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Abstract



The study that follows explores the influence brand experience has on the amount of social networking interactions after events. It then proceeds to examine how social networking interactions affect brand equity and brand relationship quality. The research hypothesises that brand experience and social networking have a close relationship overall suggesting experience at small music events will increase the number of social networking interactions after that event. The research also hypothesises that social networking interactions will increase brand relationship quality and brand equity with small music event brands in the Somerset area. Surveys are used for research analyses of 100 young adults (18 – 30 years old) who attend these types of events.
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1.0 - Introduction



Overview

When looking into social networking interactions, brand experience, brand equity and brand relationship quality there are a variety of different articles which display ideas on how each of the elements are related to one another and other marketing elements e.g. Brakus et al (2009), Hudson et al (2014) etc. However, there is a lack of research which concentrates specifically on the small music event industry. There is also a lack of research which attempts to understand the relationship between the relatively new marketing construct social networking interactions and older marketing constructs: brand equity, brand experience and brand relationship quality. Therefore, the research following makes an attempt to fill these gaps in the current literature. 


Reasons for studying small music events

Small music events are extremely popular around the UK in many different cities for example: Manchester, Bristol, Newcastle etc. The UK music industry itself currently is estimated to be worth around 4.4 billion pounds (Measuring music, 2017) and is growing at a rapid rate. Although according to Connelly (2015) approximately 1,500 nightclubs around the UK have closed down since 2005, there has been a growth in branded small-scale music events. Bristol for example, has a variety of different events taking place each week that have brands attached to them, for example, triple cooked events who have over 40,000 followers on major ticketing sites like Fatsoma (https://www.fatsoma.com/triple-cooked, 2018) showing these types of brands have huge a large following. The literature that follows will, therefore, help understand the small music event industry and will show that there are potentially effective ways to run such events whilst also developing the previous findings within the 4 elements: social networking interactions, brand experience, brand equity and brand relationship quality.


Reasons behind the study

The researcher within the study wants to gain knowledge on how to run small music events successfully and is going to use the research in order to gain this knowledge, within his local area. The researcher also has a specific idea of what he believes will happen within the research and wants to test marketing measuring scales against one another in order to prove his own thoughts. 




2.0 - Research question


The research question that is proposed in order to heighten knowledge in its field is:


How does brand experience at a small music event affect an attendee’s willingness to interact on social networking sites with that brand and in turn how does that affect brand relationship quality and brand equity?


















Conceptual model 1



















3.0  - Objectives of the research



· To understand which type of social media provides the best interface when it comes to small one-night music events.

· To examine correlations between brand experience and social networking interactions when looking at small one-night music events.

· To examine correlations between social networking interactions, brand equity and brand relationship quality when looking at small one-night music events.

· To give insight on how to run a small one-night music event effectively.

· To enhance the validity of measurement scales set out by Brakus et al (2009), Yoo and Donthu (2001) and Kim and Lee (2005).






























4.0 – Literature review



4.1 – Overview

The following research is going to outline the 4 elements that are being tested within this research proposal. Each of the elements will be discussed and an evaluation as to why they have been included in this proposal will be made. This will guide the reader in understanding the need for further research into a specific industry i.e. the small music event industry. 


4.2 – The 4 elements


4.2.1 - Brand experience

Brand experience is defined in the analysis of Brakus et al (2009) as the ‘sensations, feelings, cognitions and behavioural responses evoked by brand-related stimuli that are part of brand’s design and identity, packaging communications and identity’.

Brakus et al (2009) developed the brand experience scale which has been used and validated. The scale is made up of 12 questions which makes it easy to administer and has had consistent results through various projects. Andreini et al (2018) and Das et al (2018) validate the scale further using it in their research directly referencing the work of Brakus et al (2009) showing the scale is still up to date. Brakus et al (2009) highlight that the scale can be used for academic research but also give greater knowledge for marketers ‘who wish to improve the experience of their brands’. The research project proposed seeks to give an insight into how to improve small music event brands as a result of this suggestion. 

Brakus et al (2009) also highlight that currently, the scale does not include whether an experience is positive or negative. Suggestions for greater research are to include versions of the scale that include the words positive and negative within the questions. Using a bipolar response scale answers can be generated to be analysed. Due to Brakus et al (2009) being the primary scale to use when measuring brand experience, conflicting evidence against their theory is rare due to its rigid validity. Therefore, the research proposed seeks to develop their scale in a more focused context by calculating brand experience and assessing it against calculations of social networking interactions.


4.2.2 - Social network interactions

Social media is an ever growing marketing factor any brand now has to consider. Social media is defined by Burns (2017) as ‘Internet-based platforms that allow users to create profiles for sharing user-generated or curated digital content in the form of text, photos, graphics, or videos within a networked community of users who can respond to the content’. A social network interaction is, therefore, an action a user takes whilst using a social media website e.g. clicking the share button on Facebook. 

Murdough (2009) sets out a technique in which to create questions in order to analyse social networking interactions. The 5 stages are: Concept, definition, design, deployment and optimization. The limitation of the technique is that it does not have specific questions to be answered. This means that questions have to be created for a survey to be answered. Poor questions in the survey may jeopardise the strength of the argument. Mansfield (2009, pp. 3) explains social networking has only been around properly since Myspace in 2005, therefore, the literature surrounding the subject area is rather premature.  Mangold and Faulds (2009) in their research have similar findings, suggesting the academic literature related to social media is in its ‘infancy’. With no specific way in which to collect the data, this project will use different elements of social media for example clicking going on an event page in order to measure social networking interactions against brand equity and brand relationship quality.


4.2.3 - Brand equity

Brand equity is defined in the analysis of Kotler et al (2012) as ‘the added value endowed to products and services by the brand name’. 

