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中 文 摘 要 ： 品牌社群指的是一群由生活方式、活動、品牌精神所組成的一群消
費者 (Fournier & Lee, 2009)。亦即消費者在品牌社群平台中對特
定產品的資訊與使用經驗進行分享，同時提供了行銷者辨別消費者
需求和提升品牌忠誠涉入度的管道(Casalo et al., 2008)。使用者
在網路社群平台經由留言、分享的內容，為使用者原創內容。使用
者原創內容可為文字或圖像。近年來，隨著著重圖像分享平台興起
，如：Flickr相簿分享、Pinterest圖像、Instagram拍照攝影，使
得使用者原創視覺內容越來越多。對行銷從業人員而言，消費者原
創視覺廣告是一種和消費者建立更密切關係的方式。讓粉絲由被動
角色轉化成影響者，影響更多粉絲社群。為了能全面地探討品牌社
群行銷廣告效果，此研究著重於費者原創視覺廣告內容對於品牌社
群廣告行銷效果之檢視，提出消費者原創視覺廣告效果之模式，包
含：消費者原創視覺廣告動機、消費者原創視覺廣告之感知價值、
對品牌社群中的品牌態度、對此社群中其他成員的態度、品牌社群
認同、品牌社群參與、品牌社群口碑行銷、對品牌的購買意願。透
過此，希冀在社群行銷相關的研究提出更全面的探討。

中文關鍵詞： 消費者原創視覺廣告、品牌社群、社群參與、消費者原創視覺廣告
感知價值、社群認同

英 文 摘 要 ： Brand community refers to a group of consumers formed based
on lifestyles, activities, and brand spirits (Fournier &
Lee, 2009). In other words, consumers share information and
user experiences of a specific product on a brand community
platform, thus providing marketers with a channel to
identify consumer needs and improve brand loyalty and
involvement (Casalo et al., 2008). User-generated content
(UGC) refers to the contents shared and the messages posted
by users on an online community platform. The contents can
be texts or images. In recent years, with the significant
upsurge in the attention received by image sharing
platforms such as Flickr, Pinterest, and Instagram, there
have been increasingly more user-generated visual contents.
For a marketing practitioner, consumer-generated visual
advertising serves as a way for establishing closer
relationships with consumers. It converts fans, who have a
passive role, to an influencer, to attract more fan
communities. To fully explore marketing and advertising
effects on brand community, this research focuses on
examining the effect of consumer-generated visual
advertising contents on brand community advertising and
marketing and propose a model for consumer-generated visual
advertising effect, which includes motivation and the
perceived value of consumer-generated visual
advertisements, consumers' brand attitudes in a brand
community, attitudes toward other members of the community,
brand community identification, engagement, word-of-mouth
marketing, and purchase intention toward brands. The



finding of the advertising effects of brand community
marketing on social media platforms is expected to put
forward a more comprehensive understanding of areas related
to social media marketing.

英文關鍵詞： Consumer Generated Visual Advertisements(CGVA); brand
community; community engagement; perceived of value of
CGVA; community identification



The Effect of Consumer-generated Visual Advertisements in Social Media Brand Community: 

A Case Study of Instagram 

 

 

Abstract 

Brand community refers to a group of consumers formed based on lifestyles, activities, and 

brand spirits (Fournier & Lee, 2009). In other words, consumers share information and user 

experiences of a specific product on a brand community platform, thus providing marketers with a 

channel to identify consumer needs and improve brand loyalty and involvement (Casalo et al., 

2008). User-generated content (UGC) refers to the contents shared and the messages posted by 

users on an online community platform. The contents can be texts or images. In recent years, with 

the significant upsurge in the attention received by image sharing platforms such as Flickr, Pinterest, 

and Instagram, there have been increasingly more user-generated visual contents. For a marketing 

practitioner, consumer-generated visual advertising serves as a way for establishing closer 

relationships with consumers. It converts fans, who have a passive role, to an influencer, to attract 

more fan communities. 

     To fully explore marketing and advertising effects on brand community, this research focuses 

on examining the effect of consumer-generated visual advertising contents on brand community 

advertising and marketing and propose a model for consumer-generated visual advertising effect, 

which includes motivation and the perceived value of consumer-generated visual advertisements, 

consumers’ brand attitudes in a brand community, attitudes toward other members of the community, 

brand community identification, engagement, word-of-mouth marketing, and purchase intention 

toward brands. The finding of the advertising effects of brand community marketing on social 

media platforms is expected to put forward a more comprehensive understanding of areas related to 

social media marketing. 

 

Introduction 

According to a survey conducted by German marketing statistics website Statista, the global 

social media advertising revenue totaled $73.8 billion in 2018, and this figure is estimated to reach 

$187.6  billion in 2023 (Statista, 2019a). In terms of the number of active users, the top five global 

social networking sites are Facebook (2.375 billion active users), YouTube (2 billion active users), 

WhatsApp (1.6 billion active users), Facebook Messenger (1.3 billion active users), and WeChat 

(1.112 billion active users) (Statista, 2019b). The large amounts of advertising revenue and users on 

social media have caused an increasing number of advertisers to transfer most of their advertising 

budgets away from traditional media sources towards investment in emerging social media. Given 

this type of global trend, Taiwan’s social media advertising market has also displayed similar 

tendencies. A survey report by Taipei’s Digital Marketing Association (2017) noted that in 2016, 

Taiwan’s digital marketing revenue was NTD 25.871 billion, and advertisers invested NTD 8.077 

billion in social media advertising; this represents about 31.2% of all digital advertising investment, 

and constitutes the highest investment ratio among advertising types. In 2016, the five largest social 



media sites in Taiwan in terms of penetration rates were ranked as follows: YouTube (83%), 

Facebook (82%), LINE (69%), Facebook Messenger (51%), and Google Plus (42%) (Statista, 2017). 

Both global survey data and survey data for Taiwan show that numbers of social media users and 

social media advertising revenue are increasing annually, indicating the importance of social media 

advertising. 

In December 2015, Facebook stated that more than 50 million fan pages had been created 

(Facebook Business, 2015). These fan pages form digital brand communities, and provide fans of 

brands with a virtual place to meet, discuss, share, exchange information, and make suggestions. 

This also stimulates fans to actively engage in word-of-mouth marketing (WOMM) (Zhang, Lu, 

Wang, & Wu, 2015). Brands can also provide information or interact with fans in order to improve 

consumers’ brand loyalty and increase their motivation to purchase the brand’s products (Lin, Fan, 

& Chau, 2014; Zhang, Lu, Wang, & Wu, 2015). Consumers’ brand loyalty levels are often 

positively correlated with their level of engagement in fan pages or in brand communities. 

Consumer engagement occurs within the process of interaction among brands and consumers and 

co-creating experiences, and is a type of psychological state that leads to positive behavior (Brodie, 

Hollebeek, Juric, & Ilic, 2011). As such, questions about how to use social networking platforms, 

interactions between brand community information (e.g., Facebook fan pages) and consumers or 

fans, and how to use information exchanges to co-create positive experiences, have become 

important topics for brand marketers (Bagozzi & Dholakia, 2002; Kamboj, Yadav, & Rahman, 

2016). The content of brand communities is generally derived from the topics of discussion 

followed by consumers or fans, and the comments or issues that they raise therein; therefore, 

user-generated content (UGC) cannot be overlooked when discussing brand communities (Kamboj 

& Rahman, 2017). 

