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Abstract. The substantial growth and development of social media for the past twenty years
motivate scholars to advance marketing theory and practice. Hitherto, despite numerous studies,
no systemized theoretical platform for marketing explorations in social media is recognized. Even
different terms such as social networks and social media are employed interchangeably. This study
analyses the historical background of social media and theories applied for marketing research,
clarifies the term of social media, suggests a classification for extant theories used for current
marketing investigations in the social media context, and demonstrates a need for elaboration of
systemized marketing theory of social media to enhance the effectiveness of marketing explorations
and practices.
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Introduction

Today social media represent a salient
phenomenon in people’s lives [1]. The reason
is that social media facilitates people with
extraordinary conditions for online connectivity,
which considerably enhances their well-being,
including networking, studies, entertainment,
and personal development through numerous
convenient ways [2]. For example, scientists have
more opportunities and capabilities to network,
share and exchange information, collaborate
regardless of geographic distances and country
boundaries saving time and resources, and
provide an endless source of social data for
studies in a variety of disciplines like economics,
behavioral sciences, psychology, sociology,
politics, information, and communication [3].
Thus, social media turned into a powerful force

of transformation in human communications and
consequent impact on marketing [4].

Despite the high importance of social media
and numerous related marketing studies, no
systemized social media theory is recognized
yet [5]. Marketing studies apply various
concepts borrowed from social, marketing, and
management sciences. But solid social media
theory may be useful for scientific justifications
of the advantages that have been claiming by
practitioners [6].

This study contributes to the development of
social media theory. For this, first, the term for
social media is clarified. Then, the theories used
for social media explorations are reviewed and
grouped depending on objectives, designs, and
research questions. The findings of this study
are expected to help scholars and practitioners to
improve effectiveness in researches and practices
in social media.
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Methodology

A literature review helps to analyze available
data about the history, concept, definitions,
and taxonomy, for example, of social media.
The social media insight was useful before the
exploration of theories applied for marketing
researches in the field. In total, 200 sources of
information, including 169 journal papers, 15
books, and other sources like white papers,
conferences’ proceedings, were investigated.
An empirical investigation is based on a survey
among 550 Instagram users in Almaty. SPSS
23 was used to check the data statistics, test
statistical assumptions, and conduct factor
analysis. WarpPLS was used for structural
equation modeling.

Discussion

Origin of Social Media

Historical knowledge of social media creation
and evolvement is necessary for a deeper
understanding of its nature and consequent
effects on consumer behaviour, which has the
critical theoretical and practical implications in
contemporary marketing.

The birth of the social media prototype
was due to the development of computer and
information technologies. In 1979, Tom Truscott
and Jim Ellis introduced the platform “Usenet”
based on the computer servers for information
sharing and discussions for people from different
geographical locations. The concept anticipated
the Internet creation. Nowadays, modernized
Usenet is a pretty famous distributed discussion
system in the world [7].

In 1989, Tim Berners-Lee invented
WorldWideWeb (WWW) for the European
Organization for Nuclear Research (CERN)
to provide intercommunications for the
organization scientists across the globe [8].
Over the next decade, numerous corporate
online networks were emerged and called web
pages or homepages, which allowed online one-
way information flow from the firms to their
consumers. This era is named Web 1.0 [9].

The first social networking site is supposed to
be Open Diary introduced in 1998 by Bruce and

Susan Abelson to organize online diary writers in
a virtual community [9]. Still, the site is popular
among people who want to anonymously share
their life experiences with others and enjoy the
communications or find mental support. In the
early 2000s, many other social networking sites
appeared due to the increased accessibility of the
high-speed Internet. The most noticeable was
MySpace popularized in 2003, and Facebook
settled in a year.

In parallel, more functional features have
developed within the Web like participative
and collaborative tools for Internet users. These
online tools have changed communication flow
from one-way, producer to consumer, to two-way,
consumers, organized into active networks, to
producer. It considerably increased the marketing
power of networked consumers who impact
global business and social processes [10]. The
new Web tools had empowered a user-generated
content (UGC) to be almost equal to a professional
media message, transforming social networks to
social media as a new type of media. However, in
some cases, social networks are social media, like
Facebook. The new era was called Web 2.0 that
is considered as the technological and spiritual
platform of social media development [9].

