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ABSTRACT 

Due to the fact that social networks have become an irreplaceable part of modern life, their 

effectiveness for business purposes is increasing, too. The development of social networks and 

the growing number of users have a strong impact on companies’ attempt to improve the 

communication with their fans and/or followers. Social networks are recognized as a popular 

and widely used marketing tool hence they present different information about the product and 

the brand to various market segments. Specifically for these media, every contact with the brand 

via social network does not necessarily mean that the user is also an actual or a potential buyer. 

Taking into account the dominance of Facebook usage among others social networks in 

Croatia, this paper aims to understand the primary motives driving the Facebook users to be 

connected with the brand. The research methodology includes a questionnaire-based study on 

a sample of 207 Facebook users. The results point out that the main motivation attribute is to 

have real-time information about product and events related to the product. In addition, some 

study observations show that there is a significant statistical positive correlation between 

benefits of being informed of competition and social interactions and information as motive, as 

well as the respondents’ engagement in social networks positively affects self-esteem.  

Keywords: brand connection, Facebook users, motivation, community management, social 

networks 

 

1. INTRODUCTION 
Social networks are a group of online applications based on the ideological and technological 

foundations of web 2.0, which enable the creation and exchange of user content and provide 

technology platform for connecting users, producing and sharing content (Chu, 2011). Growth 

and availability of social networks has resulted that has become an essential item in every 

individual's life, either for business or private purposes (Cvijik & Michaelles, 2012). Consumers 

are turning more and more into virtual communities to share opinions and information with 

other social network users or address the business directly. Simplicity in the exchange of 

information have great importance to companies as this can build a better relationship with 

consumers (Chu, 2011). Making a purchase or sale decision, social networks are first consulted 

with other users of that product, or see how many fans have a particular product, and then make 

a conclusion about purchase of it. The latest survey shows that Facebook has more than 2.13 

billion users (newsroom.fb.com/company info, 29th March 2018) and is considered to be the 

most attractive marketing network (Cvijik & Michaelles, 2012). The purpose of Facebook's site 

is to connect people with similar interests and to facilitate communication (Wei Ho, 2014). 

Consumers are associated with brand communities because they like it and feel loyal to it, and 
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by connecting through social networks loyalty can be further strengthened (Gummerus et al., 

2012). Engagement with Facebook fan page has positive effects on consumers’ brand 

awareness, word-of-mouth activities and buying intention (Heutter et al., 2013). After 

connecting with brand, users thinking about brand has improved and Facebook page of 

company has more positive image (Coelho et al., 2015). The number of attracted and retained 

consumers is a key indicator for assessing the success of Facebook advertising, and in that way 

it is important to investigate the motive for connecting one of the users to that site so that each 

user of the community would benefit (Field & Sharp, 2012). Therefore, the reason why 

customers connect to some brand through Facebook need to be further explore. In this way, the 

company is aimed to find a reason that has put consumers to connect with that brand and to 

attach importance to only real or potential consumers. The problem that may arise is that users 

can transfer product information that is not true at all, and on the other hand, the company can 

give them importance and then take into account their opinion, without being the actual buyers. 

It is assumed that buyers connect with some brands because they like this product and what 

they would like to buy, but it is not sure that they are buying it or being potential consumers. 

This paper explores the factors that motivate users to connect with a brand, that is, to join to a 

brand community on Facebook. This connection will allow the firms to collect product and 

business tips, while other users, through comments and number of fans, might have a better 

picture of the product, and thus make it easier to decide on purchasing.  

 

2. LITERATURE REVIEW 
The purpose of Facebook's site is to connect people with similar interests and to facilitate 

communication (Wei Ho, 2014). Consumers are associated with brand communities because 

they like it and feel loyal to it, and by connecting through social networks loyalty can be further 

strengthened (Gummerus et. al., 2012). Engagement with Facebook fan page has positive 

effects on consumers’ brand awareness, word-of-mouth activities and buying intention (Heutter 

et al., 2013). After connecting with brand, users thinking about brand has improved and 

Facebook page of company has more positive image (Coelho et al., 2015).  

