
Spreading eWOM of brands on Facebook! 

 

According to a survey conducted by Qwerty in 2017, there are currently over 15 

million social media users in South Africa, of which 40% visit social network sites 

(SNS) at least once a day.  People use social networks sites, including Facebook, 

YouTube and LinkedIn, to source, share and distribute information. This gives 

marketers the opportunity to engage with their consumers on a daily basis, thereby 

building a relationship with their customers and ultimately increasing the likelihood 

that these customers may recruit their friends and family as possible customers. 

‘Recruitment’ often takes the form of referrals or electronic word of mouth (eWOM) in 

the context of social media sites such as Facebook. Qwerty also found that, among 

South Africans, Facebook was one of the most loved social network sites. Fans or 

followers of brands on Facebook have the power to influence their friends’ 

consumption patterns by spreading positive eWOM about a certain brand.  

 

 A study was conducted by Buntu Quwe, a Master’s student in the Department of 

Marketing Management, to examine the relationship between homophily, opinion 

leadership, social media use integration, and eWOM.  Data was collected through 

the use of a database that was made available by a research company in Pretoria, 

South Africa. The database consisted of 497 Facebook brand fans.  

 

The results revealed that opinion leadership had a positive relationship with 

spreading eWOM. In addition, the results demonstrated that social integration and 

emotional connection (SIEC) – a dimension of social media use integration - 

demonstrated a significant positive relationship to spreading eWOM. It is 
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recommended that marketers use opinion leaders to engage customers about their 

brands on Facebook, as the consumption decision of highly engaged customers on 

Facebook is influenced by other Facebook users. Marketers can target opinion 

leaders with customised content via Facebook to advocate their brands.  

 

This research was conducted as part of the fulfilment of the Master’s degree in 

Marketing Management in 2017 with the Department of Marketing Management by 

Buntu Quwe under the supervision of Dr T Maree. 
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