Ever since a surge in the use of social media platforms such as Facebook, the establishment of 

online brand communities on social media has attracted keen interest of marketers. As regards 

academic research, topics related to consumers, online brand communities, and brands have 

received attention. For example, Payne, Storbacka, Frow, and Knox (2009) proposed that there are 

four basic component factors in the process of value co-creation: customers’ value-creation process, 

suppliers’ value-creation process, encounters where interactions are creating these experiences, and 

impact of additional sources of brand knowledge. This model explains how consumers and brands 

co-create brand value. Hajli, Shanmugam, Papagiannidis, Zahay, and Richard (2017) found in their 

research that through the use of brand quality, loyalty, social media marketing, and value 

co-creation, it is possible to make consumers interact with brands within online brand communities. 

Furthermore, Munnukka, Karjaluoto, and Tikkanen (2015) developed a conceptual model for 

linking brand community commitment, community promotion behavior, and brand loyalty; they 

also found that the positive effects of brand community commitment and community promotion 

behavior on WOMM are the most significant. As user generated advertising refers to user generated 

content related to advertising, the importance of user generated advertising in brand communities 

cannot be overlooked. 

 User generated advertisements refer to images or videos related to brand or advertising content 



created by consumers. As regards creation of images or videos, video sharing social networking 

sites such as Instagram have become widely popular in recent years, which has already aroused the 

interest of researchers and practitioners (Kim, Seely, & Jung, 2017). Unlike blogs or social media 

platforms that use text and images as marketing methods, Instagram primarily uses images and 

videos with audio as a presentation method to attract attention. According to the survey released by 

Statista in 2019, the number of monthly active Instagram users worldwide has exceeded the 

threshold of 100 million users since June 2018, an increase of 8 million users compared with 2017, 

and this figure is expected to exceed 111 million in 2019 (Statista, 2019c). The name “Instagram” 

comes from a combination of the two words “instant” and “telegram”; it is a mobile photo and 

audio-video sharing application. On this app, Instagram provides a range of filters that allow users 

to edit and instantly post high-resolution images to share with their followers. Furthermore, users 

can comment on or “like” other users’ images (Lee, Lee, Moon, & Sung, 2015; Sheldon, 

Rauschnabel, Antony, & Car, 2017). The goal of Instagram is to allow users to use photos to share 

their life stories; this shows that social interaction is one of the key elements of using Instagram 

(Lee, Lee, Moon, & Sung, 2015). In addition to social interaction, self-expression, self-realization, 

and the desire to be seen constitute important motivations for using Instagram (Ridgway & Clayton, 

2016). 

 Currently, few studies related to online brand communities have examined how members make 

use of Consumer-generated Visual Advertisements (especially with regard to visual presentation) to 

influence perceptions and behaviors of brand community members towards the brand. As such, this 

study is conducted according to the theories of customer engagement, consumer generated content, 

value co-creation, WOMM, and relationship marketing, and proposes a model of advertisement 

effect for consumer generated visual advertisements. Specifically, this study considers the 

perspective of members of online brand communities, and explores the motivation behind 

co-creation of consumer generated visual ads and the perceived value of consumer generated 

content, and their effect on brand attitude in brand communities, attitudes of other community 

members’, community identification, community engagement, and members’ brand behaviors. This 

study hopes to make findings that make practical contributions to relevant academic researches.   

 

Literature Review 

 

Online Brand Community 

With advancement in internet technology, number of social media users has increased manifold. 

According to a global survey by a German marketing statistics website, Statista, the number of 

active Facebook users exceeded 2 billion in the second quarter of 2017. The increase in the number 

of people spending time on social media indicates that most potential consumers are focused on a 

variety of virtual spaces in social networking, thereby causing social media to become one of the 

most ideal marketing platforms for brands. For example, in 2017, Facebook had a total of 65 

million business accounts (DMR, 2017), revealing that brand marketing has entered the era of 

virtual communities. Web 2.0 technologies and the popularity of online social media make use of 



computer mediated communication not only to allow consumers to use the internet to freely express 

and share their thoughts, but also reverse the previous situation in which large organizations served 

as gatekeepers for media information and consumers played only a silent, isolated, and invisible 

role; now consumers have become active players in this regard (Patterson, 2012). Facebook, 

Instagram, and YouTube can be described as customer-centric platforms, and have become public 

arenas for autonomy and expression of opinions (Šnuderl, 2008). The advent of social media has 

also transformed brand ecology from its output-oriented value of exchange of physical goods to a 

value-in-exchange process orientation centered on stakeholders (Merz, He, & Vargo, 2009). The 

above described changes not only reveal the importance of virtual or online brand communities, but 

also remind practitioners and academic researchers to focus on consumer needs and opinions while 

investigating the relationship between brands and consumers. Furthermore, brand formation 

strategies have shifted from one-way marketing campaigns in which brands provided products to 

consumers and rarely received consumer feedback, to campaigns in which firms and consumers 

participate jointly and create value (Merz, He, & Vargo, 2009). 

Brand communities not only catalyze interaction between community members, but can also 

be viewed by marketing firms as a useful tool (Hajli, Shanmugam, Papagiannidis, Zahay, & Richard, 

2017). In other words, marketing personnel, who previously had only an obscured view of 

consumers, can now see them more clearly, and contact them easily and directly. Previously, 

advertisements were distributed through print and broadcasting media, but in the social media age, 

advertisements can be more easily distributed to groups of potential consumers. While consumers 

are now more proactive, clear, and ready to express their own opinions, these facts also demonstrate 

that advertisers and marketers are able to better distinguish the needs of consumers. Consequently, 

brand communities are extremely important to marketing strategies. Based on Anderson’s (1983) 

definition of community characteristics, Muniz and O’Guinn (2001) propose a concept of brand 

communities, defined as follows: “A brand community is a specialized, non-geographically bound 

community, based on a structured set of social relationships among admirers of a brand” (p. 412). 

Dholakia, Bagozi, and Klein Pearo (2004) interpret online brand communities as “consumer groups 

of varying sizes that meet and interact for the sake of achieving personal as well as shared goals of 

their members” (p. 241). This means that brand communities are groups formed around products or 

services, which can overcome restrictions of time and space, and produce shared ideas, rituals and 

values in virtual space (Andersen, 2005; Muniz & O’Guinn, 2001). 

In the era of social commerce, with the development and popularization of internet capabilities, 

the role of consumers in establishing and strengthening brand loyalty (Zheng, Cheung, Lee, & 

Liang, 2015; Shen, Huang, Chu, & Liao, 2010) in the market has shifted from passive to active 

(Zawss, 2010). Online communities have also played a crucial role in establishing word-of-mouth 

(Zhang, Hu, Guo, & Liu, 2017), creating brand value (Merz, He, & Vargo, 2009; Kim & Thapa, 

2017), and consumer engagement (Zhang, Guo, Hu, & Liu, 2017). For these reasons, this study 

focuses on the effect of brand communities.  

 

User-Generated Content 



Because of flow of information between brand community members, they are able to create 

integrated and mutually helpful communities in online spaces. As such, these online brand 

communities can produce a variety of UGC or consumer-generated content. UGC refers to media 

content created by the public rather than salaried professionals. This content is then distributed 

through the internet (Daugherty, Eastin, & Bright, 2008, 16). It is a new trend resulting from the 

development of internet technology and the emergence of social media. The internet and social 

media’s objective factors allow users to post text, photos, or even videos in a way that is different 

from how books or journal articles were published in the past, where the content was subject to 

many levels of restrictions before it could be published for the public to read. As a result, UGC has 

emerged in social media again and again in the form of information posted by users. Each piece of 

UGC forms the smallest and most basic unit of content within social media, thereby forming a 

symbiotic state of users, UGC, and social media platforms (Wyrwoll, 2014). UGC covers a broad 

scope, such as videos, blog articles, photos, forums, or even Wikipedia (Cheung, 2015). It is 

noteworthy that these types of user generated content have a powerful influence on consumers of 

virtual stores, and with regard to the current state of development of online communities, consumers 

may also purchase products online while viewing this type of UGC (Cheung, 2015). Therefore, 

Olbrich and Holsing (2012) argue that UGC is an important situational factor affecting consumer 

behavior.   

