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Abstract  

To know which content needs to be posted on social media sites is crucial for generating high 

levels of consumer engagement. To shed new light in this research area, this inductive research 

investigated consumer engagement behaviors in the Facebook online communities of the 

sporting goods brands of Adidas and Nike. As this study considers human behaviors in the 

online sphere, a netnographic research design was applied. With the help of the CAQDAS 

software NVivo 11, the 25 most engaging posts of each brand were analyzed. The results of 

this research indicate that content which inspires and entertains the online community members 

is one highly important source of consumer engagement together with frequent brand replies. 

Further, the right timing and choosing the right media type needs to be considered as well. The 

paper ends with a discussion of the results. Finally, it presents academic and managerial 

implications as well as research limitations and opportunities for further research. 

 

  

Key Words  

Online consumer engagement, online communities, consumer culture theory, word of mouth, 

content marketing, social media, netnography, Nike, Adidas, sporting goods 

   



   

 

 

 

Table of contents  
 

1 Introduction ........................................................................................................................ 1 

1.1  Problem formulation ................................................................................................... 1 

1.2 Contribution ................................................................................................................ 4 

1.3  Research question ........................................................................................................ 5 

2 Theoretical framework ....................................................................................................... 6 

2.1 Brand communities ..................................................................................................... 6 

2.2 Online brand communities .......................................................................................... 7 

2.3 Consumer engagement in online brand communities ................................................. 9 

2.3.1 Definition and dimensions of consumer engagement .......................................... 9 

2.3.2. Internal motives for consumer engagement ....................................................... 10 

2.3.3 External influencing factors for consumer engagement .................................... 11 

2.4 Summary of theoretical framework........................................................................... 17 

3  Methodology .................................................................................................................... 18 

3.1  Research strategy....................................................................................................... 18 

3.2  Research design ......................................................................................................... 20 

3.3 Research planning ..................................................................................................... 20 

3.4 Entrée ........................................................................................................................ 21 

3.5  Data collection........................................................................................................... 22 

3.5.1 Preparation of data ............................................................................................. 23 

3.6 Data interpretation and analysis ................................................................................ 24 

3.6.1  Pre-coding of posts ............................................................................................ 24 

3.6.2  Coding of posts .................................................................................................. 24 

3.6.3  Posts analysis ..................................................................................................... 25 

3.6.4  Comments analysis ............................................................................................ 26 

3.7 Ethics ......................................................................................................................... 27 



   

 

 

 

3.8. Reliability and validity .............................................................................................. 27 

4 Findings and data representation ..................................................................................... 28 

4.1 Description of top six posts ....................................................................................... 28 

4.2 Posts analysis............................................................................................................. 29 

4.2.1 General impressions ........................................................................................... 29 

4.2.2  Difference in successful and less successful posts ............................................ 30 

4.3  Comments analysis .................................................................................................... 33 

4.3.1 General impressions ........................................................................................... 33 

4.3.2 Comparison successful and less successful posts .............................................. 36 

4.4  Media type analysis ................................................................................................... 37 

5  Discussion ....................................................................................................................... 37 

5.1  Sporting goods online brand communities ................................................................ 37 

5.2 Content of posts ......................................................................................................... 40 

5.3 Event-related posts .................................................................................................... 41 

5.4  Moderator’s participation .......................................................................................... 43 

5.5  Media type ................................................................................................................. 43 

6  Summary and Conclusion ................................................................................................ 44 

6.1  General summary ...................................................................................................... 44 

6.2  Academical and managerial implications ................................................................. 45 

6.3  Limitations and future research ................................................................................. 46 

List of references...................................................................................................................... 48 

Appendix .................................................................................................................................. 54 

Appendix A – Codebook ..................................................................................................... 54 

Appendix B – List of investigated posts .............................................................................. 59 



   

 

1 

 

1 Introduction 

The following section emphasizes our motivation of this study. It displays a presentation of 

social media platforms, online brand communities, and word-of-mouth. In addition, previous 

research connected to our research topic is provided. This chapter is then finished by stating 

our research question. 

1.1  Problem formulation  

Social media is on the rise. As of 2017, around two billion users are registered on the social 

networking platform Facebook (Statista, 2017b). To put this into context, it is four times the 

population of Europe (Eurostat, 2016), and these users generate four million likes every minute 

(Smith, 2016). As more likes and more data constantly is created, it becomes increasingly 

difficult for marketers to obtain the users' attention. As a result, the saying "content is king" 

becomes increasingly important as well. But what content should the companies produce? On 

the one hand, it should catch the users' attention, but on the other hand make the users' want to 

get engaged with the post, as with liking, sharing it, or getting involved in discussions (Kaplan 

and Haenlein, 2010; Gummerus et al., 2012). 

In this regard, developing interesting social media content that increases consumer engagement 

has become one of the most important challenges managers face today (Pulizzi and Handley, 

2015). In order to get consumers engaged, companies have entered the online world and use 

several social network platforms such as Facebook, Twitter or YouTube to reach out to their 

consumer base (Pulizzi and Handley, 2015; Nielsen, 2017). Once read and perceived as 

interesting, consumers spread their words and share or respond to the news from the company 

or from their peers (Brodie et al., 2013; King, Racherla and Bush, 2014). With this behavior, 

consumers have a direct impact on the success of marketing campaigns as they determine, if 

the content is interesting and worth to get engaged with (Fournier and Avery, 2011). 

Consequently, the consumers become an essential part of companies’ marketing strategies. The 

same behavior and actions can be found in the sporting goods industry. More specifically, the 

two biggest brands Adidas and Nike established their own Facebook groups, where they 

combined posted 464 posts during the period of January 2015 to March 2017. These posts 

received a total of 4,827,154 likes, 930,382 shares and 132,898 comments (Sociograph, 2017), 

indicating that they have identified the potential to use the consumers to further enhance their 

already good brand reputation. Even though these companies are already successful with their 
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social media strategies, it is not yet understood exactly how or why the posts lead to consumer 

engagement. Therefore, the aim of this research is to further understand the nature of such 

consumer behavior within online social networks and to identify the drivers of consumer 

engagement.  

To understand this phenomenon, we need to look back at the history. The internet was initially 

created for and continued to be a platform that enables information exchange (Kaplan and 

Haenlein, 2010). This central purpose of the internet to this day has not changed. It has enabled 

the creation of social network platforms, at which users become parts of online communities 

and where they interact with each other (Brodie et al., 2013). Social network platforms have 

become part of everyone´s life today. The average time spent on social media is increasing and 

reached 5.5 hours per week in 2016, for users older than 18 years (Nielsen, 2017). 

With the rise of social media platforms and the increasing time spent on them, companies 

identified the quest to adapt their traditional marketing strategies and to enter the social media 

arena as well. Within this process, interaction with the consumers became one main driver of 

successful online marketing campaigns (Brodie et al., 2013). Today companies have 

established platforms at which consumers provide their own inputs towards the brands and to 

react to those of their peers. These platforms, called online brand communities (OBC), are for 

example forums, blogs, or social media sites of the company. Here consumers come together 

to share and discuss their own experiences with the brand (Kozinets, 2002; Wasko and Faraj, 

2005; Colliander and Hauge Wien, 2013; Relling et al., 2016). Besides the companies, the 

consumers themselves or other third parties have established their own OBCs, for instance in 

forms of Facebook groups (Facebook, 2017) or independent user forums (NikeTalk, 2017). 

The concept of brand communities is already known from the offline real world. For example, 

Schouten and McAlexander (1995) as well as Muniz and O'Guinn (2001) investigated brand 

communities and observed that consumers tend to get more engaged with a brand when they 

are part of a brand community. The more engaged consumers get, the more committed they 

become, which further enhances the consumers’ loyalty towards the brand.  

There are several motivational factors that drive consumer engagement within OBCs. As one 

of the first researchers in this area, Hennig-Thurau (2004) observed four primary intentions. 

These are the desire for social interaction, the desire for economic incentives, the concern for 

other consumers, and the potential to enhance the consumer’s self-identity. Additionally, brand 
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knowledge (Hassan and Casaló Ariño, 2016) or the quality of posts (Lee, Park and Han, 2008) 

further impacts engagement behavior as well.   

The comments made by the members are termed electronic word-of-mouth (eWOM), which is 

differentiated into positive or negative eWOM (Brodie et al., 2013; Relling et al., 2016). On 

the one hand, positive eWOM occurs when members share their positive experiences, when 

they identified new usage approaches or when they help other members who have a problem. 

On the other hand, negative eWOM are posts in which consumers complain about a product, 

service or event of the brand (Chang, Hsieh and Tseng, 2013; Hassan and Casaló Ariño, 2016). 

Researchers have identified that positive eWOM or an increased amount of consumer 

engagement intensifies the consumer’s commitment towards the brand and consequently also 

enhances the consumer’s brand loyalty (Shang, Chen and Liao, 2006; Brodie et al., 2013). 

Negative eWOM, on the other hand, is seen to be more influential on purchase decisions, 

especially in the case of lacking product knowledge by the member (Hassan and Casaló Ariño, 

2016). Furthermore, Cheung, Liu, and Lee (2015) highlight that consumers rely more on 

opinions of other members within OBCs compared to posts from companies. This is because 

consumers perceive the posts of other members as more honest and more reliable. 

It is recommended to have a well-planned strategy which determines the type of content a 

company releases (Stelzner, 2016). At the same time, 90 percent of managers wants to know 

how to utilize the most effective tactics to create consumer engagement in social media. Despite 

this, it has been indicated by a majority that social media marketing activities are not 

functioning as intended (Stelzner, 2016). The internet and social media have created many 

possible opportunities, which Huang et al. (2011) addressed by pointing out that the internet 

has enabled information, mainly from text, to be tracked, captured, and analyzed to gain 

increased control in comparison to the offline world. 

This has been debated by previous research as well. Kozinets et al. (2010) suggest research, 

which should aim at helping managers with their strategies by looking closer at the content that 

generates eWOM, Reimer and Benkenstein (2016) state that the post quality is one aspect, 

which drives consumer engagement. According to them, posts lacking content quality are 

running the risk of being perceived as unreliable, and vice versa. Furthermore, van Doorn et al. 

(2010) stated that content, which relates to political/legal, economic/environmental, social and 

technological (P.E.S.T.) aspects arises the most content-based engagement. In this case, the 

technological aspects can be cafés sharing their internet, which enables customers to share their 



   

 

4 

 

experience and to be engaged online. Another example from a legal standpoint would be a 

customer creating eWOM from driving his or her new car that follows the new carbon emission 

standards set by lawmakers (van Doorn et al., 2010). However, they solely investigated the 

potential topics but did not investigate which topics generate the highest consumer engagement. 

In his analysis of Twitter tweets, Vargo (2016) categorized brand messages and identified that 

posts related to giveaways or events have a positive influence, while promotional messages 

have a negative influence on consumer engagement. Yet, Vargo (2016) points out that further 

research in this area is needed to explain the observed patterns to develop best practices. 

The effect of different media types has also been researched. King, Racherla and Bush (2014) 

focused on information processing and eWOM but confirmed leaving a void in how different 

messages, if they are received as texts, images or videos, have different outcomes within the 

OBC and on the effects of engagement. Goh, Heng and Lin (2013), in line with others (Chauhan 

and Pillai, 2013; Noguti, 2016), focused on text and language analysis but left out other types 

of content that create engagement, which leaves out a complete picture. Additionally, scholars 

have requested further investigations based on communities that are managed, or partly 

managed, by the brand (Hajli et al., 2017). Other scholars focused solely on small samples 

(Brodie et al., 2013) or only on one online community (Gummerus et al., 2012; Vargo, 2016), 

which leaves the quest to analyze broader samples in order to deepen the understanding of 

consumer engagement behaviors. Finally, several researchers requested to extend their findings 

and to examine online groups across different product categories and consumers (Brodie et al., 

2013; Hajli et al., 2017).  

1.2 Contribution  

Previous research related to OBCs, eWOM and general consumer behavior has been 

thoroughly investigated and debated. However, the actual content that is produced within the 

OBC has left an opportunity for further research. By investigating the content, such as what 

the discussed topics are and what content drives consumer engagement the most, further 

knowledge will be added to this research field. In combination with this and, as pointed out by 

researchers (Goh, Heng and Lin, 2013; King, Racherla and Bush, 2014), it is required to 

consider all types of media while investigating consumer engagement behaviors. Therefore, 

this research will have a look whether text, images, recordings or videos, or a combination of 

these, have different impacts on the engagement of the OBC members. Furthermore, it is 

suggested to examine different product categories (Brodie et al., 2013; Hajli et al., 2017). To 
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fulfill this request, this research focuses on the sporting goods industry, which involves high-

involvement products that, according to researchers, should mean high engagement in the 

OBCs (Martin, 1998; Lee, Park and Han, 2008; Radder and Huang, 2008). Finally, with this 

research we consider larger sample communities to further understand behavior patterns, as 

suggested by Brodie et al. (2013), which are the global Facebook pages of the sporting good 

brands Adidas and Nike.  

This paper investigates online brand communities through looking closer at the content and 

messages that stem from both the OBC members and the brand the OBC focuses on. The 

relevance connects to the recommendation that managers should see the members of the 

community, who also generate content, as an integrated part of the brand. This provides 

managers with a diverse and creative source of information that aid marketing objectives and 

strategies. 

1.3  Research question 

The research question is based on the presented background and provides us with a goal for the 

research process. Therefore, the research question is:   

What drives consumer engagement in online sports brand communities?   

With this research question in mind, we will investigate and analyze the effects of published 

firm-related content in company-owned social media platforms on community members’ 

consumer engagement behavior. By that, we aim to identify specific post content, used media 

types (e. g. text, photo or video) or timings, which are the source of high consumer engagement 

behaviors. Furthermore, this research questions enables to identify patterns, which we do not 

know yet. 
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2 Theoretical framework 

The following chapter presents our theoretical framework and includes the concepts, which 

will guide our reflections. First, we describe the concepts of brand communities. Second, we 

will focus on online brand communities followed by a literature review on consumer 

engagement within these communities. After a definition, the members' motives, and external 

factors that drive consumer engagement is explained. Then, the chapter is ended by presenting 

a conceptual model.  

2.1 Brand communities 

When consumers browse for goods, products, or services, they usually end up purchasing what 

fits their personal requirements best. Some consumers also go further by getting more involved 

with the brand behind the product. This involvement with the brand is part of what has been 

defined as consumer culture theory (CCT) (Arnould and Thompson, 2005). CCT evaluates how 

consumers convert and transform symbolism. The symbolic meaning is found encoded in 

advertisements, brands, retail setting or goods, which connects to personal and social 

conditions and which enhances the consumer’s identity and lifestyle goals (Kozinets, 2001). 

This means that consumers choose to identify themselves with certain aspects of the brand to 

connect with the product, service, or company. 

CCT aims to create an understanding of symbolism, ritual practices, and brand meaning, which 

contributes to the creation of consumer identities. In general, the theory revolves around the 

branded goods or services (Muniz and O’Guinn, 2001). According to Muniz and O'Guinn, a 

brand community is “a specialized, non-geographically bound community, based on the 

structured set of social relations among admirers of a brand” (Muniz and O’Guinn, 2001, p. 1). 