Concept of Social Media

Nowadays, the meaning of the
networking» phrase is closely related to the
Internet and its technologies. However, online
technologies merely reinforce and enhance social
ties necessary for people to survive from ancient
times [11]. People always invent various ways
for communications, e.g. from cave drawings to
writing, from the telegraph to the Internet. Social
mediaallow humans tosatisfy theirintrinsicneeds

«social

in social communications and collaborations with
other people [6]. Up-to-date technologies had
revolutionized our world in terms of fulminant
and ubiquitous communication opportunities
across all possible borders between personal and
civic [12], authors and readers [13].

Jenkins (2006) interprets the concept of social
media evolution as a paradigm of a convergence
culture, which reflects the relationship between
three key interactive concepts such as “media
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convergence”, “participatory culture”, and
“collective intelligence”, which together converge
and entail noticeable changes in technologies,
industries, culture and society [14, p.2]. According
to the author, media convergence is an integrated
system of traditional and new media platforms,
offline and online. Business and consumer
content equally pass over various communication
channels across industries, people networks,
and countries. The content circulates across the
multiple media channels due to the proactive
behavior of the consumers. The horizontal social
networking with other consumers and easy
upward communications to the producers form
the participatory culture regardless of location. As
the author concludes, these active personal and
networking interrelationships generate a forceful
collective intelligence. Collective opinions and
actions impact many aspects of human lives like
politics, religion, law, military, education, and
advertising.

In conclusion, the current consumers are not
passive recipients of goods and their advertising,
but they are active participants in new ideas and
goods or service creation. This process is named
a produsage model or concept [15]. The rocketed
consumer power in Web 2.0 is behind the essence
of the social media concept that might be a
platform for marketing theory of social media.

Definition of Social Media

The powered consumer role is the main
element of various social media terms proposed
by scholars. Consumer-generated media (CGM)
is one of the earlier definitions of social media
that reflects an activated role of consumers in
the emerging of the new type of media [16].
Other terms describe like-minded groups of
enthusiastic people based on virtual platforms,
e.g. computer-supported social networks [17],
social networking sites [18] or shorter version
like social networks [19], conversational media
[20], and modern social networks that focus on
the convenient feature like real-time interaction
for people to feel a sense of propinquity [21].

The described two main types of social sites
like social networking sites and social media
sites, differ by the purpose of a consumer activity.

The former is for establishing online people
relationships. The latter is for reaching out to a
global audience with advertising or promotion
of ideas for better social changes. The definition
«Social Web Sites» is used for the common
interpretation of these two types of social sites
[22].

Concerning social media definition, there are
various interpretations proposed. One of the
approaches underlines a technological aspect
explaining social media as an arrangement of
electronic and portable devices and applications
that enable individuals to generate and expend
content each other, empowering and
encouraging their associations [23].

Another approach emphasizes engagement
as a facilitator for participatory communications
within online networks [24]. Similar expression of
«participative medium» is about the basic design
of social media as the first media type with the
involvement character [25].

Some scholars highlight the user-generated
content (UGC) as the main difference of social
media from traditional professional media [26]
using a vivid expression of “lifeblood of social
media” [27, p.2], or “decentralized media” [28,
p.18].

The comprehensive
descriptions embrace its critical aspects such as
technology, consumers, and content [5, 9, 29].

