their engagement in social media in order to increase 
consumer-based brand equity. Carlsson (2009) further explains that social media strategies do 
not basically need to differ from other communication strategic work, and strategic works are 
simply about setting goals and chart a convenient way to get there. In the case with social 
media strategies, the point is to get an effective and targeted use of it. Therefore, it is 
advantageous if all people involved have basic skills in the social media topic, like starting 
with an introducing and general educating workshop (Ibid). Kaplan and Haenlein (2010) also 
bring up the importance of understanding the applications before entering them, and state that 
companies first should take time to discover the intended application and learn about its 
history and basic rules. As the company has gained necessary understanding it can start to 
participate (Ibid). Also Schmidt and Ralph (2011) say that it is vital for companies to know 
critical information about the social media when using it as a marketing tool, and important 
information needed is number of members, characteristics of those members, and frequency 
of use. Number of active members, which are the members who have accessed the social 
media at least one time in the month, is more important than number of members (Ibid). 
 
The next step is according to Carlsson (2009) to ask oneself why the company wants to make 
use of social media, and what the company wants to achieve. A good goal should be relevant 
and easy to measure, but also be linked to the company’s overall business goals. Furthermore, 
the third step is to try to specify the intended target group, since it facilitates the selection of 
media and activities, and can be helpful when it is time to formulate the contents. The 
companies need to ask themselves who the readers and users are and even more important 
would be to determine where and if the readers are online at all, and where are they in that 
case. Furthermore, it is important for the company to know how these readers act on social 
media (Ibid).  Kotler et al. (2008) discuss marketing communication in general and state that 
it is important for companies to have a clear picture of the target audience. The target 
audience will most significantly affect the mediator's decisions about what should be said, 
how it should be said, when it will be said, where it is going to be said and by whom (Ibid). 
When the intended target is defined, it is time to find out how the company can create interest 
and how they can communicate with the target group (Carlsson, 2009). To create content, it 
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may be relevant to get information about what the company has that may be useful for the 
users, such as knowledge, information and interesting discussion subjects. Furthermore, it 
could be useful to find out what kind of content the target group might be interested in or how 
the company can act to create trust and good relations (Ibid). Kaplan and Haenlein (2010) also 
discuss the importance of listening to customers to find out what they would like to hear and 
talk about, as well as what they find interesting, enjoyable and valuable. When this is done, 
then the company can develop and post content that fits these expectations (Ibid).  
 
Carlsson (2009) states that goals, target group and communication possibilities should guide 
the choice of media and activities. Kaplan and Haenlein (2010) make a similar statement 
arguing that choosing the right social media application depends on the target group and the 
message that is to be communicated. This because each application typically attracts a certain 
group of people, and therefore the company should be active where its customers exist. 
Carlsson (2009) states that it can sometimes be hard to choose the most relevant form and 
companies therefore have to use the trial and error method. Carlsson (2009) gives some 
guidelines of questions to take into consideration when making the choice of media. First one 
can ask oneself where the company’s users are and which media they use and in which way. 
Then one can ask which media that should fit the company’s way to communicate, and which 
activities that are appropriate, related to overall goals, users and content (Ibid).  
 
When the company has come up with a strategy, the most difficult and crucial remains, 
namely implementing the strategy. It is first when the company is about to implement the 
strategy that questions and opportunities to learn new things occur. Carlsson (2009) explains 
that the best way for the companies is to allow them to learn along the way, and adjust the 
strategy over time. Carlsson (2009) highlights the importance of monitoring and evaluation, 
since regular checks can assure that strategy and practical work is functioning or if there is 
something that must be changed. By doing so there is an opportunity to continually improve 
and develop. One can ask what has been good or what has not and the reason for it, or one can 
ask what can be improved and developed and then how to do so. An overview of the social 
media strategy framework constructed by Carlsson (2009) is presented in figure 2.  
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Figure 2. Own created model for social media strategies 
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2.5 Implications with social media 
Researchers argue that it is hard for companies to control what is written about them in social 
media (Aula, 2010; Kaplan and Haenlein, 2010). Mangold and Faulds (2009) explain that 
social media combines some of the traditional marketing tools with a highly extended word-
of-mouth form of communications where marketers cannot control the content nor the 
frequency of the information. Also Dibb and Simkin (2013) state that the use of social media 
has brought major threats to brands with the result that marketers can not longer control the 
communicated information about their products and brand positioning. However, Carlsson 
(2010) explains that companies still have the opportunity to control and affect indirectly, and 
the way companies act will affect consumers’ perception about them. Furthermore, 
Bambauer-Sachse and Mangold (2011) examined the effects of negative online product 
reviews, a type of word-of-mouth communication, on consumer-based brand equity. Their 
findings showed that negative product reviews have a significant negative affect on 
consumer-based brand equity, and thus lead to brand equity reduction. Negative word-of-
mouth is also mentioned by Winterfeldt (2012), who argue that just as consumers can 
influence other consumers by tweeting about a product, “like” a company's product on 
Facebook or generate a representation about a product in the virtual world, a dissatisfied 
customer can report negative experience on a blog or a public site, and thus enable the entire 
world to see the dissatisfaction. However, Mayzlin (2006) state that companies can make 
good use of user-generated social media communication, since it supports companies with 
useful information about a brand’s advantages as well as disadvantages.  

2.6 Firm-created and user-generated social media communication 
Beales, Mazis, Salop and Staelin (1981) state that the process of information that a consumer 
gain relies on both internal and external information sources, which together impact the 
consumer’s brand equity judgements and brand choices. Similar Bruhn et al. (2012) explain 
that consumer-based brand equity is the outcome of both consumer reactions to a company’s 
brand-based activities as well as the consumers’ response to the brand-based communication 
of other consumers on social media platforms. Furthermore, Bruhn et al. (2012) clarify that it 
is of great importance to differentiate between firm-created and user-generated social media 
communication. This since firm-created social media communication is under the company’s 
control while user-generated social media communication is beyond the control of the 
company (Ibid). In the study made by Schivinski and Dabrowski (2014) the results showed 
that firm-created social media communication did not have a positive influence on brand 
equity. However, the same study showed that user-generated social media communication had 
a positive influence on brand equity. In this study the user-generated content relates to the 
impact of user-generated content on brands and brand equity as explained by Christodoulides, 
Jevons, and Bonhomme (2012). 

Keller (2009) informs that the use of communication can contribute to brand equity by simply 
establishing the specific brand in memory and create a brand image and also Nandan (2005) 
states that the components of the marketing mix can create and enhance brand equity. 
Furthermore, Keller (2009) argues that brand equity can influence consumer’s willingness to 
attend to further communications for a brand and influences consumers’ ability to later recall 
the communications. Since market communication can affect brand equity this can result in 
increased sales (Keller, 2009; Luo & Donthu, 2006). Brand building activities leads to sales in 
the long term and thus create brand awareness, connect the right associations to the brand's 
image in consumers' mind and evoke positive feelings for the brand (Keller, 2009). Moreover, 
Yoo et al. (2000) claim that marketing activities will positive affect brand equity as long as 
the customer has a more favourable behavioural response to a focal product than to a similar 
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non-branded product. Individuals should see firm-created social media communication as 
advertising, which affect brand perception and brand awareness (Schivinski and Dabrowski, 
2014). Similar Bruhn et al. (2012) claim that consumers’ perception of communication 
positively affects their awareness of a brand, since communication stimuli generate a positive 
effect in the consumer as a receiver. Furthermore, Yoo et al. (2000) indicate that 
communication influences brand equity by increasing the probability that a brand will be 
included in customers’ consideration set. Despite the fact that the study made by Schivinski 
and Dabrowski (2014) showed that firm-created social media communication did not 
positively influence on brand equity, we still assume from the discussion above that brand 
equity is positively influenced by firm-created social media communication. Since firm-
created social media communication is fully controlled by the company it is expected to 
positively impact brand equity and therefore the first hypothesis is formulated.  
 
H1. Firm-created social media communication positively influences brand equity.  
 
Solis (2011) argues that socialized media has meant that consumers can share experiences, 
knowledge and opinions as well as extended sources of information available to consumers, 
and!Christodoulides et al. (2012) state that user-generated content is growing fast in terms of 
brand conversations and consumer insights.!Moreover, Christodoulides et al. (2012) state that 
user-generated content has created both interest and concern among managers. Despite the 
growing interest in user-generated communication, there is still little research about its impact 
on brands (Christodoulides et al., 2012). According to Schivinski and Dabrowski (2014) 
positive user-generated content communicates information about a brand that can be mainly 
useful for customers in terms of brand equity. Bruhn et al. (2012) further explain that user-
generated social media communication can be either positive or negative. Both positive and 
negative content about a brand can be useful regarding consumers purchase decisions and 
therefore increase the awareness of the brand (Ibid). Moreover, conversations between the 
customers on social media can contribute to increased brand awareness for the company, 
since it can boost brand recognition and recall (Gunelius, 2011). In order to create user-
generated content Smith, Fischer and Yongjian (2012) argue that marketers should lure 
consumers to participate in social media by posting relevant and valuable content, and also 
confirm their participation by responding to them. Furthermore, Schivinski and Dabrowski 
(2014) state that the effects of user-generated communication on social media can lead to an 
increase in the consumer’s brand associations and awareness and thus affect the overall the 
valuation of a brand. It is also empirical supported by Christodoulides et al. (2012) that user-
generated content can have a positive impact on brand equity, and companies should therefore 
influencing consumers’ involvement with user-generated content. Therefore we assume 
hypothesis number two:  

H2. User-generated social media communication positively influences brand equity.  
 
 
  

Figure 3. Own created model of social media communication impact on brand equity 
!
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3. Methodology 
In the methodology chapter we deal with our scientific approach and overall methodology, 
where we justify how we proceeded to conduct our study. We describe how we collected and 
made the selection of empirical material through the qualitative interviews and the 
quantitative survey, both in terms of primary and secondary data. 

 
3.1 Scientific approach 
According to Patel and Davidsson (2011) there exist two types of scientific approaches, 
positivism and hermeneutics. Positivism and hermeneutics are the two concepts that 
according to Jacobsen (2002) explain how we see the reality. Patel and Davidson (2011) state 
that the positivists approach has a clear empirical/scientific character. Furthermore the 
researcher who aims to find the verifiable observations to support their theoretical hypotheses 
characterizes the positivist approached (Ibid). The hermeneutic approach, on the other hand, 
is according to Patel and Davidson (2011) positivisms opposites. Patel and Davidson (2011) 
argue that the hermeneutic researcher assumes his own preconceived when the research 
subject is approached subjective. According to Jacobsen (2002), the main differences between 
positivism and hermeneutic is that the positivism approach follows legal rules and the general, 
while there are no general legal rules within hermeneutics, instead it is looking at the unique 
and peculiar. Positivism follows an objective reality that can be studied using objective 
methods and metrics. The reality is constructed by humans and must be studied by examining 
how people perceive reality (Ibid). In this study, we aim to describe and identify how the 
social media can impact on brand equity and how a fashion brand can use social media as a 
marketing communication tool. As we in this study want to describe and establish our 
problems do a positivist approach fit very well.  For the positivist approach, it is best suited 
with a quantitative study while it in hermeneutics is better suited with a qualitative one (Ibid). 
In this study the main focus is the quantitative study, however, a few interviews have been 
made to bring a wider view.  

3.2 Overall methodology 
Since we in this study aims to generate knowledge about social media communication’s 
impact on consumer-based brand equity, and whether social media can be used as a marketing 
tool, an empirical study of the specific brand and its existing customers is most suitable. Our 
intention is to study how companies can use social media, and therefore this study is 
descriptive (Jacobsen, 2002). In the descriptive method the researcher explains how 
something really is, unlike an explanatory approach, where the researcher instead aims to 
explain why a phenomenon occurred, these studies have thus to intend to say anything about 
the cause and effect (Ibid).  