UGC has the advantage of attracting attention (Mason & Rennie, 2007), and according to 

previous studies related to visual attention, unusual photographs (Fong, Hammond, & Hitchman, 

2009), and highly attractive images (Gilani et al., 2013; Pagel & Aebli, 2015) are capable of 

effectively increasing attention. However, few studies have investigated the effects of primarily 

visual UGC on advertising attitude and behavior. Given the key advertising effects of 

user-generated visual content, this research will focus the perceived value of consumer-generated 

visual content and investigate attitudes towards such content and brand community marketing, and 

the resulting influence on WOMM and purchasing intention.  

 

Consumer Generated Visual Content 

 As regards consumer-generated visual content, Yang, Wang, Guan, Shen, and Yu (2014) noted 

that within social networks, UGC, especially images or photos shared by users, provides 

opportunities for social interaction. Furthermore, this content can be reedited and accessed by others. 

User-generated images (UGI) are often accompanied with simple textual descriptions by the 

provider, such as a title or a tag making it easy for the providers to express their thoughts (Yang, 

Wang, Guan, Shen, & Yu, 2014). At the same time, UGI can provide viewers with a wide variety of 

multi-dimensional data, such as images, user comments, tags, and user social circles (Yang, Wang, 

Guan, Shen, & Yu, 2014). The most attractive part of online social networks based on images is 

visual content; this is because visual content is not limited by linguistic barriers (You, Bhatia, & 

Luo, 2016). For this reason, visual content is increasingly welcomed by online social networks (You, 

Bhatia, & Luo, 2016). Flickr, the pioneer of online “photo sharing” networks, allowed users to 

create their own networks according to their interests and share photos with others (Dasgupta, 2013). 



In recent years, image sharing social networks like Pinterest and Instagram have gained a great deal 

of popularity. Instagram has many attractive features for users to make use of the unique 

characteristics of their image sharing platform. These include online tagging (#) functions; the 

ability to allow users to tag one’s photos. Furthermore, Instagram is often used to record life events, 

and images or videos are used to tell stories and share them with others. Previous studies related to 

Instagram, such as by Kosinskyi, Stillwell, and Graepel (2013) found that user generated visual 

content can be used to understand personal attributes, such as age, gender, and political stances. You, 

Bhatia, and Luo (2016) found the distribution of user interests through an analysis of user generated 

visual content. However, few studies that address Instagram have conducted studies of motivations, 

and perceived value of consumer generated visual content in brand communities, or of brand 

attitudes within brand communities, or the attitudes of other members. Furthermore, few studies 

have addressed the effects of brand identity, brand engagment, and WOMM. Therefore, this study 

will address these factors.  

 

Motivation of User Generated Advertising 

With the rise of Web 2.0, netizens can post messages, photos, or videos related to themselves 

or any concept; such a behavior has become an everyday habit of netizens (You, Bhatia, & Luo, 

2016). With regard to brands, open platforms allow fan-generated content to be placed in brand 

communities, allowing consumers to form a community in which they can share experiences, 

information, and help one another. In addition to improving the brand loyalty of its members, brand 

communities can use the publishing and discussion of user generated content to reveal and 

strengthen the brand value. By interpreting and presenting the value of their products, services, or 

brands through the subjective perspective of consumers, brands can affect the impressions or 

purchasing decisions of other users in the same brand community, or even potential consumers 

outside the community; this is user-generated advertising. User-generated advertisements are better 

able to bring consumers closer to the brand (Arnhold, 2010). The release of UGC by everyday 

social media users, regardless of whether it be an expression of mood or sharing of experiences, 

carries with it advertising influence and rendering power. The messages posted to brand 

communities are based on the motivation of users to create and deliberately present information, 

and are evidently important to community marketing strategy operations. Previous studies of the 

motivations of UGC have typically found that intrinsic motivations (such as entertainment, 

commemoration, social interaction, etc.) are significantly stronger than extrinsic motivations (such 

as money or gifts).  

Research has been previously conducted on the motivations of community fans or users 

actively posting UGC on websites. For example, Matikainen (2015) used qualitative and 

quantitative methods to study the motivations of content creation by social media platform users. 

He found that the three primary reasons that make users post online are: “development of web 

ideology and self,” “self-expression,” and “community.” Furthermore, Christodoulides, Jevons, and 

Bonhomme (2012) investigated the motivations of users for creating content, and found them to be 

“co-creation,” “community,” and “self-concept”; they also confirmed that these motivations 



produce positive impacts on product purchasing behaviors of users who are also consumers. In 

addition, Berthon, Pitt, and Campbell (2008) took user-generated advertising as their topic of 

research, and found that the three major motivations for users to create and publish advertisements 

for specific brands were “intrinsic enjoyment,” “self-promotion,” and to “change perceptions.” 

Additionally, Stax and Vong (2017) compared studies conducted over the period 2003-2017, and 

summarized that there are two major types of motivations for users: “personal motives” and “social 

motives.” These studies that investigated the motivations behind UGC yield different but consistent 

conclusions. This study considers the research by Stax and Vong (2017) regarding the motivations 

behind UGC. With the condition that a motivation must appear at least three times, this study finds 

that there are 12 motivations for creating UGC: “self-presentation,” “self-expression,” 

“self-actualization,” “intrinsic enjoyment,” “pastime,” “social integration,” “shared social identity,” 

“social pressure,” “social recognition,” “showing affection,” “information dissemination,” and 

“information gathering.” From these, four major trends can be summarized regarding the 

motivations for UGC: “self-expression,” “perceived enjoyment,” “social interaction,” and 

“information exchange.” These four types of motivations are demonstrated below. 

Firstly, “self-expression”—this motivation includes the three items listed by Stax and Vong 

(2017): “self-presentation,” “self-expression,” and “self-realization.” “Self-presentation” refers to 

the use of real actions (such as behavior or language) as a method to present one’s personality traits 

(Stax & Vong, 2017). The use of this type of method to affect others’ assessment and view of 

oneself can also be seen as a part of impression management (Leary & Kowalski, 1990). Marwick 

(2015) argued that compared with textual descriptions, the use of Instagram to provide high-quality 

photos and use of filters to retouch photos is a more effective method of impression management 

and presentation of individual expression. “Self-expression” and “self-presentation” are similar; 

they use stylistic methods or methods of indicating one’s attitude towards something to transmit or 

even form one’s identity (Stax & Vong, 2017). The process of self-expression distinguishes between 

the characteristics of the actor and others, so it is possible to transmit one’s own needs or 

self-concept (Kim & Ko, 2010). Fox and Rooney (2015) found in their research that 

self-presentation and narcissism are positively correlated. “Self-actualization” is the uppermost of 

the five levels in Maslow’s (1943) hierarchical pyramid of human needs, and is the deepest desire of 

the human mind which requires satisfaction (Pajouhandeh, 2013). Self-actualization refers to the 

use of concrete methods to present an image of one’s potential and ideal self (Stax & Vong, 2017). 

This research combines the above-mentioned motivations of “self-presentation,” “self-expression,” 

and “self-actualization,” to form “self-expression.” It defines “self-expression” as the use of real 

behaviors to allow others to understand one’s identity, values, or style; not only presenting one’s 

ideal self, but also hoping that others approve of one’s expression of self. The role of the motivation 

of “self-expression” in UGC can be explained through the research below. In their investigation of 

the use and satisfaction regarding user-generated media, Shao (2009) found that “self-expression” 

and “self-actualization” are important motivations. Furthermore, Muntinga, Moorman, and Smit 

(2011) examined motivations for social media use in consumer’s online brand-related activities. 