Although social media continue to grow and
impact human lives, there is no established and
recognized definition of social media yet. Even
though social networks and social media are
different terms, many authors and practitioners
use these definitions interchangeably. Keeping
the above discussion in mind, we define social
media as the worldwide virtual publishing
houses based on Web platforms, tools, and
technologies, which allow all people creating and
publishing their content as well as use content of
other people regardless of their professions and
social statuses due to the openness, high speed
of information dissemination, and ubiquitous
coverage of the media, leading to social,
technological, environmental, political, and other
changes throughout the globe.

for

most social media

114 Ne 2/2021

A.H. Tymunres amvindazor EYY xabapurvicvirvin akonoMuxa cepuscol
ISSN: 2079-620X, eISSN: 2617-5193



D. Sadyk, Dewan M.Z. Islam

Typology of Social Media

There is no consensus about social media
taxonomy as several different typology systems
are suggested in the extant literature [30]. Some
authors propose to classify social media based
on functional criteria like entertainment, sharing,
and profiling [30].

Others such as Hyun, Lee, and Hu [31]
use criteria of vividness and interactivity to
distinguish the five types of online or virtual
experience. The least vivid and interactive virtual
experience is verbal-based such as audio and text;
the richest one is animated-based, e.g. virtual
reality; the vivid and non-interactive experience
is pictorial-based; the vivid experience with the
low interactivity is 3D; the vivid experience with
the medium interactivity is interactive-based
2D/3D like webinars.

The most extensive taxonomy of social media
is a cube system suggested by Ouirdi,Ouirdi,
Segers, and Henderickx [32]. The cube is
composed of three dimensions or axes. There
are people, content type, and function, which
answer three questions: Who? What? Why? The
cube includes 60 small cubes formed by the axes.
The first axis or the cube length splits the cube
on networking, sharing, collaboration, and geo-
location functions. The second axis or height
shows content types like image, text, video,
audio, or games. The third axis or depth splits
the cube on macro-, meso-, and micro-levels
users. According to the system, YouTube is on
the intersection of video (what), sharing (why),
and micro-level users (who). The authors [32]
define 60 types of social media within the cube
system. They consider this classification is useful
not only for existing, but also for prospective new
media. The cube taxonomy structure might be
the most comprehensive classification approach
for social media theory and academic marketing
researches.

Theories Used or Recommended for Marketing
Researches in Social Media Area

Social media specific
representing the meaningful worldwide
phenomenon that requires the reliable and
systematic theoretical ground for marketing

have a context

researches and practices [6]. However, this study
found a lack of research-based on elaboration
and testing the specific theory of social media
for marketing. Still, scholars use or recommend
various theoretical concepts borrowed from social
sciences such as sociology, communications,
psychology, management, and marketing as a
part of economics. This research reviews the
most used and recommended theories.

Older social sciences equip the newer
marketing discipline with wuseful theoretical
concepts [33]. Human behavior is shaped by the
individual features and external environment
with diverse social, economic, political, cultural,
spiritual, technological, and ecological factors [34].
These common factors form the grouped human
behavior. Sociology formulates the principles
of social behavior that noticeably contribute to
marketing through various explorations [35].
The theory of collective behavior helps marketers
to understand, analyze, and interpret social
groups’ behavior. Diffusion of innovations theory
proposed to understand the process of innovation
diffusion across different social media and
explain the users’” behavior of their perception
and adoption of innovations [36]. The consumer
insight within the collective behavioral context
allows the marketers to plan, predict, measure,
and manage consumer groups’ activities.

Social network theory

From the management perspective, social
network theory is applied and developed by
many researchers for a deeper comprehension
of media effects for traditional media for the
last century and social media in our days [36].
Various characteristics of the network structures
like positions of actors and links between them,
the network scale, modality, and communications
flow define the effects in social media. Social
network theory formulates concepts as structural
centrality, cohesion, and structural equivalence to
explain the network effects [36].

The structural centrality concept of the
communication network is depicted by Freeman
[37] on a graph as points with different locations
and lines between them with mathematically
measured center. A person in the center has the
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largest number of direct communications with
others and the highest degree of communication.
This person has a maximum influence on the
network participants. Thus, the degrees or
indexes of communication activity depend on the
number of direct links. Another type of indexes
represents the efficiency of communications
explained by the closeness or distances between
the network actors. The third index is about
betweenness that means a centrality difference
quantifies the number of times a node serves
as a bridge between two other nodes along the
shortest path. The third is the betweenness index
to define a degree of control over communications.
It depends on the communication traffic, which
goes through from one actor to other actors along
the shortest distance between the most central
actor and others within the network [37].

