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Abstract : Social media based brand communities are communities that are developed around a brand. In the highly globalized
world of today, Facebook is undoubtedly being regarded and has been widely recognized as a trendy and well-accepted
medium of marketing. By means of a Facebook fan page, organizations can effectually create, enhance, and sustain customer-
brand relationship. In this article, we explore whether brand communities based on social media (a special type of online brand
communities) have positive effects on the main community elements and value creation practices in the communities as well as
on brand trust and brand loyalty. A survey was conducted and 201 valid responses were used for analysis. The results of
structural equation modeling show that brand communities established on social media have positive effects on value creation
practices. Brand use, impression management practices and brand identification has an impact on brand trust and this brand
trust then further leads to brand loyalty.
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