Yang, Wang, Guan, Shen, and Yu (2014) further noted that uploading images provides opportunities 



for presenting a different form of oneself in social media interaction activities, and can be helpful 

for the goals of self-presentation and transmitting information. For this reason, the motive of 

“self-expression” is a key to the promotion of consumer behaviors.  

 “Enjoyment seeking” includes two types of motivation: “intrinsic enjoyment” and “pastime.” 

The former implies that users’ UGC is created for the sake of an interesting experience, while the 

latter refers to a time-passing activity resulting from boredom (Stax & Vong, 2017). As such, this 

study defines “enjoyment seeking” as a search for psychological entertainment or as a means of 

improving the level of interest of one’s life. In their study of the motivations for using 

user-generated media such as Wikipedia or YouTube, Shao (2009) found that compared with a 

search for information, entertainment is better able to cause participation in user-generated media. 

Muntinga, Moorman, and Smit (2011) found that enjoyment or entertainment as a motivation can 

not only promote purchasing behaviors in users who participate in UGC on social media platforms, 

but can also encourage people to increase their level of creation and contribution toward UGC. 

Smock, Ellison, Lampe, and Wohn (2011) discussed the likelihoods of various motivations for 

Facebook users; they found that relaxing entertainment, expressive information sharing, and social 

interaction are all related to user motivation. 

 “Social interaction” includes five types of items: affinity, the sense of belonging of “shared 

social identity,” “social pressure” to join a group, approval in social environments or “social 

recognition,” expressing an affinity or concern for some values or other things in society, and 

“social network affirmation” (Stax & Vong, 2017). As such, this study defines social interaction as 

the use of UGC by users to interact with others or to participate in brand communities. Previous 

studies related to motivations for UGC—for example, Smock, Ellison, Lampe, and Whon (2011), 

and Pettigrew, Archer, and Harrigan (2016) have found that “social interaction” is an important 

factor. Sairanen (2014) addressed the topic of motivations for brand-related UGC, and used 

narrative paradigm analysis to find that “social interaction” is one of the key motivations for users 

to share photos on Instagram. Similarly, Cheung (2014) argued that the motive of interpersonal 

interaction explains why Instagram users post self-expressive photos on Instagram. Furthermore, 

Matikaiene (2015) addressed motivations for posting UGC on social media and found that to belong 

in a community, users share messages or make posts to interact with others.  

 “Information exchange” includes the two items “information dissemination” and “information 

gathering.” These two terms indicate the use of social media platforms to respectively disseminate 

or collect information, views, values, or attitudes towards things. In their analysis of mothers’ 

motivations for browsing or writing blogs, Pettigrew, Archer, and Harrigan (2016) found that the 

five main reasons that mothers are willing to spend time operating or participating in blogs are as 

follows: to extend the scope of their lives, to interact with others, gain knowledge, improve their 

technical abilities, and resolve problems. Smock, Ellison, Lampe, and Wohn (2011) studied 

motivations for Facebook use and found that sharing information can serve as a positive predictive 

factor for users updating information and participating in communities on Facebook. Other similar 

conclusions can be found in other studies (e.g., Cheung, 2011; Muntinga, Moorman, & Smit, 2011; 

Matikainene, 2015). Therefore, based on the above literature, this study puts forward two 



hypotheses related to consumer-generated visual content, namely self-expression and 

social-interaction, and the motivation for consumer-generated visual content. As such, this study 

establishes its first two research hypotheses according to the above literature, as below: 

H1: Self-expression positively influences motivation for consumer-generated visual content. 

H2: Social-interaction positively influences motivation for consumer-generated visual content.   

 

The Value of User-Generated Content 

With the popularization of the internet, a wave of social media use emerged after Facebook 

began operations in 2004. Users frequently post statuses and exchange a variety of information. 

According to data from a study on the effect of social media on purchasing decisions conducted by 

an online retail consulting firm Invesp, nowadays, while making purchases, 71% of consumers refer 

to information on social media platforms to make assessments and as a decision making 

consultation (herein, at 30.8%, the consumers affected by Facebook represented the highest 

proportion of consumers, followed by YouTube and LinkedIn at 27% each, Google+ at 20%, 

Pinterest at 12%, and Twitter at 8%) (Saleh, 2015). This shows that for consumers in the internet 

age, content and information related to brands or products on social media is important, and a 

valuable reference index. This also explains the reason for the importance of UGC for marketing 

noted by The Chartered Institute for Marketing (CIM) in their 2017 article. It argues that the 

prevalence of the internet and UGC has created a shift in the marketing, wherein firms or brands 

formerly conducted push marketing, and now the sharing of experiences among consumers is used 

to attract pull marketing by consumers (CIM, 2017). This is similar to the recent trends discovered 

by other academic studies related to marketing and advertising (e.g., Zawss, 2010). For these 

reasons, with the maturity of the internet and social media, consumers not only retrieve necessary 

information from communities, but also frequently share a variety of experiences related to 

community topics. This type of sharing process allows experience sharing to create 

value-in-experience within communities.   

UGC has the following benefits for brand value: encouraging consumers to increase their 

numbers of purchases (e.g., Goodrich & Mooij, 2014), increasing consumer involvement in brands 

(e.g., Malthouse, Calder, Kim, & Vandenbosch, 2016), and reducing promotional costs (e.g., Tang, 

Gu, & Whinston, 2012). Furthermore, with regard to users, UGC has three main types of value: 

functional value, emotional value, and social value. Herein, functional and emotional value are 

important factors in the efficacy of UGC (Kim, Jin, Kim, & Shin, 2012). 

According to the theory of purchase value, functional value is a manifestation of efficacy or 

real performance (Sheth, Newman, & Gross, 1991). If purchasing behavior within the theory of 

purchase value is viewed in the context of UGC, functional value indicates whether a platform 

restricts UGC (e.g., Harrison, 2010), or the influence of UGC on the purchasing decisions of readers 

(e.g., Goodrich & Mooij, 2014). Liu, Burns, and Hou (2017) utilized big data to study UGC on 

Twitter related to 20 brands across five industries; they found that when information is related to a 

brand’s product, service, and promotion, it is most likely to attract consumers to interact with the 

brand on Twitter. In other words, Twitter consumers are most concerned with content from which 



they can derive real benefits when purchasing a product, service, or promotion. Similarly, Kim, Jin, 

Kim, and Shin (2012) noted that the practical value that UGC can provide to users, such as 

knowledge of new products, services, or discounts, produces substantial and beneficial information 

for users.  

The definition of emotional value is utility derived from emotional or sentimental state (Sheth, 

Newman, & Gross, 1991). When particular feelings are aroused, and one can experience these 

feelings for a short or a long period of time, then emotional value has been generated (Sheth, 

Newman, & Gross, 1991). The emotional value of UGC may be apparent in its entertainment 

characteristics (e.g., Sairanen, 2014), or positive emotional experiences (e.g., Teichmann, 

Stokburger-Sauer, Plank, & Strobl, 2015; Duan & Dholakia, 2017). Weiger, Wetzel, and 

Hammerschmidt (2017) argued that when messaging content includes entertainment value 

characteristics, it can increase the degree of contact between community members and brands. 

Similarly, in Kim, Jin, Kim, and Shin’s (2012) discussion of emotional value, they stated that the 

emotional reactions (e.g., happiness or relaxation caused by entertainment) of community members 

elicited by UGC can improve the degree of participation of members in brand communities, thereby 

indirectly heightening the intensity of brand equity.  

