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Modernbusinessisnolongerconfinedtoalimitedlocalesurroundingacompanybutisnowavailableto
consumersasfarasownersandmanagersarewillingtoreach.Theadventoftheinternet,socialmedia
marketing,andcontemporarybrandingpracticesallowsmall,medium,andlarge-sizeenterprisestobuild
andreachnewregions,demographics,andpotentialcustomers.Althoughthefieldofmodernmarketing
isexpanding,itisnotmerelyenoughtocreateasocialmediapage;rather,itisimperativetocreatea
lastingpresenceandaglobalbrandthatbecomesidentifiableandeasilyrecognizable.

Globalbrandingistheideaofcreatinganimageandbrandthatissynonymouswithspecifictraits,
suchasreliableorfamily-friendly,leadingtoincreasedloyalty,returnconsumers,andprofits.Under
thisconcept,marketingfirmslooktomarketaproductunderthesamenameinternationallyusinga
uniform,coordinatedstrategyfortheirgoodtobethesameimagewhetheritisbeingseenintheUnited
StatesorJapan.

Thoughtheconceptofglobalbrandingcanbealluringtofirmsasitcanprovidethembenefitssuch
asthecosteffectivenessofutilizingonecampaignandcreatingacommonidentifier,globalbranding
maynotbethebestoptionforeveryproduct,service,orcompany.Issuesfacingbrandsandmarketing
firms,includingeffectivenessasasuccessfulstrategyinonecountrymaynotbeasprofitableinanother
andimagedifferentiationindifferentcountries,canoftenoutweighthebenefitsofaglobalbranding
campaign.Whendecidingwhetherthisisthemoveforacompany,itisimperativeforadvertisingand
marketingteamstolookatallanglesbeforemovingforwardwithaglobalbrandingcampaign.

Foracompany toeffectivelybrand theirproductonaglobal level, theymustkeep thebranding
strategyconsistent,upholdthecompany’spromiseswhiledeliveringthequalitycustomersexpect,and
buildapositiveimagewhilecreatingreliablerelationships.Increatingaglobalbrand,acompanyisto
createapositive,reliableimageacrosstheworldthatcustomerscanconnecttospecifictraitssuchas
qualityproductsorluxuryimage.

Theeverchanginglandscapesurroundingthediverseapplicationsofdifferentscientificareascanmake
itverychallengingtostayontheforefrontofinnovativeresearchtrends.ThatiswhyIGIGlobalispleased
toofferthistwo-volumecomprehensivereferencethatwillempowermarketers,businessprofessionals,
students,researchers,practitioners,andacademicianswithastrongerunderstandingofglobalbranding.

Thiscompilationisdesignedtoactasasinglereferencesourceonconceptual,methodological,and
technicalaspects,andwillprovideinsightintoemergingtopicsincludingbutnotlimitedtobrandequity,
endorsements,consumerperception,customer loyalty,brandrecognition,andbrandpromotion.The
chapterswithinthispublicationaresuretoprovidereadersthetoolsnecessaryforfurtherresearchand
discoveryintheirrespectiveindustriesand/orfields.
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Global Branding: Breakthroughs in Research and Practice is organized into seven sections that
providecomprehensivecoverageofimportanttopics.Thesectionsare:

1. BrandEquity;
2. BrandLoyalty;
3. BrandManagementandCustomerEngagement;
4. BrandPreferenceandBuyingBehavior;
5. BrandTrustandReputationManagement;
6. EmotionalBrandAttachmentandBrandPersonality;and
7. SocialMediaandOnlineBrandCommunities.

Thefollowingparagraphsprovideasummaryofwhattoexpectfromthisinvaluablereferencesource:
Section1,“BrandEquity,”opensthisextensivereferencesourcebyhighlightingthelatesttrends