 

2.1. The brand community 

The brand community is a specialized group of individuals who, with the help of social 

networks, are linked to a particular brand, regardless of where are they located (Gummerus et 

al., 2012). It allows consumers to share information about a particular product, share opinions 

and experiences with consumers, and that helps companies to easily establish contact with 

consumers so they can adapt more quickly to the market and its needs (Jayasingh & Venkatesh, 

2015). Companies enter into dialogue with consumers and as such, they are increasingly 

attracted to digital interactivity through social networks (Olczak & Sobczyk, 2013). More 

businesses are operating on network communities for advertising, consumer involvement in 

product development and improvement, observation and analysis of user-generated content, 

building consumer relationship, feedback from consumer, and for the strengthening of the brand 

(Cvijik & Michaelles, 2013; Gummerus et al., 2012). The reason for great popularity of social 

media among companies is because of the speed of spreading reliable information over the 

Internet because they have far greater speed than television, radio, magazines, and other media 

(Schivinski & Dabrowski, 2013). One of the reasons for advertising through social networks is 

that it is a cheaper way of advertising than other media, which allows them to attract more 

advertising for less money. Consumers find that more advertised products are at the same time 

higher quality products (Schivinski, 2013). The greatest importance attaches to the development 

of consumer relationship, not just for giving information (Jayasingh & Venkatesh, 2015).  
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Companies aim to attract the attention of users, encourage them to connect with their brand and 

convince them to look at the content of the site (Luarn & Chiu, 2015), but to attract these users 

it is essential for companies to draw up an online user access plan (Cvijik & Michaelles, 2012). 

 

2.2. Customer brand engagement 

The consumer engagement is defined as ways consumers engage with brands through social 

media, or participate in online environments (Jayasingh & Venkatesh, 2015). Customer 

engagement plays a key role in trusting users and word-of-mouth activities through social 

networks (Islam & Rahman, 2015). Consumers participate in different types of behaviour on 

social networks, such as assisting other users or sharing experiences with them, while there are 

consumers who just read comments without engaging in a conversation, which does not mean 

that they are not users of that inside or not (Gummerus et. al., 2012). Nevertheless, the key thing 

is for both parties to have some benefit that interaction between the company and the consumer 

results in substantial information for both sides (Gummerus et. al., 2012). Everyday use of 

social media has created a need for consumer engagement, which in social media has become 

particularly important as it enables firms to reach them more easily and to communicate with 

them (Jayasingh & Wenkatesh, 2015; Gummerus et. al., 2012). Another fact that contributes to 

greater consumer engagement it's the proven consumers' positive attitude towards social 

networking (Chu, 2011) The key determinants of consumer engagement are related to the 

content and the timeliness of brand pages, not the number of consumers associated with that 

brand (Jayasingh & Wenkatesh, 2015). 

 

3. HYPOTHESES DEVELOPMENT 
Facebook has enabled companies to open a page where they will share all the information they 

have about their product, and by connecting the users themselves to their site, it enables two-

way communication between the company and the consumer. The company that actively share 

information on its Facebook page aims to get as much feedback as possible through interaction 

with users (Chu, 2011). The opportunity to share their suggestions and possible product defects 

with the companies. Their opinion should be respected or will be explained why it has not been 

recognized but will be of great importance to the user and will gain greater confidence in the 

brand. Therefore, companies should keep track of the actions taken by the user and monitor the 

interests of the user's brand community (Cvijik & Michaelles, 2013). In order to investigate 

whether the improvement of the existing and the development of new products is one of the 

reasons for linking the consumer with the brand, the authors predict as follows: 

 

• H1: Users are positively motivated to connect with brands on Facebook in order to enhance 

the existing products. 

• H2: Users are positively motivated to connect with brands on Facebook in order to 

participate in developing new products. 