Social value is defined as the value generated through interaction with others; for example, 

opportunities to interact with others derived from UGC (e.g., Sairanen, 2014; Croft, 2013) and the 

creation of social links (e.g., Oeldorf-Hirsch & Sundar, 2016). Li, Yang, and Huang (2014) found in 

their study that in the initial period after the establishment of a community, the willingness of 

community members to post UGC is positively correlated with whether members post content in 

order to interact with and receive support from other members. This means that having the same 

values regarding their views on something is crucial for community members to be able to sustain 

interaction with and support for one another; this is the main motivation to increase the willingness 

of community members to post UGC. As such, online community members’ motivation to post 

UGC on a platform is related to the social value of interaction and identification with community 

members. 

 Through the above discussion of literature, it is evident that UGC is valuable for brands, and 

for fans in brand communities. In recent years, as the internet has become more developed and 

social media increasingly popular, the leading status of brands in marketing strategies has gradually 

reversed. Instead, consumers willingly post content related to brands on the internet, and the 

communities formed through interaction with other social media users have become trusted sources 

of information, which consumers consult when making purchasing decisions. In contrast, brands 

now occupy a passive position, and have retreated to the level of managing the spirit of a product or 

brand; this has allowed consumers to utilize information within UGC as a new method of 

“marketing buzz.” As such, this study argues that brands, and the creators and readers of UGC can 

derive value from UGC. Moreover, in the process of content creation, posting, and interaction, 

platform users can derive functional, emotional, and social value. Furthermore, these perceived 

values are affected by motivation for UGC, and so this study proposes Hypothesis 3, as below: 

H3: Motivation for consumer-generated visual content positively influences the value of 



consumer-generated content.  

 

User-Generated Content, Online Communities, and Member Attitudes 

Attitudes towards brand communities can be divided between attitude towards the brand and 

attitude towards other members of the brand community. In their study on the relationship between 

UGC posted by members of online brand communities and social capital, Li, Yang, and Huang 

(2014) found that although superficially, willingness among community members to post UGC is 

positively correlated with interaction among members, the true key to interaction is whether 

community members are able to use the exchange of ideas that originate by posting UGC to 

generate identity. This means that the opportunities to interact with the community or other 

members that result from posting content affect the assessment, attitudes, identification, and degree 

of involvement of members (Schaedel & Clement, 2010). Within brand communities, this type of 

chain reaction can also affect the purchasing behaviors of community members with regard to 

products (Keng, Chang, Chen, & Chang, 2016). Put simply, interaction between brand community 

members, and the community or other members, is not only closely related to willingness to post 

UGC, but also affects member attitudes towards the community, other members, or even the brand; 

this will thereby affect purchasing decisions. As such, publicity or marketing departments must pay 

close attention to the attitudes of online brand community members (Wu & Fang, 2010). 

This study is concerned with the attitudes, as a reaction to writing, posting, or reading of UGC, 

and interaction of online community members with other community members and the community 

itself. Wu and Fang (2010) found in their study that interaction among customers in a community is 

positively correlated with strengthening or extending people’s conceptions of the brand or product, 

and is helpful for innovation and development of the brand or product. This means that when 

members of a community have close and interactive relationships, this generates a positive effect on 

the brand, and vice-versa. Often, interaction among members of online communities begins when 

users share and post UGC; this content, and topics of conversation jointly generated by members on 

the platform, lead to exchange and interaction. Chang and Chuang (2011) studied the relationship 

between social capital and the motivations of online community members for sharing knowledge, 

and found that altruism, identification, reciprocity, and shared language of community members 

positively and significantly affect their knowledge or experience sharing behavior in the community. 

Reputation, social interaction, and trust have positive effects on the quality of content that 

community members express, while the participant involvement of community members moderates 

the altruistic relationship among members, and the amount of knowledge sharing posts. To 

summarize, an increase in the quality and quantity of interaction among community members 

produces a positive effect on the community itself. With regard to members, their ability to sense 

support and identification from the community or other members (Wu & Fang, 2010; Chang & 

Chuang, 2011) strengthens their loyalty to the community (Wang, Chan, & Yang, 2013).  

Community members interact with community platforms through UGC, thereby generating 

attitudes towards one another. These attitudes can affect the quality of information posted in the 

future (Wu & Fang, 2010; Chang & Chuang, 2011). Therefore, community members’ attitudes 



towards the community itself are extremely important. Steinmann, Mau, and Schramm-Klein (2015) 

found in their study of online purchasing communities that the brand pictorial representations and 

communication styles in the community affect members’ attitudes towards and assessments of the 

brand, thereby affecting their purchasing decisions. In their study of interaction among online 

community members, Wu and Fang (2010) applied the quantity, scope, and mode elements of Roy, 

Sivakumar, and Wilkinson’s (2004) study of interaction between buyers and sellers on the topic of 

online brand communities. They used these elements as standards for measuring interaction 

between community members, and argued that interaction and discussion among brand community 

members within brand communities affect brands’ product design decisions. Taking a case of the 

scope of communication, Shen and Chiou (2009) argued that if exchanged information is practical, 

it helps members in gaining real benefits, and can thereby generate positive attitudes in members 

towards the group. Furthermore, while tracking brand operations on Twitter, Kwon, Kim, Sung, and 

Yoo (2014) found that more the members interact with a brand, a more positive attitude they will 

have towards that brand; as such, a positive cycle in which members are more willing to interact 

with the brand is established. Keng, Chang, Chen, and Chang (2016) found in their research that 

community members’ purchasing intention and attitude towards a brand is strongly affected by 

image content within the group; this shows that images have a more direct effect on members than 

textual content.  

 Online brand community members’ assessments of and attitudes towards communities and 

other members are established on the basis of UGC in the community. Community members’ 

willingness to post information on platforms is subject to the effects of factors such as reciprocity 

and identification (Chang & Chuang, 2011). Furthermore, reciprocity and identification are the 

result of whether and to what extent members of the community can be influenced by other 

members when presenting and reacting to their values (Li, Yang, & Huang, 2014). In this type of 

cycle, attitudes of members among brand communities have an unimaginable influence over brand 

concepts and product development (Wu & Fang, 2010). Brand community members not only have 

differing attitudes to other members, but also varying attitudes towards the community itself. 

Variation in the attitudes of members towards the community is the result of an inspection of 

communication and interaction among community members, the number of interactions, the scope 

and mode of interaction (e.g., the efficacy of images is greater than that of text), and the frequency 

of interaction. This affects not only members’ attitudes towards the community, but also their level 

of involvement with the community and their purchasing intention (Keng, Chang, Chen, & Chang, 

2016; Steinmann, Mau, & Schramm-Klein, 2015; Wu & Fang, 2010; Shen & Chiou, 2009). For 

these reasons, this study assumes that community members’ perceived value of UGC positively 

affects their attitude towards other members and the community itself. As such, Hypothesis 4 and 5 

are established as below: 

H4: The value of consumer-generated visual content positively influences brand attitudes within the 

brand community.  

H5: The value of consumer-generated visual content positively influences fan attitudes within the 

brand community.  



 

Community Engagement/Community Identification 

Community involvement also indicates interaction between consumers and brands, and 

between consumers and other community members in online brand communities (Brodie, Ilic, Juric, 

& Hollebeek, 2013). The degree to which community members participate in online communities is 

determined by interaction between community members (Kang, Shih, & Gong, 2016). This is 

closely related to the following eight factors: brand influence, connecting, helping, like-minded 

discussion, rewards, hedonism, seeking assistance, self-expression, and seeking up-to-date 

information (Baldus, Voorhees, & Calantone, 2015). Furthermore, where members have higher 

degrees of interaction with communities, they will also have higher levels of loyalty, satisfaction, 

empowerment, connection, emotional bonding, trust, and commitment towards the community 

(Brodie, Ilic, Juric, & Hollebeek, 2013; Zheng, Cheung, Lee, & Liang, 2015). 

