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The author, who has worked on the Internet since 1990, and used social networks such as Facebook and Twitter soon after their inception, looks at how these new media can impact on branding.
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                    Notes
	The subsequent major general election in the Anglosphere, the UK General Election, saw the Conservative and Liberal Democrat parties employ Facebook and Twitter presences to a better effect, at least in securing followers, than the incumbent Labour government. No study, so far, conclusively links the larger Facebook followings of the winning Conservative and Liberal Democrat coalition with their win, nor can the author comment on the level of engagement.


	The evidence for this remains anecdotal at this point, as no academic studies have been done. During the campaign, there were signs of the Internet being key to building a community for Senator Obama.


	An example of a responsive CEO is Christian von Koenigsegg, who made modifications to his company's sports car after criticism on the TV show Top Gear. A new model was ready for testing within weeks. A larger company would have added the criticism to a longer improvement cycle and the modification might not have been seen for years. The theory behind using the Internet to ‘flatten’ the organization – in the context of online feedback forms – was also expressed in this article.


	Especially in politics: opponents of the two high-profile politicians in the 2008 US presidential election, Barack Obama and Sarah Palin, flung accusations about ghostwriting.





References
	Aaker, D. (1991) Managing Brand Equity. San Francisco: Free Press.

                    Google Scholar 
                

	Alani, F. (2010) Did social media change the 2010 general election? Computer Weekly, 14 May, http://www.computerweekly.com/Articles/2010/05/14/241237/Did-social-media-change-the-2010-General-Election.htm, accessed 8 January 2011.

	Cadogan, J. and Diamantopoulos, A. (1995) Narver and Slater, Kohli and Jaworski and the market orientation construct: Integration and internationalization. Journal of Strategic Marketing 3: 41–60.
Article 
    
                    Google Scholar 
                

	Chua, A.P.H. and Parackal, M. (2009) Co-creating Value through Corporate Blogs: A Proposed Research Framework, 5th National Conference on Computing and Information Technology (NCCIT); 22–23 May, Bangkok, Thailand. Bangkok: King Monjkut's University of Technology.

                    Google Scholar 
                

	Engeseth, S. (2005) One: A Consumer Revolution in Business. London: Cyan–Marshall Cavendish.

                    Google Scholar 
                

	Engeseth, S. (2009) The Fall of PR and the Rise of Advertising. Stockholm: Stefan Engeseth Publishing.

                    Google Scholar 
                

	Gilmore, F. (2002) A country: Can it be repositioned? Spain – The success story of country branding. Journal of Brand Management 9: 281–293.
Article 
    
                    Google Scholar 
                

	Gladwell, M. (2010) Small change. New Yorker, 27 September.

	Gross, D . (2010) Has Twitter peaked? CNN.com 26 January, http://edition.cnn.com/2010/TECH/01/26/has.twitter.peaked/index.html, accessed 8 January 2011.

	Ind, N. (ed.) (2003) Beyond Branding: How the New Values of Transparency and Integrity are Changing the World of Brands. London: Kogan Page.

                    Google Scholar 
                

	Ind, N. and Bjerke, R. (2007) Branding Governance: A Participatory Approach to the Brand Building Process. Chicester: J. Wiley & Sons, pp. 51–7.

                    Google Scholar 
                

	Kirkpatrick, M. (2009) Obama: ‘I have never used Twitter’. ReadWriteWeb, 15 November, http://www.readwriteweb.com/archives/obama_i_have_never_used_twitter.php, accessed 8 January 2011.

	Klein, N. (2000) No Logo: Taking Aim at the Brand Bullies. New York: Picador.

                    Google Scholar 
                

	Krishnamurthy, B. and Willis, C.E. (2009) On the leakage of personally identifiable information via online social networks. Workshop on Online Social Networks (WOSN), Barcelona, Spain, 17 August.

	Lawler, J.P. and Mollusso, J.C. (2010) A study of the perceptions of students on privacy and security on social networking sites (SNS) on the internet. Journal of Information Systems Applied Research 3 (12): 3–18.

                    Google Scholar 
                

	Narver, J.C. and Slater, S.F. (1990) The effect of a market orientation on business profitability. Journal of Marketing 54: 20–35.
Article 
    
                    Google Scholar 
                

	Petrie, C. (2010) Is Google evil? IEEE Internet Computing 14 (3): 92–96.
Article 
    
                    Google Scholar 
                

	Quart, A. (2003) Branded: The Buying and Selling of Teenagers. Cambridge, MA: Perseus Publishing.

                    Google Scholar 
                

	Schifferes, S. (2008) Internet key to Obama victories. BBC News, 12 June, http://news.bbc.co.uk/2/hi/7412045.stm, accessed 8 January 2011.

	Slater, S.F. and Narver, J.C. (1995) Market orientation and the learning organization. Journal of Marketing 59: 63–74.
Article 
    
                    Google Scholar 
                

	Steers, R.M. (1977) Antecedents and outcomes of organizational commitment. Administrative Science Quarterly 22: 46–56.
Article 
    
                    Google Scholar 
                

	Watkins, S.C. and Lee, H.E. (2010) Got Facebook? Investigating What's Social about Social Media. Austin, TX: University of Texas at Austin.