The cohesion concept is a principal structural
characteristic of the communication network that
indicates a degree of interconnections strength
among its members. The cohesion impacts a
power of a personal influence of the actor on
others within the social network [36].

The structural equivalence reflects the
similarity in the information perception and its
social impact on the network’s actors due to the
same patterns of ties between more than two
equivalent positions within the network, e.g.
social status or other personal attributes [36].

Online features create weak ties between
social media users, e.g. following and reposting
functions do not require enduring and close
contact. Some scholars suggest a theory of weak
ties to study the process of information flow
across social media and its management and
control [36].

Resource-based theory

Another management concept used for social
media studies is the resource-based theory. Like
offline companies, online social structures need
to have optimal internal resources fitting the
community sizes to give users adequate benefits
providing the networks’ sustainability [38].
However, the theory is not specially designed
for virtual network studies but borrowed from
traditional science and successfully used for
offline communications researches.

Behavioral theories

Ngai, Tao, and Moon [39] analyzed theories
applied in social media studies and classified
them into three clusters comprising of such
aspects as people, social communications, and
mass communications.

The first cluster of the theories is represented
by personal behavior theories that explain human
individual behavioral responses on internal and
external factors in the social media context. There
are personality traits, technology acceptance
model (TAM), theory of reasoned action (TRA),
and theory of planned behavior (TPB). The
concepts are helpful to investigate people’s
motivations to use social media, adoption of Web
2.0 technologies, attitude, and other personal
features of the users. The outcome in terms of the
deep consumer insight improves the design and
functionalities of social media applications to
engage the consumers in brand activities in more
effective ways.

Social behavioral concepts such as social
capital, social cognitive, social loafing, social
power, social identity, and interpersonal
attraction belong to the second cluster. The
theories serve as the theoretical frameworks for
the investigation and interpretation of human
behavior within networks. Social predictors are
useful to segment social media users, understand
how communities form and develop, how people
influence each other and share gratifications, and
other group’s behavioral aspects in the context of
social media usage.

The theories within the third cluster describe
the impact of mass communications onindividual
actions within the communities. These are para-
social interaction (PSI) and uses gratifications
theory (UGT). Mass communications theories
equip marketers with a deep comprehension
and efficient tools in their strategic planning
of more powerful marketing communications
to consumers. The described above theoretical
pallet demonstrates a strong connection of
communication science with psychology and
sociology.

Theory of collective actions
The classical theory of collective actions
describes a dilemma of human decision, whether
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altruistically contribute to the common interest
or a selfishly free ride. According to the concept, a
formal organization with established procedures
can solve the problem. The firm can control
the collective production process through a
motivation system for their employees [40]. Social
media allow creation of the proper employee
network with effective internal communications
on considerably minimized costs [41].

Social media extend the theory of collective
actions to the public environment due to the
blurring of private-public borders in people’s
communications flow [42]. Consumers can easily
promote various needs in the new public goods
and services through social media.

There are some bright historical examples of
collective actions within the contemporary media
context with the relatively low costs of public
communications, e.g. the indignados protest
in Spain [43], or promotions of new ideas or
forming public opinions by many governments
[44]. Social media have empowered consumers in
their collective behavior, facilitate co-creation in
the generation of new ideas in business, political,
and social lives [45].

Value co-creation theory

In the management view, transforming
tangible goods in the form of value addition or
created value is regarded as a classical dominant
logic inherited from economics. Since the mid of
XX century, it is shifted to a service dominance
logic with a prevalence of the intangible resources’
transformation and/or exchange as a basis for the
economic trade, where consumers co-create the
value that leads to more applications of the logic
in marketing for theories and practices [46].

A contemporary view of the co-creation
concept considers the co-production of both
types of value including material and symbolic
as a result of the joint activities of companies and
customers [47]. Moreover, the value co-creation
(VCC) process involves different external actors
like suppliers and other business partners with
their capabilities and resourcesinterrelated within
the contemporary networked environment [48].

