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Communication effects and building relationships on owned media
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With the rise of social media, particularly Facebook, brands have started
engaging with consumers in this digital space. Facebook pages have become an additional
communication channel that could be integrated with the traditional ones, and a key challenge for
marketers is how Facebook pages can be leveraged to engage consumers and enhance their relationship
with brands. However, little Japanese academic research has been done on brand-consumer
relationships on Facebook pages.

This research looks at how the consumer evaluates and responds to the information provided by the
company on its Facebook Page. Four research themes are as follows: (1) building consumer-brand
relationships on Facebook Pages, (2) applicability of multilevel analysis to Facebook Pages, (3)
consumer engagement behaviors on Facebook Pages, and (4) negative effects on Facebook Pages.
Research findings are academically and practically significant.
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