 

Brand information is shared in the form of posts appearing in the middle of the page, and users 

who have linked to that brand can see every new information related to that brand. It is 

considered that any activity that user makes with that information (by sharing, commenting) 

means that information has been successfully accessed to the consumer (Luarn & Chiu, 2015). 

The activity made by a user who is a member of a community brand is considered valuable, 

while the activity made by a user who is not a member of this community has not a great 

significance (Cvijik & Michaelles, 2013). Most users use the brand page as a source of 

information, even though they do not comment on them or give them "like" (Gumerus et al., 

2012). 
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Users are more interested in the brand than sharing opinions, while users are seeking advice 

and thinking in decision-making, they want to gather more information about an event or brand, 

as they gain a sense of security (Bejtagić-Makić, 2013). As such, this hypothesis is tested:  

• H3: Users are positively motivated to connect with brands on Facebook in order to gain 

better information.  
 

Providing exclusive offers and discounts to members who link to the brand is an incentive for 

other users to join the community (Jayasingh & Venkatesh, 2015). Every reward for a member 

of the community has a time limit, and after some time it is no longer interesting (Cvijik & 

Michaelles, 2013). The party entertainment in the community is more important than 

acquainting other members of the community, and with that these activities should increase 

customer satisfaction and loyalty (Gumerus et al., 2012). Starting from the point that rewarding 

users who have linked to the brand contribute to a greater engagement of the user, the third 

hypothesis is set as:   

• H4: Users are positively motivated to connect with brands on Facebook for making benefits.  
 

The information displayed in a user's profile is affecting self-confidence, especially when users 

take care of the look of their profile. Those users who do not care about the look of their profile 

are likely to even lower their self-confidence (Gonzales & Hancock, 2011). In this way, users 

who have a low level of confidence will more closely associate with brands because it is 

possible to increase their confidence. The trademark connectivity has an effect on growth or 

decline in confidence as each social networking partner informs their social network friends 

also display information on their profile, too. Hence, the fourth hypothesis is as follows:  

• H5: Connecting with the brand on Facebook has a positive influence on users' self-

confidence. 
 

Social networks have become known as a means of self-presentation (Choi & Kim, 2014). 

Every brand link is visible on Facebook's page, which means that other affiliated users can see 

its activity (Jayasingh & Venkatesh, 2015). Consumers that are concerned about the opinions 

of family, friends, and other users about the quality of the brand think what brand they associate 

with (Schivinski, 2013). In this paper, we want to investigate whether there are users who want 

to link to the brand just to see other users see this information, or they are actually the actual 

users of that niche. Luxury brands are one of the examples of products that affect better self-

representation. Such brands are considered products that bring prestige, regardless of their 

functionality and benefit the user has of such products (Dhaoui, 2014). The reason for 

connecting with such brand users is self-expression, self-build, recognition, and recognition by 

other users of social networks (Bejtagić-Makić, 2013). Self-reporting is an important part of 

developing relationships that are often used in social networks, especially on social networks 

like Facebook (Gumerus et al., 2012). Self-presentation serves as the main means by which a 

user can influence the perception of other people about themselves (Choi & Kim, 2014). 

Consumers usually use assets and brands to build their image in society (Smith & Fisher, 2012) 

while social network users use self-presentation as a means of self-representation (Choi & Kim, 

2014). Hence:  

• H6: Connecting with a brand on Facebook has a positive influence on a users’ better picture 

of themselves. 
 

4. METHODOLOGY 

For the purpose to explore the previously advanced connections and to test the hypotheses, a 

primary research has been conducted. The social network used was Facebook because it is the 

most visited social network in Croatia (newsroom.fb.com/company info, 29th March 2018) and 

because it allows the interaction with the customers (Chu, 2011). The questionnaire is designed 
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according to the related academic papers (Schivinski & Dabrowski, 2013; Park et al., 2009; 

Diffley et al., 2011; Gonzales & Hancock, 2011) and adapted to the novelty of the research. 