3.3 Choice of scientific approach  
There is according to Jacobsen (2002), two different choices of strategy to gather and to get a 
picture of the reality, inductive and deductive approach. When using the inductive approach, 
the researchers goes from empiricism to theory, namely that researchers go into reality with 
almost no expectations, where they collect all relevant information (Saunders, Lewis & 
Thornhill, 2009; Jacobsen, 2002). These data systematizes and then theories are formulated 
(Saunders et al., 2009; Eriksson & Wiedersheim-Paul, 2011). In opposite of the inductive 
approach, the deductive approach is explained by Eriksson and Wiedersheim-Paul (2011) and 
Jacobsen (2002) as a way where the author goes from theory to empirical data. Thus, the 
author takes part of the existing theory and tries to get an idea of the realities and then 
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formulate questions and hypotheses and thereafter collect the empirical data. The author’s 
collected data are compared and analysed with the initial questions and hypotheses and after a 
logical inference a result is achieved (Saunders et al., 2009; Eriksson & Wiedersheim-Paul, 
2011). Criticism of the deductive approach has been highlighted by Jacobsen (2002), who 
explains that data collection will inevitably lead author to only look for information that is 
considered relevant to the study. Inferring concrete expectations, as the author makes in a 
deductive approach, limits the access to information, which means that there is a risk that 
important information is overlooked (Ibid). 
 
According to Alvesson and Sköldberg (2008) it is difficult to place research in any of these 
two approaches, and mention that there is a third method approach, named abduction. The 
abductive approach has traits from both the inductive and the deductive approach. With the 
help of the two philosophies an abductive approach moves between theory and empirical data 
to allow the understanding to emerge gradually. During the process, the empirical scope 
gradually develops and the theory is partly refined and adjusted. Criticism of the abductive 
approach is according to Alvesson and Sköldberg (2008) that there is a risk that the researcher 
is influenced unconsciously from previously presented research. To get a good understanding 
of the topic brand equity and social media, we chose to first take note of published theories 
and based on these we formulated the research questions, which were the basis for the 
personal interviews and quantitative surveys. After we had gathered the empirical data we 
adjusted the theory chapter to make it more suitable for the rest of this study. For example, 
after the personal interviews we found some theory irrelevant, such as theory about 
collaborative projects, and thus we deleted this part. This is in line with an abductive 
approach (Ibid) and therefore we argue that this approach is used in this study.  

3.4 Research method 
When the researcher has decided what the study will produce and how the survey will be 
posted the next step is to choose what kind of method to be used, however Jacobsen (2002) 
argues that the problem background should govern which method is to be chosen. According 
to Jacobsen (2002) and Backman (2010) measurements made with the help of mathematics 
and statistics are termed as a quantitative method, i.e. those methods that result in numerical 
observations. It may be samples, tests, surveys and questionnaires (Backman, 2010). 
Qualitative methods, however, are research that results in verbal formulations or in writing. 
Since the intention of this study is to present recommendations of how companies can use 
social media as a marketing communication tool, a qualitative method lends itself good. 
Jacobsen (2002) highlights the advantages and disadvantages of a qualitative approach, where 
the advantages are that the method contributes to transparency, high internal validity, nuanced 
data as well as flexibility. Since we are interested in how a specific company working with 
brand equity and social media, we have the opportunity to find out all this specific 
information when we use a qualitative method. We also got information from an expert in 
social media and an expert in fashion brands through qualitative interviews. We did this in 
order to gain further insight and good knowledge of the subject. As we gained more 
knowledge over time the advantage of qualitative methods flexibility has proved to be 
important, as we have been able to change the research question.  
 
Furthermore, Jacobsen (2002) argues that the disadvantages of qualitative methods is that 
they require more time, when the interview can take time and the researcher may receive 
information from respondents, which may contribute to qualitative approaches have problems 
of generalization. To enhance generalizability, we have chosen to make a quantitative method 
as well, to see the problem from two different perspectives, the company and its customers. A 
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quantitative method has the advantage that it standardizes the information that makes it easy 
to treat. As the quantitative surveys are easier to generalize and they have high external 
validity. Nevertheless there are disadvantages of a quantitative method where the survey gives 
superficial information, since the questions and answer choices must not be too complex 
(Ibid). We have in our quantitative study tried to make the questions as easy to understand as 
possible, we have tried to see from different perspectives to bring out the issues that are best 
suited to the questionnaire, and thus to reduce the risks associated with survey methodology. 
It is according to Eliasson (2006) and Jacobsen (2002) an advantage to combine a qualitative 
and a quantitative method with each other, so-called data triangulation. The knowledge of the 
qualitative method can form the basis for new knowledge and assumptions about the context, 
which then can be tested in a quantitative format (Ibid). The information we collected through 
our qualitative study has partly been the basis for the questions in the questionnaires, as new 
knowledge added us. Jacobsen (2002) states that this is a good way, because a qualitative 
preliminary investigation may strengthen the validity of a survey, and then we know we 
asking the right questions. 

3.5 Choice of topic 
The Swedish company and clothing brand Boomerang has today experienced challenges in 
strengthening its brand and using social media as a marketing tool in their daily work. Since 
we had a personal contact with Boomerang before our thesis process started, we saw this as 
an opportunity to get information about interesting topics that we could base our thesis on. 
We got the information from Boomerang that they recently had started to use social media as 
a marketing communication tool, and thus they requested a strategy for their presence in 
social media. We found this topic interesting to make a study about and since previous 
theories indicate that a strong brand as well as social media is important for business success 
this will be the basis for our study. 

3.6 Data collection 
It is according to Jacobsen (2002) an advantage to use different types of data, since these may 
provide support for each other and hence the strength of the results the researcher concludes. 
Several different types of data control each other, and to not use different data can cause 
problems at a later stage. We have therefore chosen to make use of both primary and 
secondary data in this study. 

3.6.1 Secondary data  
When the researcher uses data originally not collected by the researcher and data that often 
has been analysed from other starting points, this is called secondary data (Eliasson, 2006). 
Thus, the researcher bases the paper upon information that is collected by others, where 
information is usually collected for a different purpose with another problematic purpose 
(Jacobsen, 2002). It is important to be critical when it comes to secondary data, since this 
information is basically collected for other purposes (Jacobsen, 2002; Eliasson, 2006). We are 
aware that the secondary data we used in this study is collected for another purpose and that 
we must be critical in order to establish whether the sources are credible and something we 
can use in our study. We have tried to have as much new material as possible, especially 
information about the Internet and social media and have thus taken such information that is 
published in the 2000s. Henceforth, we have tried to include literature in the form of books 
and scientific articles, since we argue that both of these are needed to make this study. 
!
3.6.1.1 Literature research  
In our theory we have used scientific articles as well as books. The literature research in our 
study has been based in the databases we have access to through Halmstad University's 
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Library, Stockholm University Library and Google Scholar. These databases have been used 
to find relevant scientific articles. The search of scientific articles has also been made directly 
through Halmstad University Library Summon search. Keywords that we primarily used to 
find the correct articles have been branding, brand building, brand equity, strong brands, 
social media, social network, social networking sites, effective social media marketing, firm-
created and user-generated social media communication. We have also studied the relevant 
previous essays and scientific articles, and their references to get access to wider information 
within our subject. To study earlier essays and scientific articles’ reference lists are according 
to Ejvegård (2009) a good start in the literature search. Despite the fact that Internet's 
emergence and use of social media is a relatively new phenomenon, there are a lot of facts on 
the subject, however, we have had difficulties finding information about how businesses can 
use social media in their aim to build a strong brand. Therefore, we believe that our study will 
contribute positively, as we do a study on this particular problem within a specific industry. 
The books considered appropriate for our thesis, are borrowed from the library at the 
University of Halmstad and Halmstad City Library. Information has also been taken from 
Statistiska Centralbyrån and other appropriate Internet sites. Primary data collected from 
Boomerang has been supplemented with information downloaded from the company’s 
website and internal non-published information received from our respondent.  

3.6.2 Primary data  
When the researcher goes directly to the primary source of information, this is called primary 
data. These data collects information directly from persons or groups of persons, where the 
information is collected for the first time. Primary data is also tailored to a particular problem 
and data are usually collected through observation, interview or questionnaire (Jacobsen, 
2002). There are drawbacks to collect primary data and Jacobsen (2002) points out that it is 
time consuming. We have in this paper chose to collect primary data, both in the qualitative 
and quantitative part. This is because we believe that the results we get will be more suited to 
our study and that our final result takes the company’s as well as the customer's opinion into 
consideration. The primary data consists of the personal interviews and the survey.  

3.6.3 Qualitative selection 
In our qualitative study three individual interviews has been made. This allowed us to obtain 
information about Boomerang and background information of the problems that the study 
intends to investigate. We also made qualitative interviews and got information from an 
expert within the fashion industry and an expert within social media. 
 
Within Boomerang, we chose to interview Peter Sjöström, whose role in the company is as 
marketing manager (henceforth we will only refer to Sjöström). We chose to interview 
Sjöström because we believe that he has most knowledge within the company about our 
chosen topic and can therefore provide the most valuable information. We chose to do the 
interview with Sjöström in a relatively early stage of the study, because we wanted to obtain a 
broad picture of Boomerang and how they operate with brand equity and social media. We 
also wanted to get a picture of how the organisation looks like today and how they work with 
building a stronger brand and the use of social media as a marketing tool. Our second 
interview was conducted with Maj-La Pizzelli (henceforth we will only refer to Pizzelli), who 
is working with fashion management, product and production strategy and business 
development at her own company How AB (How AB, 2014). We chose Pizzelli to get 
comments and opinions about how a fashion company can work with their brand equity. The 
third qualitative interview was conducted with Michael Nilsson (we will hereafter refer to 
Nilsson), who has written a number of books about how companies can work with social 
media. We chose Nilsson because we felt that he was the right person with much knowledge 
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within our subject after we have read his books ourselves. For the interview with Nilsson, we 
asked questions about social media, as this is one of Nilsson’s main subjects. Hence, we made 
three different interview guides (Appendix A, B & C), as we at the various interviews were 
looking for different information. An overview of the interview respondents is shown in Table 
1.  
 
 
Table 1. Overview interview respondents 
!
Company 
  

Interview 
respondent 

Position Date & Place Character 

Boomerang AB Peter Sjöström Marketing manager 10/3 - 2014 
Stockholm 

Personal interview 

How AB Maj-La Pizzelli Founder of How AB, 
fashion manager, 
product and production 
strategist and business 
developer.  
 

20/3 - 2014 
Stockholm 

Telephone 
interview 

Manifesto Michael Nilsson Heart Director, brand 
strategist, concept 
developer, and 
copywriter. 

28/3 – 2014 
Halmstad 

Telephone 
interview 

!
 

3.6.3.1 Qualitative interviews 
According to Jacobsen (2002) the individual open interview lends itself well when the 
researcher wants to investigate few units and when the aim is to go in depth with the 
information from a certain individual. Most often, individual interviews are face to face and 
are characterized by questions taking place in an on-going dialogue. However, individual 
interviews may also take place over the telephone. A physical visit is preferred, however, this 
can be costly and time consuming whereby a telephone interview often is chosen. According 
to Jacobsen (2002) it is appropriate to save the information that was said during the interview 
in order to not forget anything important. This can be done by for example in notes or 
recording. We conducted the interview with Boomerang face to face at the company’s 
headquarter. However, we had no opportunity to conduct the interview with the expert in 
social media and the expert within the fashion industry face to face due to lack of time, these 
interviews were therefore conducted over the telephone. The interviews were recorded as well 
as we took notes at the same time, to give us the opportunity to go back afterwards and 
see/hear the answers.  
 
According to Jacobsen (2002), the researcher needs to decide whether the interview should be 
an open or structured interview. A structured interview has fixed questions with fixed answer-
alternatives while in a completely open interview don not have an interview guide, here is the 
conversation flowing on without a scheduled order. It is appropriate that a qualitative 
interview is somewhere between an open and a structured and follow a predetermined 
interview guide. The purpose of the interview can be open or hidden, however it can be 
difficult to decide what is best. Some subjects may cause the respondent does not want to 
answer, as the subject could be sensitive, then it is good not to present this purpose (Ibid). In 
this study the questions were based on the main concepts we have used in the theoretical 
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framework and we used a mix of a structured and open interview. We knew what we wanted 
to get information about whereby we established an interview guide (Appendix A, B and C), 
which formed the basis for the interviews. All the questions was open, to get as detailed and 
specific answers as possible, and that the respondents would be able to further develop their 
responses. We also asked follow-up questions in some cases.  