incustomerloyaltyandsocialmediaimpactonbrand.Inthefirstchapterinthesection,“Definingthe
ConceptofBrandEquityWithRadicalTransparency,”Prof.ElenaVeselinovaandProf.MarijaGogova
SamonikovfromGoceDelčevUniversityofŠtip,Macedoniaanalyzehowthetransformationalforces:
thetangibleworthofintangibleassets,thewarfortop-gradetalent,theimpressivepowerofinspired
employees,thetransparentsupplychains,theglobalimpactofNGOs,andtheinformedglobalconsumer
reshapethebusinesslandscape.Withinthesecondchapter,“IncreasingtheBrandEquityofPrivateLabel
Brands,”Prof.TamerA.AwadandProf.SaharMohsenfromGermanUniversityinCairo,Egyptinves-
tigatethedifferentfactorsaffectingthebrandequityofprivatelabelbrandsandperceivedvalueinthe
EgyptianmarketthroughsurveyinghundredsofshoppersacrossEgyptiancommercialdistricts.Within
thenextchapter,“Multi-SensoryFashionRetailExperiences:TheImpactofSound,Smell,Sight,and
TouchonConsumer-BasedBrandEquity,”theauthors,Prof.BethanAlexanderfromtheLondonCollege
ofFashion,UKandProf.KarinnaNobbsfromtheBritishSchoolofFashion,UK,examinehowfashion
retailerscanreinforce theirbrand through integratingmulti-sensoryexperienceswithin thephysical
store,specificallysound,smell,sight,touch,andtaste,andanalyzeifsensoryretailingreallycanhave
adirectinfluenceonconsumerperceptionsofafashionretailerandconsequentlyonthestrengthofits
brand.Inanoteworthychapter,“TheImpactofIntegratedMarketingCommunicationsonHotelBrand
Equity:DoesNationalCultureMatter?”Prof.MajaŠerićandProf.AlejandroMollá-Descalsexaminethe
impactofintegratedmarketingcommunications(IMC)onthehotelbrandequitydimensions(i.e.,brand
image,perceivedquality,andbrandloyalty).Moreover,itestimatesthemoderatingeffectofnational
cultureontherelationshipsexamined.Withinthefinalchapterofthissection,“EvaluationofCelebrity
EndorsementsonConsumerPerceptionandBrandEquityinIndianMarket,”theauthors,Prof.Ankita
SenNegifromAdFactorsPR,IndiaandPayelDasfromSt.Joseph’sDegreeandPGCollege,India,look
attherelationshipbetweenbuildingbrandequityandthecelebrityendorsers.

Section2,“BrandLoyalty,”includeschaptersonemerginginnovationsforcreatingloyaltyandreturning
consumers.Thefirstchapterinthesection,“E-SatisfactionandE-Loyalty:TwoMainConsequencesof
OnlineBuyingAttributes,”byProfs.GyaneshwarSinghKushwahaandMukeshKaushalfromMaulana
AzadNationalInstituteofTechnology,Bhopal,Indiaexaminestheeffectofthemostimportantfactors
ofonlineshoppingsuchasbrand,price,andservicequalityonconsumer’se-satisfactionande-loyalty
comparatively.Inthefollowingchapter,“RelationshipMarketingasaMediatingRoleBetweenBrand
ImageandCustomerLoyaltyinB2BMarkets:EvidenceFromaManufacturingCompany,”theauthor,
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Prof.EmanMohamedAbd-El-SalamfromtheArabAcademyforScienceandTechnologyandMaritime
Transport,CollegeofManagementandTechnology,Alexandria,Egypt,examineshowbrandimage,
valueequity(conceptualizedasrelationshipvalue),relationshipequity(conceptualizedasrelationship
quality),andcustomerloyaltyplayavitalroleintheEgyptianbusiness-to-businessmarket.Itwastested
empiricallywithagriculturalbusinesscustomersofachemicalmanufacturerwithrespecttotheirmain
supplier.Withinaconcludingchapter,“AppsinHospitalityandTourism:ConceptualizationofBranded
AppsinBuildingTravelerSatisfactionandLoyalty,”Prof.SajadRezaeifromTaylor’sUniversity,Ma-
laysiaandProf.MiladKalantariShahijanfromUniversitiTeknologi,Malaysiafocusontheimpactof
appimplementationinthehospitalityandtourismsectorandconceptuallyproposehowbrandedapps
couldyieldtouristsatisfactionandloyalty.Inthefinalchapterofthesection,“DeterminantsofAttitu-
dinalLoyaltyinRetailBanking:EvidenceFromNigeria,”theauthor,Prof.ErnestEmekaIzogofrom
EbonyiStateUniversity,Abakliki,Nigeria&TheUniversityofHullBusinessSchool,Kingstonupon
Hull,UK,investigatestheeffectsofcustomerorientation,informationsharing,andbrandcredibility
onattitudinalloyalty;examinesthemediatingeffectofbrandcredibilityontherelationshipsbetween
customerorientation,informationsharing,andattitudinalloyalty;andexaminesthemoderatingeffectof
satisfactionontherelationshipsbetweencustomerorientation,informationsharing,andattitudinalloyalty.