Briefly, a community is an organization or a group of people that thrives on working together 

and sharing a collective obligation to the group (Rheingold, 2000). The concept is based on 

three components, which are consciousness of kind, traditions and rituals and moral 

responsibility (Amitai Etzioni, 1999; Muniz and O’Guinn, 2001; Jang et al., 2008). The 

consciousness of kind means that the members feel a connection towards one another and the 

group (Muniz and O’Guinn, 2001). This linking is built around the brand and is greater than, 

for example, between a member and someone that is not a member of the same community. 

Traditions and rituals aids in preserving the culture, consciousness, past and culture of the 

community. The traditions and rituals are also connected to preserving social contexts and 

behavioral norms (Muniz and O’Guinn, 2001). According to Jang et al. (2008), these are own 



   

 

7 

 

references, concepts, experiences, documents and texts to share. Moral responsibility creates a 

sense of duty among members, or from a member of the whole community. The moral 

responsibility also comes to aid when the community is exposed to a threat. At such an event, 

the community members get together to act on this moral responsibility. The consumers that 

are involved in a brand community, which the CCT debates, generally get more engaged with 

the brand and its other consumer (Muniz and O’Guinn, 2001). In addition, Wenger, McDermott 

and Snyder (2002) suggest that every community contains a form of precise knowledge that is 

created in cooperation between members. The members of the community are involved in the 

brand’s social construction and therefore affect the brand’s future (Muniz and O’Guinn, 2001). 

A member is more concerned with the brand than just being a consumer and the formed 

community becomes a network of social connections based on emotional bonds (Muniz and 

O’Guinn, 2001). As with several other aspects of life today, brand communities have also been 

established in the online sphere.  

2.2 Online brand communities 

Today, online brand communities (OBC) have shortened the distance between community 

members. OBCs are described as a group of individuals that engage in an online interaction 

where content, in a virtual space, is created by the members of the community (Jang et al., 

2008). It is also described as a collective of self-selected persons who have common interests, 

which they communicate via digital devices (Chang, Hsieh and Tseng, 2013). Researchers have 

termed the individuals within an OBC differently. They are called members (Kane et al., 2009; 

Brodie et al., 2013; Goh, Heng and Lin, 2013; Hajli et al., 2017), participants (Amitai Etzioni, 

1999) or users (Zheng et al., 2015). In this paper, we refer to them as members. 

The participation takes place in forums, bulletin boards, chat rooms, newsgroups, social 

networks or blogs (Brodie et al., 2013). Rheingold (2000) also describes the concept as a social 

collection that originates from the online world with enough human awareness to create social 

relationships in a digital sphere. Bagozzi and Dholakia (2002) see it as computer-mediated 

social spaces where actions are deliberate through member created content. The focus of the 

OBC lies in the exchange of information and the community is referred to as an important 

reference group for the participating members (Bagozzi and Dholakia, 2002). The goal of the 

community can be both functional and hedonic (Bagozzi and Dholakia, 2002; Jahn and Kunz, 

2012). The hedonic goal refers to the production and consumption of positive shared 

experiences which means, if the content is entertaining or exciting. The functional goal refers 
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to the exchange of information that is utilized in terms of its usefulness or by being practically 

helpful (Bagozzi and Dholakia, 2002). No matter what the goal might be for the member, the 

online community serves as a reference group for the members on an individual level. 

What is described above explains the means of communication that enables OBC members to 

connect and create newer and more comprehensive experiences (Brodie et al., 2013). To create 

an extended experience, consumers are motivated by venting negative feelings, their concern 

for other consumers, self-enhancement, advice-seeking, social benefits, economic benefits (e.g. 

cost savings), platform assistance, and helping the brand (Brodie et al., 2013). We describe 

those motives for consumer engagement later in more detail. The feedback and comments that 

OBC members produce can take place rapidly or even immediately. The major differences 

between an online and an offline brand community are the digitalized functions, which shortens 

both speed and distance in communication between members and the brand. The members, in 

the online setting, efficiently utilize each other's posted information. In an offline brand 

community, members need to meet person to person, which is not required online (Chang, 

Hsieh and Tseng, 2013).  

It has been stated that an OBC can be created by both the brand or by the consumers (Jang et 

al., 2008). It can also be a purpose for profit organizations, or non-profit organizations (Shang, 

Chen and Liao, 2006; Jang et al., 2008), but its existence will only be continued if enough 

members participate (Jang et al., 2008). The latter is upheld by the members themselves where 

they need to produce enough interesting content for others to take part of (Jang et al., 2008). 

Some companies create their own OBC, like Harley-Davidson, Dell or Cisco, then absorb and 

utilize the content the community produces (Lee, Park and Han, 2008). This is beneficial if it 

contains valuable information and knowledge that the companies can utilize. It also creates a 

platform for the companies to reach out to the customers or members and vice versa. The 

members that produce the most content or information are often the most dedicated ones, which 

not seldom are lead-users or so-called opinion leaders. Both company initiated and consumer 

initiated OBC’s gain from aiding the members in the contribution processes, which helps the 

community to stay vibrant (Lee, Park and Han, 2008). 

More and more people in the world are well connected online today, both in the homes and 

while being outside via smartphones and portable devices. It is also common to be a part of a 

social network such as Facebook, Twitter, Reddit or Instagram. In these social networks, both 

companies and consumers debate and discuss their opinions about the brand. A number of 
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social networking sites have risen in the recent years (Relling et al., 2016). This type of online 

brand community let companies aim for a higher engagement in the OBC members, which can 

alter loyalty, perceptions of the brand as well as provide the company with new insights 

(Gummerus et al., 2012). Generally, in the social network OBC, a higher engagement increases 

the relationship benefits between the brand and the members (Gummerus et al., 2012).  

2.3 Consumer engagement in online brand communities  

2.3.1 Definition and dimensions of consumer engagement  

Researchers have not agreed upon a common definition of consumer engagement so far. 

Referring to the consumers’ behaviors and patterns, van Doorn et al. (2010) define consumer 

engagement as “behaviors [that] go beyond transactions, and may be specifically defined as a 

customer’s behavioral manifestations that have a brand or company focus, beyond purchase, 

resulting from motivational drivers” (van Doorn et al., 2010, p. 254). Moreover, Bowden 

(2009) adds a psychological dimension to this definition, implying that consumer engagement 

compromises cognitive and emotional aspects. Brodie et al. (2013) and Hollebeek (2011) also 

consider the involvement of specific interactive experiences between consumers and the brand 

as part of consumer engagement. Consequently, Hollebeek provides a wider accepted 

definition of consumer engagement, which is “the level of an individual customer’s 

motivational, brand-related and context-dependent state of mind characterized by specific 

levels of cognitive, emotional and behavioral activity in direct brand interactions” (Hollebeek, 

2011, p. 790).  

In order to further understand the nature of consumer engagement, van Doorn et al. (2010) 

identified five dimensions of how consumers apply engagement. The first dimension is 

valence, which points out if the engagement is meant to have positive or negative consequences 

for the company. The second dimension is form of modality, which describes the type of 

resources (e. g. money or time) that the individual invests to get engaged. Third, the scope 

varies according to the amount of invested resources or the geographical dimensions, if it has 

local or global implications. The fourth dimension is the impact that the engagement has on 

other members or the company. For example, how quickly it affects others (immediacy), which 

level of change it generates (intensity), how many people it affects (breadth) and how long it 

is available (longevity). Last, consumer engagement varies across the purpose of engagement. 

For example, to whom it is addressed, if it is planned or if the goal is aligned with the ones of 

the company (van Doorn et al., 2010). There are also different levels of engagement, which 

https://paperpile.com/c/i3trsF/F7Sv/?locator=254
https://paperpile.com/c/i3trsF/F7Sv/?locator=254
https://paperpile.com/c/i3trsF/F7Sv/?locator=254
https://paperpile.com/c/i3trsF/F7Sv/?locator=254
https://paperpile.com/c/i3trsF/F7Sv/?locator=254
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ranges from just liking a post with the click of a button, to getting very involved in commenting, 

sharing and discussing (Noguti, 2016). 

2.3.2. Internal motives for consumer engagement 

It is generally agreed upon that in order to get someone motivated or engaged, he or she needs 

to feel that the activity is beneficial (Gwinner, Gremler and Bitner, 1998; Nahapiet and 

Ghoshal, 1998; Wasko and Faraj, 2005). There are several factors that drive consumer 

engagement in online brand communities. One motivational factor is practical benefits, which 

can be found when consumers enter OBCs to access further advice or information and by that 

to advance their purchase decisions (Gummerus et al., 2012; Brodie et al., 2013). Another 

factor is social benefits. The core idea of social media networks, which is to bring users together 

and to enable interaction between them (Kaplan and Haenlein, 2010), is also present within 

OBCs (Gummerus et al., 2012; Brodie et al., 2013). Especially, the interaction with like-

minded persons that enjoy the same brands stimulates members to get engaged in these 

communities (Muniz and O’Guinn, 2001; Chang, Hsieh and Tseng, 2013; Relling et al., 2016). 

Furthermore, engagement enhances the social capital of members. (Brodie et al., 2013). The 

members feel useful, recognized and needed since they helped other members or the brand 

(Gummerus et al., 2012). Therefore, to gain reputation within the community is another driver 

of consumer engagement (Wasko and Faraj, 2005). Other members participate in online 

communities predominantly out of entertainment reasons. For example, to make fun about 

posts and by that to relax or simply to enjoy reading other opinions or to help them (Wasko 

and Faraj, 2005; Gummerus et al., 2012). The opportunity to use the OBC as a channel to vent 

negative feelings about a brand experience can also drive consumer engagement (Brodie et al., 

2013; Hassan and Casaló Ariño, 2016). The last motivational factor is to gain economic 

benefits (Brodie et al., 2013). For instance, members seek out for special deals, to save time 

within the decision-making process, or to participate in raffles (Gummerus et al., 2012). 

However, it is important to consider that not all individuals get motivated to the same extent 

by the same factors. Consequently, the individual’s traits and attitude affect the level of 

customer engagement as well (van Doorn et al., 2010). As the posts of the consumers become 

visible to other members of the online community (Kozinets et al., 2010; Relling et al., 2016), 

there is a risk of losing face as a result of posting inappropriate or incorrect information. To 

reduce this risk, consumers are more likely to get engaged the more knowledge about the brand 

or community they have (Lee, Park and Han, 2008; Doh and Hwang, 2009). 
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2.3.3 External influencing factors for consumer engagement  

Besides self-motivational factors that drive consumer engagement, other external aspects can 

also influence consumers. These are for instance other members, the online community owners 

(e. g. the company or moderators), the purpose of the online community or the posted content, 

which are all described in the following chapters. 

Other community members 

Several researchers investigated the impacts of members’ posts towards the behavior of other 

members of online brand communities. In general, it is often the case that the members’ impact 

is stronger than that of the company (Hassan and Casaló Ariño, 2016; Relling et al., 2016). 

This is because consumers perceive the posts of other members as more honest and, therefore, 

more trustworthy.  

The messages communicated between consumers are termed as electronic word-of-mouth 

(eWOM) (Hennig-Thurau et al., 2004). This concept is already known from the offline world, 

where traditional WOM usually takes place within a private and face-to-face context and the 

messages are invisible in nature (King, Racherla and Bush, 2014). In the world-wide web, 

eWOM interactions take place in a more complex, computer-mediated context, where members 

are engaged in a network of people (King, Racherla and Bush, 2014). When members post a 

message within an online community, they usually also post a statement about their experience 

with it (Hennig-Thurau et al., 2004). This statement can broadly be differentiated into positive 

or negative eWOM (Hennig-Thurau et al., 2004; Brodie et al., 2013; King, Racherla and Bush, 

2014). One accepted definition of eWOM is the one of Hennig-Thurau et al. who state that 

eWOM is “any positive or negative statement made by potential, actual, or former customers 

about a product or company, which is made available to a multitude of people and institutions 

via the Internet” (Hennig-Thurau et al., 2004, p. 39).  

Various researchers investigated the different effects that positive and negative eWOM has on 

consumer engagement behaviors of other members within OBCs. Zheng et al. (2015) pointed 

out that positive eWOM fosters a stronger relationship towards the brand and by that also 

increases the member’s brand loyalty. The higher the brand loyalty, the more likely members 

are to widen their engagement behavior (Cheung, Liu and Lee, 2015). However, Doh and 

Hwang (2009) overserved that the presence of only positive eWOM might damage their 

credibility in long-term since members tend to require negative eWOM as well in order to make 

better purchase decisions. Consequently, the potential effects of negative eWOM should not 
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be underestimated. This is especially true in times in which consumers are increasingly using 

social network platforms to vent their negative experiences about a company or their offerings 

(Hassan and Casaló Ariño, 2016). Dissatisfied consumers tend to spread more eWOM 

compared to satisfied consumers (Halstead, 2002). Even though positive eWOM might 

enhance consumer engagement, researchers have pointed out that the effects of negative 

eWOM are stronger in order to influence other member’s behaviors (Chang, Hsieh and Tseng, 

2013; Hassan and Casaló Ariño, 2016). With their research, Chang, Hsieh and Tseng (2013) 

state that negative eWOM is perceived as more diagnostic than their positive counterpart. 

Further, it is perceived as more provocative and, therefore, catches more attention. Consumers 

tend to rely on negative eWOM, especially when they lack product knowledge (Doh and 

Hwang, 2009; Brodie et al., 2013). They have difficulties to evaluate, if a critique is reasonable 

and, as negative eWOM has stronger impacts, tend to believe it. 

Besides the fact that negative eWOM has a stronger effect and raises more attention, it also 

stimulates engagement. That is a consequence of defensive mechanisms, which the community 

members apply (Colliander and Hauge Wien, 2013; Hassan and Casaló Ariño, 2016). As 

consumers are loyal to and identify themselves with a brand, their natural defense mechanism 

will be activated, which aim to protect their own self-esteem (Hassan and Casaló Ariño, 2016). 

With the usage of specific defensive behaviors as justifying, advocating, doubting, trivializing, 

stalling or vouching (Colliander and Hauge Wien, 2013), the consumers inform, clarify, 

explain, or share their own brand experiences with the objective to protect the brand from the 

negative eWOM (Hassan and Casaló Ariño, 2016).  

Owners of online brand communities 

The owners of the online brand communities, for example, the company, brand, or 

administrators, also impact consumer engagement behavior. To enhance engagement, one 

regular applied approach is to implement incentive programs (Wang, Teo and Wei, 2009; van 

Doorn et al., 2010). These are for instance status identifications for more engaged members or 

even monetary rewards for high-performers (Wang, Teo and Wei, 2009). Other than that, 

companies influence consumer engagements through providing processes and platforms that 

support specific consumer service (van Doorn et al., 2010). For example, solutions which allow 

consumers to raise their concerns, compliment or suggestions directly to the company or to 

facilitate customer-to-customer engagement through online chat forums or contests where 

customers share their ideas with each other (van Doorn et al., 2010). Furthermore, the existence 

of moderators does not necessarily have a positive effect on engagement (Panteli, 2016). While 
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it is better to monitor and lead the discussion in early stages of online communities, silence is 

seen to be more positive in advanced stages of online communities in order not to intervene 

interaction flows. 

Besides the above-mentioned actions where the online community owners have a direct 

influence on consumer engagement, one of the main drivers of company-based impact, is the 

brand itself (van Doorn et al., 2010). That is the case as the higher the reputation of a brand is, 

the more likely consumers get committed and attached to the brand. This leads to a higher 

motivation to increase consumer engagement (Schau, Muñiz and Arnould, 2009; van Doorn et 

al., 2010).  