Social media noticeably enhance the VCC
process by contributing its technological and
communications resources to the most effective

interactions of the main actors of the value
creation as customers and producers [49]. For
example, a collaboration between governments
and citizens was successful for civil projects
implementation via e-government’ activities in
Spain [50].

As social media facilitate the VCC process,
many contemporary scholars adopt the VCC
theory for marketing researches in the social
media field and recommend the concept as
the theoretical ground for further studies and
platforms for practical applications in social
media marketing activities [51].

Other Social Theories

Social theories were evolved and used in the
offline environments of human life. Also, the
social concepts were adopted to explicate and
explore social media as a social phenomenon. For
example, social correlation, balance, and status
theories applied for mining social media data
as a new type of social data about users, their
content, and relations [52]. Social media data
are massive and non-systemized, so the mining
process is arranged by applying the theories to
extract appropriate information. For example,
human online communications are explained by
social correlation theory as the social process that
is altered by three forces. The first is the actors’
mutual influences; the second is the strength of
their social ties; and the third is the inevitable
impact of the external environment. These
factors establish the interrelationships between
members of the online community and influence
its subsequent development.

In addition to the social aspect, there are
instrumental and technological components that
play imperative roles in human interactions in
social media. Therefore, some scholars believe
that there is a potential to develop a new social
theory specifically for social media mining on the
intersection of social science and computational
science [52].

Theory of the act of communication

From the communications perspective, a
theory of the act of communication posited by
Lasswell [53] is the fundamental starting point to
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learn key principles of human communications
[32]. According to the theory, the statement: “Who
Says, What, In Which Channel, To Whom, With
What Effect?” describes the nature, structure,
and purpose of the act of communication from
individual and public perspectives [53, p. 216].

The author identified the following functional
benefits of social communications. Firstly, a
screening of the external environment and
uncovering current opportunities and threats
is possible through exchanging information
with the public. Next, this screening is useful to
check the correspondence of internal available
resources for an adequate reaction to the unveiled
current extraneous situation. Accordingly, the
communication act planned appropriately to
transfer a heritage message to the target audience
via suitable communication channels with the
maximized effect. The given structural approach
to the communication process is useful for
marketing researchers and practitioners working
with social media.

Results

There are different theories from various
sciences applied and proposed for marketing
studies on social media. Yet, no systemized
approach to the specific marketing theory for
this new type of media is recognized. This
research proposes to classify the theories by three

main functional categories such as user-based,
relations-based, and content-based depending
on to researchers’ objectives and subjects. Table 1
represents the proposed classification.

Example of Value Co-Creation Theory
Application. The current research suggests
a VCC measurement scale for social media
based on value co-creation theory and the most
common factors from prior studies. With the
aforementioned literature review we identified
consumer brand engagement [54], [55], interaction
[45], electronic Word-Of-Mouth (eWOM) [56],
and social support or social value [57] as the
predictors of VCC in social media context.

With these factors, a questionnaire was
prepared and these factors were tested applying
an online survey between September 19 to
October 18, 2020 to propose the VCC scale. Data
were collected from 550 Instagram users aged 18
and older in Almaty City in Kazakhstan using
Survio.com platform with six-level Likert scale
questionnaire. Items were adapted from various
studies: consumer brand engagement [58],
interaction [59], eWOM [60], social value [61],
VCC[62], [63].

SPSS 23 was used to test the variables statistics,
check assumptions, and exploratory factor
analysis (EFA). Eleven outliers were detected and
excluded from the further analysis. Descriptive
statistics resulted satisfied values of variances that
were below 10 [64]. However, skewness above 1.0

Table 1

Theories applied or recommended for social media researches in marketing

Theory Application/recommendation in social media | Authors, Year
researches
General (users, content, functions)
The act of communication Social media definition and taxonomy Ouirdi et al., 2014
User-based
Diffusion of innovations Individual perception of innovations and |Liuetal., 2017
adoption behaviors;
Diffusion of innovations across different social
media
Personality traits Behavioral intentions of social media users Ngai et al., 2015
Technology acceptance model | Perceived ease of use and perceived usefulness | Ngai et al., 2015
of different social media technologies
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media;
Study a role of weak ties in diffusing information
and exerting social influence