3.6.4 Quantitative selection  
As this study aims to investigate how a fashion company can make use of social media as a 
marketing channel and how social media impact on brand equity, we felt that a quantitative 
survey fit well. This was to get users/costumers perception of our chosen topic. We chose to 
conduct a quantitative survey among Boomerangs loyalty club members (Boomerang Friends 
members) through a questionnaire on the Internet (Appendix D). The questions in the 
quantitative study were based on the theoretical framework and the qualitative interviews we 
conducted. To create and reach out with the survey on the Internet to Boomerang's existing 
customers, we had the help of Sjöström on Boomerang that linked us with a company that 
they have used before when they have conducted surveys themselves. Thus we got help from 
Ted at the company Interdo AB, which putted the questions in their program with a 
customizable design with the Boomerang logo. The questions were designed in the manner 
that the respondent answers by clicking on one or more options in the answer-boxes and then 
make their move to the next question. We did not have questions about demography in our 
survey, as we automatically got this information by Boomerang and Interdo when we picked 
out a target group of Boomerang's loyalty club members.  
 
According to Saunders et al. (2009), sampling techniques provide a variety of methods that 
enables the researcher to reduce the amount of collected data that is needed. It is according to 
Saunders et al. (2009) in some research cases required to have sample data to generalise about 
all the cases from which the sample has been selected. From the full set of cases from which a 
sample is taken is called the population. In some cases, it is possible to collect data from an 
entire population, if this is of a manageable size, and if it is not it is impracticable to collect 
data from the whole population the researcher need to select a sample. In our case, we 
considered the population to big to be able to analyse it later, whereby we made a sample. 
Moreover, there are according to Saunders et al. (2009) two types of sampling techniques, 
probability and non-probability sampling. With probability samples, the probability of each 
case that being chosen from the whole population is known. In non-probability sampling on 
the other hand, the probability of each case being chosen from the total population is not 
known. Furthermore, it is impossible to answer research questions or for example address 
objectives that require making statistical inferences about the characteristic of the population 
(Ibid). Since we in this study know the population we are doing a probability sampling. The 
sampling was done though a database selection. Furthermore we are doing a survey, which 
according to Saunders et al. (2009) is typically associated with probability sampling.  
 
According to Saunders et al. (2009) the researcher need to decide a suitable sample size. The 
larger the sample size are, the lower the likely error in generalising to the population. The 
researchers choice of sample size within this compromise is managed by; the confidence 
needed in the data, the margin of error tolerated, the types of analyses that are going to be 
undertaken, and the size of the total population from which the sample has been drawn. Due 
to this, the final sample size is almost always a matter of judgement and calculation (Ibid). 
Normally, according to Saunders et al. (2009), researchers work to a 95 percent level of 
certainty. This means in other words that if the sample was selected 100 times, at least 95 of 
these samples could with certainty represent the characteristics of the whole population (Ibid). 
In this study, we have a population of 20 189; which will give us a sample size of 583 
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respondents, if we have a 95 percent confidence level and a confidence interval of 4. The 
confidence interval indicates the margin of error, which in this case is 2% (Creative Research 
Systems, 2014). We sent out the questionnaire to 2 000 members (equally divided between 
men and women), aged 26-45, which we chose because that is Boomerang's target audience 
according to Sjöström. Interdo handles all email addresses to Boomerang loyalty club 
members, thus the survey was linked to those mail addresses and we had access to 
surrounding data in terms of age, gender and geographical area. Ted sent out the survey from 
Boomerang's own mail and in the mail respondents could only click on a link to access the 
survey, which made it very easy. 
!
Table 2. Sampling/ selection delimitations 

 
!
!
 

 
 
 
 

3.6.4.1 Survey   
The survey consisted of structured questions with given answer alternatives, to facilitate 
analysis efforts. According to Jacobsen (2002) it is important to determine how the questions 
should be formulated and how the answer alternatives should be designed. We have mostly 
chosen the design that Jacobsen (2002) term as statements. The statements in the survey 
involve both brand equity and social media. Within the survey, we asked questions about the 
different social media as Facebook, Instagram, Twitter and YouTube. Since social media 
includes a variety of different application, we had to narrow the number of applications in 
both theoretical and empiric chapter. To get information about which social media 
applications Boomerang is active on today we looked at their Web site and it was also asked 
in the personal interview with Boomerang. We found that Boomerang use Facebook, 
Instagram and YouTube, which can be seen as the most commonly used social media 
applications today. To these applications we added Twitter, because this is another very 
commonly used social media today. All questions were designed for a Likert scale and the 
respondents answered according to how well they agreed or not to the statements. The 
purpose of this was to get clear results that could be compared with the individual interviews 
and previous research.  
 
According to Eliasson (2006), the benefit of a written survey is that the respondent can 
answer the questions when he/she has time for it. However, the investigator should according 
to Eliasson (2006) send out a reminder after a time to increase the response rate. We decided, 
together with Boomerang, that a reminder would be sent out after one week, this time with an 
offer to the customer to increase the response rate. The respondents got 1 000 extra points in 
the customer club after finished the survey. Our goal was to get enough response after two 
weeks, which we got and therefore we could close the survey. Our goal was to get at least 600 
responses and 624 respondents completed the survey. All of those we sent out the survey to 
did not replied, of course, and it is difficult to influence the loss, but it may be because many 
did not felt sufficiently motivated to participate. Overall, it was 660 people who opened up 
the survey, making it a loss of 36 people, 5%. An overview of the surveys is shown in Table 
3. 
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Table 3. Overview surveys 

 
 
 
 
  
 
 
 
 
 

The survey consisted of two occasions where the respondent could be outsourced. The first 
time was when we asked if the customer was active on social media, if the customer answered 
no, the survey ended and we thanked the respondent for the participation. However, if the 
answer was yes the survey continued with additional questions. The second occasion when the 
respondent could be outsourced was when we asked if the customer followed Boomerang on 
social media. If the respondent answered yes the survey continued with additional questions, 
otherwise we thanked for the participation. We chose to exclude question 2, 5 and 15 in this 
study since we argue that these questions were not valuable for our research questions. The 
reasoning in the survey approach has its explanation in that we first wanted to examine 
customer loyalty, through the question 1,3 and 4. Here we asked questions regarding how 
loyal Boomerang’s customer are. Henceforth, we wanted by the question 6-10 get a picture of 
what quality meant for Boomerangs customers and whether they believe that Boomerang has 
high quality of its products or not. Regarding 11-13 address questions concerning how the 
respondents brand associations looked liked and if Boomerang differs from other brands. In 
question 14, we chose to line up various social media applications where customers are likely 
to be active. The purpose of this was to get a picture of where Boomerangs customers found 
themselves and sort out the customers who actually are not active on social media at all to get 
more valid answers on recurring questions. After question 14, we therefore chose to only ask 
questions regarding social media and the use of these. Furthermore, we wanted in question 16 
find out the reason why customers follow a company on social media. We did this by lining 
up various reasons, where the respondents could choose multiple options.  
 
Moreover, addresses whether respondents are engaged in the company's official profiles. This 
was examined in question 17, as a multiple-choice question. In question 18 the aim was to 
find out whether respondents partake of other users' comments about a brand on social media. 
Henceforth, we used question 19 to find out if the respondents follow Boomerang on any 
social media application. This was in order to get an idea of how many people actually follow 
them and also sort out those who do not follow them on any social media as the next 
questions deals with Boomerang's activities on social media. Questions 20-22 were adapted 
from a firm-created social media aspect. Where we began to assess whether the content 
Boomerang creates social media meets the respondents expectations and whether they are 
satisfied with the generated the content. As well as how the communication is compared to 
other brands' social media communications. The last questions, 23-25, processed user-
generated social media content, where the respondents answered questions regarding the 
content generated by other users and not Boomerang themselves. In Table 4, we give an 
overview of the questions in the survey and the references they are based on. In the table, 
questions concerning brand loyalty are signed with [LO], perceived quality with [QL], brand 
associations with [AS] and brand awareness with [AW]. Furthermore, overall social media 
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questions is marketed with [OSM], firm-created social media communication with [FC] and 
user-generated social media communication with [UG].  
 
Table 4. Overviews survey-questions 
 
Question Constructs and measurements Authors  
 Consumer-based Brand Equity  
1 [LO1] I would recommend Boomerang’s products to others (Aaker, 1996) 
3 [LO2] On my last purchase, Boomerang met my expectations (Aaker, 1996) 
4 [LO3] If there is an alternative product cheaper than Boomerang’s 

product, I would buy it instead 
 
(Aaker, 1996) 

6 [QL1] Boomerang has high quality of their products compared to other 
alternative brands 

(Aaker, 1996) 

 
7 
8 
9 

To me, quality is:  
[QL2] Sustainability 
[QL3] Service 
[QL4] Fit and materials 

(Sjöström) 

10 [QL5] A product that cost more than an alternative product is usually of 
better quality 

(Aaker, 1996) 

11 [AS1] I can easily imagine a picture of Boomerang (Aaker, 1996) 
12 [AS2] Boomerang differs from other clothing brands (Aaker, 1996) 
13 [AW1] Boomerang is the first brand I think of when I want to buy clothes (Aaker, 1996) 
   
 Overall social media   
14 [OSM1] I’m active on these social media applications (Kotler et al., 2008; 

Carlsson, 2009; Sjöström) 
16 [OSM3] The reason I follow a company on social media is (Kaplan & Haenlein, 

2010; Carlsson, 2009) 
17 [OSM4] How involved are you in the company’s official profiles on 

social media 
(Schmidt & Ralph, 2011). 

18 [OSM5] I partake of other users’ opinions about brands on social media (Bruhn et al., 2012) 
19 [OSM6] I follow Boomerang on these social media applications (Sjöström) 
   
 Firm-created social media communication  
20 [FC1] I am satisfied with Boomerang’s social media communication (Schivinski & Dabrowski 

2014) 
21 [FC2] The level of Boomerang’s social media communication meets my 

expectations  
(Schivinski & Dabrowski 
2014) 

22 [FC3] Boomerang’s social media communication is good compared to 
other brands 

(Schivinski & Dabrowski 
2014) 

   
 User-generated social media communication  
23 [UG1] I am satisfied with the content that is generated on social media by 

other users about Boomerang  
(Schivinski & Dabrowski 
2014) 

24 [UG2] The level of the content that is generated on social media by other 
users about Boomerang meets my expectations 

(Schivinski & Dabrowski 
2014) 

25 [UG3] The content generated on social media by other users about 
Boomerang is good compared to other brands 

(Schivinski & Dabrowski 
2014) 

  
 
 
3.7 Data analysis  
We chose to use the statistical program SPSS (Statistical Package for the Social Sciences) 20 
in order to answer research question three and our hypothesis. The items used in this study 
were measured using a five-point Likert scale ranging from 1 for "strongly disagree" to 5 for 
"strongly agree". The data selection is described above, however number of respondents is in 
this measure 97. This is due to the requirement that the respondents had to follow Boomerang 
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on social media in order to make the regression possible. The independent variables for social 
media communication consist of measures of firm-created and user-generated social media 
communication. Different statements about how the customers perceive Boomerang’s 
communication on social media measured firm-created social media communication. User-
generated social media communication was measured with the same structure, but focused on 
how the respondents perceived other users communication about Boomerang. These two 
measured followed previous research approaches (Schivinski & Dabrowski, 2014; Bruhn et 
al., 2012).  The dependent variable, brand equity, was measured by using six items measuring 
brand awareness, brand loyalty, perceived quality and brand associations. The items were 
adopted from Aaker (1996). To control for unobserved heterogeneity, two variables (gender 
and age) were used as control variables in the analysis.  