In the case of negative incidents, these mechanisms might generate higher negative effects as 

well. Within their research, Fournier and Avery (2011) refer to an example of Wal-Mart. The 

company, which has a high number of opponents (Havenstein, 2007), entered Facebook and 

created a channel where members could vent their negative opinions about the company. For 

example, one member wrote that “Facebook should take the number of negative comments on 

this page as a note that we don't support this company [for] its use of a space for social 

networking. This space is for people talking to other people” (Havenstein, 2007). This 

statement shows that companies have to develop an understanding that online communities are 

the social spaces of consumers and that a company’s engagement can “crash the social media 

party” (Fournier and Avery, 2011, p. 195). Successful brands have earned the right to 

participate and acknowledge the consumers’ rightful ownership of the community. 

Purpose of the online brand community 

The purpose of the online community also drives consumer engagement. More concrete, online 

brand communities that evolve around high-involvement products generate more engagement 

than those related to low-involvement products (Lee, Park and Han, 2008). The higher level of 

engagement is based on the stronger knowledge the member has about the brand, which has 

been described earlier in this paper (Lee, Park and Han, 2008; Doh and Hwang, 2009). 

Supporting this finding, it is also proven that members tend to apply more defensive behavior 

when the brand is of high-involvement character (Hassan and Casaló Ariño, 2016). In addition, 

Relling et al. (2016) compared consumer engagements within social goal and functional goal 

online communities. They identified that more eWOM is generated in social-goal communities. 

Within social-goal communities, members do not focus on gaining new information about a 

brand, but rather do search for positive communication to increase social benefits and to fulfill 
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their social needs. Within function-goal communities on the other hand, members are primarily 

driven by the exchange of diverse and objective information rather than getting engaged in 

positive communications about a brand (Relling et al., 2016). 

Content of posts 

As previous research has pointed out, it is important to focus on the type of content that is 

published in order to investigate the levels of engagement in OBCs (Huang et al., 2011; Ashley 

and Tuten, 2015; Noguti, 2016). Huang et al. (2011) observed that a post, no matter if it is 

meant positively or negatively, requires high levels of authority, authenticity, and an interesting 

content to become accepted by the community. Focusing on the content, Ashley and Tuten 

(2015) confirmed that content is the glue that keeps consumers connected to the brand and that 

throughout the whole day. Researchers identified four main elements that indicate interesting 

and engaging content. Those are higher levels of entertainment (Luo, 2002; Gummerus et al., 

2012; Jahn and Kunz, 2012; Rossmann, Ranjan and Sugathan, 2016), stimulation and 

inspiration (Schaufeli et al., 2002; Calder, Malthouse and Schaedel, 2009) innovativeness 

(Jahn and Kunz, 2012), creativity (Sheehan and Morrison, 2009; Ashley and Tuten, 2015) as 

well as informativeness (Luo, 2002; Rossmann, Ranjan and Sugathan, 2016). 

The question remains which concrete content a post must include to fulfill those requirements. 

Van Doorn et al. (2010) made an attempt in which they state that content, which relates to 

political/legal, economic/environmental, social and technological (P.E.S.T.) aspects arises the 

most context-based engagement. As an example, for political/environmental content they 

referred to information that points out the energy-efficiency benefits of a product. With such 

information, energy-conscious consumers are stimulated and are likely to spread the 

information. Furthermore, the social and technological progress stimulates consumer 

engagement. For instance, cafés that provide internet access enable, at the same time, that 

consumers share their experiences immediately with their friends and followers. Events, and 

especially critical brand events, are another source for consumer engagement. Two examples 

that gained a lot of media attention were Toyota which had to recall their vehicles or Michael 

Jackson who was prosecuted for children harassment. In both cases, the media attacked the 

brands, but their fans or customers got active and created websites to support or defend the 

brand (van Doorn et al., 2010). This is another evidence that negative eWOM stimulates 

defensive behavior as discussed previously in this paper (Colliander and Hauge Wien, 2013; 

Hassan and Casaló Ariño, 2016).  
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Various researchers investigated the effects of different content topics on consumer 

engagement (Kietzmann et al., 2011; Parsons, 2011; Ashley and Tuten, 2015; Vargo, 2016). 

However, they have not agreed upon a common categorization of post topics and content. The 

below-presented table provides an overview of how researchers have categorized posted 

content and which online community they investigated. This knowledge will guide our 

reflection and analysis progress in later steps.  

Authors  Content Typology Investigated Online 

Community 

Ashley and 

Tuten (2015)  

Message Strategies: Integrated content, interactivity, functional appeal, 

emotional appeal, experiential appeal, unique selling point, comparative, 

resonance, user image, social cause, exclusivity, animation, 

spokescharacter/spokesperson 

Sales Promotions: Discounts or price offs, Contest 

User-Generated Content: Invitation to submit content, Incentives to submit 

content, Ability to rank/vote on content from others, Ability to interact with 

or comment on content 

Twitter, Facebook, 

MySpace, forums, 

blogs 

Vargo (2016) Pop Culture, News, Holiday, Useful Information, Goodwill, Seeks Input, 

Giveaway, Product/Service 

Twitter 

Parson (2011) Ad campaigns  /  Product information  /  Sponsorships, Apps / Games / 

Downloads, Calls for involvement, Career / Business opportunities, Celebrity 

/ Athlete information / Acknowledgements, Company information / News / 

History / Fun facts, Contest / Sweepstakes, Customer comments, 

Entertainment related - TV / movies, Events, Holiday greetings, Information 

about changes to Facebook page or website, Links, Live events / Live video, 

Photos, Polls / Poll questions, Product reviews / Tips / Uses / Recipes, 

Promotions / Coupons / Samples, Social Responsibility / Charity / 

Philanthropy / Community, Video / You Tube links 

Facebook 

Kietzmann et al. 

(2011) 

Identity, conversations, sharing, presence, relationships, reputation, and 

groups 

No specific OBC 

Table 1: Categorization of posts' topics 

To identify which posts content increase consumer engagement, Vargo (2016) found that posts 

which encourage input and participation from members are sources of engagement. This is 

achieved, for example, through sweepstakes, online events or contests (Jahn and Kunz, 2012). 

In his analysis of Twitter users, Vargo (2016) explains such behavior as a result of the wish for 

enhancing the member’s self-concept and social capital. Members enjoy talking about 

themselves and take any opportunity to do so. This is one of the motives of consumer 

engagement, we already described earlier. He further observed that the promotion of giveaways 

influences engagement, which relates to the potentially gain of economic benefits (Brodie et 
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al., 2013). However, Gummerus et al. (2012) who investigated Facebook brand communities, 

highlighted that economic benefits increase engagement, but not necessarily loyalty. Some 

members are solely interested in winning the prize and have no desire to further engage with 

the brand. Popular culture events and current holidays are further examples of contents that 

stimulate engagement. Here, Vargo (2016) emphasizes that this is a consequence of the brand’s 

humanization. Simply put, brands that humanize are more appreciated by members. 

Interestingly to note is that promotional posts, which come from the company itself, at least at 

Twitter seem to negatively influence consumer engagement. A possible explanation is that 

members perceive these promotions as skeptical (Vargo, 2016). Content wise, the members 

also distinguish between only postings and recommendations of others. Higher levels of 

consumer engagement are achieved with recommendations than only postings, which indicates 

a higher social learning outcome of those posts (Cheung, Liu and Lee, 2015). Another 

determining factor that weighs in is on which day, and time of day, the post is uploaded on 

(Chauhan and Pillai, 2013). For example, in their research of university students, Chauhan and 

Pillai (2013) found that students react to post of the university more during weekdays than on 

weekends. These findings are supported by Partel (2015) who pointed out that 86 percent of 

posts are published during weekdays and that Thursday and Friday are the days when members 

are most active. Beside the pure content, it is agreed that the quality of the posts has a strong 

implication on its acceptance within the community (Lee, Park and Han, 2008; Huang et al., 

2011; Reimer and Benkenstein, 2016). This is especially the case within high-involvement 

brands (Lee, Park and Han, 2008). Neglecting the quality of posts might, for example, result in 

a “boomerang effect” (Reimer and Benkenstein, 2016). Low-quality posts are assumed as 

biased and therefore, members perceive them as untrustworthy. That results in an effect that 

initial purchase intentions shift in the opposite direction and positive reviews decrease and 

negative reviews increase purchase intentions (Reimer and Benkenstein, 2016). The same is 

true for irritating content that demotivates or misleads the members (Luo, 2002).  

From a strategic perspective, it is important to consider the actual purpose a social media 

activity has (Kietzmann et al., 2011). More clearly, it is recommended for companies not to 

only post an interesting content, they have to relate it to their specific objective, which they 

want to achieve. As an additional note on the content, Sinha, Ahuja, and Medury (2011) found 

out that consumers with increasing brand knowledge tend to disregard if a post is functional or 

emotional. Through their increased brand knowledge, they have a stronger emotional 
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attachment to the brand so that they do not distinguish between those different information 

types.  

Media type 

Besides debating which type of content is posted in the OBCs, it is also vital to look at which 

type of media the content consist of. This is because different media types have different effects 

in the ones on the receiving end. Chauhan and Pillai (2013) found that the most common post 

to upload is the combination of a text along with a web-link. Despite this, Rohampton (2017) 

points out that videos are creating the most engagement in social media. The type of media is 

important since it impacts the levels of engagement either positively or negatively. Therefore, 

the aspects of the posts, if it is a video, image, or text, will affect the engagement and 

interactions in the community members. A simple text with a short sentence of information has 

a different effect in comparison to an image, a video, an URL, or a combination of these 

(Chauhan and Pillai, 2013). It might seem simple, but just being present in the virtual world 

today is not enough. The consumers that the brand wants to engage with need to feel attracted 

to the brand's online presence to experience and interact with the brand (Dennhardt, 2014). The 

shared experiences (e.g. the content), are often posted with videos, images and other graphic 

content to maintain an entertaining nature (Rossmann, Ranjan and Sugathan, 2016).    

2.4 Summary of theoretical framework 

The following model summarizes the main concepts that are presented in the above-written 

theoretical framework. It shows the various sources that impact consumer engagement 

behaviors in online brand communities:  

Figure 1: Conceptual Model of Theoretical Framework 
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This model will aid us in the later process when we analyze the findings and connect them to 

the presented theory. However, a focus will be put on the posts’ specific content, since that is 

the area which lacks the most theoretical background and which is the main goal of this 

research. 

3  Methodology 

In this chapter, we present our methodology that guided the research. We first explain our 

research strategy and the inductive approach, to follow up with the research design, which 

points out our methods for collecting the data. In addition, we describe how we follow Kozinets 

(2015) seven steps when conducting a netnographic study. The chapter also emphasizes how 

the data was analyzed and ends with explaining how validity, reliability and ethical standards 

have been met. 

3.1  Research strategy  

This research applied an inductive research design, as we aimed to gain insights of consumer 

engagement behavior in online brand communities (Saunders, Lewis and Thornhill, 2009). The 

purpose of this research was to investigate and analyze the effects of published firm-related 

content in company-owned social media platforms on community members’ consumer 

engagement behavior. Therefore, to understand underlying human behaviors, it was deemed 

wise to apply a qualitative research design (Saunders, Lewis and Thornhill, 2009; Bryman and 

Bell, 2011). Applying a qualitative research design centers the analysis on words and the 

contexts in which human behaviors take place (Bryman and Bell, 2011). Furthermore, a 

qualitative research design enabled us to investigate group dynamics and relationships between 

individuals (Sreejesh, Mohapatra and Anusree, 2014), which are insights that we expected to 

gain from our research of the members of online brand communities. The underlying study 

design was also of exploratory nature, as we dug into online brand communities and by that 

aimed to gain real life insights, which helped us to clarify our understanding of present 

behaviors as well as previous research that has been applied to this area (Saunders, Lewis and 

Thornhill, 2009). Moreover, with an exploratory research study, a research problem is not only 

analyzed, but new ideas in a specific area are also likely to be created (Sreejesh, Mohapatra 

and Anusree, 2014). We expected these new ideas in terms of post topics that are 

communicated within online brand communities.  
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As the communities and its members which we wanted to investigate are active online, this 

research also took place within the online environment. This approach held several advantages 

compared to traditional offline research approaches (Bryman and Bell, 2011). For example, it 

enabled a faster data collection, with less financial effort and enables a greater reach of a larger 

number of research participants without the need of physically meeting them.  

As already mentioned, our research purpose was to understand human behaviors. Therefore, 

we decided to direct this research in the social science area. Several researchers have applied 

ethnographic studies in order to observe human behaviors and to gain insights into the 

dynamics of cultures of social groups (Bryman and Bell, 2011). With the advancement of the 

internet, this ethnographic approach was also transferred to the world-wide web. The new 

evolved approach is called netnography and was developed by Kozinets (2015). The term 

comes from the network (i.e. online) and ethnography and combines both as an analytical tool 

for online communities. This approach incorporates the advantages of internet research (Xun 

and Reynolds, 2010) and further enables the researcher to study experiences, interactions and 

behaviors in an online setting (Kozinets, 2015). By this approach, the netnographers, how the 

researchers are called (Kozinets, 2015), gain insights of the communities members’ opinion, 

motives, worries and concerns (Langer and Beckman, 2005). Additionally, with this approach, 

we were able to conduct a content analysis (Langer and Beckman, 2005). Thus, this procedure 

aimed towards finding a deeper understanding of the meaning and cultural aspects from the 

researched samples. In its essence, this approach is qualitative in nature, since it investigates 

the written content and the relationships between the online community members. However, it 

is not unusual that the data analysis also becomes quantitative (Kozinets, 2015). That is because 

looking at similarities and categories of the data, certain aspects will be identified that can be 

quantified, analyzed, and interpreted in a qualitative way. Consequently, the data analysis 

becomes a matching process between both qualitative and quantitative research. A situation 

that Kozinets describes as “quant becomes qual becomes quant” (Kozinets, 2015, p. 54).  

Finally, our research relied on primary data, which are the posts and comments that were 

already posted within the selected online brand communities. By using primary data, we ensure 

that the data we collect is suitable for our research question, as it is us who have the control 

over the data and do not have to base our analysis on the data and perceptions of other 

researchers (Saunders, Lewis and Thornhill, 2009).  
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3.2  Research design 

The research design follows Kozinets (2010) approach, which is suggested for netnographic 

research. Kozinets suggests a six-step to procedure create feasible research, where planning is 

vital and context is everything. The steps are (1) research planning, (2) entrée, (3) data 

collection, (4) data interpretation, (5) ensuring ethical standards and (6) research representation 

(Kozinets, 2010). This six-step model aided us in our research and the following chapters 

describe all steps in more detail.  

3.3 Research planning  

Before starting any research, planning is key. What our planning stage has involved has been 

to find appropriate OBCs and to find programs, which enable to collect and analyze the data 

we need for our research. Since the netnographic approach considers an immense amount of 

data, computer-mediated programs aid the process to a great degree. Top cope with the amount 

of data, we agreed upon to utilize a computer-assisted qualitative data analysis software 

(CAQDAS) that assisted us throughout the research (Kozinets, 2015). Using this program aided 

us in collecting and analyzing larger amounts of data, while at the same time keeping it 

organized (Kozinets, 2015).  