Theory of reasoned action Impact of users’ attitudes and subjective norms | Ngai et al., 2015
on their voluntary participation and engagement
in social media activities
Theory of planned behavior Prediction of users’ behavior from intention | Ngai et al., 2015
to action with perceived behavior control as
a moderator of the effects of attitudes and
subjective norms on behavior
Social aspects theory Effect of social factors on users’ attitudes, | Ngai et al., 2015
intentions, and actions to adopt and use social
media
Social loafing theory Study of users’ group cohesion in online | Ngai et al., 2015
communities
Social power Influence power in social media Ngai et al., 2015
Para-social interaction Study brand attitudes and purchase intentions | Ngai et al., 2015
of social media users
Uses and gratifications theory | Study customers’ needs satisfaction Ngai et al., 2015
Causal-chain  framework of | Study inter-relationships of different research | Ngai et al., 2015
social media research dimensions and constructs that link to causes
and results of user behavior in the adoption of
social media
Social correlation theory Spammer  detection, user classification, | Tang et al., 2014
community detection
Relations-based
Social network theory, Centrality | Impact of social media structures on a flow of | Liu et al., 2017
media messages
Social network theory, Cohesion | Moderation of influence of interpersonal | Liu et al., 2017
networks
Social network theory, Structural | Impact of structural equivalence on similarity of | Liu et al., 2017
equivalence social influence
Theory of weak ties Elaborate new typologies of weak ties for social | Liu et al., 2017

Value co-creation theory

Explore and predict social media resource

Singaraju et al,

integration in actor interactions for value co-|2016
creation

Balance theory The strength prediction, social tie prediction, | Tang et al., 2014
link prediction

Theory of collective actions Explain and predict collective actions in social | Agarwal et al,
media 2011

Resource-based theory Effect of size and communication activity on the | Butler, 2001
sustainability of online social structures

Content-based

Status theory Sentiment analysis, feature selection, | Tang et al., 2014

recommendations
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Table 2
Convergent validity and reliability
Factors and items Convergent Validity Reliability
WarpPLS Std. Loadings (t-value) Ca CcO AVE
Engagement 0.878 0912  0.675
ENCT1 I rate my «Like» under the posts on  0.871**(22.389)
Instagram.
INCT4 I put my rating “Like” under the photo/  0.891*** (22.972)
pictures/video on Instagram.
INCT5 I comment on photos/graphics/videos on  0.806% (20.552)
Instagram.
ENCS1 I read posts on Instagram. 0.756***(19.168)
ENCS3 I follow brands on Instagram. 0.776***(19.738)
Value Co-Creation 0.845 0.907 0.764
VCC4 If I have any problems using Instagram, I ~ 0.851*** (21.824)
inform the administration of the application about
it.
VCC5 When I have a useful idea to improve  0.909*** (23.467)
Instagram services, I inform the administration of
the application about it.
VCC6 The Instagram administration encourages — 0.861*** (22.116)
users to participate in the creation of new services.
eWOM 0.932 0952 0.831
WOMS3 I share my experiences on products and  0.920*** (23.795)
brands in Instagram on request of other members.
WOM4 I will continue to share my experiences on  0.927*** (23.988)
products and brands with other fellow members in
Instagram.
WOMS5 The information that I spread in Instagram  0.901*** (23.240)
regarding the products and brands usually
influences opinion of other members.
WOMBG I try to constantly improve the quality of my  0.898*(23.150)
reviews of the experience of using goods, services
and brands on Instagram.
Social Value 0.943 0959 0.854
SV1 Instagram helps me feel part of a particular ~ 0.891***(22.968)
community or society as a whole.
SV2 Instagram improves public perception of my  0.938%* (24.307)
personality.
SV3 Instagram helps me make a good impressionon  0.931*** (24.099)
others.
SV4 Instagram helps me get community support. 0.935*** (24.220)