3.8 Validity and reliability   
According to Jacobsen (2002), all kind of methods has to meet two requirements; it must be 
valid and relevant as well as reliable and trustworthy. Validity means that we are measuring 
what we actually want to measure, that measured is perceived as relevant and what we 
measure with few units also are able to apply on several (Ibid). The way we examine must 
thus be able to measure what is the study's actual intention (Patel & Davidsson, 2011). 
Consequently, a study's validity and relevance are according to Jacobsen (2002) divided into 
internal validity and external validity. Internal validity and relevance is described as if we are 
actually measuring what we think we measure while external validity and relevance is 
whether results from a limited area is also valid in other contexts. External validity and 
relevance says something about the degree to which an outcome can be generalized to be 
including in other contexts. Reliability refers to whether the investigation can be trusted. This 
means for example that it does not possess obvious measurement errors (Ibid). Internal 
validity is according to Jacobsen (2002), an important aspect in the qualitative study, whereas 
external validity is an important aspect in the quantitative study, as these types of studies 
often aim to generalise. In our study, we have throughout the writing process taking both 
internal and external validity under consideration and we believe that our quantitative results 
can be generalised into the whole population of Boomerang’s customers. It is important to 
ensure internal validity, which can be done in two steps according to Jacobsen (2002). 
Mostly, you can ensure the study's findings and research towards one another and always 
critically analysis the results. According to Jacobsen (2002) method triangulation is also a 
strong advantage for good validity, since they use different methods to investigate the 
problem. In this study, we have taken these two steps into consideration. !  
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4. Empirical findings and results 
The empirical chapter presents the empirical data, starting with a presentation of the interviews, 
which is followed by a presentation of data gathered through the quantitative survey. Finally, we give 
the results of the measurements, where we describe the regressions run on the collected data.  
 

4.1 Boomerang International AB  

4.1.1 The company and Peter Sjöström 
Boomerang is a Swedish fashion brand founded in 1976 by the two entrepreneurs Kenneth 
Andram and Peter Wilton. Their ambition was to create a Scandinavian fashion brand with 
timeless garments with high quality, inspired from the Swedish archipelago and the world of 
sports. Boomerang’s vision is to tell the world about the Scandinavian blue, and their business 
idea is: 
 

“Boomerang creates timeless and sustainable garments inspired by the Scandinavian 
archipelago for people around the world who share our vision for long-term relationships” 

(Internal, non-published information about Boomerang). 
!
Boomerang appeals to a broad audience of both men and women, substantially over an age of 
30, with an income over the average. However, Boomerang works on strengthening the 
position for those under the age of 30. Today Boomerang is established in Sweden, Norway, 
Denmark, Finland and Great Britain. Boomerang has 32 pure Boomerang stores, and 
approximately 200 retailers representing the brand. Boomerang launched their webshop in 
October 2010 and besides being an important and continuous webshop, it is also a platform 
where they convey the brand values and present current promotions (Internal, non-published 
information about Boomerang). Sjöström works at Boomerang as Marketing Manager and is 
responsible for all communications and PR. Sjöström explains that Boomerang is a Swedish 
fashion company that designs, manufactures and sells men and women clothes but also other 
products such as sunglasses and a home collection. Today, Boomerang is actively working 
with its customer club, website, newsletters as well as digital newsletters and social media, 
however Sjöström explains that Boomerang experiences problems with strengthening the 
brand for the reasons that the market is growing more and more today. It thus becomes more 
difficult to reach out to the audience.  

4.1.2 Consumer-based brand equity 

4.1.2.1 Brand awareness 
Sjöström believes that there is both good and bad to have such a long history as Boomerang. 
The positive aspects that Sjöström highlights are that there is good awareness of the brand, 
which also gives a very positive attitude towards the brand. However, the negative aspects are 
that many garments may seem basic, and there were a couple of years where it did not happen 
very much within the company. To increase brand awareness Boomerang makes use of their 
loyalty club, where they try to take care of their existing customers and turn the members into 
ambassadors for the brand, who will speak well about the company. It is cost effective for the 
company to use ambassadors. Sjöström states that bought media and making the brand more 
visible in external channels are important to reach out to the target group and therefore social 
media is absolutely an essential tool to get the words spread. Furthermore Sjöström argues 
that PR is a good way to create awareness of the brand, this through fashion reportage, and 
Boomerang’s own stores are seen as important distribution channels for communication, 
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where the storefront is an area towards potential customers. Boomerang strives to be top-of-
mind and according to Sjöström it is quite important. Sjöström explains that there is several 
brands that are alike and the brands are pretty equal each other, and customers have 
increasingly limited time to look around for clothes so they may go to their first choice. 
Sjöström argues that increased brand awareness results in more visitors, more customers, and 
it may also be more loyal customers, as they feel more confident with the brand. Increased 
brand awareness can make it easier to get full access to better locations in shopping centres 
and street locations as well. It also simplifies the distribution abroad, and enhances and 
simplifies the traffic and visits to the webshop. According to Sjöström the most powerful 
exposure to increase brand awareness is to have a media budget and reach out wide and get a 
range of what Boomerang does.  

4.1.2.2 Perceived quality 
Sjöström explains that Boomerang hope to strengthen the brand even further by continuing to 
develop their products and make them even better, and Boomerang works actively to deepen 
the relationship with their factories to improve quality, develop fit and silhouettes and make 
them become even better. Sjöström believes Boomerang’s customers will judge the quality of 
the products by looking at the actual quality and feeling of the garment, it can be everything 
from how it is sewn, how the seams are, to fit and material selection. According to Sjöström, 
the basic quality of the product plays a major role, which includes that the garment is good 
when the customer washes it and that the colour and fit are good over time. Sjöström also 
emphasises that surrounding parts are important to increase quality, by providing the 
customers with a good attitude, either if they are visiting the stores, the online store, or 
through a franchisee. Good experience of the customers’ visit will strengthen the quality in its 
entirety. Furthermore, Sjöström believes that quality is very important for Boomerang’s 
customers and that they are prepared to pay a bit more on an average in order to get a better 
quality of the garments. Boomerang has not problem with the quality today, as they are 
already working effectively with it. If, however, they find many complaints about a specific 
garment they will check this up and find out what might be the problem. Thereafter, they 
immediately evaluate it and try to improve that particular product.  

4.1.2.3 Brand loyalty 
Since Boomerang started their loyalty club “Boomerang Friends” one and a half year ago, 
customers between 16 and 99 years have been registered (equally divided between men and 
women), which indicate that Boomerang has a very broad purchase audience. Today the 
loyalty club has about 50 000 members and Sjöström says that the main audience (60%) is 
somewhere between 30 to 55 years old. However, Boomerang has noticed that there are more 
young customers coming to the stores nowadays. Customers in the loyalty club get certain 
bonus points when they shop, where they get 3.33% of the purchase in bonus. By e-mail 
Boomerang easily can communicate with their customers continuously over time. Boomerang 
rewards the best customers by giving them Christmas gifts and other presents out of the 
ordinary, which is unexpected, and this may lead to that the customers will talk good about 
the brand. Sjöström explains that loyal customers help increasing the sales and also the sales 
over time. There is usually a more cost effective canvassing with loyal customers, as 
Boomerang will not have to chase new customers.   

4.1.2.4 Brand associations 
Sjöström wants the customer to perceive Boomerang as qualitatively, sustainably, and 
associated with a Scandinavian lifestyle. Boomerang wants the consumers’ associations to be 
based on a form of a dream, a desire, a connection with the style Boomerang communicates, 
and the style the company stands for. Associations like good fit, good quality and good 
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feeling in the garments are desirable. Furthermore, Sjöström explains that Boomerang works 
with associations in everything they do. It starts when developing the garments, how the 
garments are displayed in the store, how hangtags look like and special materials such as 
organic cotton or indigo. They also work much with the decor, the music and how it will be 
merchandised in the stores. Sjöström continues and says that all the images must also convey 
a sense of quality, durability and fit. Sjöström believes that customers' positive brand 
associations generate an ambassadorship and can generate loyalty over time.  

4.1.3 Social media 
Today, Boomerang use social media as a type of marketing channel and they are active on 
Facebook, Instagram and YouTube. They have been active on Facebook for about three years, 
but Instagram is much newer, since they started an account last December. Boomerang chose 
to be active on Facebook for the reason that it was in connection with the web-shop opening 
in the fall of 2010 and that the application was fairly widespread and most commonly 
originated social media. On Facebook, the strategy has been to put up fewer posts, but with 
more relevant and good content. Sjöström says that they do not want to post content without a 
reason, as he does not think it is the right way, it is rather to put up the right content. Sjöström 
says that it is easier to publish content on Instagram, as it is based on a pictures and it feels 
easier especially for fashion companies as they have much to show in the form of artwork, 
promotional materials, showrooms and shops etc. It is a faster and easier way to communicate 
and Boomerang adds photos more frequently on Instagram than on other social media. 
YouTube is only used for their advertising campaigns.  
 
On social media Boomerang offer a bit more of what happen in the company, they publish 
"behind the scenes"- images, what designers are working on and what is happening in the 
showroom etc. Boomerang is also organising some competitions on social media, but 
Sjöström claims that they can do much more on that front. Social media is therefore not just 
for pure advertising or marketing. The underlying approach to the use of social media is being 
able to communicate in a cost effective manner, get recipients to spread the word, to create a 
platform to integrate with customers and efforts to create a dialogue across time. Sjöström 
explains that this is very difficult and challenging. The challenges Boomerang experiences of 
using social media as a marketing channel is very much about spreading awareness about 
Boomerang being active in these channels. Sjöström explains that it is also a challenge to 
create compelling content to a very wide audience and the target group in a good way, and to 
find out which content is the most appropriate and if they should publish mostly advertising 
or “behind the scenes”-pictures. It is also a challenge to increase interaction with customers, 
how to get them to be more involved with each other and in the brand. Although there are 
challenges in using social media, Sjöström sees an ambition to add more energy and resources 
to make the social media activities better in the future. The fact that they become active 
relatively recent, there is much more to learn. Boomerang's use of social media has created a 
basis for increased verbal spreading of everything they do. Moreover, according to Sjöström, 
there are no negative aspects of using social media, and Sjöström says that if customers 
criticise Boomerang it is a chance for Boomerang to respond to it in a professional and 
effective manner. Sjöström states that it is better for the company to be aware of the bad 
comments regarding Boomerang, rather than not knowing about the dissatisfaction at all.  
Boomerang tries to approach these kind of negative comments as soon as possible. 
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4.2 How AB  

4.2.1 The Company and Maj-La Pizzelli 
The company How AB is a management and consulting company based in Stockholm, which 
also works with financial management and accounting. Maj-La Pizzelli, who is the founder of 
the company, works a lot with strategic issues in the fashion business such as assortment 
strategies, processes, business development, sales and distribution strategies etc. How AB 
helps Swedish fashion companies to form structures and how they can grow profitably. When 
customers come to How AB, they usually already have a brand platform and an idea. 

4.2.2 Consumer-based brand equity 
Pizzelli explains that it is important to have a strong brand for the reason that without a brand, 
a company has just a product, and this is not enough when today’s market provides a huge 
selection of products. Furthermore Pizzelli explains that it is increasingly important for 
companies to move in the right context, when it comes to marketing's impact on brand equity. 
Today, pure advertising takes a little part, but the greater part is about communicating in the 
right way with the right target audience, to promote itself through PR or social media, where 
companies are more addressed to the particular customer who might appreciate just that kind 
of brand. Pizzelli explains that brand equity generates something in the long run for the 
company that cannot be measured in direct money, but is the base for potential growth. The 
value means that you get brand awareness and, if best, brand awareness for those who also 
wants to buy the company's products, which is really important.!Pizzelli believes that a strong 
brand is a brand, which works with continuity and clarity in everything the company does. 
Long-term thinking is something that characterises a strong brand and these brands have 
dared to chosen a focus. Furthermore, strong brands do the same thing over and over again 
and develop what they have instead of changing focus. 