It is suggested to locate appropriate places online that fit the research objective and help to 

answer the research questions. Kozinets’ (2015) netnographic approach is practicable when it 

comes to social networking sites, blogs, podcasting communities, and forums. To find these 

online spaces, Kozinets recommends the use of online search engines to locate the websites 

that fit the purpose. In our case, we have followed this recommendation, but it was easy to put 

the focus on the online social network platform Facebook since this vast and widespread 

network has a community for almost everything. It is also a great platform for brands to connect 

to their customers and community members. As of 2017, Facebook is still the biggest online 

social network (Statista, 2017a), which is followed by the phone application WhatsApp which 

was incorporated by Facebook in 2014 (Bloomberg, 2014). By using online search engines, we 

found other OBCs that were considered for this research, but these often contained too few 

members, had a geographical or lingual limitation (e. g. Nike Japan) or referred to a specific 

sport, for instance, Nike Golf. The main Facebook pages of the two brands were chosen since 

they contain the most members, posted comments and data in general and are mainly written 

in English. The chosen OBCs were also cross-checked with Kozinets (2015, pp. 168–169) 
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seven requirements for the netnographic approach. These requirements are that the 

communities should be;  

(1) relevant, they relate to your research focus and question(s) 

(2) active, they have recent and regular communications 

(3) interactive, they have a flow of communications between members 

(4) substantial, they have a critical mass of communicators and an energetic feel 

(5) heterogeneous, they have a number of different members 

(6) data-rich, offering more detailed or descriptively rich data. 

(7) experiential, offering you as a user of the site as the netnographer a particular kind of 

experience 

The discussed OBCs in this paper are the ones of Nike and Adidas within the online social 

network of Facebook. After choosing these communities, the requirements were ticked off and 

accepted. Both OBCs are controlled by the respective brands. Only the companies are able to 

publish posts on their pages. However, the members have the right to like or share the post or 

to leave a comment and by that enter discussions. Even though the brands control the content, 

Adidas for example, also published a code of conduct saying that the members are allowed to 

post whatever they want in regards to some obvious rules as not to threaten or bully someone 

and not to post irrelevant posts (Adidas, 2017). To gain access to these OBCs, a member needs 

to have an active Facebook account and simply hit the “like”-button on the Adidas or Nike 

page. In the writing moment (the 14th of March 2017), both OBCs have around 26.5 million 

followers which mean the brands are able to reach a vast number of members.  

3.4 Entrée  

After selecting the online communities, they have to be entered (Kozinets, 2015). This is 

required in order to learn about the characteristics and how interactions take place within the 

online communities that are aimed to be understood (Kozinets, 2002). The level of engagement 

by the netnographer takes different forms. It varies from a more passive, observational level to 

a very active level with high amounts of participation within the online community (Kozinets, 

2010). 

Our research applied an observational approach (Kozinets, 2015). This style is recommended 

for both researchers of this paper are already somehow attached to the brands Adidas and Nike 

(Kozinets, 2015). Furthermore, it is deemed wise to apply such an approach as this paper 
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considers the past and already written posts. Therefore, it is possible that the participation by 

the researchers would not result in any effects, which are desired to understand the community 

culture and to help us to fulfill the research purpose. Another aspect is that the research was 

based on a huge data set of posts and comments. A highly participative approach would have 

required a longer and more intense research period, which is suitable for other research. 

The observational approach was interpreted as follows. Both researchers entered the specific 

Facebook groups by following the group on Facebook. This was one of the first actions of this 

research. An understanding of the culture was gained through clicking and going through the 

posts and comments that have been posted and that in a repeatable manner. However, this 

understanding was intensified with using CAQDAS software and deeper analysis in later 

stages.  

3.5  Data collection 

The data collection procedure involved the capture of posts, comments, shares, and likes from 

posted content over the course of approximately two years, between January 2015 to March 

2017. While going through all the posted content from both the brands and the members, it was 

realized the amount of data would require a long time, if it were to be collected manually. 

Consequently, we collected the data with computerized programs that ease the process 

(Kozinets, 2015). In this case, we searched for and found a platform called sociograph.io 

(hereafter Sociograph), which enables the collection and analyses of data from online social 

networks. Sociograph gathers overviewing data on amounts of posts, the popularity of posts, 

the media type of posts, the number of links posted, the number of followers, the number of 

authors, amount of comments, likes and shares (Sociograph, 2017). With Sociograph it was 

discovered that both OBCs combined had 464 posts, which had in total 132,898 comments 

within the selected time period of two years and three months. The given time-frame of this 

research led this research to focus on a smaller number more closely. Sociograph allows the 

identification of posts to be categorized as generating high, medium, or low levels of 

engagement. The levels of engagement, as measured with Sociography, relates to the number 

of times the post has been actively shared, liked or commented by the members. Sociograph 

ranks the post based on the formula [Likes x 2 + Comments x 3 + Shares x 5] to show the most 

and least successful posts. Among the top 50 posts, it was found that this data set had 

exceptionally successful posts in the top, a fair amount of averages ones and low-ranking ones 

as well. The limit was set to 50 because of this reason and as the lower ranked posts in the set 
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of 50 did not differ significantly to the remaining posts. When the ranking was created, this 

study focused on investigating the high engagement posts, while also comparing these posts to 

similar ones that were not as successful in creating the same level of engagement.  

After identifying the posts, yet another program was used to look closer at the actual member 

engagement of the post. The program is called NVivo 11. This desktop program is suitable for 

analyzing qualitative data in large masses. The program provides its own tool for online data 

capturing. This program is called NCapture and had to be installed as a browser add-on. It is 

capable of capturing text from most types of websites, including social networks as Facebook. 

With NCaputre we extracted the post text and the members’ comments. After the comments 

and original post text were extracted, they were downloaded and imported to NVivo for further 

processing.  

3.5.1 Preparation of data  

Before the data set could be utilized, the data had to be prepared for analysis (Bryman and Bell, 

2011; Kozinets, 2015). Sociograph enabled collecting of a large amount of data consisting of 

the posts and comments and provided the identification of relevant posts for our research. Since 

the number of posts and comments were narrowed down with the help of the program, this 

allowed us to clean the remaining data manually where we removed comments that were 

deemed irrelevant. Some comments involved personal promotions such as “Follow my blog, 

click on the following URL”, emoticons that cannot be extracted correctly by our programs, or 

by consisting simply of irrelevant texts. These had to be removed. Also, the comments that 

were written in other languages than English were removed. This allowed us to have clean data 

that could be used in the following stages with two sets of data, consisting of 25 posts for each 

brand. These two sets were then imported to NVivo again for further processing.  

It is necessary to do certain weighing and counting of certain aspects, such as identifying the 

top posts in the OBCs or to do an (automated) counting of comments. Despite this, it is still a 

qualitative method that is influenced by quantitative elements. The following part provides 

information on how the data was analyzed.  
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3.6 Data interpretation and analysis 

3.6.1  Pre-coding of posts  

The first step of our data analysis was to look closer at the posts by Nike and Adidas and the 

messages these communicated. The aim was to identify characteristics of the posts, which were 

used for coding the posts in a later step. So, a round of pre-coding was deemed to be appropriate 

(Saldaña, 2015). In order to generate an accurate and more comprehensive code list, both 

authors of this research created an individual and independent list of codes (Bryman and Bell, 

2011). This was done with consideration to the categorizations former researchers have created 

(see Table 1). However, since this research investigates the sporting goods industry, which 

former researchers did not specifically focus on, it was necessary to leave room for new and 

individual interpretation. Consequently, we looked at all posts and created codes for everything 

that came up to our minds and what characterized the posts. The documentation of the codes 

was then entered into NVivo. After this step was completed, both of us researchers compared 

and discussed their individual lists, which resulted in a first master list, also called codebook. 

Within this codebook and to eliminate misinterpretations of codes, all codes were listed and a 

short description was added.  

3.6.2  Coding of posts  

As qualitative coding is a continuous process (Silver and Lewins, 2014) and creating the 

codebook was a result of our pre-coding, another round of coding was necessary. In NVivo, all 

prior coding was removed and this time both researchers sat together and coded all posts once 

again. It was deemed to be wise to apply a collaborative coding approach in order to not miss 

out any necessary coding and, if necessary, to discuss any questions right at this time. The prior 

developed codebook only needed minor modifications. The final codebook can be found in 

Appendix A. The following table includes an overview of all created 152 codes: 
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Category Code Level 1 Code Level 2 

Actors Age Young, Middle-aged 20-60, Old 
 

Gender Female, Male, Transgender, Both Genders 
 

Profession Athlete, Model, Non-Famous 
 

Origin African, American, European, South American 
 

Multiple Actors 
 

 
Single Actors Candace Parker, James Harden, Kobe Bryant, Kyle Maynard, Lebron 

James, Lionel Messi, Roger Federer, Christiano Ronaldo, Rory 

McIlroy, Serena Williams, Simone Biles, Tiger Woods   

Appeal Emotional (Funny, Parental proudness), Experiential, Functional 

Certain Message Aspirations and Dreams, Brand logo, Breaking limits, Celebrity story, Champion, 

Creativity, Environmental Responsibility, Equality, Family, Femininity, Feminism, 

Freedom, Futurism, Gay, Hard Work, LGBT, Masculinity, Patriotism, Practicing, Product 

(Clothing, Gear, Innovation, Product Launch, Shoes), Religion (Islam), Self-Belief, 

Success, Talent and Skill, Togetherness, Willpower, Winning Youth   

Event Australian Open, Ballon d'Or, FIFA World Cup, International Women’s Day, NBA Finals, 

Summer Olympics, UEFA European Championship, World Series Final (Baseball)   

Geography Middle East, Russia and Eastern Europe, South America, USA, Western Europe 

Length of video Short video (0-1 min), Medium-long video (1-2.5 min), Long video (2.5-x min)  

Location Indoors, Outdoors, Both 

Season Summer, Winter 
 

Single or team 

sport 

Single, Team 

Sports 

 

Sports Baseball, Basketball, Boxing, Casual Running or Jogging, Dance, Duathlon, Exercise, 

Fencing, Football (EU), Football (US), Golf, Gymnastics, Ice Hockey, Ice Skating, 

Lacrosse, Mountaineering (Climbing), Multiple sports, Rugby, Skateboarding, Swimming, 

Tennis, Track and Field, Triathlon, Rugby, Volleyball, Wrestling 

Table 2: Final overview of used codes 

3.6.3  Posts analysis 

NVivo does not include a function for cross-analyzing of codes in a detailed and easy to 

overlook manner. Consequently, the codebook was exported from NVivo and imported into 

Microsoft Excel for analysis and comparison of the posts and their codes. The analysis was 

divided into three main parts. The first analysis involved a general analysis of all 50 posts. 

Here, we basically compared the numbers of codes that we have selected. This process enabled 

us to gain first insights of the nature of the most 50 successful posts of both OBCs. As a second 

analysis, we separated all posts into two halves, where the top 25 posts were compared to the 

bottom 25. Thanks to this separation, we identified first tendencies of which topics (codes) are 
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more successful than other ones. Even though this analysis already enabled first and interesting 

findings, another analysis was necessary to really understand which characteristics a successful 

post needs to have. Before, we analyzed and compared the posts in an overall manner and did 

not consider comparing similar posts, for example, posts that include similar topics, messages 

or sports. Consequently, the last analysis focused on the comparison of similar posts. To 

identify similar posts, we selected the top three posts from each OBC and searched for similar 

posts. The top six were selected as these had an extraordinary greater engagement than the 

following ones. Therefore, they created a benchmark for comparing them to the remaining 

posts of interest. This procedure allowed to identify why some posts were more successful than 

others, even though they were quite similar, and why those six posts were that exceptionally 

high in consumer engagement.  

3.6.4  Comments analysis 

Similar to how the posts were analyzed in this research, so was the members created comments. 

This analysis of the study creates an understanding of the members’ opinions and reactions 

towards the posts and the topics (Kozinets, 2015). As the data set in NVivo already included 

the coding of the posts, we decided to create a new separate project for the comment analysis. 

By that, we ensured that prior coding does not intervene with the ones we will create in this 

step. As we did with the post analysis, both of us individually interpreted the comments through 

categorizing the context of each comment and to gain a first-hand picture of the nature of the 

comments. In order to achieve that, we looked through all comments of the perspective posts 

and interpreted what the discussions evolved around and identified patterns that are related to 

the post. For example, we considered the relationships between comments and the members or 

if the comments were more of positive or negative sentiment. Afterward, we compared and 

discussed our insights and findings. This time, we did not code the comments in NVivo, as this 

step involves grasping the soft values and opinions of the OBC members and not distinct values 

that would require codes as the case with the posts. The involved posts in this stage are the top 

six ones and those that had similar codes, which did not have the same level of engagement 

despite their similarities in topics. This created an understanding in how the posts similarities 

and minor differences are received, appreciated, and discussed among the members of the 

OBCs. We limited the comment analysis to only those six and their similar posts because of 

the limited research time. The purpose of this procedure is to find out the members’ thoughts 

on the top ranked posts, in comparison the less successful ones that are similar in topics.   
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3.7 Ethics 

When conducting research of this nature, ethical standards have to be met (Saunders, Lewis 

and Thornhill, 2009; Bryman and Bell, 2011; Kozinets, 2015). For example, these standards 

evolve around questions as for how to access the required data, how to store it or how to present 

the results (Saunders, Lewis and Thornhill, 2009). The same is true for netnographic analyses 

since netnography is a human research and refers to human feelings and their quotes (Kozinets, 

2015). Kozinets (2015) specifies these ethical concerns and mentions four main issues that 

netnographers have to face. Those are “(1) whether online communities should be treated as 

public or private spaces, (2) how to gain informed consent from online community members, 

(3) the necessity of avoiding harm to online community members, and (4) how to portray data 

relating to netnographic research participants” (Kozinets, 2010, p. 156). Regarding the first 

issue, this research considers the Facebook pages of Adidas and Nike, which are online public 

spheres. To simply show the data in these OBCs, a Facebook account is not required, since 

their settings are set to open. Adding to this, the comments are dealt anonymously in this paper, 

which has not required formal authorization. Therefore, harm has also been avoided in 

combination with how the data later is presented. 

3.8. Reliability and validity 

During the progress of this paper, strength in both validity and reliability have been focused 

on, which asserts the quality of the research (Bryman and Bell, 2011). We, the two authors, 

have partly worked independently in separate environments in several parts of this research 

progress, which has later been discussed and agreed upon. This leads to achieving internal 

reliability as described by Bryman and Bell (2011), where researchers agree to what they hear 

or see. External reliability has been achieved through describing each step of the research in as 

much detail as possible. A netnographic approach has some subjective aspects involved, which 

the paper has overcome in terms of validity by providing detailed descriptions attached to the 

necessary areas, more information is found in the appendixes. Validity, as emphasized by 

Kozinets (2010) concerns describing and explaining the papers processes when it regards to 

qualitative research. Bryman and Bell (2011) point out that validity also acts as a connection 

between the observations and the theoretical contributions that are made in the end. Since this 

paper has thoroughly described the nature of the research, these criteria have been met. 
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4 Findings and data representation  

In the following chapter, we demonstrate our findings from the gathered data, consisting of 

posts and comments. By a ranking order, six posts were distinguished and ended up on top, 

which are then compared to less successful posts. Apart from comparing the posts, an analysis 

of the comment sections attached to these posts is also discussed to find out the OBC members' 

actual opinions of the successful posts. 