Section3,“BrandManagementandCustomerEngagement,”presentscoverageonnovelstrategies
topromotecustomerinteractionandcustomerretention.Thefirstchapterinthesection,“Consumer
Relationships With Brands,” by Prof. Rajagopal and Prof. Raquel Castaño from EGADE Business
School,TecnologicodeMonterrey,Mexico, addresseshowmarketing strategies canenhancebrand
relationshipsbyunderstandinghowbrandscanconnect toconsumers. In thesecondchapterof this
section,“HowtoDriveBrandCommunicationinVirtualSettings:AnAnalyticalApproachBasedon
DigitalData(ConsumerBrandAlignmentandSocialEngagement),”theauthors,Prof.SilviaRanfagni
andProf.MonicaFaraonifromtheUniversityofFlorence,Italy,proposeananalyticalapproachthat
exploresbrandsinvirtualenvironmentsbycreatingindicatorsofconsumerbrandalignmentandcom-
paringthemwithmeasurementsofsocialengagement.Inthethirdchapterofthesection,“Managing
IntegratedBrandCommunicationStrategiesintheOnlineEra:NewMarketingFrontiersforLuxury
Goods,”theauthors,Prof.FabrizioMoscaandProf.CeciliaCasalegnofromtheUniversityofTurin,Italy,
examinecommunicativecoherenceandtheabilityofcompaniestodeclineprovidingsuchconsistency
acrossallthosechannelsattheirdisposaltoreachtheirintendedaudience,consideringthat,forluxury
goodsaboveall,thesellingpointhasalwaysbeenthefirstwaytocommunicatethebrand’sidentityand
itsrealessence.Withinthefollowingchapter,“ChoiceofNationalBrandvs.PrivateLabel‘Me-Too’
NewProductsinaMulticulturalContext:UnderstandingConsumerInnovativeness,”theauthors,Prof.
MónicaGómez-SuárezfromtheUnversidadAutónomadeMadrid,SpainandProf.CarmenAbrilfrom
theUniversidadComplutensedeMadrid,Spain,exploretheeffectsofconsumerinnovativenessand
riskaversiononthischoiceinfiveEuropeancountriesandtheUnitedStates.Inthefifthchapterofthe
section,“BrandPositioningPracticesinServicesSector:AStudyofBankingBrands,”theauthor,Prof.
NaziaSultanafromOsmaniaUniversity,India,examinesandcomparesthebrandpositioningpractices
inservicessectorwithreferencetobanks.Withinthefollowingchapter,“BrandExperiences,Retail
Scenarios,andBrandImagesintheFashionIndustry,”theauthors,Prof.ManuelaValtafromUniversity
ofUdine,ItalyandDonataVianellifromtheUniversityofTrieste,Italy,reviewthemainissuesrelated
tobrandmanagementandcustomerexperiencemanagementinaco-creationperspective.Inanother
chapter,“ImportanceandRoleofRetailBrandsinaNon-FoodMarket:ACaseStudyofDIYRetailing

xvi



Preface

inSpain,”theauthors,Prof.GonzaloMorenoWarletafromSaintLouisUniversity–Madrid,Spain
andProf.MónicaDíaz-BustamanteVentiscaandProf.MaríaPuellesGallofromtheUniversidadCom-
plutensedeMadrid,Spain,worktoprovetheexistenceofastatisticcorrelationbetweenconsumers’
loyalattitudesandbehaviorstowards“privatelabels”andtheirloyaltytowardsthestorebrandname
thatsponsorsthesebrands.Inoneoftheclosingchapters,“ManagingBrandPortfolioinaCrisis:The
CaseofaPharmaceuticalCompanyinEgypt,”theauthors,Prof.RaficNadiandProf.AhmedTolba
fromtheAmericanUniversityinCairo,Egypt,examinethemanagingabrandportfolioduringacrisis
bylookingatachallengethatoneoftheleadingpharmaceuticalcompaniesinEgyptisfacing.Inthe
finalchapter,“AnEmpiricalStudytoFindtheRoad-MapforUnderstandingOnlineBuyingPractices
ofIndianYouths,”theauthors,Prof.SubhajitBhattacharyfromXavierInstituteofSocialService,India
andProf.VijetaAnandfromJharkhandRaiUniversity,India,identifytheconnectionsbetweenonline
retailbrandassociationandstuddingtheprocesstoconstructbrandassociationwiththeeffectsofthe
differentinfluencerspertainingtoonlinebuying.