Note: Ca = Cronbach’s a, CO = composite a, AVE = average variance extracted
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Table 3

Discriminant validity

Constructs @) (2) 3) (4)
(1) Social value 0.924
(2) Engagement 0.574*** 0.822
(3) eWOM 0.589*** 0.4471%* 0.912
(4) Value Co-creation 0.537%** 0.469*** 0.583*** 0.874
Social Value Consumer eWOM
Engagement e
B=0.20 B=0.19 B=0.38
pP<.01 P<.01 P<.01
\ o /
Creation
R?=042

Figure 1 - VCC measurement scale

and below -1.0 was revealed for three variables,
which were not used for EFA (-1.001 for INT3,
1.062 for VCC7, -1.433 for ENCS2). Principal axes
factoring and Promax rotation were used for EFA
that extracted VCC, Engagement (ENG), social
value (SV), Interaction, and eWOM factors with
total variance extracted 66.676%, which is above
recognised threshold of 0.5 [64].

WarpPLS was used for confirmatory factor
analysis (CFA) and structural equation modeling
(SEM) to test relationships among the factors
defining the VCC scale. Convergent validity,
validity reliability were
established for all constructs as shown in Tables
1and 2.

SEM resulted that VCC scale is formed with
ENG, SV, and eWOM factors, not interaction as
demonstrated in Figure 1. The model has a good
fit, where Tenenhaus goodness of fit is 0.572 and
average full collinearity VIF is 1.769.

Therefore,
elaborated for social media brands applying VCC
theory. The findings enhance social media theory
with empirical fact base about important role of

discriminant and

VCC measurement scale was

consumers engaged in value creation process
through social networking in online platforms.
Practitioners may use the research results to plan,
implement, and measure marketing programs
in social media to create and grow brand value
together with engaged customers.

Conclusion

The study clarifies the difference between
definitions of social networks and social media.
Various theories that applied or recommended
for social media research in marketing were
overviewed, analysed, and grouped according to
a studies’ subjects and objectives. The proposed
concepts are useful for scholars as suitable
background theories for their marketing studies.
The study’s results are actual as social media
continue to be in a loop of active academic and
business marketing investigations due to ongoing
growth and influence on almost all aspects of
people’s lives. This study highlights the actual
need for the further elaboration of social media
theory for marketing.
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A. Caapik, Ausan MA. 3axypya Vcaam
KVMD3II Yrusepcumemi, Aamamul, Kasaxcmar

KyHabLaBIKTap ABI Oipaecinl Kypy TeOpUsICBIHBIH MBICaAbIHAA dA€yMETTIK
MeJVia MapKeTHMHITIK 3epTTeyaepaiH TeopmsiAbIK Heri3aepi

Annoramss. CoHFBI JKMbIPMa 3KblA iITiHAE 94eyMeTTiK MeAMaHBIH aliTapAbIKTall ©cyi MeH JaMybl 3epT-
Teyllidep apachlHAa MapKeTVHT TeOPUsAChl MeH IIPpaKTMKAachlH O4aH opi AaMBITy¥a YAKEH KbISBIFYIIBIABIK TY-
ApIpapl. bipax xenTereH sepTTeyJepre KapaMacTaH, 91€yMeTTiK MeAua MapKeTMHITIK 3epTTeyaepAiH XKyiteai
TeOPVIIABIK, I11aTPOPMachl d1i aHbIKTaAMaraH. TilTi o1eyMeTTiK Meua JKoHe d1eyMeTTiK JKediaep TepMuHAepi
Oipinig opHBIHa Oipi KOA4aHBLAaAbL. bya sepTreye o1eyMeTTiK MeAMaHbIH Tapuxm OacTayaapbl MeH MapKe-
TUHITIK 3epTTeydepAe KOAAAHBLAATHIH Teopusidap TaljaHaAbl, 91eyMeTTiK MeAMaHBIH aHbIKTaMachl HaKThbI-
JaHaapl, MapKeTHHITIK 3epTTeylepAe KOAAaHbLAAThIH KOAAAHBICTaFbl TEOPUsAAAPABIH 91€yMeTTIK Meaua KOH-
TeKCTiHAe KAaccu(PUKALVSCH YCIHBLAAABI JKOHe MapKeTUHITIH THMIMAIAIriH apTThIPy MaKcaTbIHAA 91€yMEeTTIiK
Me/MaHbIH KYylieai MapKeTUHITIK TeEOPUACLIH KYPY KaKeTTiAiri 3epTTey MeH IIpaKTiKa HeTidiHge KopceTiAreH.