4.1 Description of top six posts 

The Sociograph analysis of the posts ended up with six posts on top, three from each brand’s 

online community. These six had a far better engagement rating than number seven through 

50. The top five had a rating of over one million and the sixth one received a rating of 634,997. 

As mentioned earlier, the rating is calculated based on the formula “Likes x 2 + Comments x 

3 + Shares x 5" (Sociograph, 2017). Below is a table that shows our working titles and caption 

of the top six posts, along with their individual ranking points: 

Brand Working Title Caption Text Rating 

Adidas Create your own 

game 

Your heroes are now your competition. Don’t just 

follow; go out and create your own game 

1,757,778    

Adidas Unfollow Messi Unfollow your heroes. Create your own game 1,531,367    

Adidas Yesterday is gone Yesterday is gone. Today is up for grabs.  

Do something and be remembered. Take it 

1,316,083    

Nike Snow Day Roads are closed. School is cancelled.  

Gear up at Nike.com/getouthere 

1,081,745    

Nike Come out of 

nowhere 

Your circumstances don't determine your 

outcome. Come out of nowhere like LeBron 

James.  

1,059,653    

Nike Iron Nun Youth has no age limit. gonike.me/justdoit  634,997    

 Table 3: List of top six posts 

As the table shows, the post of the Iron Nun stands out from the rest, while being under the 

rating of one million and involving a non-famous actor. However, this post is interesting since 

it came from a Nike campaign that involves two highly similar posts, which have far lower 

rankings (Posts; paraplegic Kyle Maynard and transgender Chris Mosier). 
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4.2 Posts analysis  

4.2.1 General impressions 

In our coding and comparison procedures of the 50 posts, the following was found. Among the 

posts, it was found that the actors were mainly sponsored athletes in their middle age between 

20-35 years old, were 11 of the posts involved non-famous people. There was no meaningful 

difference in the amount of posts that showed either multiple athletes or single athletes. The 

athletes that were shown most frequently in single athlete videos were Lionel Messi (3 times), 

Serena Williams (2 times) and James Harden (2 times). The main appeal of the posts focused 

on emotional (27) features, followed by experiential (17) and functional (6). The main 

conveyed messages were self-belief (34), hard work (32), success (31), talent and skill (28), 

practicing (24), winning (22), breaking limits (19), champion (17), willpower (18), creativity 

(15, but only involving Adidas) and celebrity story (14). The posts were few when it came to 

involving products, since only 11 of them had this as the primary focus, all in the lower ranked 

half. The same is valid when it comes to focusing mainly on brand logos, which amounted for 

eight out of the 50 posts. Seven were in the bottom 25.  

Some of the posts were also uploaded in relation to a certain event. These 13 that were found, 

connected to major competitions or awards such as the Summer Olympics, NBA Finals, FIFA 

World Cup, Australian Open, Ballon D'Or or International Women’s Day. 

Most posts were videos and these varied in length, even though most of them ran between 30 

seconds and two minutes, which is classified as short and medium length respectively. Even 

though this research viewed the videos online, several of them also ran on television, which 

creates a need for short videos with accurate messages, since longer airing time cost more 

money. Most of the posts were in an outdoor setting, either from cities, beaches, or nature 

related environments. This also connects to 23 of the videos were set in summer compared to 

three in the winter time. In turn, European football, which was the most popular sport among 

these posts (19) is most often played outside. Followed by football were basketball (16), tennis 

(9), regular exercising (7) and American football (6), all of which also can be played outdoors. 

The top six posts revealed that five out of the top six have phenomenal world-famous athletes 

in their posts. This is also evident when looking at the top half of the posts compared to the 

bottom half, where the top 20 out of 25 involve famous athletes. In the bottom, only nine out 

of 25 famous persons were found. The respective athletes the brands use in their posts have 



   

 

30 

 

different effects on engagement, where Lionel Messi is the top single athlete in terms of 

creating engagement, followed by Lebron James.  

The sports that are shown in these top six posts mostly consist of team sports, even though the 

Iron Nun is an exception. These sports are European football, American football, and 

basketball. When looking at the top and bottom halves, these popular sports are more common 

among the top 25. In the bottom half, single sports as fencing, track and field, ice skating and 

wrestling are more common but involved lower levels of engagement.  

The top six posts consist of videos and these all show athletes practicing their sport. However, 

the videos differ in which appeal is focused on. All three Adidas posts show a clear picture of 

an experiential appeal, whereas Nike's posts display an emotional appeal. In the emotional 

appeal, Nike often focuses on humor, as is the case with the Iron Nun and Snow Day posts as 

well as others in the 50 list. The last appeal we looked at, which is functional, has been ranked 

low, even in posts combining emotional or experiential appeal with functional. This was also 

found when comparing the top and bottom 25 as well, where the top half had more an emotional 

appeal compared to the bottom half that involved more functional and experiential tones. 

Among these top posts, five involved complete or major focus on male, professional athletes, 

with the Iron Nun being the exception again. Besides the top six, Serena Williams generated 

the highest ranking among the posts containing female professional athletes.  

Apart from the appeal, the posts and their attached videos also display certain messages. The 

top six showed presence of willpower, self-belief, talent, and skill, practicing and hard work, 

which all aim to inspire members. These elements are also more common among the top 25 

compared to the bottom, which, therefore, creates greater engagement. Since the posts involve 

outstanding athletes, success and breaking limits are also central elements in the OBC posts. 

This also relates to the fact that most athletes in the posts videos are in their prime years 

between 20 and 35 years old, which is an age where it is common for elite athletes to achieve 

success by breaking limits.  

4.2.2  Difference in successful and less successful posts 

The top six posts that were found have certain characteristics that led to the posts creating high 

levels of engagement. These posts have strong similarities with other ones that are not found 

in the top. That raises the question, why did the top six raise a higher level than others? What 

follows in this section is a paired-up comparison of the top six posts related to posts that have 
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similar characteristics. A list of all posts is attached in the Appendix B where the URLs also 

can be found.  

Posts comparison 1: Create your own game 

This post is compared with the Hate the way post (rank 49). Both posts revolve around football 

and show top players that play for some of the best clubs in the world. Both show off talent 

and skill in the summer setting where the players dribble, shoot, make goals, and display their 

styles. Both are also encouraging the viewer to be great in sports. The most crucial differences 

here is that the top scoring video does not focus on product features and that leads to portraying 

a clear and distinct message, which targets willpower, creativity, aspirations, and hard work. 

Being the top scoring one, the video itself involves a clear voice that speaks steadily with a 

serious undertone. The low scoring involves a rapid and more erratic tempo, which is apparent 

in both the voice-over and the cutting of the scenes. This lead to the message of the low scoring 

video getting lost, in comparison to Create your own game. which is more straight forward. 

Thus, product focus receives generally lower engagement, while the focus on willpower, 

creativity, aspirations and hard work generate higher engagement levels.  

Posts comparison 2: Unfollow Messi 

The post Unfollow Messi got a high rating as well. A similar post, which ranks on place 14 is 

one involving Paul Pogba, who plays football for Manchester United. The posts are both 

celebrity stories about the players. The Pogba post shows a fictional and fun story of him 

growing up, always playing football and in the end playing for Manchester United. The Messi 

video Unfollow Messi is a story that shows his skill and greatness, while also being fun. The 

main identified difference between these two videos are the athletes. Lionel Messi has been an 

established football player for over a decade and is today one of the greatest players ever. Paul 

Pogba, on the other hand, is still a very great young player, but he is also very debated since 

Manchester United paid an extraordinary high transfer fee for him. Being one of the greatest 

football players ever seems to have a positive impact on engagement levels in this case. The 

Unfollow Messi video was also compared to the single athlete and celebrity story videos of 

James Harden (basketball, rank 20), Kobe Bryant (basketball, rank 23) and of Cristiano 

Ronaldo (European football, rank 29). The comparison of these supported the findings we 

found with the Pogba video where Unfollow Messi still created the most engagement. 
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Posts comparison 3: Yesterday is gone 

The third comparison includes two videos that display both famous and non-famous athletes. 

The posts are called Yesterday is gone, which ranks third, and Sports need you (rank 22). Both 

videos have several male and female athletes with some famous and some non-famous athletes 

who show talent and skill. Although, the top-ranking video differed since it displayed 

components of breaking limits, self-belief, success, willpower and winning. This shows that it 

is essential to focus on the right type of messages the brands want to communicate to the 

audience. The low ranked video in this comparison is not bad, but it lacks focus in delivering 

a certain meaning or idea, something that is much clearer in Yesterday is gone and this lead to 

a higher level of engagement.  

Posts comparison 4: Snow day 

A video that Nike posted is called Snow Day and it involves several professional athletes acting 

like they lived on the same street on the first snowy day of winter. A famous American football 

player, Robert Gronkowski, wakes up excited and says, "Snow day!", which is followed by 

him gathering the neighborhood friends, who are also famous athletes in different sports, for a 

game of American football in the snow. It certainly has a humorous undertone, while still 

displaying togetherness and willpower. The most similar post for comparison involves the 

football video Hate the way (rank 49) with Karim Benzema and other famous footballers by 

Adidas, since both videos have mostly male athletes who display masculinity and that they 

have humorous undertones. The Nike post received a much higher rating despite both videos 

having famous athletes and humorous undertones. Snow Day has a narrower focus, which 

simply directs the message to just have fun when competing, whereas Hate the way again, is 

more inconsistent. This shows that focusing on simplicity in the delivered message is important 

and that fun undertones are helpful as well. In addition, Snow Day also shows athletes from 

several sports from several continents, which gives it an edge and wider connectivity in the 

OBC, which led to a higher engagement. 

Posts comparison 5: Come out of nowhere 

The fifth highest ranked post involved a Nike video with LeBron James, one famous basketball 

player, called Come out of nowhere. This post is compared to one Adidas post with James 

Harden (rank 18), who also plays basketball. Both are middle-aged, American basketball 

players that are well known within their sports. Both videos focus on emotional appeal, hard 

work, self-belief, and success. The Harden video, however, lacks a display of willpower and 

breaking limits. As with the comparison between Lionel Messi and Paul Pogba, Lebron James 
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is the bigger name compared to James Harden, which also lead to a higher engagement rating. 

The more engaging Lebron James post also has a calmer pace, where the messages around 

willpower, success, and being a champion becomes clearer in contrast to the lower ranked 

video.  

Posts comparison 6: Iron Nun 

All the above posts have displayed either one or several famous athletes from different sports. 

The sixth example differs in this case, since the Nike post Iron Nun displays the 86-year-old 

Sister Madonna Buder from the U.S. This video is similar to the one showing Kyle Maynard 

(rank 27), a disabled athlete born without arms and legs, and the one of Chris Mosier (rank 28), 

the transgender captain of the U.S. male Duathlon team. All three posts display athletes that 

have overcome their disabilities, whether it being age, being born with no arms or legs, or being 

born in the opposite gender. The videos all have the same voice-over, which asks the athletes 

different questions about their practicing and achievements. These videos also have a humorous 

tone, which becomes apparent when the voice-over says to Kyle Maynard "Wait! What? You 

don't have arms. And you don't have legs either!", to which Maynard replies "Really? I've must 

have left them at home". Even though all three videos were appreciated and created 

engagement, the Iron Nun ended up on number six. The reason behind the higher engagement 

in the Iron Nun post is a clearer message and the level of to which extent the members can 

relate to, which in this case is to breaking limits (that comes with age), willpower, self-belief, 

and success.  

4.3  Comments analysis  

4.3.1 General impressions 

In the previous chapter, we focused on the posts by Nike and Adidas and identified first patterns 

that drive consumer engagement. In the upcoming chapter, we present the comments analysis 

of those posts, what members talked about and how that impacted engagement behaviors of 

others. Those insights will guide us further to fully understand engagement behaviors in our 

selected online communities. 

After analyzing the comments, many comments evolved around the members’ liking or love 

of the particular brand or the shown athletes. Similar are comments, in which the members 

stated that they find the video appealing. For example, they stated:  
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Member A: “I Love Adidas Forever”  

Member B: “Great video” 

Member C: “Best player in the world! MESSI” 

Even though such comments appeared regularly and often got many likes, they did not foster 

higher levels of engagement, especially when they were quite short. Other members did not 

find reasons to add their own comments. It was noticeable that this behavior changed whenever 

the brand replied to those comments. In our investigation, it was only Adidas that from time to 

time replied to comments of their members. Adidas started replying while referring to their 

messages of the post and by that encouraged their followers. The comments to which Adidas 

replied quite often received many likes. It was interesting to note that those brand replies had 

the power to transfer an already positive comment into an even more positive comment. A good 

example is the following: 

Member D: ”Amazing video.”  

Adidas: “Thank you [Member D], take the inspiration and use it to fuel your own 

game.” 

 Member D: “I love Adidas its really inspiring. Love you guys for your brilliant 

stuffs. #bethedifference” 

We realized differences in engagement based on the message or content conveyed in the posts. 

One observation we made is that when the post mainly showed a single famous athlete, the 

comments also mainly evolved around this athlete. For instance, members expressed their 

admiration of Messi, LeBron James or Kobe Bryant, while on the other hand many stated their 

dislikes for those athletes. The members tend to debate the accomplishments and current 

performances of the shown athletes. Especially negative events seem to stimulate engagement. 

For instance, Paul Pogba who is a French football player, who got bought by Manchester 

United for 105 Million EUR, was and still is a strongly debated player. A lot of arguing 

revolves around the question if he is worth the money. It is noticeable that in average a higher 

level of negative eWOM is spread in those comment sections. The same pattern was found in 

the comment sections showing James Harden or LeBron James.  

Some posts touched more general discussions of topics. For example, the post Snow Day 

referred to having a snow day, which created a lot of talks around this special day off. Since it 
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is positive for many to have an extra day off, the members appreciated that post topic and a lot 

of positive comments followed. Following some examples of high rated comments:  

Member E: “I hate the cold, but Nike have just sold me Winter” 

Member F: “Everyone from the south is inspired. Everyone from Michigan knows 

that the school cancellation is a lie.” 

Yet another post displayed the transgender athlete Chris Mosier, which resulted in a wide 

discussion about equality and acceptance in society of LGBT’s (Lesbians, Gays, Bi- and 

Transsexuals), especially in the United States. While many supportive comments occurred, 

there were also many negative comments, as some members do not want to buy the brand’s 

product anymore because of the brand’s stance on this gender related topic.  

A similar pattern that we already observed within the analysis of the post is that higher levels 

of engagement arise when the post aimed and succeeded in inspiring their members. For 

example, when Adidas posted a video with the message “Our heroes are now your competition. 

Don’t just follow; go out and create your own game.” Another example was a post of Nike that 

shows an 86-year-old nun who still is very sporty and participated in her 46th Ironman 

competition, which was shown in the video. At those inspiring posts, a lot of positive comments 

occurred. In an overall majority, people, on the one hand, expressed that they got inspired and 

really admit the Iron Nun: 

Member G: “I hope when I'm 86 I still have that kind of drive!” 

Member H: “Amazing tenacity and self-confidence ... She is a fantastic example to 

us who are feeling the effects of the aging process” 

 

On the other hand, they also encouraged and motivated others that they can reach the same 

performance when they try to. In addition, other members got motivated to touch inner 

emotions, as the following example shows:  

Member I: “Dear person reading this I hope your day has been going well, if not, 

I hope it gets better. You are an amazing person who will inspire others to do 

great things so keep up the hard work. I know you may feel unimportant or 

insecure at the moment but know that you are a beautiful human being inside, 

outside and you are important. Just trying to be nice on the INTERNET, 

sometimes we just need such a message!” 
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It was interesting to note that those comments generally created further engagement and got 

many likes and replies. 