                    Google Scholar 
                

	Yan, J. (2001) Online branding: An antipodean experience. In: Kim, W., Ling, T.-W., Lee, Y.-J. and Park, S.-S. (eds.) Human Society and the Internet. Berlin: Springer, pp. 185–202.

                    Google Scholar 
                

	Zickuhr, K. (2010) Generations 2010. Washington DC: Pew Research Center.

                    Google Scholar 
                


Download references




Author information
Authors and Affiliations
	Jack Yan & Associates, Wellington, 6241, New Zealand
Jack Yan


Authors	Jack YanView author publications
You can also search for this author in
                        PubMed Google Scholar







Additional information

1founded Jack Yan & Associates (JY&A) (http://jya.net) in 1987, one of the world's earliest virtual firms, and began his career in calligraphy and graphic design. He was the first digital typeface designer in New Zealand. Yan has spent much of his career in digital media, founding the online fashion title Lucire in 1997, and taking it into print editions worldwide in the mid-2000s. At the same time, JY&A grew into brand consulting, an area in which Yan has a Master's degree from Victoria University of Wellington, bringing him to the attention of the Medinge Group think-tank in 2002. He later became a director of the Group. With his colleagues at Medinge, he was an author on Beyond Branding: How the New Values of Transparency and Integrity are Changing the World of Brands (edited by Nicholas Ind, who co-edits this issue of the Journal of Brand Management). He has penned several articles for this journal. He authored Typography and Branding in 2004, and was a contributor to Nishit Kumar and Anil Varma's Nation Branding: Concepts and Country Perspectives in 2009. In 2010, he was a strong though unsuccessful candidate for Mayor of Wellington. He is currently on the Board of Advisers of Nimcom, a new college in communications in Pune, India, and has lectured and spoken in the United States, Sweden, France, South Korea, India, Australia and New Zealand.


Rights and permissions
Reprints and permissions


About this article
Cite this article
Yan, J. Social media in branding: Fulfilling a need.
                    J Brand Manag 18, 688–696 (2011). https://doi.org/10.1057/bm.2011.19
Download citation
	Received: 10 March 2011

	Revised: 10 March 2011

	Published: 15 April 2011

	Issue Date: 01 August 2011

	DOI: https://doi.org/10.1057/bm.2011.19


Share this article
Anyone you share the following link with will be able to read this content:
Get shareable linkSorry, a shareable link is not currently available for this article.


Copy to clipboard

                            Provided by the Springer Nature SharedIt content-sharing initiative
                        


Keywords
	social media
	Web
	branding
	brand equity
	engagement
	collaboration








                    
                

            

            
                
                    

                    
                        
                            
    

                        

                    

                    
                        
                    


                    
                        
                            
                                
                            

                            
                                
                                    
                                        Access this article


                                        
                                            
                                                
                                                    
                                                        Log in via an institution
                                                        
                                                            
                                                        
                                                    
                                                

                                            
                                        

                                        
                                            
 
 
  
   
    
     
     
      Buy article PDF USD 39.95
     

    

    Price excludes VAT (USA)

     Tax calculation will be finalised during checkout.

    Instant access to the full article PDF.

   

  

  
 

 
  
   
    Rent this article via DeepDyve
     
      
     

   

  

  
 


                                        

                                        
                                            Institutional subscriptions
                                                
                                                    
                                                
                                            

                                        

                                    

                                
                            

                            
                                
    
        Advertisement

        
        

    






                            

                            

                            

                        

                    

                
            

        

    
    
    


    
        
            Search

            
                
                    
                        Search by keyword or author
                        
                            
                            
                                
                                    
                                
                                Search
                            
                        

                    

                
            

        

    



    
        Navigation

        	
                    
                        Find a journal
                    
                
	
                    
                        Publish with us
                    
                
	
                    
                        Track your research
                    
                


    


    
	
		
			
			
	
		
			
			
				Discover content

					Journals A-Z
	Books A-Z


			

			
			
				Publish with us

					Publish your research
	Open access publishing


			

			
			
				Products and services

					Our products
	Librarians
	Societies
	Partners and advertisers


			

			
			
				Our imprints

					Springer
	Nature Portfolio
	BMC
	Palgrave Macmillan
	Apress


			

			
		

	



		
		
		
	
		
				
						
						
							Your privacy choices/Manage cookies
						
					
	
						
							Your US state privacy rights
						
						
					
	
						
							Accessibility statement
						
						
					
	
						
							Terms and conditions
						
						
					
	
						
							Privacy policy
						
						
					
	
						
							Help and support
						
						
					


		
	
	
		
			
				
					
					3.238.87.194
				

				Not affiliated

			

		
	
	
		
			[image: Springer Nature]
		
	
	© 2024 Springer Nature




	






    