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ABSTRACT  
Purpose - While brand equity is widely recognized  as one of the most important areas of strategic marketing, it is a rather new and complex 

research topic in social media context. Hitherto, there is no acknowledged concept of social media brand equity or unified approach of its  
estimation. The purpose of this study is to suggest a conceptualization of social media brand equity (SMBE) through analysis of the main 
challenges and drivers of extant explorations in the related areas. 
Methodology – Out of 225 revised scholarly papers about social media and brand valuation, there are scant number of studies that propose 

a model for SMBE measurement.  Based on the literature review a theoretical proposal is elaborated to understand the concept of SMBE.  
Findings - Results show that consumer-related factors have a significant impact on SMBE building due to the active involvement of users in 
the value co-creation process, which is facilitated by numerous social media inherent features. Therefore, customer-based brand equity  
(CBBE) may be the initial platform for elaboration of the SMBE concept and subsequent development of its measurement scale.  
Conclusion - Conceptualization of SMBE contributes to the development of the reasonable assessment model available for scholars and 

practitioners for the brand valuation of social media firms.  
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1. INTRODUCTION   

Social media are worldwide virtual publishing houses based on Web platforms and enhanced with online tools and technologies, which allow 
people to create and release their content as well as to use the content of other people regardless of their locations, professions, and social 
statuses. The intrinsic features, namely ubiquitous availability 24/7, impressive speed of information spreading, easiness and convenience of 
usage, make social media a powerful force of global changes in almost all areas of human life including social, political, environmental and 

technological aspects.  

Social media grew to almost 3 billion users in 2019 with a CAGR of 8.4% since 2015 (Clement, 2020). The big scale and dynamic evolvement 
of social media firms entail a necessity of their brands’ valuation. Interbrand has been appraising a brand value for Facebook since 2012, 

Spotify since 2018, and LinkedIn since 2019 with the application of their patented measurement model (Interbrand, n.d.). Yet, there is no 

brand valuation method for social media, which is widely accepted and available for academic and business practices.  

One of the specific challenges in the development of brand valuation technique for social media is that a monetary estimation of advantages 

for users is impeded by the non-paid nature of social media’ services, whereas the economical approach to measure a value of product or 
service is based on a consumer surplus or a difference between the actual price and the price that customer would be willing to pay for it 

(Corrigan, Alhabash, Rousu, & Cash, 2018).  

The extended view of brand valuation of online companies shows that from the financial perspective, the assessment of web-based 
companies is complicated by the high speed of their growth and related ambiguity in variable expenses, opportunistic financial resources 

(Schosser & Ströbele, 2019) along with impracticality of traditional forecasts about exchange listing and income (Klobucnik & Sievers, 2013).  

From the marketing perspective, no brand equity concept or measurement scale is recognized for social media considering their idiosyncrasy. 
The purpose of this study is to conceptualize social media brand equity (SMBE) through investigation of the main challenges and drivers of 
ongoing explorations in the areas of social media, brand equity , and brand valuation. The SMBE concept may considerably contribute to the 

brand equity theory in the contemporary online setting.  
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2. LITERATURE REVIEW  

A brand is a foundation for building a sustainable value of a firm and its successful future (Aaker, 2014). Hence, it is widely recognized as a 
strategic firm’s intangible asset (Arora & Chaudhary, 2016). It has a direct effect on the firm’s financial performance, the stronger brand with 
successful branding has a higher value, which consequently contributes to the higher firm’s value and its stock prices (Hsu, Wang, & Chen, 
2013). For example, Ozyesil (2019) established a 2.21% increase in a stock price due to a 1% increase in brand value in the Turkish retail and 

sport sectors.  

The first case of the inclusion of 60 brands by the worth of $1.2 billion to the balance sheet of Ranks Hovis McDougall was reported more 
than 30 years ago (Aaker, 1991). But even so, the brand value is an obligatory line in the financial reporting system in only a few developed 

countries such as Great Britain, New Zealand, Australia, and the United States, where the most of strong and successful global brands were 
created (Terzic & Dalic, 2019). A challenge is that brand valuation requires a consideration of associated marketing and finance factors, which 
directly impact on the overall firm value (Kumar, Sujit, & Abdul, 2019). There are numerous measurement techniques proposed for brand 
valuation, however, these different methods bring different and contestable results (Avery, 2018) that motivate scholars for further 

investigations in the field. 