A final observed pattern relates to negative comments, such as critique about the brand, its 

products, manufacturing principles or the athletes. Members often jumped on board of the 

critique train and supported the negative claims. This behavior was especially noticeable when 

the post focused on single famous athletes to which a negative event could be related, such as 

the extraordinary high transfer fee for Paul Pogba as mentioned above. However, defensive 

behavior in which other members defended the brand or athlete were also common. In our 

observation, we realized that the intensity of defensive behavior differed. Athletes seem to be 

a very debatable topic. As mentioned above, a lot of critique occurred especially in times of 

negative events. However, a high number of defending comments were present as well. When 

there are posts in which a member simply states his or her dislike about a brand or athlete, those 

are easy platforms for defending and it was noted that the defending comments generated 

engagement in terms of liking the supportive comments. When the member criticized a 

superficial basis, for example, one member critiqued Adidas by stating that the founders of the 

company were Nazis, a noticeable amount of defending occurred as well. At last, when the 

critique included a solid foundation for the arguments, with providing examples e. g. 

manufacturing principles or gender equality issues, it is apparent that other members do not 

defend the brand to the same degrees.  

4.3.2 Comparison successful and less successful posts  

To gain understanding to which degree the more successful posts differentiated from the less 

successful posts, we also had to perform a comparison of them within the comment analysis. It 

is noticeable that the comments of the successful posts included higher levels of brand love or 

admiration of athletes. For example, while comparing two posts that both evolve around 

European football (Create your own game and Hate the way) and displayed almost the same 

athletes, the engagement behavior totally differed. The more successful one generated a lot of 

liking and comments, which expressed brand love or athlete admiration and so they were 

overall of positive nature. The less successful one, on the other hand, hardly includes any 

positive comments. No brand love or athlete comments appeared and most of the comments 

consisted of members tagging their friends.  

Furthermore, our investigation revealed that more defensive behavior was present in the more 

successful posts. In an overall manner, the less successful posts included more critique and 
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negative comments and less defending in comparison to the successful. There were also 

occasions where members negatively complained regarding the brands' products and quality 

with descriptive texts explaining their issue. Some of the members that commented with a 

complaint demanded to be contacted by the company in order to get a refund for their purchase 

or, in some cases, a discount on their later purchases. Other members that complained simply 

requested information so they could fix their product or gear related problems themselves. In 

these cases, other members could be found demonstrating defensive behavior, explaining why 

the complaining member had functional problems with products where the reason often was 

purchasing the wrong product for the wrong use. Some members also wrote about the 

functional aspects of the products or gear without referring to a previously posted complaint, 

simply to just state their appreciation for the brand. In turn, some members showed their 

appreciation for such comments by mentioning that they would consider the recommendation 

for personal use and improvement. 

4.4  Media type analysis  

The saying "a picture says more than a thousand words" will always be contemporary, but a 

video shows a thousand pictures, which becomes truer for each year that passes. Some of the 

pictures in our data set generated higher levels of engagement and received a ranking greater 

than some videos. Even though pictures can portray something powerful and create emotions 

in the viewer, videos are more successful in creating engagement within OBCs. This is 

supported by our findings, where the highest picture is ranked at 16 out of 50. However, nine 

out of the 10 photos in our findings of the 50 posts are ranked in the bottom half. 

5  Discussion 

The following part considers our findings combined with the theoretical framework. First, the 

sporting goods online brand communities are discussed, followed by a debate regarding the 

messages, or posts, as well as the effects of participation from both the brand's side and the 

member’s perspective. It ends up with a discussion concerning the used media types.  

5.1  Sporting goods online brand communities 

Both investigated online communities of Nike and Adidas show characteristics that have 

connects to the theoretical framework of this paper. Both online communities are self-produced 

and monitored by the brands while they also are the main online communities of each company 
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on Facebook. Having the control over the communities and their posted content provides both 

brands with a valuable source of knowledge (Lee, Park and Han, 2008). They can utilize the 

members’ comments as these reveal insights on how certain products or marketing campaigns 

are appreciated or not. This provides an opportunity to adapt current product or marketing 

strategies and to further enhance the companies’ competitive advantage. Furthermore, the 

online communities are utilized to reach out to customer bases with more information about 

the brand's products and their visions (Lee, Park and Han, 2008). The same is true for the 

customers that utilize the online communities as platforms to reach out to the company, even 

though, the brands usually do not respond to their members or at least not directly at the 

commenting fields. 

The online communities revolve both around the brands, their products, their image in 

consumers and their respective sponsored athletes. These are in the center of the online 

communities and the essence for consumer engagement. Our observations indicated that 

entering the particular community creates symbolism for the individual member (Arnould and 

Thompson, 2005). When being a member of an online community of a sporting goods brand, 

they commit to that brand and show their identification with the brand. Muniz and O'Guinn 

(2001) described three components of brand communities, which are consciousness of kind, 

traditions and rituals and moral responsibility. These elements can also be found in the 

observed OBCs. When liking one of the communities on Facebook, the members enter a 

platform in which they find same-minded persons that are also interested in the brand, its 

products, sponsored athletes or the images they convey (Muniz and O’Guinn, 2001). The 

members exchange information and get active in discussions. Others simply follow the group 

to stay updated or to enjoy watching the posts or reading the comments (Muniz and O’Guinn, 

2001). The members base also apply rituals and traditions (Muniz and O’Guinn, 2001; Jang et 

al., 2008). For example, they refer to key messages of the brands, as in the case of Adidas 

members referred to the brand logo with stating “3 stripes 4 life”, and in the case of Nike “Just 

Do it” and by that foster the brand image even further. Behaviors of moral responsibility are 

present when the community is at threat as through critique (Muniz and O’Guinn, 2001). 

Members get together and defend the community and so the brand (Colliander and Hauge 

Wien, 2013; Hassan and Casaló Ariño, 2016). So, the members’ engagement goes beyond of 

just being a customer. They create a closer bond to the brand and that through symbolism, ritual 

practices and strengthening brand meaning (Muniz and O’Guinn, 2001; Arnould and 

Thompson, 2005). 
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With our comments analysis, we observed that the members’ participation is motivated by the 

reasons which Brodie et al. (2013) pointed out. These are the opportunity of venting negative 

feelings, concerns for others, self-enhancement, advice-seeking, social benefits, economic 

benefits and helping the brand (Brodie et al., 2013). Venting negative feelings were found 

when the members complained about a certain choice of sponsored athlete or the lack of quality 

in products. In these cases, a concern for others became present as other members came to aid 

and explain why a certain product was unsuitable or used the wrong way. Concern for others 

was also demonstrated by Member I. The members that appreciated certain product or gear 

recommendations for personal use is a reason for enhancing themselves in their respective 

sports or exercise. Most quoted members from our findings stated that they like the brand, 

which is helping the spread, reputation, and image of the brand. The economic benefits were 

not always obvious, but we interpret product or gear complaints where the member demanded 

a refund or discounts as economic reasons for participation. Social benefits were very present 

as the commenting fields were filled with discussion around the brands, the athletes, and the 

products.  

Both online brand communities evolve around high-involvement products, which according to 

researchers should result in higher levels of consumer engagement (Lee, Park and Han, 2008; 

Doh and Hwang, 2009). The reason is that consumers usually put a lot of effort in 

understanding the products and, therefore, also have enough specific product knowledge to 

participate in discussions. The high-involvement products in this case also lead to higher 

frequency of engagement and defensive behavior and this was found in both OBCs, which is 

supported by previous research (Colliander and Hauge Wien, 2013; Hassan and Casaló Ariño, 

2016). Especially, the top posts received a lot of likes, comment, shares, and views, which 

indicates that our study does not support the findings of the research. One explanation for this 

situation is that both brands are very popular around the world. As described by van Doorn et 

al. (2010) the brand itself is often a source for consumer engagement. The higher the reputation 

of a brand is, the more likely consumers commit and attach to a brand. This all leads to a higher 

motivation to increase consumer engagement (Schau, Muñiz and Arnould, 2009; van Doorn et 

al., 2010). In terms of Adidas and Nike, many people bought their products, have seen their 

promotions or sponsored athletes so that many people have built their own opinion about the 

brands. Another reason is that the higher levels of engagement result from something else than 

if the product is of high of low involving nature. For example, and what is supported by our 

findings, is that the way how the brands communicate to their follower base, which messages 
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they convey and which images they create in the consumer minds, are driving forces for raising 

consumer awareness and engagement. A finding which is also supported by theory, which 

states that the quality, creativity, entertainment, innovativeness and level of information are 

required elements of engaging content (Luo, 2002; Lee, Park and Han, 2008; Sheehan and 

Morrison, 2009; Huang et al., 2011; Gummerus et al., 2012; Jahn and Kunz, 2012; Rossmann, 

Ranjan and Sugathan, 2016). 

5.2 Content of posts   

Some of the posts have been successful in creating engagement, while others were not as 

successful. This can be explained based on the topic the posts included. For example, the posts 

had different appeals and the ranking order, by engagement, placed emotional appeal first, 

followed by experiential and last functional. The top posts that involved emotional, and 

humorous tones, were appreciated, which could be identified according to our analyzed posts 

and comments and the Sociograph data. We interpret the findings that members connect to the 

hedonic goals and find the top videos amusing and entertaining. Therefore, it is logical that the 

purely functional appeal ranks low. Adidas and Nike are only two companies in the big sporting 

goods industry and the products do not differ much. In the brands' positions, the focus on 

functionality should, therefore, be limited to a minimum, to leave space for emotional aspects 

first, followed by experiential, since this creates more engagement. OBCs on social media, 

however, strive to create entertaining content that members find interesting, and, therefore, it 

is logical that the most amusing content gets the highest engagement, such as the top six posts, 

which are close to flawless in creating engagement. The entertainment aspects are also 

significant since members participate in the OBCs for the exciting and enjoyable content, 

which Gummerus et al. (2012) and Wasko and Faraj (2005) support. This also connects to the 

hedonic goal (Bagozzi and Dholakia, 2002; Jahn and Kunz, 2012), which is superior to the 

functional goal in the OBCs of Nike and Adidas.  

The results indicate that members find the top posts inspirational, which generates engagement. 

In our comparison analysis, we observed that the top posts entailed a higher focus on the 

messages willpower, breaking limits, hard work, self-belief success and winning, which were 

often not present in the lower performing posts. These messages all have a positive sentiment 

and aim to stimulate the members and to inspire them to become as successful and powerful as 

displayed in the posts. Therefore, these are the messages that should be considered when 

creating posts. As debated by both psychology (Schaufeli et al., 2002) and marketing research 
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(Calder, Malthouse and Schaedel, 2009), inspiration is an important factor which stimulates 

interaction between people and, therefore, generates engagement. For instance, we found that 

more famous athletes appeared in the top 25 posts, as well as the top five, where inspiring 

athletes such as Lionel Messi and Kobe Bryant were found. Therefore, we connect the inspiring 

athletes to also have a positive effect on the members' engagement. A connection can also be 

made to the emotional and experiential aspects being more relatable than functionality. The 

example with the Snow Day video showed in the comment section that members heavily could 

relate to such an event on the first snowy day of the year. The same goes for the Iron Nun video 

where members showed higher ability to relate compared to the two similar videos we 

analyzed. It is likely that age is more relatable than being born with a handicap or in the 

opposite gender. Again, the hedonic goal was found central as for the reason behind 

engagement. 

It was interesting to note the amount of debate going on in the OBCs. Whenever a member 

posted critiquing comments related to either products or athletes, other members came to 

defend by either providing an explanation on the brand's behalf or by arguing back why a 

certain athlete was a good choice to sponsor. This was truly apparent in the posts focusing on 

the single athletes where Lionel Messi and Kobe Bryant were in the top. Brodie et. al. (2013) 

mentioned that consumers are motivated by venting negative expressions as well as helping 

the brand, which becomes apparent in these comments. Some members expressed their dislike 

of the athletes or the brand, whereas other members stepped in and defended the brand. 

However, negative comments that members produce should not be looked down on from the 

brand's perspective. As Gummerus et al. (2012) point out, brands can gain new insights from 

obtaining the negative information directed towards the brand and utilize the information. This 

is also enforced by Hennig-Thurau et al. (2004) who described this eWOM as useful since it 

creates a wide spread of information in the OBC and its members, which, in turn, creates 

engagement. This overlaps with Kaplan and Haenlein (2010) who refer to hedonic goals as 

social benefits and functional goals as practical benefits where the social benefits were found 

the main driver for members in these OBCs.  

5.3 Event-related posts  

Specific events, as for example the Summer Olympics, the Australian Open or the NBA Finals, 

are sources for generating consumer engagement. These event-related posts utilized the 

specific event to foster even higher attention by their members. We could observe that in 
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general, those event-related posts did not reach a top rating of our investigated posts, however, 

they generated engagement, which most likely would not have been as high, if the post would 

have been posted on any other day. That finding is supported by van Doorn et al. (2010) who 

found out that events, but especially critical brand events, drive engagement. In our case, we 

did not investigate any critical or negative related post, so that we cannot add any findings to 

that specific research area. That these posts did not reach the top engagement levels is likely to 

be a result as the event happens only in a limited period. Beforehand or afterward of the event, 

it is not really logic to post event-related posts. On the other hand, during this period, members, 

but also other media, raises a lot of attention concerning a certain event so that more 

engagement is likely to happen during the time of the event. 

Another time-related finding of our analysis is that public holidays stimulate engagement as 

well (Vargo, 2016). One prominent example here is the Snow Day video of Nike. Many 

comments of this post were related to this special day off. Members debated a lot about this 

day on wrote with a funny tone so that many other members jumped in and started discussing. 

It is reasonable to believe that this video became so popular since the members easily could 

relate to playing out back behind their houses or in the streets. Vargo (2016) suggested that this 

success is a consequence of the brand’s humanization. Members feel more connected to the 

brand as it publishes content about something everyone likes and can relate to. 

Another finding our study revealed is that the timing of the post matters. As researchers 

emphasized, the weekday of a post upload needs to be considered when a post wants to be 

published (Chauhan and Pillai, 2013; Patel, 2015). 86 percent of posts are published during 

weekdays with reaching the engagement peek on Thursday and Friday (Patel, 2015). This 

finding is, however, only partly supported by our study. Looking at our investigated posts, there 

is a slight tendency that the most successful posts were posted in direction of the weekend 

(Thursday to Friday). However, we could not find evidence that this is true over all other posts 

as well. So, no specific pattern in terms of the weekday timing could be realized, which 

indicates that the members of both OBCs are active to same levels on any weekday. It is likely 

that this behavior is supported as both OBCs have a huge member base with a high variety of 

types of people with different demographic and geographical backgrounds. That allows that 

the members are active at any time. 
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5.4  Moderator’s participation 

We found that there are differences between the brands when it comes to participating with the 

members of the OBCs. Panteli (2016) point out that brand participation, or interference, can 

disrupt the natural flow of member produced content and that especially in advanced stages of 

the communities, as both of our investigated OBCs are. Less participation and interaction from 

the moderating side, which in this case would be the brands, should lead to a more active and 

alive OBC. The reason behind is that it should lead to the creating of a forum where you can 

speak freely about the brand and the related topics are developed. However, this was not 

supported by our findings. Gummerus et al. (2012) higher engagement, partly created via brand 

replies, in this case, enhances the relationship benefits between the brand and the members of 

the OBC.  