Section4,“BrandPreferenceandBuyingBehavior,”explorestheconsumers’attachmenttospecific
brandsandtheiractivitiesassociatedwiththeirpurchases.Inthefirstchapterinthesection,“Consumer
AcculturationandImplicationsforBrandPreferences,“theauthor,Prof.RohiniVijaygopalfromThe
OpenUniversity,UK,investigateswhetherestablishedtheoriesofacculturationareapplicabletoBritish
Indiansandwhatimpactacculturationhasontheirconsumerbehavior.Inthefollowingchapter,“Sales
PromotionalStrategiesandBuyingBehaviorinanEmergingMarketatthePostRecessionPeriod,”the
authors,Prof.SüphanNasırfromIstanbulUniversity,TurkeyandProf.EsraBalfromIşıkUniversity,
Turkey,investigatetheinfluenceofsalespromotionaltoolsonconsumerbuyingbehaviorinanemerging
marketinthepost-recessionperiod.Withinthefinalchapterofthissection,“FactorsInfluencingthe
BuyingBehaviorofFemaleConsumerswithReferencetoTopThreeBrandsofMake-UpCosmeticsin
PuneCity,”Prof.MuktaSrivastavafromAllanaInstituteofManagementSciences,Indiaaddressesissues
suchasfactorsinfluencingcosmeticsbuyingbehavioroffemaleconsumers,therelationshipbetween
demographicalfactorsandotherinfluencingfactors,andfemaleconsumers’purchasedecision-making
processes.

Section5,“BrandTrustandReputationManagement,”discussescoverageandresearchperspectives
oncreatingreliablebrandrecognitionandtrustworthyvalue.Thefirstchapterinthesection,“Differences
andSimilarities:BrandTrustOfflineandOnline,”byProf.GordonBowenfromRegent’sUniversity
London,UKandProf.RichardBowenfromFacebook,Inc.,UK,exploressocialmediausagetocreate
brandconnectednessandpositiveresponses.Withinanotherchapter,“BrandTrustDeterminantsand
CustomerSwitchingResistance:TheCaseofMobilePhoneCompaniesinEgypt,”Prof.AliAhmed
AbdelkaderKafrelsheikhUniversity,EgyptandProf.HossamAl-DinFathyMohamedfromInternational
AcademyofEngineeringandMediaSciences,Egyptaimtodetermineandanalyzethedeterminantsof
brandtrustanditsrelationshipwithcustomerswitchingresistance.Inthefollowingchapter,“Anteced-
entsandConsequencesofE-NewsBrandTrust:AnEmpiricalStudyofE-NewsBrandinIndonesia,”
authors,Prof.EliaArdyanfromSTIESurakarta,IndonesiaandProf.VincentDidiekWietAryantofrom
UniversitasDianNuswantoro,Indonesia,determinetheeffectoftheantecedentsofe-newsbrandtrust
andwanttodeterminetheconsequencesofe-newsbrandtrust.Inoneofthefinalchaptersofthissection,
“TheImportanceofElectronicsNewsBrandTrust:TheCaseofOnlineNewspapersinIndonesia,”the
authors,Prof.EliaArdyanfromSTIESurakarta,IndonesiaandProf.VincentDidiekWietAryantofrom
UniversitasDianNuswantoro,Indonesia,testtheimportanceoftrusttoincreasetheloyaltyofe-news
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brandreadersinIndonesiaandtotestitsantecedents.Withinanotherchapter,“ReputationManagement:
CreatingIdentityandBuildingCorporateImage,”theauthor,Prof.AslıhanMihrimahUnuturfromIstan-
bulCommerceUniversity,Turkey,providesinsightintohowreputationcanbemanagedthroughbrand
management,corporatecommunicationpractices,andnewmediastrategies.Withinthefinalchapterof
thissection,“Branding,Bonding,andaBrand’sReputation:ThePottermoreCase,”theauthors,Prof.
HazalBaranandProf.TuğçeÖztelfromIstanbulCommerceUniversity,Turkey,examinepunkmarket-
ing,reputationmanagement,andbrandloyaltythroughthedemonstrationofacasestudyanalyzingthe
websiteforHarryPotterfans:Pottermore.