4.2.2.1 Brand awareness 
In order to create brand awareness there are great resources in the social media, according to 
Pizzelli. It is also important to make bloggers write about the brand, placing the products 
among the right people and to be in the right stores. It is essential to be in the fashion press 
through PR as well as marketing through purchased ads. However, many companies may not 
have the ability to afford bought media and that is why Pizzelli thinks that social media is a 
great resource. Moreover, Pizzelli argues that it is important to convey the companies 
marketing communication in stores too. Furthermore Pizzelli explains that it is very important 
for a brand to be a top-of-mind. If the brand is top-of-mind, the company has built a strong 
brand around the product. But what many do according to Pizzelli is that they do not build a 
strong brand around the product but they just build a strong brand and then it will not be top-
of-mind. Maybe it is top-of-mind because people recognise it, but there is no top-of-mind 
which is linked to sales. Nevertheless Pizzelli means that there are relatively few brands 
within the fashion industry that is top-of-mind, due to the number of brands available.  

4.2.2.2 Perceived quality 
Pizzelli argues that many people like to talk about the concept of quality and it is becoming 
more common to discuss this today. In the Swedish market, companies prioritise the affinity 
and brand association over quality, but Pizzelli states that quality can be an association. 
Furthermore, Pizzelli states that there are many companies who market themselves in a way 
where the price is an indication of quality. Many customers who shop expensive brands feel 
happy of what they have bought because someone has said that it is of good quality, however, 
Pizzelli indicates that customers probably do not even know what quality actually is. A lack 
of a clear definition of quality may be a problem. Pizzelli believes that quality is an abstract 
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concept that all people associate with lot of different things. But she hopes that factors such as 
service, quality of product, the feeling, and availability also weighs in under the concept of 
quality. Consumers can perceive quality in a certain way, but there is a high risk of 
disappointment because there are several of great expectations of different brands. According 
to Pizzelli, quality is a matter of definition.   

4.2.2.3 Brand loyalty 
Loyalty programs are good in cases where the customer has already decided what and which 
brand they want to associate themselves with, where the customer feels that he/she can be 
identified with. The customer will be more loyal to the brand if the brand also proves to see 
the customer. This means that the customer feels less inclined to find new ways to find 
clothes. Brand loyalty is also about quality and service; it applies that the brand takes care of 
the customers they have. Loyal customer can spread the brand by talking about the brand and 
recommend the brand to others, which is of great importance to enhance brand equity. If a 
customer is loyal to a brand and the brand is also loyal to the customer, the customer will 
hesitate when looking at different brand. This is done conscious or unconscious, and the 
customer thinks that “I chose this brand and they have also chosen me”. This is the long-term 
loyalty, which is built when the customer buys the brand itself and also recommends it to 
others. 

4.2.2.4 Brand associations  
According to Pizzelli, there is a vast difference in what the customer likes when it comes to 
marketing and products. Even if the customers themselves are quite similar they may buy two 
completely different brands. It is the identity of the brand that is absolutely critical. To work 
with brand associations is something that Pizzelli believes is becoming more and more 
crucial. It is often the core values that are the associations and it is something that is 
absolutely critical to achieve a top-of-mind, so that there is something more than just a 
product and a name. The positive result that brand association’s reward is clarity and an 
identity of the brand. Furthermore, Pizzelli means that the image of the brand is important if 
the customer is fashion conscious, since these associations is crucial to whom the customer 
wants to associate him or herself with. Pizzelli further argues that this image of the brand is 
important when it comes to customer decision-making.  

4.3 Manifesto  

4.3.1 The company and Michael Nilsson 
Manifesto is one of Scandinavia's leading place branding agencies. Michael Nilsson started 
Manifesto in 1995 and today he runs the agency together with Petra Lundin, who is the head 
of design. They are specialised in place branding and trend management. Manifesto has 
published two books about social media and a third one on strategic design. Michael Nilsson 
is one of Sweden's most prolific lecturers in special areas of place branding, brand 
development and social media (Manifesto, 2014).  

4.3.2 Brand equity and marketing communication 
According to Nilsson social media can be a prodigious tool in order to create awareness, 
especially if a brand is relatively unknown, since it in that case is about reaching out and get 
many people aware of the brand. Fashion companies that are trying to create more awareness 
can make good use of Facebook, because there are still many users on that platform and thus 
the company can reach out pretty quickly. Furthermore, Nilsson states that there are many 
ways to use social media in order to create brand loyalty. For example, companies can offer 
competitions that will make customers feel more actively involved in the brand. Companies 
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should then offer competitions that actually require some kind of presentation where the 
customers have to be creative.  
 
According to Nilsson brand association creation through social media does not really differ 
from other media, but companies can do everything at less cost. It is not completely free, as 
companies need to spend considerably more time doing it. Time is money – and great ideas, 
creative formulations and to devise concepts people will embrace, consumes a lot of time. 
Nilsson explains that there is a clear trend towards companies trying to outsource their 
customer service on Facebook, and eventually companies will be able to use many platforms 
to get close to customers and provide experience of increased quality, from service to actual 
product quality. Social media allows companies to show their products in a different way. 
There are people who might want to know everything about the product and therefore watch 
videos to see different aspects while there are people who do not care as much about the 
product quality and instead want to get the feeling of becoming closer to the company. Social 
media makes it possible for a company to give information about the product at these 
different levels, and thus give the company the opportunity to reach both of these types of 
customers. When working with marketing today, Nilsson states that companies can use social 
media to not only cover the target group, but also the individual. Furthermore, Nilsson argues 
that companies can use social media to find out what people think is problematic with the 
products and then improve it to enhance the quality.  

4.3.3 Social media strategy  
According to Nilsson a strategy is always important when it comes to marketing and thus 
social media is important just like all other marketing efforts. A main reason why a strategy 
for social media is important is that the company must know that it get some sort of 
payback/reward for the investment. A strategy assumes that the company has some goals as 
well, and without goals the company will never know if it has succeeded or not. However 
Nilsson states that it might not be optimal to have a five-year-strategy for its presence in 
social media, rather a strategy that extends over half a year. Then the company can retake the 
strategy and try it again after six months. Further Nilsson explains that a shorter strategy 
might be requested, but it partly depends on which branch of business your company is in. 
The fashion industry has very short cycles, and a strategy for social media presence for a 
fashion company that extends over three years is far to long.   
!
Nilsson argues that a strategy must have two basic components. First, companies need to ask 
themselves what they want with their presence in social media. It includes goals, what the 
company wants to accomplish, and which groups they want to reach. The second is that a 
strategy must also include a portion of what the consumers will get out of this. Furthermore, 
Nilsson explains that a strategy can look very different depending on what branch of business 
the company are in, and what category it is working within. There are several companies that 
just throw themselves in the social media world and join a platform of some kind, without 
having a clear strategy of why they are there at all. There are no clear rules of how often 
companies should post or what kind of activities that are more suitable in social media, one 
must try things out and there is no right answer. It depends on which people the company is 
supposed to turn to, and what works for one brand does not has to work for another. A 
company should not be afraid of trying new things. The company has to find the pattern of 
their customers and if they are online several times a week, then the company needs to do 
more update than if the users only were active once a month.  
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4.3.4 Implications with social media 
The advantage with social media is that a company can get closer to their customers with 
quite small means. However, the disadvantage is if one believes that social media is a 
replacement for all other marketing, since a company cannot replace all other marketing with 
social media. Nilsson explains that negative comments are positive for companies. It is better 
to know what people say about a brand and its products than having no cognisance of it. 
Sometimes it can be tough for a company to hear what people really think, but then the 
company can work upon it and make improvements. If they do not improve these lacks, the 
company will not have it easy. It is good for the company to know what it has to work on, and 
it should be in all companies’ interest to know that than not know at all.  

4.4 Results of survey 
In Table 5 below we present the results from the quantitative survey. As seen in the table, the 
total number of replies to questions may vary as different questions logics depending on 
whether the issue can ease the respondent further or not. Furthermore, in the table we present 
the minimum, maximum, mean value and standard deviation. These values are calculated 
after the Likert scale numbers. We only present those questions we assume most appropriate 
for this study, and therefore some questions are not presented in the table. However, we 
present the questions linked to social media in graphs further down in this study.  
 
 !
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Table 5. Results of survey  
!
!!!  
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4.4.1 Brand awareness 
In order to know if Boomerang is considered as a top-of-mind brand, we asked if Boomerang 
is the first brand the respondents thought of when they want to buy clothes. As can be seen in 
Table 5 (AW1), the result shows that the response rate was relatively spread, where the 
majority (38,5%) were neutral. The next common answers were those who disagreed, and 
strongly disagreed with a combined response rate of 34,5%, while the rest of the respondents 
(27%) answered that they agreed and strongly agreed.  

4.4.2 Perceived quality 
To get an idea of how the respondents assess quality we asked the questions illustrated in 
Table 5, QL1-QL5. The results indicate that Boomerang has high quality of their products 
compared to other alternative brands. About 70% believe that Boomerang’s products are of 
high quality compared to alternative brands. To get an understanding if the respondents assess 
quality in the same features as Boomerang, we asked question whether sustainability, service 
and fit and materials is important. This clearly indicates that the respondents believe that 
sustainability, service as well as fit and materials are all aspects of quality. However, the 
results infer that service had a weaker connection to quality, since 17% were neutral to this 
statement. QL5 shows that about 45% agreed to that a product that cost more than an 
alternative product is of better quality. Only 2% strongly disagreed to this.  

4.4.3 Brand loyalty 
The loyalty measurements were divided into Price Premium and Customer 
Satisfaction/Loyalty. LO1 and LO2 derive from Customer Satisfaction and give an indicator 
of how satisfied the customers are with Boomerang. The result shows that 96% of the 
respondents agree and strongly agree to the statement that they would recommend 
Boomerang’s products to other people. None of the respondents strongly disagreed to the 
statement, and only 0.6% indicated that they disagreed to recommend the products to others. 
Furthermore, it can be clearly inferred from LO2 that the majority agreed or strongly agreed 
that Boomerang met the respondents’ expectations from the last purchase. LO3 was supposed 
to give an indicator if the respondents were willing to pay more to obtain Boomerang, as it is 
an indicator for Price Premium. The majority of the respondents are neutral and disagree to 
the statement that they should buy an alternative product if it was cheaper than Boomerang’s.  

4.4.4 Brand associations 
To measure if Boomerang has clear brand associations the respondents were asked to consider 
whether they could easily imagine a picture of Boomerang (AS1). The results indicate that the 
majority of the respondents (85%) agreed or strongly agreed to this statement, and only 0.6% 
disagreed or strongly disagreed. To get an idea of Boomerang’s ability to achieve 
differentiation, we asked AS2. Unlike the previous question, the respondents were not as sure 
of this, since 33% were neutral to the statement. However, there were still more that agreed or 
strongly agreed (61%) compared to those who disagreed or strongly disagreed (5%) that 
Boomerang is different from other clothing brands. 
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4.4.5 Social media 
!
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The respondents were asked which social media platforms they used and more than one 
option could be chosen. From graph 1 it can be inferred that Facebook is the platform most 
used by the respondents (419), followed by Instagram (254). The numbers of respondents not 
active on social media were 130, which is 21% of those who responded to the survey. 
Furthermore, we asked why the customers follow a company on social media, in order to 
receive information about what content is most valuable. As can be seen in graph 2, most of 
the customers follow companies on social media in order to get access to discounts and 
promotions. The majority of the customers also answered that they follow companies to get 
information about the company’s products/services, updates on upcoming products/services 
and updates about sales. Graph 3 shows how involved the customers are in the company’s 
official profiles on social media. It was shown that the most users (49%) read what is written. 
From OSM5 we can see that the majority of the respondents were neutral or agreed to the 
statement that they partake of other users’ opinions. 39% did either agreed or strongly agreed, 
33% were neutral, and 29% did either disagreed or strongly disagreed.  

