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SUMMARY / KURZINFORMATION 
 

Topic Interaction between the fans and the brand is 
essential for successful social media marketing on 
Facebook. Therefore, the study examines different 
drivers which may have a certain influence on the 
interaction between fans and a specific brand. In the 
study the interactivity was measured in form of the 
number of Likes, Comments and Shares a posting of 
a brand receives. The study deals with the question 
of how a brand posting on Facebook should be 
designed and constructed in order to achieve a 
maximum of Likes, Comments and Shares. 
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 Theoretical basics about the perception of 

brand posting from previous literature from 
print ads and online ads 

 Design and results of a empirical study 

 Discussion including managerial 
implications, theoretical implications and 
limitations as well as avenues for future 
research 
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