The brand value is a monetary estimation based on consumer evaluation of the brand worth or  brand equity, which is formed by various 
stakeholders including suppliers and distributors, governments and NGOs, media and public opinion, competitors, and employees (Jones, 

2005). Overall, the brand equity is viewed as a favorable marketing effect of the individual brand name on a certain product or service (Davcik 
et al., 2015). Existing classical definitions of brand equity emphasize a positive or negative value provided by the brand to the product 
(Farquhar, 1989; Aaker, 1991) meaning that the brand impacts consumer choice between branded and non-branded products with similar 

attributes (Yoo, Donthu, & Lee, 2000).  

Brand equity is acknowledged as the major strategic concept with the two main paradigms applied in contemporary marketing theory and 
practice (Davcik, Silva, & Hair, 2015). The first is the finance-based brand equity (FBBE) measured as a financial value of the brand indicating  

its achievements. The second is the customer-based brand equity (CBBE) yielded through the interrelationship between customer and brand.  

The CBBE concept is grounded on cognitive psychology to explain a brand knowledge, one of the key CBBE facets, formed within the structure 
of human memory and measured by two dimensions such as brand awareness and brand associations (Aaker, 1991; Keller, 1993). Aaker 
(1991) defines that the wide awareness of the brand name, strong consumers’ associations with the brand, high brand loyalty, and favorable 

perceived quality of product or service lead to increasing CBBE, and consequently rising the brand value for customers and the firm.  

An academic interest in the area of online brands’ equities measurement emerged after  the dotcom crisis in 2001, when newborn online 

companies including Amazon.com, Yahoo!, Google, eBay, Facebook not only survived but even overgrew traditional offline companies in 
terms of brand equity (Rios & Riquelme, 2010). The alternative evaluation systems with unique Internet dimensions are proposed, e.g. Online 
Retail/Service or ORS for estimation of retail brand equity of Internet firms (Christodoulides, Chernatoni, F urrer, Shiu, & Abimbola, 2006). 
The special terms like e-brand equity (Le, Tran L.T.T., Pham, & Tran D.T.D., 2018), website brand equity (Liyin, 2009), online brand equity 
(Rana, Bhat, & Rani, 2015), and Consumer-Based E-business Brand Equity (Ma, 2016) exemplify a customized approach to brand equity in 

online context to point out its virtual character. 

Regarding social media, one of the actual research areas is a noticeable impact of social media and social media marketing (SMM) on brand 
equity assessment. For instance, social media are effectively used in brand equity estimation through the data retrieving and analysis with 

virtual techniques like NodeXL, Rapid Miner tool, and sentiment analysis, which are easier and faster  tools than traditional methods of offline  
or online survey with questionnaires (Noguera & Tsunoda, 2018). Also, social media factors are found as more indicative and faster brand 
equity metrics like Web blogs and consumers’ rating volume than standard measures of online consumer behavior  such as Web traffic and 

Internet search (Luo, Zhang, & Duan, 2013). 

Concerning the brand equity creation process, the important role of SMM factors is commonly recognized (Jayasuriya & Azam, 2017). There 
are 16 various SMM antecedents of brand equity found through the search. The most common are the engagement (Chanal & Rani, 2017) 
and eWOM (Sijoria, Mukherjee, & Datta, 2018) that empirically verified. Among other confirmed antecedents are interaction, entertainment, 

trendiness, customization (Godey et al., 2016), experience (Koay, Ong, Khoo, Yeoh, 2020), etc. The reviewed papers are based on a single 
social media platforms, mostly on Facebook and Twitter. However, consumers apply a sharing behavior throughout various social media 
(Ham, Lee, Hayes, & Bae, 2019), they have multiple-platforms’ usage experience to communicate to different audiences adjusting content 
to their distinct needs, preferences, and norms as well as to particular features of varying types of social media (Zhao, Lampe, & Ellison,  
2016). Thus, empirical investigations may be further enhanced with multi-platform samples do not overlook the real consumer behavior and 

reveal the universal social media factors of SMBE.    