Assessment of consumers’ participation in brands cannot rely solely upon purchasing intention 

or numerical behavioral standards (Solem & Pedersen, 2016). When measuring degrees of 

consumer participation, it is necessary to include at least three major elements: affective, cognitive, 

and behavioral elements. Below these are seven factors (enthusiasm, enjoyment, attention, 

absorption, sharing, learning, endorsing, and affiliation) (Dessart, Veloutsou, & Morgan-Thomas, 

2016). 

In their study, Yang, Lin, Carlson, and Ross Jr. (2016) verified that when community members’ 

degrees of participation increase in terms of affiliation, conversation, and responsiveness, their 

content click-through and conversation rates in online brand communities will increase. UGC is one 

way in which members of online communities interact (Smith, Eileen, & Chen, 2012), and is an 

important influence on member participation in communities (Sukaini, Zhang, & Albazooni, 2015). 

Malthouse, Calder, Kim, and Vandenbosch (2016) found in their research that when members 

actively participate and post UGC in communities, they generate relatively large amount of 

elaborate content; as a result, they are more willing to purchase these products. As proposed in the 

elaboration likelihood model (Petty & Cacioppo, 1986), if information is processed through central 

routes, then member behaviors (such as purchasing decisions) will be affected.  

Members’ identification with communities is crucial to brands. Social Identity Theory (Tajfel 

& Turner, 1986) argues that identities can be divided into three categories: individual, role, and 

society. Social identities are related to the status occupied by individuals in communities. Links are 

formed from similarities between individuals and communities; these links not only allow one to 

view oneself as a part of a community, but also cause communal benefits take precedence over 

personal benefits. As such, in commercial markets, brands or brand communities form social 

identities; for example, consumer-brand identification is defined as consumers viewing themselves 

as part of a brand, and use the brand’s influential position in the market as an expression of their 

identity fulfilling needs (Stokburger-Sauer, Ratneshwar, & Sen, 2012). Algesheimer, Dholakia, and 

Herrmann (2005) defined brand community identification as members’ belief that they are a 

member of a community, and belong to this community. As such, with regard to online brand 

communities in this study, the definition of identification is adjusted to indicate a member of an 



online brand community who identifies with a community based on the similarities between the 

characteristics of the brand community and himself, and considers himself a member of the 

community. Identification is a very important influencing factor for communities and brands (López, 

Sicilia, & Moyeda-Carabaza, 2017). 

 In their study, Bagozzi and Dholakia (2006) found that where members’ level of social 

identification with a community is high, they tend to participate more actively in community 

activities such as information sharing or assisting other members. The research results of Luo, 

Zhang, Hu, and Wang (2016) showed that different community interactions (product information, 

human-computer relationships, interpersonal relationships) produce different effects on community 

relationships (consumers and products, consumers and other consumers), and affect consumers’ 

identification with communities. Similarly, Casaló, Flavián, and Guinalíu (2010) found in their 

research that there is a positive correlation between members’ degree of identification with and 

participation in communities and community promotion. The degree to which members of 

community view themselves as part of the community affects the degree to which they would 

recommend the brand (Casaló, Flavián, & Guinalíu, 2010). In keeping with the guidance of the 

above literature, this study establishes Hypotheses 6-13, as below: 

H6: Attitudes toward the brand in the brand community positively influence community 

identification.  

H7: Attitudes toward other members in the brand community positively influence community 

identification. 

H8: Attitudes toward the brand in the brand community positively influence community 

engagement.  

H9: Attitudes towards other members in the brand community positively influence community 

engagement.  

H10: Community identification positively influences willingness to conduct word-of-mouth 

communication. 

H11: community engagement positively influences willingness to conduct word-of-mouth 

communication.  

H12: Community identification positively influences purchasing intention. 

H13: community engagement positively influences purchasing intention.    

 

Research Methods 

 

This study examines the advertising effectiveness of consumer-generated visual content in 

virtual brand communities, and also proposes the relevant model. In recent years, social platforms 

like Instagram that focus mainly on images and audio-video content have emerged; therefore, this 

study takes the case of brand communities on Instagram. This study used an online questionnaire 

survey to recruit participants who had experiences in using IG and in tracking the brand IG. The 

online questionnaire was released on instant messaging software and well-known online community 

platforms such as Facebook, Instagram, and PTT. After eliminating participants who did not 



complete the questionnaire, the final sample size was 400. Among the 400 participants, 203 were 

men and 197 women. The average age of the sample was about 28 years. This study is conducted 

according to the theories of customer engagement, consumer generated content, value co-creation, 

WOMM, and relationship marketing, and proposes a model of advertisement effect for consumer 

generated visual advertisements (See Figure 1). In model testing, this research uses structural 

equation modeling (SEM) to verify the model and to analyze, compare, and validate the collected 

data. 
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Figure 1: Research Model 

 

Measurement 

A 7-point Likert scale was adopted for measurement, with scores ranging from 1 (strongly 

disagree) to 7 (strongly agree), to measure 10 constructs separately. The question items for the 

variables are explained as follows: 

Self expression: The items of self expression proposed by Lee, Lee, Moon, & Sung (2015). are 

modified to measure this variable. The items included the following: “To be noticed by others,” “To 

express my actual self,” To share my personal information with others,” and “To show off.” A 

7-point Likert scale was adopted for measurement, with scores ranging from 1 (strongly disagree) 

to 7 (strongly agree). 

Social interaction: this variable is measured based on Lee, Lee, Moon, & Sung, (2015). The 

items include: to interact with a number of people, you maintain a good relationship with others (for 

networking), to get updates on close friends and family, to keep in touch with friends far away, to 

communicate with friends and family, Because people around me use Instagram, to know about 

things that are happening around me, and to connect/meet with people who share similar interest. 

Motivation of consumer-generated visual advertising: The measurement of the variables is 

based on Ma & Agarwal (2007), and Wang & Li (2017). The question items included: “I will keep 

updating in the brand community of Instagram. I will maintain an active part in the brand 

community of Instagram. I will keep contributing to the brand community of Instagram. I will 

actively participate in the brand community of Instagram.” 

Perceived Value of Consumer-generated Visual Advertising (CGVA): The measurement of 

this variable is based on Ducoffe (1996). “In my opinion, the CGVA of this brand community of 

Instagram is useful for me. The CGVA of this brand community of Instagram is valuable for me. 



The CGVA of this brand community of Instagram is important for me.” 

Customer-Brand: This variable is measured using the items from Luo, Zhang, & Liu, (2015). 

The items include: the brand is of the highest quality, the brand understands my needs, and I value 

the brand heritage. 

Consumer-other consumers: this variable is measured based on Luo, Zhang, & Liu, (2015). The 

items include: I have met wonderful people because of the community, I feel a sense of kinship with 

other community members, and I have an interest in the community for the other brand owners.  

Community identification: This variable is measured based on Matzler, Pichler, Füller, & 

Mooradian (2011). The items include: I am very attached to the community, I identify myself with 

other GTI fans at this meeting, I see myself as a part of this fan community, Other brand community 

members and I share the same objectives, The friendships I have with other brand community 

members mean a lot to me, If brand community members planned something, and I’d think of it as 

something “we” would do rather than something “they” would do. 