Yoo and Donthu (2001) developed the brand equity scale which they deemed to be legitimate, they say scales are ‘conventions or agreements among scientists about a good scaling’. On the other hand, the work by Christodoulides and Chernatony (2010) has differing opinions suggesting scales of brand equity have various limitations, due to the lack of agreement of what dimensions constitute consumer-based brand equity. Their theory suggests there is no such thing as a scale for brand equity. Yoo and Donthu (2001) add that in order for greater validation, the measure should be tested on different types of products and give a specific example of ‘services’. Zarantello and Schmitt (2013) also have this suggestion within their work. Therefore, this project will attempt to reduce the gap in the literature by testing the scale set out in Yoo and Donthu (2001) against other marketing elements in the small music event industry in order to give the theory more validity.

In small music events, the connection between event marketing and brand equity is not made directly. Social networking plays a role in the process as many people who go to small music events, base their decision directly on the number of people going. Social media sites like Facebook have event pages which display the type of event, the brand and the number of people attending. People clicking attending on social media could potentially influence brand equity as a result, therefore the research proposed also attempts to measure correlations between social networking interactions and brand equity.


4.2.4 - Brand relationship quality

Brand relationship quality is defined in the research of Smit et al (2007) as ‘a customer based indicator of the strength and depth of the person-brand relationship’. 

The work of Fournier (1998) discovered that people do not just buy brands as a result of their products or services working well. Hudson et al (2014) explain Fournier’s findings saying people engage in relationships with a handful of different brands in order to benefit from the meaning those brands add to their lives. The meanings that they add to their lives were discovered to be egotistical and ‘purposive’ and therefore are of high importance to the consumer. This relates to consumers in the small music event industry as many attendees of events are going to such events in order to develop an image of themselves. This relates to egotistical factors Hudson et al (2014) outlines. The small music event industry is, therefore, an interesting area to examine.

Kim and Lee (2005) developed the scale set out by Fournier (1998) with a new set of measurement items. The work of Fournier (1998) had various limitations and the primary one, is her data only being qualitative. The scale set out by Kim and Lee (2005) develops quantitative measures which can be analysed against other scale measurements. The research proposes to use the quantitative measurement items of Kim and Lee (2005) in order to examine them against social networking interactions within the small music event industry. This will enhance the validity of Kim and Lee (2005) but in a different theoretical context.



























5.0 - Methodology


5.1 – Data collection

The data collection method within this project will be through the use of surveys. The surveys aim will be to collect primary data (both qualitative and quantitative) in order to be analysed in line with the question and objectives. A bipolar response scale will be used for the majority of the questions allowing the data collected to be analysed assessing correlations. Surveys allow the researcher within this project to use previous academic scales which fit around the small music event industry and the 4 elements being studied. The scales align questions with particular topic areas allowing the results to be collected, analysed and compared. Surveys consequently, provide the best way for data collection within this project.

Surveys will use scales to measure each of the different elements of the question. The Brand experience scale will be used from the work of Brakus et al (2009). This highlights 4 elements (sensory, effective, intellectual and behavioural). The scale will be adapted to add in ‘positive’ and ‘negative’ elements to the questions, using a bipolar response scale for each question. 

Brand equity will be measured using the 4 question scale set out by Yoo and Donthu (2001). This scale is an adapted scale originally set out in Fournier (1994). The revised scale provides a simpler measure of brand equity. Although that may lower the accuracy of the results, the revised version will be easier to analyse alongside the other scales and not over complicate the questions for the selected sample.

Brand relationship quality will be measured using the scale set out in Kim and Lee (2005). The scale consists of 5 different elements: self-connective attachment, satisfaction, behavioural commitment, trust and emotional intimacy. Correlation or imbalance can be discussed between each of the elements by cross-examining the different data collected.

Social network interactions do not have a specific measure due to their nature and short existence. Murdough (2009) highlights 5 stage process for creating questions when attempting to collect data on social media interactions. The 5 stage process will be used in order to create questions and collect data. Potential limitations arise from the use of poor questions and therefore a pilot survey will be released in order to avoid this.


	5.2 – Research Location and population

The location of the research is the UK nightlife industry; however, the majority of the research is going to come from nightclub attendees in the Somerset area within the UK. The survey will be given to a variety of different attendees of small music events and the analyse will be based on the results of those surveys. The attendees at small music events are either students or young adults within the age of 18 and 30 years old. Gathering data from attendees of that age will help to authenticate the data within the research area.

The research may incur mild limitations having most of the data collected within one specific area of the UK, nevertheless, the results of the study will further the understanding of the proposed marketing constructs within the small music events industry.

	
5.3 – Sample Size

The sample size the project is planning to achieve is 100 responses. 100 responses will allow the data to be analysed and deemed legitimate in the world of marketing. Further examination would be necessary in order to completely validate the theory however the sample size proposed provides a good first insight.


5.4 – Ethical Considerations


The following research will ask for consent via a consent form from any participant of the study. The participants will also have the option to withdraw from the study at any time throughout the data collection process. The data collected will be held only by the researcher within the project and not be shared or used for any other purpose. This will keep all participant’s data anonymous.  
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6.0 – Timescale



6.1 – GANTT chart analyse

Filip (2009) explains Gantt chart analyses was developed by Henry Gantt in 1910 as a method of timescale planning when approaching a specific project or task. The analysis is going to be used for the purpose of the time scaling of this project.
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7.0  – Resources

	
7.1 – Project costing

Due to the nature of the proposed research, there are a limited amount of costs involved. The majority of the surveys are going to be undertaken online via free surveying sites. The researcher may hand out some paper copies of the survey at events so, therefore, has put aside £10 for printing expenses. The researcher will also not be taking a salary from the project so overall costs are likely to be no more than £10.
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