4.5 Result of statistical analysis 
In order test our hypotheses we made a regression in SPSS. To measure brand equity six 
items were used (Q1, Q3, Q6, Q11, Q12, Q13), and we aimed to gather these items into one 
dependent variable named brand equity. We also had to do this with the independent 
variables, as these had three items each (FC1, FC2, FC3 and UG1, UG2, UG3). To measure 
this, a factor analysis was made to explore the dimensionality of each construct. The items 
were all loaded on a single factor, which indicates that firm-created and user-generated social 
media communication as well as brand equity are one-dimensional. To evaluate the initial 
reliability of the measures, we used Cronbach’s alpha. The alpha coefficients were 0,753 
(FC), 0.833 (UG), and 0,709 (BE). Thus, the Cronbach’s alpha values were all above 0.70, 
which is in accordance to Christmann and Van Aelst (2006), who argue that the values 0.7 or 
0.75 are used as a cut-off value for Cronbach’s alpha and is thus the reliability or the specific 
test.  
 
Before we testing our hypotheses, we controlled the multicollinearity in the dataset. In order 
to test this, the variance inflation factor (VIF) for the independent variables was calculated. It 
is clear that if multicollinearity exists, there is a destructive correlation among the 
independent variables. This can lead to a misunderstanding of the relationships in the model, 
which can overestimate the R2 value. According to Hair, Andersson and Tatham (1998), if the 
VIF values are below 1.7, they all are acceptable, and in this analysis were all VIF values 
below 1.7. Thus, there is no reason to suppose that there is any multicollinearity in our 
regression, which could lead to overestimating or misunderstanding in the final model. Our 
next step in the analysis was to test the hypotheses and we made this through a regression 
analysis, and the control and independent variables were regressed stepwise. The result of the 
regression is shown in Table 6. Furthermore, the control variables did not show to be 
significant (gender: sig. 0.824; age: sig. 0,201), and thus we can assume that it does not 
impact on brand equity. Significant level used was 0.05.  
 
In H1 it was assumed that firm-created social media communication positively impact on 
brand equity. The ! value for firm-created social media communication is 0,603 with a 
significance level of 0,000, and the analysis returned a positive and significant result. 
Therefore, we argue that firm-created social media positively impact on brand equity, which 
means that if the independent variable firm-created social media communications increase, 
higher brand equity will be reached. Thus, our findings support hypothesis H1. For H2 it was 
postulated that user-generated content positively impact on brand equity, assuming that the 
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more the users were satisfied with others user communication about a brand, a higher brand 
equity will occur. The ! value for user-generated social media communication is -0,159 with a 
significance level of 0.152, which indicate that this analysis returned no significant results. 
Thus, we cannot state that user-generated social media communication positively impact on 
brand equity. Therefore, H2 is rejected.  
 

 
 
 
The R2 value shows the independent variables explanatory power, which can be explained as 
how well the variations in the independent variable explain the variation in the dependent 
variable. As shown in Table 6, we can se that the R2 value is 0,248. However, we believe that 
this number is misleading and we assume that brand equity cannot be explained in such 
degree. This since many other variables must be included to make this statement. 
Furthermore, we believe that the number would be much lower if other media communication 
tools were included, and also the consumer behaviour aspect. However, our study shows that 
we have seen a significant correlation between firm-created social media communication and 
brand equity.  
 
Table 6. Regression results 

  



   
 

! 37 

5. Discussion 
In this discussion chapter, we use the previously presented theories to create an 
understanding of the collected empirical material. We connect theory and empirical findings 
in order to see the differences and similarities.  

5.1 Consumer-based brand equity 
It is both stated by previous research (Nilsson, 2000) and Pizzelli that it is important to have a 
strong brand today. Pizzelli explains that it is important by the fact that there exists a huge 
selection of products in today’s marketplace and companies cannot compete only by superior 
products. This confirms previous research that a company has to have a strong brand to be 
able to compete effectively (Kotler et al., 2008; Nilsson, 2000). Yoo et al. (2000) argue that 
brand equity only can be created in the long run. This is confirmed by Pizzelli, who argues 
that brand equity generates something in the long run for the company that cannot be 
measured in direct money, but will be the base for potential growth. This is also similar to 
both Aaker (1996) and Tuominen (1999) who put forward different outcomes of brand equity, 
which are not measured in direct money.  
 

5.1.1 Brand awareness 
Our findings show that most of the respondents in the quantitative survey were neutral or did 
not agree (mean value: 2,9199) to the statement that Boomerang is their first choice when 
they buy clothes. However, this is not surprising as Pizzelli argues that there are relatively 
few brands that are top-of-mind within the fashion industry. However, Pizzelli explains that it 
is important to be top-of-mind and this is also something that Sjöström states that Boomerang 
strives to be. In order to create brand awareness, Melin (1997) claims that it is important to 
remind the consumers about the brand by advertisement. Brand awareness can also be created 
by following the advise from Nilsson and Pizzelli, who explain that companies have a great 
resource in social media as well as the importance with PR in fashion press. As stated by 
Sjöström, Boomerang uses different channels to increase Boomerang’s brand awareness, such 
as bought media, PR and social media. This is in line with Keller’s (2003) statement that 
brand awareness can be created through repeated exposure. Boomerang also reminds 
consumers about the brand in their own stores, as they see this as a channel for 
communication. This is also something that Pizzelli recommends, by highlighting the 
importance to convey the companies marketing communication in stores too. 

5.1.2 Perceived quality 
It is clear that companies need to understand what quality means to their customers in order to 
create high quality (Aaker, 1996) and based on our mean values it is shown that sustainability 
(4,5689), service (4,0673), and fit and materials (4,6346) are all aspects of quality. This is in 
line with what Sjöström believes that Boomerang’s customers will judge the quality of. To 
provide experience of increased quality, from service to actual product quality, Nilsson argues 
that companies can make good use of social media. Although all aspects were considered as 
quality, service did not show as high mean value as the other two aspects. However, both 
Sjöström and Pizzelli believe that service is an important quality-aspect and an explanation 
for the lower mean value can depend on that customers may not know what is the best way to 
judge quality, stated by both Pizzelli and (Aaker, 1996). Furthermore, the findings in this 
study show a mean value over the average (3,3910) of customer’s perception of whether they 
think that a product that cost more than an alternative product is of better quality. This is in 
line with Sjöström’s statement that Boomerang’s customers are prepared to pay a little bit 
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more than the average to get a better quality for the garments. Similarly, Aaker (1996) 
explains that perceived quality could describe the differentiation between a price brand and a 
prestige or a premium brand. It is also important to be aware of the fact that perceived quality 
may differ from actual quality, and therefore investments in quality must be made in areas 
that consumers consider as important (Ibid). This is also what Pizzelli highlight, by explaining 
that consumers can perceive quality in different ways and there is a risk of disappointment 
because there are different expectations of different brands. Nilsson suggests that companies 
can use social media in order to find out what people think about their products, and thus be 
able to find out what they can improve. To measure perceived quality one could examine 
customers’ perception of products general quality compared to alternative brands (Touminen, 
1999; Aaker, 1996). Our findings show a mean value above average (3,8429) to the question 
if the customers believe that Boomerang has high quality compared to other brands. In 
accordance with the theory (Aaker, 1996), this indicates that Boomerang has high quality.   

5.1.3 Brand loyalty 
This study shows that the majority of Boomerang’s customers would recommend the brand to 
other people, as the mean value is significantly high (4,5817). According to Aaker (1996) this 
could be a measurement for brand loyalty. Loyal customers could further generate very 
predictable sales and a high profit stream and sales over time (Tuominen, 1999; Aaker, 1996) 
and increased sales and sales over time are also what Boomerang expects their loyal 
customers to generate. According to our findings it is shown that Boomerang has many loyal 
customers and Aaker (1996) states that loyalty appears to attract new customers. Sjöström 
also mentions that it is positive with loyal customers due to the fact that the company does not 
need to chase new customers. Furthermore, our findings show a high mean value (4,3061) in 
the statement that Boomerang met the customers’ expectations on the customer’s last 
purchase, and according to Aaker (1996) this indicates that the company has loyal customers. 
One way Boomerang keeps its customers close to the brand is by using frequently-buyer 
programs. This is something that Aaker (1996) explains as important, since the customers can 
identify themselves with the brand and also partaking of a brand relationship. Another reason 
that companies should actively work with loyalty programs are according to Pizzelli due to 
the fact that loyalty programs will create further loyalty. It is also recommend by Nilsson that 
Boomerang and other companies can use social media as a tool to create brand loyalty. For 
example, Nilsson argues that by having competitions on social media it will make the 
customer feel involved in the brand. Moreover, our findings show that most of the 
respondents were neutral (mean value: 2,7420) to the statement if they should buy Boomerang 
if an alternative product was cheaper. Thus, the majority of Boomerangs customers did not 
consider themselves as price sensitive, and this is an indicator of loyalty (Kotler & Keller, 
2009). Furthermore, loyalty may serve as a barrier for other companies (Kotler & Keller, 
2009), and Pizzelli confirms this by stating that a loyal customer will be less inclined to find 
new ways to find clothes.  

5.1.4 Brand associations 
It is clear that brand associations are driven by the brand identity and is therefore the key to 
building strong brands (Aaker, 1996). Similar to theory, Pizzelli argues that the brand identity 
is absolutely critical. Boomerang wants to be perceived as a brand characterised by quality 
and sustainability, which is connected with good fit. This is in line with researchers 
(Tuominen, 1999; Aaker, 1996; de Chernatony, 1999), who state that brand associations 
should create positive feelings and attitudes towards the brand, which can also include 
product attributes. Furthermore, Pizzelli argues that it is critical to work with brand 
associations today, since these associations is crucial to whom the customer wants to associate 
him or herself with. The importance of brand associations’ impact on customer’s decision-
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making is clarified by Pizzelli and supports theory (Tuominen, 1999) that associations 
provide a reason to buy the product. Boomerang hopes that positive brand associations 
generate an ambassadorship, where the customer will promote the brand by spreading positive 
brand associations to others. This is line with Keller (2003), who argues that word-of-mouth 
can create brand associations. Based on our findings, the majority of Boomerang’s customers 
would recommend the brand to others (mean value: 4,5817), which is in agreement with 
theory. Furthermore, Pizzelli argues that clarity of the brand is the positive result of working 
with brand associations, and our findings show a high mean value (4,1346) on the statement if 
the customers can easily imagine a picture of Boomerang. Researchers (Keller, 2003; Aaker, 
1996) argue the importance of having brand associations that are unique and differ from other 
brands. Similar to the theory, our findings show a mean value above average (3,6298) on the 
statement that Boomerang differs from other clothing brands, where the majority (54%) 
agreed to this statement. This implies that Boomerang is relatively dissimilar to other brands 
in the industry they operate within.  

5.2 Social media 

5.2.1 Social media applications 
Today, Boomerang use social media as a type of marketing tool, and they are active on 
Facebook, Instagram and YouTube, which follows the recommendation of Mangold and 
Faulds (2009), who argue that companies should include social media in their promotion mix. 
According to Schmidt and Ralph (2011), Facebook is the most popular social networking site 
and Sjöström argues that they chose Facebook for the simple reason that Facebook is 
widespread and the most commonly used social media. Our findings confirm this, since 
Facebook was shown to be the most used social media application as 85% of the survey 
respondents use Facebook. Carlsson (2009) also explains that it is critical for companies to 
know where the readers are, and Kotler et al. (2008) claim that the target group will decide 
where the communication is going to be said. According to our findings, the majority of the 
respondents are active on Facebook and Instagram, and Sjöström explains that these two 
social media applications are the ones Boomerang use frequently. Furthermore, researchers 
(Schivinski & Dabrowski, 2014) argue that companies should not use social media as a 
substitute for traditional marketing, and according to Carlsson (2009) an important thing for 
companies to consider is to determine if the readers are online at all. Based on our findings, 
almost 21% of the respondents did not use social media, which highlights the importance that 
a company cannot replace all other marketing efforts with social media, as statement by 
Nilsson. 
 