Community engagement: this variable is measured based on Algesheimer, Dholakia, & 

Herrmann (2005). The items include I benefit from following the brand community's rules, I am 

motivated to participate in the brand community's activities because I feel better afterwards, I am 

motivated to participate in the brand community's activities because I am able to support other 

members, and I am motivated to participate in the brand community's activities because I am able to 

reach personal goals.  

Word of mouth intention: This variable is measured using the modified items from Do, Ko, & 

Woodside (2015). The items include: I want to write my opinion regarding brand, product, or 

service in this social-media outlet, I want to give my opinion regarding the brand, product and 

service to others in this social-media outlet, and I want to upload the contents of this social media to 

my blog or micro-blog.  

Purchase intention: this variable is measured based on Meyers-Levy & Maheswaran (2004). 

The items include: I want to buy the product showed in this brand community; I immediately 

considered buying t the product showed in this brand community; In the future, I may consider 

purchasing the products that appeared in this brand community. 

 

 

Data Analysis and Results 

 

In this study, confirmatory factor analysis (CFA) was used to test the validity of each question 

item. Their convergent validity and discriminant validity (see Table 1) were tested. First of all, for 

the test of convergent validity, the question item’s variance extracted estimates must be tested. In 

other words, the question item’s explanatory power on the measured variable must be calculated. 

Fornell & Larcker (1981) suggested that the average variance extracted (AVE) value of each 

variable should be greater than 50% in order to meet the standard values. The analysis results were 

as follows: 



The AVE values of the 10 variables discussed in this study were all above 50% of the standard 

value, indicating that the item is of convergent validity. As for the test of discriminant validity, the 

item is said to have discriminant validity only if the average variance extracted exceeds the square 

of correlations between constructs. The AVE values of all constructs exceeded the square of the 

correlation coefficient between the two constructs. Therefore, this study has discriminant validity. 

This study used Cronbach’s α as the criterion for reliability analysis. Overall, the Cronbach’s α 

reliability range for this study ranges was 0.87 to 0.95, showing a high reliability (see table 1). 

This study used AMOS to perform structural equation modeling (SEM) to test the various 

hypotheses in this research model. Regarding the overall suitability of this research model, the χ2 

value of degree of freedom (df) = 3.40, which is less than 5, indicating an ideal fit (Schumacker & 

Lomax, 2004). Jöreskog & Sörbom (1988) suggested that GFI (Goodness-of-Fit Index) and AGFI 

(Adjusted Goodness of Fit Index) values between 0.8 and 0.9 are acceptable. A value that is greater 

than 0.9 would indicate a high goodness-of-fit. In addition, for a CFI (Comparative Fit Index) > 0.9, 

IFI (Incremental Fit Index) > 0.9, and estimated residual value RMSEA (Root Mean Square Error 

of Approximation) < 0.08, all of these criteria must comply with the general empirical law 

(Schumacker & Lomax, 2010). In this study, GFI=0.81, which is greater than 0.8, indicating that it 

reaches the acceptable level of fit. In addition, CFI (Comparative Fit Index) = 0.92 (>0.9), IFI = 

0.92 (>0.9), and RMSEA=0.078 (<0.08), which are all in line with the criteria. 

After the level of goodness-of-fit was determined, the coefficients of causal relationships 

between pairs of variables were ascertained (See Figure 2). Self-expression positively influences 

motivation for consumer-generated visual content (standardized coefficients=.51, p<0.001), 

therefore hypothesis 1 is supported. Social-interaction positively influences motivation for 

consumer-generated visual content (standardized coefficients=.66, p<0.001), therefore hypothesis 2 

is supported. Motivation for consumer-generated visual content positively influences the value of 

consumer-generated content (standardized coefficients=.61, p<0.001), therefore hypothesis 3 is 

supported. The value of consumer-generated visual content positively influences brand attitudes 

within the brand community (standardized coefficients=.13, p<0.001), therefore hypothesis 4 is 

supported. The value of consumer-generated visual content positively influences fan attitudes 

within the brand community (standardized coefficients=.53, p<0.001), therefore hypothesis 5 is 

supported. Attitudes toward the brand in the brand community did not positively influence 

community identification (standardized coefficients=.60, p=0.08), therefore hypothesis 6 is not 

supported. Attitudes toward other members in the brand community positively influence 

community identification (standardized coefficients=.94, p<0.001), therefore hypothesis 7 is 

supported. Attitudes toward the brand in the brand community positively influence community 

engagement (standardized coefficients=.15, p<0.001), therefore hypothesis 8 is supported. Attitudes 

towards other members in the brand community positively influence community engagement 

(standardized coefficients=.80, p<0.001), therefore hypothesis 9 is supported. Community 

identification positively influences willingness to conduct word-of-mouth communication 

(standardized coefficients=.15, p<0.001), therefore hypothesis 10 is supported. Community 

engagement did not positively influences willingness to conduct word-of-mouth communication 



(standardized coefficients=.05, p=.718), therefore hypothesis 11 is not supported. Community 

identification positively influences purchasing intention (standardized coefficients=.27, p<0.01), 

therefore hypothesis 12 is supported. Community engagement positively influences purchasing 

intention(standardized coefficients=.37, p<0.01), therefore hypothesis 12 is supported. 

  Table 1. CFA Results 

Construct Indicator Standardized Factor 

Loadings 

Composite 

Reliability 

AVE 

Self expression Sel1 .89 .92 0.78 

Sel2 .88 

Sel3 .88 

Social interaction Soc1 .88  

.92 

 

 

 

.76 Soc 2 .91 

Soc 3 .87 

Soc 4 .82 

Motivation of 

consumer-generated 

visual advertising 

Mot1 .81  

.93 

 

.77 Mot 2 .88 

Mot 3 .91 

Mot 4 .90 

Perveived of Value 

of CGVA 

Val1 .81 

.87 .70 Val2 .87 

Val3 .82 

Customer-Brand bra1 .87 

.89 .75 bra2 .90 

bra3 .81 

Consumer-other 

consumers 

cus1 .90 

.93 .84 cus2 .96 

cus3 .88  

Community 

identification 

Ide1  .88 

.93 .77 
Ide2 .89 

Ide3 .85 

Ide4 .88 

Community 

engagement 

Eng1 .89 

.89 .75 Eng3 .87 

Eng4 .83 

Word of mouth 

intention 

Wor1 
.88 

.89 .74 
 Wor2 .93 

Wor3 .77 

Purchase intention Pur1 .83  .91 .77 



 Pur2 .96 

 Pur3 .84 

 

 

 

Figure 2. Linear structural relations model and unstandardized coefficients 

 

 

 

Table 2: Proposed structural model estimation results (linear structural relation analysis) 

hypotheses Unstandardized 

Coefficients 

Standardized 

Coefficients 

Standard 

Error 
p 

H1: Self expression  motivation .268 .51 .023 *** 

H2: Social interaction  motivation .444 .66 .033 *** 

H3: motivation  value .697 .61 .062 *** 

H4: value  brand .187 .53 .068 ** 

H5: value  customer .519 .13 .062 *** 

H6: brand identification .086 .60 .049 .080 

H7: customer  identification .904 .94 .046 *** 

H8: brand  engagement .174 .15 .049 *** 

H9:customer  engagement .613 .80 .041 *** 

H10: identification  mouth .225 .27 .079 ** 



H11: engagement  mouth .657 .62 .105 *** 

H12: identification  purchase .031 .05 .087 .718 

H13: engagement purchase .309 .37 .112 ** 

Note: ***<.001 **<.01 

 

 
Conclusions and Suggestions 

 

This research focuses on the review of the effects of consumer-generated visual advertising 

content on the marketing performance of a brand community, and proposes a model of the effects of 

consumer-generated visual advertising. The research results and discussions are as follows: 