The first part of the questionnaire aimed to collect some general information about their 

engagement with Facebook. In the second part the participants were asked about subjective 

answers regarding their personal perceptions of themselves, while the third section addressed 

the participants’ motivation to be connected with some brands. The first three sections were 

composed with questions measured using a five-point Liker scale, ranging from 1-“strongly 

disagree” to 5-“strongly agree”. In the final part of the questionnaire the respondents answered 

about their demographic characteristics. The questionnaire was conducted in February and 

March 2014 via Facebook and direct mail for active Facebook users who were asked to 

participate on a voluntary basis. Finally, a total of 207 fully completed questionnaires were 

collected. 
 

5. RESULTS 

5.1. Sample profile 

The descriptive profile of the respondents’ is presented in Table 1. The results indicate a higher 

per cent of female respondents (67%) that male participants, where the majority are younger 

than 34 years (67.6%) with the mobile internet access (87%), all from Croatia (100%).  
 

Table 1: Sample characteristics (research results) 
Measure and item Percent 

Gender Female 67 

Male 33 

Age <18 4.8 

18-24 29 

25-34 38.6 

35-44 23.2 

45> 4.45 

Employment status Employed 51.2 

Students 28.5 

Unemployed  16.9 

Retired 1.4 

Average daily time spent on 

Facebook 

< 10 minutes 8.7 

10-30 minutes 21.3 

31-60 minutes 14.5 

1-2 hours 27.1 

2-3 hours 16.4 

>3 hours 12.1 

Mobile internet access Yes 87.3 

No 12.3 

 

According to the intensity of the usage of Facebook, the respondents answered about their 

worries and negative sides of connecting to a brand (Table 2). The majority of Facebook users 

identify themselves as a very active user (40.6%), followed by a moderate user (26.1%) and 

extremely active user (24.2%). There is a statistically significant correlation between the 

intensity of Facebook users and “I’m worried if this information will appear on my profile” 

(r=0.192; p=0.007) and “It matter to me if my friends like this brand, too” (r=0.147; p=0.049). 
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Table 2: Intensity of Facebook activities and attitudes toward negativities of brand 

connection (research results) 

Item 

Are you an active Facebook user? 

Not at all Slightly  Moderately Very Extremely 

I’m worried if this information will appear on my profile 
(𝑋2= 16.894; p < 0.05) 

Strongly disagree 3.1% 1.0% 9.7% 7.7% 5.1% 

Disagree 0.5% 0.0% 4.6% 10.2% 3.1% 

Neither agree nor 

disagree 1.5% 1.0% 7.1% 11.7% 8.2% 

Agree 1.0% 0.5% 4.1% 8.7% 7.1% 

Strongly agree 0.0% 0.0% 0.5% 2.6% 1.0% 

I’m worried whether my friends will notice that brand  
(𝑋2= 16.817; p > 0.05) 

Strongly disagree 2.5% 1.5% 9.1% 13.2% 6.1% 

Disagree 2.0% 0.0% 8.1% 10.7% 6.1% 

Neither agree nor 

disagree 0.0% 
0.0% 

6.6% 13.2% 9.6% 

Agree 1.5% 0.0% 2.0% 4.1% 2.0% 

Strongly agree 0.0% 0.0% 0.0% 0.0% 0.5% 

It matters to me if my friends like this brand, too 
(𝑋2= 17.654; p < 0.05) 

Strongly disagree 3.1% 1.0% 8.7% 16.3% 6.6% 

Disagree 1.5% 0.5% 10.2% 11.7% 5.6% 

Neither agree nor 

disagree 0.5% 1.0% 6.1% 10.7% 8.7% 

Agree 1.0% 0.0% 0.5% 1.5% 3.1% 

Strongly agree 0.0% 0.0% 0.0% 1.0% 0.5% 

 

5.2. Mean ranking and hypotheses testing 

The respondents have the possibility to express the intensity of the motives that are moving 

them to connect to a brand on Facebook. As shown in Table 3, the motivator with the heights 

mean is Information (3,82), followed by Searching for new products (3,52). The least important 

factor which motivate the followers of a brand is Self-expression (2,65).   