One of the actual research questions is about SMM impact on the brand equity of social media themselves (Kavisekera & Abeysekera, 2016). 

However, few papers suggest SMBE scales, which have alternative dimensions got from single-platform data analysis. The current sporadic 

approach to SMBE investigations can be systemized through elaboration of theoretically justified SMBE concept.   

Based on literature, value co-creation is a reasonable theory to be adopted as a background for SMBE conceptualization. The easy and fast 

online communications’ flow between the firm and the customer, facilitated by social media, define a social aspect of brand equity building,  
where the consumer is not anymore a passive user but an active contributor or co-creator of the brand equity, and so brand is considered as 
a social process (Iglesias, Ind, & Alfaro, 2013), whereas social media are seeing as the integrative resource contributor to the firm value on 

par with customer and firm (Singaraju, Nguyen, Niininen, & Sullivan-Mort, 2016).  
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3. METHODOLOGY 

This study encompasses 225 academic papers and other 103 sources of information including Ph.D. theses, books, white papers, as well as 
articles from scientific conferences, universities’, business, and online journals. The review covers researches of brand valuation for social 
media companies and other diverse businesses, where social media are actively adopted for their brand’s building and promotion. The papers 
investigate casual relationships between social media antecedents and brand equity through theoretical and empirical analyses. The 
literature search was used to find and analyze the challenges and drivers of SMBE comprising different CBBE models for social media for the 

past ten years.  

4. FINDINGS 

There is a scarce number of papers that have addressed the creation of the SMBE model to measure the equity of social media brands. The 
study’s results show that consumer-related factors have a significant impact on brand equity creation of SMBE due to the active involvement 

of customers in the value co-creation process, which is facilitated by numerous social media characteristics. Therefore, CBBE may be the 

platform to form the SMBE model. 

Whilst, the classical CBBE scale has been developed and verified by numerous studies in offline settings, as yet it has not been sufficiently re-

tested in the social media environment by empirical investigations. Even more, no universal social media-based factors of CBBE are 
acknowledged. It is a big challenge as universal social media measures can be used as a meaningful indicator of brand equity of offline a nd 
online firms because of their reliable prediction capability of the future company’s sales (Luo et al., 2013). As soon as the general social media 
predictors are defined, the fundamental income approach to estimate a firm’s value may be adapted for social media with insufficient 

transactional data and comparable market information (Loughnane, Plastino, & Altman, 2015).   

Considering multi-platforms usage experience crosswise social media networks, SMBE model development can be tested as a general 

measurement scale for social media.   

SMBE may be conceptualized as a distinct type of online CBBE that is co-created with consumers due to specific attributes of social media, 
which generate the consumer ’s behavioral antecedents such as engagement, eWOM, UGC, interaction, experience, and other social media-

specific sources of brand equity. The traditional CBBE scale including brand awareness, perceived quality, brand loyalty, and brand 
associations should be re-tested in social media context as a basic construct of the SMBE model, enhanced with engagement and eWOM as 

social media sources of brand equity.  

5. CONCLUSION  

There are various social media-related CBBE antecedents proposed by scholars for the last decade, however, no social media-based brand 

equity (SMBE) concept or unified measurement scale is recognized to estimate brand equity of social media brands. The survey defined the 
main elements of the SMBE model for empirical analysis, which is the conventional CBBE scale augmented with social media antecedents  
based on value co-creation theory. The development of the SMBE concept contributes to filling the gap in the social media research field by 
a further systematic construction of a reasonable, credible, and parsimonious SMBE scale for measurement of the brand equity of social 
media firms. The actuality and importance of this academic topic is conditioned by the ongoing rise of social media firms in their quantity  

and scale. 
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