5.5  Media type 

We also observed differences in consumer engagement based on the media type chosen for the 

post. Chauhan and Pilai (2013) state that the most common post are a text followed by an URL 

link. That is not the case with our investigated OBCs of Adidas and Nike. Within the 50 posts 

which we analyzed was none only a text and a link, and even within the overall data set of all 

post of the last three years were only very few post with only a text and link. So, this finding 

is not supported by our study. 

Our findings indicate that videos compared to pictures are more successful in creating 

engagement (Rohampton, 2017). That is as with videos the desired messages that the brands 

want to communicate can be published in a more comprehensive way. Both brands usually 

included several topics or stimuli they wanted to convey in one video, which is more difficult 

to achieve with images. Further, it is highlighted that content on social media needs to have an 

entertaining character (Gummerus et al., 2012; Jahn and Kunz, 2012; Rossmann, Ranjan and 

Sugathan, 2016) as that is one motivation of why people are active on that platform. Videos 

are able to convey several messages in an entertaining manner, while simultaneously have the 

potential to focus more on certain aspects with the help of voice overs or appropriate music. 

Therefore, it is logical that videos are superior to pictures. 

Yet, the importance of pictures should not be underestimated. Within our investigated 50 high 

engaging posts were still nine pictures. The best image post ranked 16th and showed a picture 

of the Swiss tennis player Roger Federer holding a tennis racket in his left hand, while the other 
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one is a closed fist, as a reaction to winning. This was posted on the same day as he won the 

Australian Open, placing him again among the top tennis players in the world. This post from 

Nike is a great example of how a picture can generate engagement. Even though it did not reach 

the top of the posts, it is still valuable and created considerable engagement with relatively 

small efforts. 

6  Summary and Conclusion  

This final chapter of our research concludes the paper by re-introducing the research question 

again and thereafter sum up the previous chapters. Managerial and academic implications are 

also debated, while limitations and future research proposal conclude our paper.  

6.1  General summary 

This paper investigated consumer engagement behavior in online brand communities of the 

sporting goods brands Adidas and Nike. With applying a netnographic research method, we 

considered the brands’ main Facebook pages in order to answer our research question: What 

drives consumer engagement in online sports brand communities?   

The findings of our study indicate that content of posts is a highly important source for driving 

consumer engagement within our perspective online communities. With entering the social 

media sphere, members of online communities predominately want to be entertained and 

inspired by the posts that pop up on their timeline. This is achieved mainly through content that 

has an emotional or experiential appeal. Furthermore, our findings show that higher 

engagement is apparent, when the conveyed messages include topics as willpower, breaking 

limits, hard work, self-belief success or winning. Functional appeal messages are important to 

promote products but are less successful in stimulating engagement. Having the posts show 

inspiring content or top performing athletes also had a positive effect. The post analysis 

revealed that posts that include elements of inspiration and that allow the individual member 

to feel related to this message are the most frequent in the top post we investigated and, 

therefore, are highly valuable. When a post appeals to the members, they get engaged in the 

commenting field. That happens predominantly through admiration of the brands or the 

displayed athletes, but also through defending behavior whenever critique occurs. Another 

interesting insight we gained is that the timing of the post is a source of engagement. Posts that 

were related to a sporting event or public holiday received higher levels of liking and 

engagement. Finally, the used media type, if the post contains an image or videos, is also of 
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matter. We identified that videos are superior compared to images, as they are a better medium 

to convey the desired messages and that in a more entertaining and comprehensive way.  

To sum up this research, the conceptual model shall be presented again: 

Figure 2: Conceptual Model of Theoretical Framework 

During our journey through the online brand communities of both brands, we could identify 

that all elements of the model determine consumer engagement to certain degrees. Some have 

a stronger effect, as social benefits, other community members, the post content, and media 

type, while others as economic benefits seem not to create as high levels of engagement.  

6.2  Academical and managerial implications 

The underlying research brings new light in the research area of engagement behaviors in 

online communities, an area that has gained increasing importance in recent years. With being 

one of the first research investigating precisely the sporting goods industry and OBCs, our 

study showed which topics and content are a source for impacting engagement behaviors in 

Facebook online communities the most. This research adds more knowledge in studying the 

phenomenon of online consumer engagement in different product categories as recommended 

by Brodie et al. (2013). Furthermore, as we executed a netnographic research design in this 

specific area, we provided insights in patterns of the target group in this industry and by that 

enable a guiding work for researchers that want to investigate the same or similar product 

categories. We have also considered the effects of which media types are most successful as 

suggested by Goh, Hend and Lin (2013) and King, Racherla and Bush (2014). Simultaneously, 

knowledge has been added on Brodie et al. (2013) recommendation to investigate larger 
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communities to understand behavioral patterns in the OBC, which was a major area of this 

netnographic research.  

From a practical perspective, there are certain aspects this paper investigated, which can be 

used as guidelines for manager decisions. First, it is an important strength for a brand to have 

an OBC, since these channels are relatively cheap and have a huge spread via the internet. It is 

also valuable if the OBC is vibrant and full of engaged members, like with our two cases. When 

uploading content to the members, the company needs to consider who the recipients are and 

what their preferences are, to create further engagement. Posts involving either pictures or 

images both create high levels of engagement, even though, videos are preferred. Further, the 

manager should see the members as integrated into the brand and that these members also 

produce insights and content to the OBC, and, therefore, to the brand. An OBC should not be 

considered as a one-way street, but rather as an ongoing exchange of information where the 

brand produces engagement-creating content and the members, in turn, show their admiration, 

inspiration, critique, information sharing, product knowledge and thoughts in general, that 

connects to the brand and the OBC. Managers should not oversee the opportunity to create 

further engagement by replying to the dedicated members that help the OBC to stay vibrant by 

commenting. As some top posts showed, brand replies that are in line with the general brand 

image nurture the OBC and the level of engagement. Focus on the brand image, which is a 

major reason for why the members join the OBC in the first place, is also key. When posts are 

in line with the brand image, members show appreciation and show their engagement. The top 

posts executed this in an excellent way, where symbolism and values are in line with the brand 

and the members who find the posts entertaining and inspirational, which creates high levels 

of engagement.  

6.3  Limitations and future research  

As with every research, our research has limitations at hand, but which also provide 

opportunities for further research. With applying an observational netnographic approach, we 

enabled to investigate the behaviors of broad masses in online communities. We captured 

certain opinions and identified first patterns, however, further research would allow 

strengthening our understanding of those behaviors. For example, executing a quantitative 

survey or qualitative interviews or focus groups could deal with sorting out the aspects that 

drove the engagement, if it is the brand itself that creates the engagement by just being a brand 

and a logo, or if it's a sponsored athlete, the conveyed message or something else (e. g. the 
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perceived quality or price ratio) that consumers (or members) appreciate. This research could 

be applied in consideration of the conceptual model that we have created. In addition to that, it 

would be interesting to investigate the correlation of OBC engagement and the actual sales, if 

the posts that create engagement have any effect on sales.  

In our analysis, we only investigated English posts and comments that were published on global 

OBCs of both brands. That was done to gain overall international insights of consumer 

engagement in OBCs. As behaviors differ across cultures, further research could consider 

geographical and demographical aspects of the communities, but also of their members and by 

that identify if any cultural differences in online engagement behaviors are present.  

Another potential research area is to have a closer look into the difference between different 

types of online communities. We only investigated the global Facebook pages of both brands, 

however, an analysis of other online communities of those brands, as at Instagram, Twitter or 

in forums, could enable further insights into how engagement behaviors differ and how they 

are impacted depending on the particular channel.  

At last, in order to generalize our findings across several industries, the same research could be 

executed in other product categories or industries.  
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Appendix 

Appendix A – Codebook 

Code Description 

Actors Overhead classification, information regarding the actors in the posts 

Age Head classification, determines the age range of the actor 

Middle aged 20-60 Post displays person or persons between 20-60 years 

Old Post displays person or persons older than 60 years 

Young Post displays person or persons younger than 20 years 

Gender Head classification, determines the gender of the shown actor 

Both Genders Post displays persons of both genders 

Female Post displays focus on mainly a female person or persons 

Male Post displays focus on mainly a male person or persons 

Transgender Post displays focus on mainly a transgender person or persons 

Profession Head classification, determines the profession of the shown actor 

Athlete Post displays professional athletes 

Model Post displays a model 

Non-famous Post displays a non-famous person 

Origin Head classification, describes where the involved athletes comes from 

African Post displays athlete from Africa 

North American Post displays athlete from North America 

European Post displays athlete from Europe 

South American Post displays athlete from South America 

Multiple Actors Head classification, post displays multiple athletes (more than one) 

Single Actor Head classification, post shows and focuses on a single athlete 

Candace Parker North American athlete, basketball, Woman NBA, Los Angeles Sparks 

James Harden North American athlete, basketball, NBA, Houston Rockets 

Kobe Bryant Retired North American athlete, basketball, NBA, L.A. Lakers 

Kyle Maynard North American athlete and lecturer, disabled wrestler and multi-sport 

practitioner 

Lebron James North American athlete, basketball, NBA, Cleveland Cavaliers 

Lionel Messi South American athlete, football, FC Barcelona 

Roger Federer European athlete, tennis, ATP 

Cristiano Ronaldo European athlete, football, Real Madrid C. F.  

Rory McIlroy European athlete, golf, PGA 

Serena Williams North American athlete, tennis, WTA 

Simone Biles North American athlete, gymnastics, gold medal winner in 2016 Olympics  
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Tiger Woods North American athlete, golf, PGA 

Appeal Head classification, divides the posts on which the main appeal is in focus 

Emotional Post displays focus on emotional appeal 

Funny Sub-category of emotional appeal, post displays funny/humorous emotional 

appeal 

Parental proudness Sub-category of emotional appeal, post displays parent/s that clearly are proud of 

their children 

Experiential Post displays an experience from a persons or athlete’s life, either in their career 

or in their everyday life, which provides the viewer with an more detailed picture 

in an athletes world and provides the viewer with an unique insight.  

Functional Post displays main attention on functional appeals, such as putting focus on shoes, 

gear or certain advantages with products the brands offer 

Certain Message Head classification, determines which specific message the posts conveyed 

Aspirations and 

dreams 

Post shows person(s) that are not great yet, but it is visible that they strive hard to 

become great one day 

Brand logo Post shows focus on brand logo 

Break limits Post displays a sense of breaking limits, to overcome the unachievable 

Celebrity story Post displays a topic that involves following an athlete’s life and experiences 

Champion Post displays a person or persons that have won big tournaments 

Creativity Post displays focus on conveying creativity to the audience, that people should 

not only follow the stereotype but rather create their own styles 

Environmental 

responsibility 

Post displays focus on taking care of the environment 

Equality Post displays topic of equality related to gender or cultural aspects 

Family Post focuses family related matters, such as being together and supporting one 

another 

Femininity Post displays female(s) that are portrayed as more feminine than neutral 

Feminism Post displays equality topic(s) related to gender-equality 

Freedom Post displays a sense of freedom, either by being in the open nature or by being 

whoever you want to be 

Futurism Post displays products or other aspects that mainly have a focal point in the 

future, such as a high-tech future product launch 

Gay Post displays person or persons that are homosexual 

Hard Work Post displays person or persons that show hard work while exercising, fighting, or 

competing 

LGBT Post displays topics connected to lesbian-gay-bi-transsexual related topics 

Masculinity Post displays male(s) that are portrayed as more masculine than neutral 

Patriotism Post displays underlying topics of being together with and believing in your 

country 
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Practicing Post displays person or persons practicing their respective sports 

Product Sub-classification of certain message, post displays focus on products 

Clothing Sub-category of product, post focusses on brand clothes 

Gear Sub-category of product, post focusses on brand gear 

Innovation Sub-category of product, post focusses on product innovations 

Product Launch Sub-category of product, post focusses on an upcoming product launch 

Shoes Sub-category of product, post focusses on brand shoes  

Religion Sub-classification shows if the post involves any display of religious aspects 

Islam Sub-category of Religion, post displays elements from Islam 

Self-Belief Post displays person(s) who highly show that in order to succeed, they need to 

have faith in their own triumph 

Success Post displays person(s) that in their respective fields are successful in terms of 

overcoming their boundaries and achieving a desirable outcome 

Talent & Skill Post displays person(s) that show off their capabilities, for example, footballers, 

dribbling, gymnasts flipping or someone being above average in their sport 

Togetherness Post shows persons that display a will of being together, either in teams or by 

being supporters/fans of a team, nation or single athlete 

Willpower Post shows person(s) that display a great demonstration of willpower, which is 

required to succeed 

Winning Post displays person(s) that win in their respective fields 

Youth Post displays person(s) that are young or aspects that are deemed as youthful 

Event Head classification, if the post is uploaded in relation to any event 

Australian Open Tennis tournament in Melbourne, Australia 

Ballon D'Or Award for the world's best football player of the year  

FIFA World Cup Football World Championship where countries from all parts of the world 

participate every fourth year 

UEFA European 

Championship 

Football European Championship where countries from Europe compete every 

fourth year 

International 

Women's Day 

A day to commemorate women's rights on the 8th of March every year 

NBA Finals The playoffs in the National Basket Association in the U.S 

Summer Olympics International multi-sport event that takes place every fourth year 

World Series Final 

(Baseball) 

The ending tournament of the baseball league in the U.S, played every year 

Geography Head classification, determination of where the involved post content takes place 

Middle East Post mainly took place in the region of Middle East 

Russia and Eastern 

Europe 

Post mainly took place in the region of Russia and Eastern Europe 
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South America Post mainly took place in the region of South America 

USA Post mainly took place in the region of the USA 

Western Europe Post mainly took place in the region of Western Europe 

Length of video Head classification, classifies the length of the post when it showed a video 

Short video (0-1 min) Video length ranges from 0.1 seconds to 1 minute 

Medium long video 

(1-2.5 min) 

Video length ranges from 1 minute to 2.5 minutes 

Long video (2,5- x 

min) 

Video length is more than 2.5 minutes 

Location Head classification, determines the location shown in the video or image 

Indoors The post was taken in an indoor setting, e. g. gym, an indoor sports stadium 

Outdoors The post was taken in an outdoor setting 

Both The post had no particular focus and displayed both indoor and outdoor settings 

Season Head classification, determines the season of the shown video or image if any 

Summer Post displays a summer setting 

Winter Post displays a winter setting 

Single or team sport Head classification, determines if the post involved either single or team sports 

Single Sports The post displays a single sport 

Team Sports The post displays a team sport 

Sports Head classification, determines which sport(s) were involved in the posts 

Baseball 
 

Basketball 
 

Boxing 
 

Casual Running or 

Jogging 

 

Dance 
 

Duathlon 
 

Exercise e. g. Yoga or Aerobics classes in a gym 

Fencing 
 

Football (EU) 
 

Football (US) 
 

Golf 
 

Gymnastics 
 

Ice Hockey 
 

Ice Skating 
 

Lacrosse 
 

Mountaineering 

(Climbing) 
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Multiple sports The post did not solely focus on one sport and displayed multiple sports 

Rugby 
 

Skateboarding 
 

Swimming 
 

Tennis 
 

Track and field 
 

Triathlon 
 

Volleyball 
 

Wrestling 
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Appendix B – List of investigated posts 

 

Rank Caption Brand Rating URL 

1 Create Your Own Game 

Your heroes are now your competition. 

Don’t just follow; go out and create your 

own game 

Adidas 1,757,778    https://www.facebook.com/

182162001806727/posts/97

6732245683028  

2 Unfollow ft. Leo Messi 

Unfollow your heroes. 