 

Table 3: Motivators’ mean ranking (research results) 

Rank Motivators Mean SD Mode 

1 Information 3.82 0.923 4 

2 Searching for new products 3.52 1.199 4 

3 Fun and entertainment 3.47 1.046 4 

4 Free time 3.27 1.123 4 

5 Social interaction 2.89 1.107 3 

6 Professional advancement 2.85 1.205 4 

7 Self-expression 2.65 1.099 3 

 

All the hypotheses are tested with Pearson correlation test in order to investigate the statistically 

significant positive correlation between the constructs.   



36th International Scientific Conference on Economic and Social Development –  
"Building Resilient Society" - Zagreb, 14-15 December 2018 

 

392 

Table 4: Hypotheses testing with Pearson correlation test 
Hypotheses r p Conclusion 

1 Users are positively motivated to connect with brands on 

Facebook in order to enhance the existing products 
0.203 0.007 

Hypothesis 

accepted* 

2 Users are positively motivated to connect with brands on 

Facebook in order to participate in developing new 

products 

0.253 0.001 
Hypothesis 

accepted* 

3 Users are positively motivated to connect with brands on 

Facebook in order to gain better information 
0.460 0.000 

Hypothesis 

accepted* 

4 Users are positively motivated to connect with brands on 

Facebook for making benefits 
0.448 0.000 

Hypothesis 

accepted* 

5 Connecting with the brand on Facebook has a positive 

influence on users' self-confidence 
0.219 0.018 

Hypothesis 

accepted** 

6 Connecting with a brand on Facebook has a positive 

influence on a users’ better picture of themselves 
0.260 0.004 

Hypothesis 

accepted* 

*at the level p<0.01 

*at the level p<0.05 

 

The results of the Pearson correlation test indicate that all the hypotheses are accepted at the 

level of p<0.01, except for one “Connecting with the brand on Facebook has a positive influence 

on users’ self-confidence” at the level of p<0.05. Therefore, a statistically significant positive 

correlation is found in the motives to connected to a brand on Facebook for participating in 

enhancement of existing products and developing new products, as well as making benefits. 

The strongest connection and motivation for connecting with a brand on Facebook is in order 

to Seek new information (H4). 

 

6. CONCLUSION  

The attempt to improve the communication between the customers and the company has result 

in growing activities on the social networks, which allows any user to be able to reach 

information at any time and in a short period of time. Also, users often share all product news 

with their friends so the company receive more attention without additional efforts. Social 

network users are usually connected with a brand for a various kind of motives: this paper 

investigated what lead the users to be connected with a brand and which positive impact it has 

on their self-esteemed and better picture of themselves. The survey found that respondents are 

highly motivated to connect with the brand firstly to gain information and secondly to search 

for new products. Research has shown that users the users that are connected to a brand are also 

those who want to participate in designing and improving products. In this way, users feel that 

their thinking is important and they are not just passive observers. Manufacturers are aware that 

they will increase the number of users by rewarding those who recommend them to others. 

Inclusion in the social network has a positive impact on self-esteem because it feels equally 

valuable to other users on the social network as it is associated with brands like the rest. This 

research has identified a group of users looking for information on new products, and their 

motive is self-presentation. By linking to a brand on Facebook, the user builds a positive image 

of himself and decides how to present himself. These research results present an important 

starting point for marketers and brand managers because it allows them to understand their 

social media followers. Further researches will have the possibility to compare the results with 

the attitudes and motives of the respondents from other countries, because one of the limitation 

of the study is the fact that the questionnaire was conducted only in Croatia. Also, with the 

greater interest of some other social networks like Pinterest and Instagram, it will be interesting 

to investigate the motivation to connect to a brand if the social network is different from the 

one researched in this paper, Facebook.  
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According to the big number of present brands on Facebook, it will be useful to conduct a 

similar research with the differentiation of products’ type. Given the limited nature of the 

research in this filed, the provided results should be viewed as a valuable insight in 

understanding the Facebook users who are connected to popular brands on the social network.  
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