TyitiH cesgep: aa1eyMeTTiK Keailep, 91eyMeTTiK MeAMa, 91€yMeTTiK MeAVaHbIH aHbIKTaMachl, 91€yMeTTiK
Meaya TeOpMCH], KYHABLABIKTEI OipAecilt Kypy Teopuschl, MapKeTUHITIK 3epTTeyaep.

A. Cagpik, Ansarn MA. 3axypya Vicaam
Yuusepcumem KVMIMIII, Aamamul, Kasaxcman

TeopeTqucxme OCHOBBI MapKeTMHI'OBBIX uccaeA0BaHUI B oOaacTtu COIIMaAbHBIX CeTen
Ha IipuMepe Teopunum COBMEeCTHOI'O CO34aHNs1 LIEHHOCTEeN

AHHOTaLH/ISI. CyILIECTBEHHI)II?'I PocCT 1 pa3BuTie COLMaAbHBIX MeAna 3a I1oCAegH1re ABaAnaThb A€T BbI3BaAll
0oAaBIION HTepecC cpeau YI€HDIX K AaAbHeI?ILHeMy Ppa3BUTUIO MapKETI/IHrOBOﬁ Teopun " IpaKTUKN. HO, HeCMo-
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Tps1I Ha MHOTO4YMCAEHHbIE M3bICKaHN:, elle He ITplM3HaHa CUCTeMaT3NpOBaHHasl TeopeTmiecKkast H/laT(l)OpMa
A5 MapKETMHIOBBIX ]/ICCAEAOBaHI/Iﬁ COMaAbHBIX MeAria. ,Z|,a>1<e Ppa3Hble TEpPMIHDI, TaKNe KaK cCollalbHble CETU
1 connadbHble MeAla, IIPVIMEHIIOTCI KaK B3alIMO3aMeHsIeMbIe. 'ZlaHHOE rccaeA0BaHNMe aHaAMBNUPYET VICTOPpU-
geCcKoe ITPONCXOXKAEeHNEe COLIMMAaAbHBIX MeAla U1 Teopmﬁ, IIPUMEHJIEMBIX B MAaPKETMHIOBBIX HayIHbBIX pa60Tax,
YTO4YHSIET OIIpedeleHNre COLValbHbIX MeAlia, IIpeAlaraeTt KAaCCI/I(l)I/IKaLH/IIO CyINEeCTBYIOIINIX Teopm?[, JICIIOAb-
3yeMbIX B MapKETMHIOBBIX M3bICKAHVISIX B KOHTEKCTEe COLMaAbHbIX MeaVia, I AeMOHCTPUPYET HeO6XOAI/IMOCTI) B
pa3pa60TKe CI/ICTEMaTI/I3I/IpOBaHHOI7I MapKETMHFOBOIZ Teopun COuMaAbHBIX MeAria C IIeAbIO YBeAVTYEHVIST Bq)q)EEK-
TVMBHOCTII MapKETMHIOBbIX I/[CC/le,ZI,OBaHI/HZ n HpaKTI/I‘-IECKOﬁI AesITeAbHOCTI.

Karouesbie caoBa: conraabHbIe MeAVia, COllMaAabHbIE CETH, OIlpejeleHre COMaabHbIX MeAla, TeOPIsI CO-
IIMaAbHBIX CeTeI7I, TeOopV:s COBMECTHOI'O CO34aHIsI INEHHOCTYI, MapKETVHIOBbIE 11CCA€A0BaHIISI.
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