    The results in this study support H1 and H2, and are consistent with past research findings. For 

example, Muntinga, Moorman, & Smit (2011) pointed out that the creation of brand-related content 

covers three sub-motivations, which are self-presentation, self-expression, and self-assurance. In 

addition, Instagram users use their photos to portray their personality, lifestyle, taste, and ideas, 

because achieving self-expression and impression management is easier via photos than words (Lee, 

Lee, Moon, & Sung, 2015). Therefore, self-presentation has a positive impact on the motivation for 

consumer-generated visual content. In addition, Instagram is a social network site (SNS) based on 

visual images. Compared with other forms of SNS that feature different functions, such as status 

updates and video sharing, Instagram mainly focuses on the visual presentation of photos (Phua, Jin, 

& Kim, 2017). The sense of self-presentation will make users more motivated to use the function of 

image presentation provided by Instagram. For example, users can apply filters to photos to make 

them look artistic. Users can also add texts to photos and edit photos to show their creativity 

(Sheldon & Bryant, 2016). In addition, regarding social interaction, Lee, Lee, Moon, & Sung (2015) 

point out that social interaction is an important factor in motivating users to use Instagram because 

users want to build and maintain social relationships with others through this platform. Similarly, 

Pittman & Reich (2016) believed that sending photos to friends and receiving photos and images 

from friends are an effective way to rebuild social intimacy. Phua, Jin, & Kim (2017) also pointed 

out that the reasons why users often follow brands on Instagram are to express emotions, follow 

fashion, and demonstrate sociality. Therefore, the results of this study found that self-expression and 

social interaction positively influence motivation for consumer-generated visual content. 

    The results of this study support H3 and can be illustrated by the study by Zhang & Mao 

(2016), which examined how consumers’ online motivation influences ad clicks through the 

perceived informativeness value and perceived entertainment value of advertising. Zhang & Mao 

(2016) found that consumer motivation significantly affects the perceived informativeness value 

and perceived entertainment value. Therefore, this study found that the motivation for 

consumer-generated visual content has a positive impact on the value of consumer-generated visual 

content. The results of this study support H4 and H5. These findings are consistent with past 

research. For example, Liu, Burns, & Hou (2017) found that brands took advantage of various 

forms of user generated content (UGC) to increase consumer engagement, leading to a more lasting 



positive brand attitude. In other words, consumer-generated content, such as brand postings, product 

reviews, product-related video comments, or brand testimonials featuring consumers themselves in 

photos or videos, makes the brand community connection more credible, objective, and trustworthy. 

Moreover, this valuable content can not only enhance fan attitudes within the brand community, but 

also have a positive impact on the brand (Phua & Kim, 2018). Therefore, the value of 

consumer-generated visual content has a positive impact on fan attitudes and brand attitudes within 

the brand community. 

    The results of this study fail to support H6. The research finding is not consistent with the 

findings of Hsu, Chih, & Liou (2015), who believed that brand beliefs and values strengthen the 

cohesiveness of the brand community and enhance members' sense of belonging to the brand. 

Although this study did not find that the more positive the brand attitude in the brand community, 

the higher the brand identity in the community, the results of this study support H7. This research 

finding can be explained by the social identity theory. Consumers with a strong identification with a 

group will have a strong commitment to the group and be characterized by the collective identity 

shared by other members of the group (Tajfel & Turner, 1986). In addition, Liao, Huang, & Xiao 

(2017) also pointed out that consumers tend to share their brand experiences with brand followers to 

pass relevant brand knowledge, attitudes, and behaviors, thus promoting the common culture and 

identity within this community. Similarly, Singh & Ho (2000) believed that, according to the 

theoretical roots of the cognitive-consistency principle, people tend to look for others with similar 

attitudes to obtain homogeneity within the group and strengthen the sense of identity with the group. 

It can thus be seen that the more positive the attitudes toward other members in the brand 

community, the higher the sense of community identification. 
    The results of this study support H8. This research finding is consistent with the results of a 

study by Sheeraz, Tanweer, Khan & Mahmood (2017), who argued that brand satisfaction affects 

consumer engagement. In addition, the results of this study also support H9. This research finding 

can be explained by the arguments put forward by Habibi, Laroche, & Richard, (2014) that 

community engagement involves the ideal effect of the brand community’s recognition of its 

members. In other words, a positive attitude toward other members within the brand community can 

encourage consumers and community members to share photos, videos, likes, comments, and other 

community engagements on the community pages. Therefore, attitudes toward the brand in the 

brand community had attitudes toward other members in the brand community have a positive 

impact on community engagement. 

    The results of this study support H10 and H11. According to Alnsour & Al Faour (2019), 

consumers who are satisfied with the brand community, especially the ones with authority in social 

media, will voluntarily publish their support for a restaurant they love and promote word-of-mouth 

marketing, which can help shape other consumers’ attitudes. Thus, the higher the brand community 

identity or brand community engagement, the greater is the willingness to promote a brand by word 

of mouth. The results of this study fail to support H12, i.e. community identity has a positive impact 

on purchase intention. However, the results of this study support H13, which is consistent with the 

research finding by Alnsour & Al Faour (2019) that the higher the degree of consumer engagement 



in social media brand community, the greater the intention to visit the restaurant. Therefore, brand 

community identity does not directly affect the purchase intention, but there is no doubt that the 

higher the brand community engagement, the greater the purchase intention. 

 

Theoretical and Practical Implications 

    As far as academic implications are concerned, there have been few studies on the subject of 

consumer-generated visual content. Furthermore, visual presentation via photos or videos is a 

favorite among consumers. Therefore, this study proposes an advertising effects model for 

consumer-generated visual advertising. The results of this study support the idea that 

self-presentation and social-interaction can increase consumer-generated advertising content 

delivered through photos or videos. For example, selfies and group photos with the brand can 

enhance the perceived value of consumer-generated visual advertising, thereby improving the 

attitude toward the brand community, and brand community identity and engagement, which in turn 

increases the willingness to use word-of-mouth promotion and purchase the products. With respect 

to practical contribution, a professional team can be established to track social media users’ 

attitudes toward a brand, and to improve followers’ interaction and engagement. This study 

proposes an advertising effects model for consumer-generated visual advertising, through which the 

impact of consumer-generated visual advertising on brand marketing is pointed out. Brand attitudes 

can create a sense of trust that is initially generated by consumer-generated visual content, allowing 

consumers to interact with the brand community, thereby building a long-term relationship between 

them. For example, users can publish delicate and stylized visual portraits of their daily lives on 

Instagram (Boczkowski, Matassi, & Mitchelstein, 2018). If consumers can create visual advertising 

content through IG spontaneously, the perceived value of consumer-generated visual advertising 

can be further enhanced, which can improve the attitudes toward the brand community, enhance 

brand community identity and engagement, and increase the willingness to use word-of-mouth 

promotion and purchase the products. This shows the importance of consumer-generated visual 

content in the brand community to consumer attitudes and behaviors. As for study limitations and 

future research recommendations, this study adopted the convenience sample method. The sample 

was adequate in size to provide internal validity, but not generalizability. In addition, this study did 

not specifically examine the virtual community of a certain brand. It is suggested that future 

research look into communities of different brands to explore the marketing effects of consumer 

-generated visual content. In short, as social media use is becoming increasingly prevalent, the 

presentation of visual content is also becoming more and more popular, and visual marketing of 

brands on social media is increasingly emphasized. Against this backdrop, it will be important to 

use consumers’ motivation to use consumer-generated visual advertising content as a starting point 

to deduce how to strengthen the perceived value of CGVA to formulate marketing strategies and 

produce greater synergy. 
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