Section6,“EmotionalBrandAttachmentandBrandPersonality,”explorestheemotionalresponse
consumersattachtospecificbrandsandthecreationoftheseresponsesbythem.Inthefirstchapterinthe
section,“BuildingEmotionalBrandPersonalities:AnthropomorphizedBrands,”theauthors,Prof.Esra
GüvenfromCelalBayarUniversity,TurkeyandProf.VolkanYakınfromAbantIzzetBaysalUniversit,
Turkey,makeacomprehensiveexplanationregardingthebrandpersonalitywithbenefits,brandpersonal-
itymodels,andanthropomorphism,andexplaintherelationshipbetweenanthropomorphicbrandsand
marketingcommunicationthroughspecificexamples.Withinanothersignificantchapter,“Multisensory
BrandExperiencesandBrandLove:MythorReality?”theauthor,Prof.ClarindaRodriguesfromLin-
naeusUniversity,Sweden,examinesthemostimportantresearchinthefieldofsensorymarketing,brand
equity,andbrandlovethathasbeenpublishedoverthepast30years.Withinanotherchapter,“Brand
Revitalization:ReconnectingEmotionally,”theauthor,Prof.SabeehaFatmafromAmityUniversity,India,
exploresthemeaningofbrandrevitalization,itscauses,anditssymptoms.Italsoexaminesthevarious
waysinwhichadyingbrandmaybegivenanewleaseonlifeandtheroleofemotionalconnectionof
thecustomerswithabrand.Inthefollowingchapter,“UnderstandingDoppelgängerBrandImage:The
DarkerSidetoEmotionalBranding,”theauthor,Prof.SakhhiChhabrafromtheManagementDevelop-
mentInstitute,India,examinestheconceptofdoppelgängerbrandimageandshowstheparadoxical
sideofemotionalbranding.Inaconcludingchapter,“Consumer-BrandRelations:AnInvestigationInto
theConceptofBrandHate,”theauthors,Prof.RuchiGargfromBMLMunjalUniversity,India;Prof.
RituChikkarafromBMLMunjalUniversity,India;Prof.HimanshuSumanfromHeroMotocorp,India;
Prof.ShashanPandefromAxisBank,India;Prof.RahulSharanfromHeroMotocorp,India;andProf.
TapanKumarPandafromJindalGlobalBusinessSchool,India,discusshowtheproteancharacterof
consumerbrandrelations(CBRs)inanegativewayhasnotbeenexploredbypriorconceptualizationsin
consumerresearch.Inthefollowingchapter,“FansandBrands:DelineatingBetweenFandoms,Brand
Communities,andBrandPublics,”Prof.BreannaM.ToddandProf.CatherineA.ArmstrongSoule
fromWesternWashingtonUniversity,USAdelineate fandomfrom the similar fan-brandcommuni-
tiesofbrandcommunitiesandbrandpublics.Thefinalchapterofthissection,“‘ThyKingdomCome,
ThyWillBeDone’:AttainingDivineTranscendenceThroughBrandFandom,EvidenceFromIndia,”
byProf.AbhigyanSarkarfromInstituteofManagementTechnologyGhaziabad,IndiaandProf.Juhi
GahlotSarkarfromIBSHyderabad,India,discussestheindispensablerolesofconsumers’closesocial
relationshipswiththeirbrandsrepresentingaknitbrandfandomoflike-mindedconsumerswhoshare
commonconsumptionvaluesandattaintranscendencethroughbrandedconsumption.

