What does a Facebook

really mean?

Social media is an integral element of the consumer–brand relationship process, and in today’s
marketing environment, where relationships are crucial, a social media presence is a vital part of
marketing communication efforts.
This research is taken from ‘Exploring the Facebook Like: a product and service perspective’ from the
Journal of Research in Interactive Marketing, which is celebrating its 10 year anniversary! Read the
full article for a detailed critique of Facebook behaviour.

Facebook is the largest social networking platform
in the world - understanding Facebook behaviour is
therefore vital to marketers.
Facebook enables consumers to communicate with
brands and one way to do this is by pressing ‘like’
on the brand page.
It is assumed that the more ‘likes’ a company has,
the more valued it is by its customers.
But what does a Facebook ‘like’ really mean?

What specifically prompts customers to ‘like’ brands
on Facebook?
These statistics are specifically focused on service-based companies

Brand loyalty

Information search

Brand attitude

36%

20%

18%

Own or use the brand
already and want to
show their support.

To gather information
on the brand.

To contribute to or connect
with the brand itself.

Social influence

Competitions

23%

8%

Acting on a recommended
by a friend, or from
Facebook itself.

To enter a specific
competition or keep up to date
with future competitions.

How do people interact with their ‘liked’ brands
on Facebook?
Just read posts

Repost

Comment

Like

53%

21%

18%

8%

Own or use the brand
already and want to
show their support.

Repost or ‘share’ the
brand’s information
with their Facebook
friends.

Entering discussions
with other Facebook fans
or with the brand itself.

Liking the
brands posts
and photos.

How does customer’s relationship with the brand change
after ‘liking’ the page?
Had no effect

Increased brand
knowledge

Increased brand
awareness

36%

11%

12%

Own or use the brand
already and want to
show their support.

Use the brand’s Facebook
page and posts as an
alternative to a webpage.

Thinking about the
brand more can prompt
purchasing activity.

Increased
purchasing or
purchase intention

Connectivity

Positive brand
attitude

17%

16%

8%

Own or use the brand
already and want to
show their support.

Increased personal
connection to the brand.

Accessing the brand’s posts
and photos encourages a
more positive feeling about
the brand.