A company’s goals, target group and the message that will be communicated should guide the 
choice of media and activities (Carlsson, 2009; Kaplan & Haenlein, 2010). As explained by 
Sjöström, Boomerang’s underlying approach and goal of using social media is to be able to 
create a platform where they can integrate with their customers and create a dialogue over 
time. Schmidt and Ralph (2011) declare that Facebook can serve as a tool for feedback from 
customers, and thus create a dialogue. Based on our findings, Boomerang’s customers value 
to get access to discounts and promotions, and also to get information about the company’s 
products/services and many social media applications can be used for this aim. Profiles on 
social networking sites (Facebook) can contain any form of information (Kaplan & Haenlein, 
2010) and it is stated by Schmidt and Ralph (2011) that companies can use Facebook to 
promote specials, get rid of products, and remind customers about their products. Today 
Boomerang use Facebook to publish the most important content. Boomerang also has 
competitions for their followers on social media, which Nilsson claims is really good. 
 



   
 

! 40 

Furthermore, Boomerang use YouTube to publish the company’s advertising campaigns and 
this is a useful marketing tool since it is stated by Kaplan and Haenlein (2010) that content 
communities, such as YouTube, have high popularity among users. Furthermore, YouTube is 
according to Brock (2008) a low-cost production with huge information spreading, which is 
useful for Boomerang, since one of their goals is to communicate in a cost effective manner. 
Additional, Boomerang use Instagram as a communication tool, where they publish more 
daily content of what happening in the company. This is mainly what Instagram is aimed for, 
as people are able to share series of pictures (Instagram, 2014). Another application that could 
be used by companies to spread awareness about their innovating things, or to send out 
announcements of specials and deals is the microblog Twitter (Schmidt & Ralph, 2011). 
Boomerang does not use Twitter as a marketing tool today. However, our findings shows that 
19% of the respondents were active on Twitter, which can be something for Boomerang to 
have in mind if they want to use another social media application, as theory (Carlsson, 2009; 
Kotler et al., 2008) suggest that companies should be where the users are.  

5.2.2 Social media strategy  
Nilsson argues that it is of great importance to have a strategy for companies’ presence in 
social media, which confirms Bruhn et al. (2012) statement that companies should carefully 
make a strategy for their use of social media, in order to increase consumer-based brand 
equity. Furthermore, Nilsson explains that a strategy for social media is important just like all 
other marketing effort, which is similar to Carlsson (2009) who states that social media 
strategies do not basically need to differ from other communication strategies since it is much 
about setting goals. Nilsson also clarifies that a strategy assumes that the company has goals. 
As stated by Nilsson a strategy needs to consist of two basic components, first companies 
have to know why they want to be present in social media and second what they want to 
accomplish. This is in accordance with Carlsson (2009) who explains that companies have to 
ask themselves why they want to use social media and what they want to achieve. Drury 
(2008) explains that social media is about building relationships and conversations. Further, 
Bruhn et al. (2012) argue that companies who use social media are able to engage with their 
consumers and listen to their opinions. In line with this theory, Boomerang’s underlying goal 
is to create a dialogue with their customers.  
 
Furthermore, Carlsson (2009) explains that the company has to find out how the company can 
create interest content and how they can communicate with the target group. Kaplan and 
Haenlein (2010) additionally discuss the importance of knowing what the customers find 
interesting, enjoyable and valuable. Nilsson confirms this theory, by explaining that a strategy 
has to include what the consumers will get out of this. As clarified by Sjöström, Boomerang 
has challenges to create compelling content to a very wide audience, and to find out which 
content they should publish. As seen in this study’s findings, the most valuable content 
according to the customers was to get access to discounts and promotions (66%) and many of 
the customers also answered that they follow companies in order to get information about the 
company’s products/services (55%), updates on upcoming products/services (51%) and 
updates about sales (43%). Despite this, Carlsson (2009) argues that it can be hard to choose 
which activities the company should perform and therefore companies have to trial and error. 
Nilsson confirms this by saying that there are no clear rules of how often companies should 
post or what kind of activities that are more suitable. Furthermore, Nilsson explains what 
companies should do and how often they should do it depends on the target group, which is 
similar to theory (Carlsson, 2009; Kotler et al. 2008), which argue that the target group should 
guide the choice of activities. Something important for companies to know is that companies’ 
social media presence is all about learn along the way and adjust a strategy over time, which 
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is stated by both Carlsson (2009) and Nilsson. An advantage with social media is according to 
researchers (Kaplan and Haenlein, 2010; Bruhn et al., 2012) that it allows companies to 
communicate at a relatively low cost, which is affirmed by both Nilsson and Sjöström. 
However, one thing that companies have to be aware of is that they instead have to pay with 
time, and Nilsson argues that time is money for companies, which many companies forget. 
This confirms Carlsson (2009), who state that social media will cost the company both time 
and engagement.  

5.2.3 Implications with social media 
Based on our findings it is shown that 39% agreed or strongly agreed to the statement if the 
respondents took part of other users’ opinions about brands on social media. However, 
implications with social media can concern companies’ lack of control regarding negative 
comments and control over the content (Aula, 2010; Kaplan & Haenlein, 2010; Mangold & 
Faulds, 2009; Dibb & Simkin 2013). It is shown by previous research (Bambauer-Sachse & 
Mangold, 2011) that negative online product reviews negatively affects consumer based brand 
equity. However, dissimilar to this theory, Sjöström explains that Boomerang does not see 
negative comments as a problem. Rather there is a chance for Boomerang to respond to 
negative comments in a professional and effective manner and take care of negative 
comments as soon as possible. This can be related to Carlsson (2010), who argues that 
companies still have the opportunity to control and affect indirect. Also Mayzlin (2006) 
explains that companies can make good use of information about a brand’s disadvantages, and 
Nilsson confirms this by saying that it is better to know what people say about a brand and its 
products than not knowing. This will be a good learning for companies, since they then can 
improve these deficiencies.  

5.2.4 Firm-created and user-generated social media communication  
Assumed the fact that firm-created social media communication is controlled by the firm it 
was also expected to have a positive effect on brand equity. Our findings endorse this, since 
our hypothesis 1 was accepted. This is in contrast to the findings made by Schivinski and 
Dabrowski (2014). However, our result confirms that companies marketing activities will 
positively affect brand equity (Yoo et al. 2000; Keller, 2009; Nandan, 2005). Based on our 
findings the importance for companies to be active in social media is approved, since this will 
enhance consumer-based brand equity (Bruhn et al., 2012). Moreover, our findings shows that 
social media is useful for companies, since this communication can contribute that the brand 
will be included in customers’ consideration set (Yoo et al., 2000). As companies 
communication on social media positively impact brand equity, this can give confidence in 
consumers purchasing decision (Tuominen, 1999) and thus positively affect the company as 
this can lead to increased sales (Keller 2009; Luo & Donthu, 2006). Even though our findings 
suggest that companies should engage in social media, traditional media is not to forget 
(Schivinski & Dabrowski, 2014; Bruhn et al., 2012), simply explained by our findings that not 
all customers (21%) are engaged in social media.  

It is empirical supported that user-generated social media communication is important and can 
impact brand equity (Christodoulides et al., 2012). Also Schivinski and Dabrowski (2014) 
found that user-generated social media communication positively affects brand equity. 
However, our findings did not show that user-generated social media communication 
positively impact on brand equity and therefore hypothesis 2 was rejected. Nevertheless, 
companies should be aware of the fact that conversation between the customers on social 
media can contribute to increased brand awareness (Gunelius, 2011; Bruhn et al., 2012) and it 
is thus up to the company to post valuable content on social media in order to attract 
consumers to participate (Smith et al., 2012). !  
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6. Conclusion 
In this final chapter we outline what we have found in this study and respond to the problem 
questions we set in the introduction. Finally, we provide suggestions managerial implications 
and further research.  
 
 
The main purpose of this study was to generate knowledge about social media 
communication’s impact on consumer-based brand equity as well as present 
recommendations of how companies can use social media as a marketing communication 
tool. By examining a company within the fashion industry as well as experts in our chosen 
subjects, we clarify the importance of having a strong brand in this industry and the 
importance of using social media. We have a starting point primarily in consumer perceptions 
but also noted the company's views on the subjects. Originating in these thoughts, we have 
established problem questions.  

6.1 Conclusions  
 
Q1: How can a fashion company make use of customer’s perception of the brand in order 
to create higher brand equity? 
 
It is important to have a strong brand and a strong brand is consistent with high brand equity. 
In this study we have used the brand equity model developed by Aaker (1996), which is one 
of the most recognised. It is clear that brand equity can be generated by strengthen the 
dimension of brand equity, and therefore an understanding of its components is required 
(Aaker, 1991). Thus, this study illustrates that companies should give extra attention to the 
components of brand equity, which show the lowest value concerning the consumers’ 
perceptions. In the aspect of brand awareness, being top-of-mind has proved to be important, 
both by previous research and our respondents Pizzelli and Sjöström. However, our results 
show that it is difficult to achieve top-of-mind, as the mean value showed a lower level than 
the other components of brand equity. This can be explained due to the high level of 
competitors in the fashion industry, therefore we believe that this should not be seen as a poor 
result. Although it is difficult to build a top-of-mind brand, our empirical findings illustrate 
that companies have to build a brand around the product and not just a brand name. Thus, we 
suggest that companies in the fashion industry needs to have this in mind in order to get as 
close to the top-of-mind as possible. To spread awareness, companies have to use various 
media communication. Furthermore, it was shown that customers did not see the service-
aspect to be equal with the other aspects of quality. This provides a conclusion that the quality 
aspect that is most essential within fashion industry is the core product. Consumers are 
focusing more and more on the concept of quality, which demonstrate that this is something 
that the fashion industry must take into consideration. However, it is difficult to put a 
definition on what quality really is and therefore it is important for the company to know how 
their customers judge quality. Otherwise, the company do not know what to improve. This 
study shows that loyal customers are good for the company; since these have not the same 
responsiveness to other brands and loyalty also generates further loyalty. In this case, all the 
respondents are members of Boomerang’s loyalty club, and our survey show high levels of 
loyalty among the customers. It is therefore assumed that loyalty clubs can create high levels 
of loyalty. Our study also shows that loyal customers are willing to spread the brand to other 
consumers, which could increase brand awareness as well as brand equity. Furthermore, our 
findings state that brand associations are important for the fashions conscious customers, 
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since it gives them an identity they can associate themselves with. Thus, reflecting the 
importance of companies’ clarity of their brand associations. Our conclusion is that 
Boomerang has a clear picture of their brand according to their customers, and Boomerang is 
seen as a relatively differentiated brand, which is good in order to achieve high brand equity. 
 
Q2: How can a fashion company use social media as a communication tool? 
 
Due to the popularity among consumers use of social media, the trend of companies’ social 
media marketing has increased in the recent years. In the problem discussion we highlighted 
the importance of using social media as a marketing channel as well as the limited offer of 
guidance for how companies can use this tool. First of all, social media is about conversations 
and engagement, and therefore it is important for companies to make content that the 
customers believe as valuable and enjoyable. If a company is already using social media as a 
communication tool, the preparation phase is not to be considered in the social media strategy, 
and it will be important to look at the other stages in the strategy-model in order to develop 
and make the social media communication even better. Furthermore, companies need to know 
where the customers are (Kotler et al. 2008; Carlsson, 2009), and since 21% of the 
respondents in this study do not use social media it indicates that other media communication 
tools is not to forget. However, our study views the importance of using social media, since 
the majority of the respondents were users of one or more social media platform. Previous 
findings argue that Facebook is one of the most successful digital marketing tools (Hubspot, 
2012), and it is also the biggest social media application with 1.19 billion users (Facebook, 
2014). Our study confirms this, and therefore we argue that Facebook is an important 
platform to reach customers and a useful social media application to spread awareness. 
However, this study indicates that all social media will increase brand awareness as long as 
the customers are users on these social media applications.  
 