Section7,“SocialMediaandOnlineBrandCommunities,”explorestheexpandinguseofsocialmedia
inbuildingonlinebrandrecognitionandorganicsocialmediasharingpractices.Inthefirstchapterof
thissection,“SocialMediaandOnlineBrandCommunities,”theauthors,Prof.MadinaAnsarinandProf.
WilsonOzuemfromtheUniversityofGloucester,UK,examinewhetherincreasedexposurethrough
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socialmedia influencesbrandimagein technologically-infusedmarketingenvironmentsbydrawing
onvariousliteratureandspecificexamples.Withinthenextchapter,“SocialMediaBrandCommuni-
tiesandBrandLoyalty:AnIntegratedAHPApproach,”theauthors,Prof.KishalayAdhikariandProf.
RajeevKumarPandafromtheNationalInstituteofTechnology,Rourkela,India,exhibitthecontribu-
tory roleofsocialmediabrandcommunities (SMBC) towardsbrand loyalty. Inanothernoteworthy
chapter,“SocialMediaEffectsinVirtualBrandCommunities:TheCaseofFacebookandTwitter,”the
authors,Prof.EricW.K.See-TofromtheDepartmentofIndustrialandSystemsEngineering,Hong
KongPolytechnicUniversity,HungHom,HongKong;Prof.PabloAlejandreDelRiofromTheBusi-
nessSchool,UniversityofNewcastle-upon-Tyne,Newcastle-upon-Tyne,UK;andProf.KevinK.W.Ho
fromtheSchoolofBusinessandPublicAdministration,UniversityofGuam,Mangilao,Guam,present
anewframeworkintegratingtheadvantagesoftwowell-knownapproaches,thetechnologyacceptance
model(TAM)andtheoryofplannedbehavior(TPB),tounderstandtheintentiontoparticipateinsocial
networkingsites.Thefollowingchapter,“TheRoleofOnlineSocialInteractionintheRecommenda-
tionofaBrandCommunity,”theauthors,Prof.CleopatraVeloutsoufromtheUniversityofGlasgow,
UK;Prof.LaurenceDessartfromtheUniversityofGlasgow,UK;andProf.GeorgiaMariaArvaniti
fromtheAthensInstituteforEducationandResearch,Greece,focusonthegrowingroleofconsumer-
brandcommunitiesintheonlinecontextandinparticularbrandcommunitiesinonlinestrategygames.
Withinthenextchapter,“SocialMediaMiningforAssessingBrandPopularity,”theauthors,Prof.Eman
S.Al-SheikhandProf.MozaherulHoqueAbulHasanatfromAlImamMohammadIbnSaudIslamic
University,Riyadh,SaudiArabia,proposeanovelhybridapproachofclassificationandlexicon-based
methodstoassessbrandpopularitybasedonthesentimentsexpressedinsocialmediaposts.Inanother
noteworthy chapter, “CreatingCultural Analogues in Virtual Communities Through Branding,” the
author,Prof.RobertPenningtonfromFoGuangUniversity,Taiwan,examinestheevolutionofbrands
andvirtualcommunitiesandprojectsthatevolutionintofuturetrends.Inthefollowingchapter,“Social
IdentityMatters:SocialMediaandBrandPerceptionsintheFashionApparelandAccessoriesIndus-
tries,”Prof.GuidaHelalfromtheAmericanUniversityofBeirut,LebanonandProf.WilzonOzuem
fromtheUniversityofGloucester,UKfocusontheoreticalimplicationsandmanagerialimplications
ofbrandperceptionsinthefashionapparelandaccessoriesindustries.Inasignificantchapterofthis
section,“TheImpactofEWOMReferral,CelebrityEndorsement,andInformationQualityonPurchase
Decision:ACaseofInstagram,”theauthors,Prof.RandyDanniswara,Prof.PuspaSandhyaduhita,and
Prof.QoribMunajatfromtheUniversityofIndonesia,Indonesia,explorefactorsthathaveimpacton
purchasedecisiononasocialcommerce.Within thenextchapter,“ChildrenUsingSocialMedia to
ConnectWithOthersandWithConsumerBrands,”theauthors,Prof.KatharineJonesandProf.Mark
S.GlynnfromAUTUniversity,NewZealand,examinechildren’suseofsocialmediatoconnectwith
eachotherandtoformrelationshipswithbrandssuchascelebrityorpersonbrands.Withinaconclud-
ingchapter,“BuildingtheForce:EnactingFanBrandCommunityThroughtheStarWarsBB-8Droid
BuildersClub,”theauthors,Prof.WilliamF.HumphreyfromFloridaInternationalUniversity,USA;
Prof.DebraA.LaveriefromTexasTechUniversity,USA;andProf.AlisonB.Shields,IthacaCollege,
USA,examinetheStarWarsfancommunitythatcreatesscreen-accurateBB-8replicasandappliesthe
BB-8buildercommunitytoanestablishedframeworkforbrandcommunity.Withinthefinalchapterof
thissection,“CountryBrandManagement:AssessingtheRoleofSocialMediainCreatingtheImage
ofMarcaEspaña(SpainBrand),”Prof.NeusSoler-LabajosandProf.AnaIsabelJiménez-Zarcofrom
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OpenUniversityofCatalonia,SpainanalyzehowtheSpanishGovernmenthasusedsocialmediatocre-
ateandconsolidatetheSpainBrandimagewiththeaimtoestablishanimageofSpainasaneconomic
andpoliticalpoweramongthefirstcountriesintheworld.

Althoughtheprimaryorganizationofthecontentsinthisworkisbasedonitssevensections,offering
aprogressionofcoverageoftheimportantconcepts,methodologies,technologies,applications,social
issues,andemergingtrends, thereadercanalso identifyspecificcontentsbyutilizingtheextensive
indexingsystemlistedattheend.
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