Create your own game 

Adidas 1,531,367    https://www.facebook.com/

182162001806727/posts/98

2922805063972  

3 Yesterday is gone. Today is up for grabs.  

Do something and be remembered. Take it. 

Adidas 1,316,083    https://www.facebook.com/

182162001806727/posts/89

0614884294765  

4 Roads are closed. School is cancelled. 

#getouthere 

Gear up at Nike.com/getouthere 

Nike 1,081,745    https://www.facebook.com/

15087023444/posts/101534

08844503445 

5 Come out of nowhere. 

Your circumstances don't determine your 

outcome. Come out of nowhere like LeBron 

James.#NikeBasketball #LeBronJames 

Nike 1,059,653    https://www.facebook.com/

15087023444/posts/101542

72046723445  

6 Nike: Unlimited Youth 

Youth has no age limit. gonike.me/justdoit 

#justdoit 

Nike  634,997    https://www.facebook.com/

15087023444/posts/101540

63072153445  

7 You never know who will be short a guy. 

Gear up to get ready at gonike.me/gear_up 

 

Nike  415,736    https://www.facebook.com/

15087023444/posts/101531

95155363445  

8 Don’t just dream. #justdoit Nike  407,636    https://www.facebook.com/

15087023444/posts/101529

59906768445  

9 Good things come to those who take. Here's 

to the takers. 

Adidas  350,444    https://www.facebook.com/

182162001806727/posts/91

7619854927601  

10 #AlwaysBelieve Nike  341,610    https://www.facebook.com/

15087023444/posts/101539

24253703445  

11 Nike: Unlimited Together 

Unlimited together. #justdoit 

Nike  308,430    https://www.facebook.com/

15087023444/posts/101540

52026018445  

https://www.facebook.com/182162001806727/posts/976732245683028
https://www.facebook.com/182162001806727/posts/976732245683028
https://www.facebook.com/182162001806727/posts/976732245683028
https://www.facebook.com/182162001806727/posts/982922805063972
https://www.facebook.com/182162001806727/posts/982922805063972
https://www.facebook.com/182162001806727/posts/982922805063972
https://www.facebook.com/182162001806727/posts/890614884294765
https://www.facebook.com/182162001806727/posts/890614884294765
https://www.facebook.com/182162001806727/posts/890614884294765
https://www.facebook.com/hashtag/getouthere
https://www.facebook.com/hashtag/getouthere
http://nike.com/getouthere
https://www.facebook.com/15087023444/posts/10153408844503445
https://www.facebook.com/15087023444/posts/10153408844503445
https://www.facebook.com/15087023444/posts/10153408844503445
https://www.facebook.com/LeBron/
https://www.facebook.com/LeBron/
https://www.facebook.com/hashtag/nikebasketball
https://www.facebook.com/hashtag/lebronjames
https://www.facebook.com/15087023444/posts/10154272046723445
https://www.facebook.com/15087023444/posts/10154272046723445
https://www.facebook.com/15087023444/posts/10154272046723445
http://gonike.me/justdoit
https://www.facebook.com/hashtag/justdoit
https://www.facebook.com/15087023444/posts/10154063072153445
https://www.facebook.com/15087023444/posts/10154063072153445
https://www.facebook.com/15087023444/posts/10154063072153445
http://gonike.me/gear_up
https://www.facebook.com/15087023444/posts/10153195155363445
https://www.facebook.com/15087023444/posts/10153195155363445
https://www.facebook.com/15087023444/posts/10153195155363445
https://www.facebook.com/hashtag/justdoit?source=feed_text&story_id=10152959906768445
https://www.facebook.com/15087023444/posts/10152959906768445
https://www.facebook.com/15087023444/posts/10152959906768445
https://www.facebook.com/15087023444/posts/10152959906768445
https://www.facebook.com/182162001806727/posts/917619854927601
https://www.facebook.com/182162001806727/posts/917619854927601
https://www.facebook.com/182162001806727/posts/917619854927601
https://www.facebook.com/15087023444/posts/10153924253703445
https://www.facebook.com/15087023444/posts/10153924253703445
https://www.facebook.com/15087023444/posts/10153924253703445
https://www.facebook.com/hashtag/justdoit
https://www.facebook.com/15087023444/posts/10154052026018445
https://www.facebook.com/15087023444/posts/10154052026018445
https://www.facebook.com/15087023444/posts/10154052026018445
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12 EQUALITY 

Is this the land history promised?  

This field of play. Where the dream of 

fairness and mutual respect lives on. Where 

you are defined by actions, not your looks 

and beliefs.  

For too long these ideals have taken refuge 

inside these lines. Equality should have no 

boundaries. The bond between players 

should exist between people. Opportunity 

should be indiscriminate. Worth should 

outshine color. 

The ball should bounce the same for 

everyone. 

If we can be equals here, we can be equals 

everywhere. 

#EQUALITY #nike 

Nike  285,097    https://www.facebook.com/

15087023444/posts/101546

16664668445  

13 Nike: Unlimited You 

Life isn’t about finding your limits. It’s 

about realizing you have none. Begin your 

story here:gonike.me/justdoit. #justdoit 

Nike  275,163    https://www.facebook.com/

15087023444/posts/101540

37538488445  

14 Football Needs Creators, feat. Paul Pogba 

– adidas 

A born creator, he’s always done things his 

own way. Football needs creators. Paul 

Labile Pogba is the proof.  

#HereToCreate 

Adidas  225,771    https://www.facebook.com/

182162001806727/posts/12

39832842706299  

15 Image - Everyone loves an underdog. Roger 

Federer #justdoit 

Nike  194,981    https://www.facebook.com/

15087023444/posts/101545

74935893445  

16 Chicago Cubs: Someday 

It's been a long time...but the Chicago Cubs 

made Someday today. 

Nike  173,484    https://www.facebook.com/

15087023444/posts/101542

97177143445  

17 Unlimited Serena Williams 

“There’s no day that goes by that I feel like 

losing.” – Serena Williams 

Work ethic of an underdog. Willpower of a 

champion. This is Unlimited Serena. 

#justdoit 

Nike  162,947    https://www.facebook.com/

15087023444/posts/101539

70398638445  

https://www.facebook.com/hashtag/equality
https://www.facebook.com/hashtag/nike
https://www.facebook.com/15087023444/posts/10154616664668445
https://www.facebook.com/15087023444/posts/10154616664668445
https://www.facebook.com/15087023444/posts/10154616664668445
http://gonike.me/justdoit
https://www.facebook.com/hashtag/justdoit
https://www.facebook.com/15087023444/posts/10154037538488445
https://www.facebook.com/15087023444/posts/10154037538488445
https://www.facebook.com/15087023444/posts/10154037538488445
https://www.facebook.com/PaulPogba/
https://www.facebook.com/PaulPogba/
https://www.facebook.com/hashtag/heretocreate
https://www.facebook.com/182162001806727/posts/1239832842706299
https://www.facebook.com/182162001806727/posts/1239832842706299
https://www.facebook.com/182162001806727/posts/1239832842706299
https://www.facebook.com/Federer/
https://www.facebook.com/Federer/
https://www.facebook.com/hashtag/justdoit?source=feed_text&story_id=10154574935893445
https://www.facebook.com/15087023444/posts/10154574935893445
https://www.facebook.com/15087023444/posts/10154574935893445
https://www.facebook.com/15087023444/posts/10154574935893445
https://www.facebook.com/Cubs/
https://www.facebook.com/15087023444/posts/10154297177143445
https://www.facebook.com/15087023444/posts/10154297177143445
https://www.facebook.com/15087023444/posts/10154297177143445
https://www.facebook.com/SerenaWilliams/
https://www.facebook.com/SerenaWilliams/
https://www.facebook.com/hashtag/justdoit
https://www.facebook.com/15087023444/posts/10153970398638445
https://www.facebook.com/15087023444/posts/10153970398638445
https://www.facebook.com/15087023444/posts/10153970398638445
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18 adidas: Creators Never Follow – Harden 

Creators never follow.  

Be who you are and create your own game. 

Adidas  155,517    https://www.facebook.com/

182162001806727/posts/10

31575963531989  

19 Sport Needs Creators – adidas 

If you call yourself an athlete, create 

something. Sport needs you. #heretocreate 

Adidas  143,357    https://www.facebook.com/

182162001806727/posts/12

06732442683006  

20 Basketball Needs Creators, feat. James 

Harden – adidas 

What if creativity was removed from 

Basketball?James Harden shows us why 

Basketball Needs Creators. #heretocreate 

Adidas  140,757    https://www.facebook.com/

182162001806727/posts/12

80477898641793  

21 Nike: Unlimited Simone Biles 

“Don't forget to be the best, Simone.” 

Find out how hard Simone Biles works to 

make her dreams a reality. 

http://gonike.me/justdoit #justdoit 

Nike  136,086    https://www.facebook.com/

15087023444/posts/101540

55055703445  

22 Candace Parker: Here To Create – adidas 

Beast mom. Rule maker. Name taker.  

Candace Parker is #heretocreate 

Adidas  131,449    https://www.facebook.com/

182162001806727/posts/10

63898096966442  

23 Mamba Day 

In Kobe’s last game, we’re reminded to 

always love the hate. #Mambaday 

Nike  100,466    https://www.facebook.com/

15087023444/posts/101537

77264608445  

24 Greatest ever.  

Serena Williams #justdoit 

Nike  97,318    Video has been removed 

after interpretation of it 

25 Unlimited Future  

Champions aren't born. They're made. 

#justdoit 

Nike  94,119    https://www.facebook.com/

15087023444/posts/101540

10629288445  

26 Believe In More  

What will they say about you? 

Maybe they'll say you showed them what 

was possible. #believeinmore #nike 

Nike  92,331    https://www.facebook.com/

15087023444/posts/101547

06085838445  

27 Nike: Unlimited Will  

Limits are only limits if you let them be. 

gonike.me/justdoit #justdoit 

Nike  81,309    https://www.facebook.com/

15087023444/posts/101540

71785258445  

28 Nike: Unlimited Courage 

Your limits are only defined by you. 

gonike.me/justdoit #justdoit 

Nike  72,483    https://www.facebook.com/

15087023444/posts/101540

47267883445  
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29 The Switch featuring Cristiano Ronaldo  

One moment can change everything.  

#SparkBrilliance 

Nike  71,439    https://www.facebook.com/

15087023444/posts/101539

00091608445  

30 Nicole Winhoffer: Here To Create – 

adidas.  

Shape-shifter. Mind-bender. She creates 

moves like you’ve never seen. 

Nicole Winhoffer is #heretocreate 

Adidas  69,232    https://www.facebook.com/

182162001806727/posts/10

63896963633222  

31 Believe In More 

What are girls made of? You’re made of 

what you do. 

#believeinmore #nike 

Nike  68,767    https://www.facebook.com/

15087023444/posts/101547

06515833445  

32 Nike HyperAdapt 1.0 

The future isn’t tomorrow. It’s today. 

Innovators Tinker Hatfield and Tiffany 

Beers give you a hands-on look at the auto-

lacing Nike HyperAdapt 1.0. 

Nike  67,685    https://www.facebook.com/

15087023444/posts/101543

81480348445  

33 Image - Everyone loves an underdog. 

#justdoit with Rafael Nadal and Roger 

Federer 

Nike  57,847    https://www.facebook.com/

15087023444/posts/101545

73837458445  

34 Take on TJ  

Meet TJ. The kid that's better than you on 

and off the field. This is the season to 

change that: gonike.me/GEARUP #takeonTJ 

Nike  55,233    https://www.facebook.com/

15087023444/posts/101531

80616108445  

35 Join the Free Revolution. 

A revolution in motion. There are few things 

that can match the world’s best move for 

move. With a revolutionary outsole which 

expands and contracts with your feet as you 

run and train, the #NikeFree family can 

Nike  53,580    https://www.facebook.com/

15087023444/posts/101537

62391323445  

36 adidas: I'm Here To Create feat. Leo 

Messi  

What did you expect? Leo Messi is here to 

create. 

Adidas  46,017    https://www.facebook.com/

182162001806727/posts/10

52185531471032  

37 Image - The love you take is equal to the 

love you make, two women in picture 

Adidas  43,121    https://www.facebook.com/

182162001806727/posts/10

69270016429250  

38 Hard work only gets you so far. To make a 

real difference, you need something more 

Adidas  31,063    https://www.facebook.com/

182162001806727/posts/13

76757689013813 
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powerful. Your creativity. Unleash it and see 

how far it takes you. #HereToCreate 

39 Image - Adidas logo, black and white 

background 

Adidas  27,986    https://www.facebook.com/

182162001806727/posts/12

11578825531701  

40 Image - Messi with all 5 Ballon D'Ors - 

When you're the greatest of all time, creating 

history comes easy.  

Adidas  21,223    https://www.facebook.com/

182162001806727/posts/10

52679178088334  

41 Image -  new shoes - The tides are turning. 

Parley meets performance to create unique 

footwear and apparel made with Parley 

Ocean Plastic. www.adidas.com/parley 

#adidasParley 

Adidas  20,002    https://www.facebook.com/

182162001806727/posts/12

65689556787294  

42 Karlie Kloss: Here To Create - adidas  

Supermodel. Super nerd. Super strong. 

Karlie Kloss is #heretocreate what you 

might not expect. 

Adidas  15,972    https://www.facebook.com/

182162001806727/posts/10

67750649914520  

43 Image - Adidas logo and profile picture of 

Karlie Kloss in Adidas gear 

Adidas  15,093    https://www.facebook.com/

182162001806727/posts/14

16791351677113  

44 Art and football collide. Make a permanent 

mark with the adidas Football #F50 tattoo 

pack. #therewillbehaters Special designed 

shoes 

Adidas  15,023    https://www.facebook.com/

182162001806727/posts/90

0228783333375  

45 Creativity by Nora Vasconcellos – adidas  

Removing any limits, Nora Vasconcellos 

uses creativity to help define her style. 

#HereToCreate 

Adidas  14,723    https://www.facebook.com/

182162001806727/posts/13

85024184853830  

46 adidas: Arthur Zanetti - It's Forever or 

Never  

Without sweat, there is no victory. It's 

forever or never.  

Adidas  14,599    https://www.facebook.com/

182162001806727/posts/10

01191433237109  

47 Creativity by Ruqsana Begum – adidas 

Her creativity defies the status quo. Ruqsana 

Begum is #HereToCreate. 

Adidas  14,484    https://www.facebook.com/

182162001806727/posts/13

59054800784102  

48 Switch up your game to superhuman. It’s 

time to tear it up. #Climachill - total 

temperature control so you can 

#UncontrolYourself. 

Adidas  14,422    https://www.facebook.com/

182162001806727/posts/91

5106018512318  
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49 They hate the way you walk. They hate the 

way you talk. They hate the way you stand 

up and the way you stand out. They just 

want to take you out, and they hate that they 

couldn’t if they tried. They hate that you 

score all the goals, and all the girls. They 

hate it when you win. The way you 

celebrate. When you lift that trophy. Kiss 

your finger. They hate the way everyone's 

talking about you. That you’ve got the magic 

touch. That you’re the best player on the 

street, the team, the pitch, in the league, the 

country, the world. And they hate your shiny 

new boots.  

 

They hate them because they wish they were 

in them. #therewillbehaters 

Adidas  14,129    https://www.facebook.com/

182162001806727/posts/87

9035798786007 

50 Image - Adidas Brand Logo, yellow turquois 

colors with American footballers in the 

background 

Adidas  14,073    https://www.facebook.com/

182162001806727/posts/89

0608124295441  
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