An important aspect to take in observation is that there are no specific rules for how 
companies should use social media; it is rather about trial and error, as the users are interested 
in different content. Despite this, our study concludes that the content that is most valuable for 
companies to post on social media is discounts and promotions and information about the 
company’s products and services. By performing content that satisfies the customers, the 
customers get something out of their participation and thus a positive image of the company 
can be created. However, this is a recommendation and each company should find out what 
their customers are interested in, to get the most benefit of using social media. Our study 
conveys that users are relatively passive on social media and we therefore believe that there is 
even more important to post content that the users see as interesting in order to increase their 
activity level. Furthermore, companies should know the effect of negative word of mouth. In 
this study it is shown that users read what is written about companies on social media and it is 
also indicated that more people take part of other users' opinions about brands on social media 
than those who did not. This can affect the users’ perception of the specific brand and 
therefore it is very important that companies take care of negative feedback in a good way and 
sees this as a tool in order to make possible improvements. Additionally, this study conclude 
that social media is a cost-effective marketing tool for companies, since it does not cost the 
company money to be present in different social media applications. However, it will cost the 
company much time and engagement and this aspect is important for companies to be aware 
of.  
 
 



   
 

! 44 

Q3: Does firm-created and user-generated social media communication impact on brand 
equity? 
 
The findings from our study indicate that firm-created social media communication positively 
impact on brand equity. This confirms what previous researchers found out about the 
importance of using social media in order to achieve higher consumer-based brand equity 
(Bruhn et al., 2012). Since the number of people using social media is increasing this study 
conclude that in order to create higher brand equity, companies should make use of social 
media. Our findings are in contrast to the ones found by Schivinski and Dabrowski (2014). 
One reason to why the result of this study differs from previous research may be due to 
differences in the analysed companies' communication on social media. In our study, the 
communication by the analysed company may have a higher standard compared to those 
companies that were analysed by Schivinski and Dabrowski (2014). Another reason could be 
the cultural differences, since our study is made in Sweden and the one made by Schivinski 
and Dabrowski (2014) is made in Poland. Furthermore, the findings in this study showed that 
there was no significance in whether user-generated social media communication impact on 
brand equity. However, this is also in opposite to the findings by Schivinski and Dabrowski 
(2014). This can be due to the fact that the users analysed in our study have a different 
activity level. Despite the fact that user-generated content is out of the company control, it is 
nevertheless important for companies to try to make their users more active and involved in 
their social media platforms by posting interesting content that incite in engagement. The 
different findings can also be due to dissimilar number of followers on social media, since 
more followers will probably increase the chances to more activity among the users. 
Furthermore, the insignificant user-generated social media communications impact on brand 
equity may be due to that users post both positive and negative content. Although brand 
related user-generated content, both positive as well as negative, could increase brand 
awareness (Bruhn et al., 2012), we assume it does not necessarily need to increase brand 
associations, perceived quality and brand loyalty. Even though our study shows that firm-
created social media communication positively impact on brand equity, companies should not 
use social media as a substitute to other marketing channels in the promotion mix. A simple 
explanation for this is that not everyone is a user of social media. 

6.2 Managerial implications  
The findings in this study have significant implications for managers. This study contributes 
with more knowledge to the research area by showing the effect that social media 
communication has on brand equity. It is therefore important to make managers aware of the 
impact social media communication has on brand equity. Previous research point out that 
there exist little guidance to integrate social media in companies marketing strategies 
(Mangold & Faulds, 2009). This study can support those managers investing in social media 
with knowledge about important parts to consider. This study particular highlight the 
significance of knowing which content your customers find valuable and enjoyable to make 
them feel satisfied with the firm-created communication and also make them generate positive 
brand related content. Furthermore, managers should include social media in their promotion 
mix and make use of both positive as well as negative comments and thus sees that as 
valuable information in order to improve their products as well as their service. Although we 
argue that managers should make use of social media, we emphasise that managers should not 
just throw their companies into this world without having a strategy for their presence.  
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6.3 Limitations and further research  
Although our study has contributed to valuable insights in the research of social media 
communication, this study is not without limitations. The restrictions of this study can thus 
give guidelines for further research in the area of social media communication and brand 
equity. Since our findings are in contrast to the previous study in terms of firm-created and 
user-generated social media communication, further studies could be made in Sweden as well 
in order to enhance our findings that cultural differences can be an explanation to why the 
effect of social media communication on brand equity is different between countries. 
Furthermore, we are aware that we have used several social media applications (Facebook, 
Instagram, YouTube), and it would be interesting to examine the social media applications 
separately. This could bring more knowledge to the research area in order to see if the social 
media applications will differently affect consumer-based brand equity. Further research 
could also investigate social media communications impact on brand equity in another 
industry than the fashion industry as well as on a service-company, since our study is made on 
a product-oriented company. An investigation of this could bring further knowledge to 
researchers and managers of the importance of using social media’s in different industries. 
Furthermore, our study is made on customers, who are members of Boomerang’s customer 
club and it would be interesting to do the same study on non-members in order to see if there 
is a difference between members and non-members in terms of their perceptions of brand 
equity. Our study can also provide a good basis to find out which part of the consumer-based 
brand equity model that need to be focused on. Additionally, it could be of interest for further 
research to make a study with more experts in the field of fashion brands in Sweden in order 
to generate a deeper understanding for how fashion companies can create higher brand equity.  
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Appendix 

Appendix A. Interview-guide - Peter Sjöström, Boomerang 
!
Background 

• Give us a short version of what you do as a company 
• What is your role in the company? 

 
The brand 

• Define what a strong brand means to you. 
• How do you work today to develop your brand? 
• What are the flaws in the way you build your brand and make it stronger? 
• Which is your biggest target group and how do you work with/after it? 
• How do you communicate your brand today? 
• What strengths do you see that Boomerang has as a brand today? 
• How are you hoping to be able to reinforce your brand? 

 
Brand Awareness 

• What do you do to increase brand awareness? What positive effects come with 
increased brand awareness? 

• How important is it that your brand is top of mind in your industry? Do you strive to be 
top of mind? What positive outcomes could it have for your company? 

• What kind of exposure gives the most effective increase of brand awareness for your 
company? 

 
Perceived Quality 

• On which attributes do you experience that customer’s judge the quality of your 
products?  

• How do you measure the customer’s experience of the product quality?  
• What do you think that quality means to your customers?  
• How do you work to improve your product quality? 

 
Brand Loyalty 

• What positive effects do a loyal customer base contribute with? 
• Is there any frequently-buyer program for loyal customers? 

 
Brand Associations 

• How do you want consumers to perceive the brand Boomerang? 
• Do you work with brand associations, if that’s the case – how do you work with it? 
• What outcomes do customers’ positive brand associations have? 

 
Social media 

• Do you use social media as a marketing channel and if that’s the case, which social 
media applications do you use?  

• How long have you been in social media? 
• Why do you use social media?  
• What problems you are experiencing with using social media as a marketing channel? 
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• Is there someone at the company who have special care of Boomerang’s accounts on 

social media or do you all help each other?  
Answer questions?  
Updates with pictures and news, for example? 

• How do you see your use of social media today and in the future? 
• What feedback do you get on your social media from customers and people visiting 

these? Comments etc.? 
• Do fashion companies “have to” exist in social media today? 
• Have you noticed any impact of your social media presence? Is there a difference from 

when you were not using them and today? 
• Are there any implications of using social media? 

! In social media, it's very easy to comment and many share consumers’ views. Do you have 
a strategy for how to handle negative comments (Word-of-mouth)? 

 
Added question by e-mail:  
 

• Do you use YouTube as a communication tool, and if yes, how do you use it? 
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Appendix B. Interview-guide - Maj-La Pizzelli, How AB  
 

• Give us a short version of what you are doing as a company 
• What is your role in the company? 

 
Brands 

1. Why is it important to have a strong brand today? 
2. What impact does marketing on brand equity? 
3. What generates brand equity for the company? 

 
Brand Awareness 

4. How can a company create brand awareness? 
5. What positive effects can come with increased brand awareness? 
6. How important is it that a brand name in the fashion industry is a "top of mind" with 

consumers? How common is it that a brand is “top of mind”? 
 
Brand Associations 

7. How can companies work with brand associations? 
8. What results has positive brand associations? 
9. How important is the image of the brand in terms of clients' decision-making? Are 

there other important factors? 
 
Perceived quality 

10. On what attributes do you think consumers judge the quality of products in the fashion 
industry? 

11. Is price an indication of quality? 
12. Perceived quality may differ from actual quality, what is important for companies to 

think of this? 
 
Brand loyalty 

13. Do you think that loyalty programs are great for loyal customers? Why? 
14. What positive impact do you think that loyal customers contribute? 
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Appendix C. Interview-guide – Michael Nilsson, Manifesto  
 

• Give us a short version of what you are doing as a company 
• What is your role in the company? 

 
Social media 

 
1. What is social media? 
2. Which media application are the most common today? 
3. Is it important for a fashion company to be in social media? 
4. Which platforms is the most important in that case? 
5. How can companies create interest and communicate with the audience? Are there 

important factors to consider? 
6. Is it important with a strategy for companies using social media? 
7. Why should companies make use of a social media strategy? 
8. What do you consider is a good strategy? 
9. What benefits come with using social media as a communication tool? 
10. Are there any negative aspects with social media? 
11. How should companies manage these negative aspects? 

 

! !
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Appendix D. Quantitative survey 
 

1. I would recommend Boomerang's products to others 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

2. I do not buy other brands if Boomerang is available 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

3. On my last purchase Boomerang met my expectations 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

4. If there is an alternative product cheaper than Boomerang’s product, I will buy it 
instead 

 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

5. The quality of Boomerang’s products is high 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

6. Boomerang has high quality of their products compared to alternative brands 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

7. To me, quality is: 
 
Sustainability 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

8. To me, quality is: 
 
Service  
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

9. To me, quality is:  
 
Fit and materials 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

10. A product that costs more than an alternative product is usually of better quality 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

11. I can easily imagine a picture of Boomerang 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
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12. Boomerang differs from other clothing brands 

 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

13. Boomerang is the first brand I think of when I want to buy clothes 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

14. I'm active on these social media applications (multiple choice option) 
 

o Facebook 
o Instagram 
o Reading blogs 
o Reading company-blogs 
o Twitter 
o YouTube 
o Other 
o I am not active on social media 

 
IF THE CUSTOMER SAYS THAT HE/SHE IS ACTIVE ON ANY SOCIAL MEDIA: 
 

15. How often are you active on social media? 
 

o Several times a day  
o Daily  
o About once a week  
o About once a month 

 
16. The reason I follow a company on social media is: (Multiple choice options) 

 
o Be able to participate in the company's contests and events  
o Get access to discounts and promotions  
o Information about the company's products/services  
o Updates on future products/services  
o Updates about sales 
o General information about the brand  
o Give opinions about a company's products/services  
o Submit ideas for new products/services  
o Customer service  
o Access to dialogue with the company and other users  
o Feel connected to the brand 

 
17. How involved are you in the company's official profiles on social media? (Multiple 

choice options) 
 

o Reading what is written  
o Comment and like corporate publications  
o Comment and like other users' publications  
o Writes own posts  
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o Share and retweet corporate publications 
 

18. I partake of other users' opinions about brands on social media 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 

19. I follow Boomerang on these social media applications: (Multiple choice options) 
 

o Facebook 
o Instagram 
o YouTube 
o I do not follow Boomerang on any social media application 

 
IF THE CUSTOMER IS FOLLOWING BOOMERANG ON ANY SOCIAL MEDIA: 
 

20. I am satisfied with Boomerang’s social media communication 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

21. The level of Boomerang's social media communication meets my expectations 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

22. Boomerangs social media communication is good compared to other brands 
 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

23. I am satisfied with the content that is generated on social media by other users about 
Boomerang 

 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

24. The level of the content that is generated on social media by other users about 
Boomerang meets my expectations 

 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
 

25. The content generated on social media by other users about Boomerang is good 
compared to other brands 

 
1 Strongly Agree         2 Agree         3 Neutral         4 Disagree         5 Strongly Disagree 
!
! !
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Appendix E. Screenshot – Quantitative survey  
!
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Appendix F. Screenshot – E-mail to the customers 
!
!
!
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