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Study Background

• Many car enthusiasts get together to form what marketing 
researchers call “brand communities” in which members share 
information and participate in automotive events together. 

• This study focuses on automobile related events for car 
enthusiasts and examine how these events create value for the 
enthusiasts and their brand communities. The brand 
communities that this study will concentrate on are those that 
exist as car clubs with organizational structure and membership 
programs.  



Aims of the Study

Managerial Purpose:
This study gathered data about people’s motivation, behavior, and benefits sought for 
attending automotive events. This study also identified specific elements of car events 
that are most effective in cultivating brand communities for car enthusiasts. The results 
provide practical recommendations for event planners regarding practices that will 
yield significant value for attendees of automotive events. 

Theoretical Purpose:
Previous studies (Echeverri & Skålén, 2011; McAlexander, Schouten, & Koenig, 2002; 
Pongsakornrungsilp & Schroeder, 2011; Schau, Muñiz, & Arnould, 2009) stated that 
formation of brand community and dynamic interactions among brand community 
practices still require further exploration.  This study will contribute to the brand 
community theory by addressing a number of research questions.



Theoretical Framework
Brand Community Practices and Value Creation

• Muniz and O’Guinn (2001) define brand community as “a specialized, 
non-geographically bound community, based on a structured set of 
social relationships among users of a brand.”

• This kind of social network provides support among members of a 
brand community in terms of gaining more knowledge and skills for 
using a product and thus enhances ownership and usage experience 
with a brand (McAlexander, Schouten, & Koenig, 2002; Schau, Muñiz, 
& Arnould, 2009).



Theoretical Framework
Brand Community Practices and Value Creation

• Many people in a brand community voluntarily serve as ambassadors 
for a brand because of their trust and enthusiasm towards a brand.

• Given the benefits provided by a brand community formed by 
consumers, researchers have begun to explore dimensions and 
dynamics of brand community. Schau, Muñiz, and Arnould (2009) 
attempted to provide a comprehensive, macro-view of practices that 
cultivate brand community and create value for community members.



Category Practice Description

Social Networking Welcoming Greeting new members, beckoning them into the fold, and assisting in their brand learning and community socialization. Welcoming occurs 
generally into the brand community and locally as members welcome one another to each practice. Welcoming can also be negatively valenced, 
as in discouraging participation in the brand community and/or a specific practice.

Empathizing Lending emotional and/or physical support to other members, including support for brand-related trials (e.g., product failure, customizing) 
and/or for non-brand-related life issues (e.g., illness, death, job). Empathizing can be divisive if the emotional support is in regard to intragroup 
conflict.

Governing Articulating the behavioral expectations within the brand community.

Impression 
Management

Evangelizing Sharing the brand “good news,” inspiring others to use, and preaching from the mountain top. It may involve negative comparisons with other 
competing brands. Evangelizing can be negative (annoying, off-putting) if extreme.

Justifying Deploying rationales generally for devoting time and effort to the brand and collectively to outsiders and marginal members in the boundary. 
May include debate and jokes about obsessive-compulsive brand-directed behavior.

Community 
Engagement

Staking Recognizing variance within the brand community membership. Marking intragroup distinction and similarity.

Milestoning Milestoning refers to the practice of noting seminal events in brand ownership and consumption.

Badging Badging is the practice of translating milestones into symbols.

Documenting Detailing the brand relationship journey in a narrative way. The narrative is often anchored by and peppered with milestones. Documenting 
includes the Mini birth stories of the car assembly and distribution, customization efforts, grooming practices, and so forth.

Brand Use Grooming Caring for the brand or systematizing optimal use patterns.

Customizing Modifying the brand to suit group-level or individual needs. This includes all efforts to change the factory specs of the product to enhance 
performance. Includes fan fiction/fan art in the case of intangible products. 

Commoditizing Distancing/approaching the marketplace. A valenced behavior regarding marketplace. May be directed at other members. Maybe directed at 
the firm through explicit link or through presumed monitoring of the site (e.g., one should fix this/do this/change this). 

The 12 Common Brand Community Practices Identified by Schau, Muñiz, & Arnould (2009)



Research Questions

• How are the 12 brand community practices identified by Schau et al. 
(2009) manifested at car events? 

• How do the brand community practices progress for car enthusiasts, 
helping them to enhance their brand community experience? What 
are effective ways for car events to facilitate the evolution of brand 
community practices? 



Research Subjects
• Brand Community:

• This study focuses on one automobile brand, Chevrolet Camaro. 

• Members of two local Camaro clubs and attendees of several local and 
national car events were interviewed for gathering data regarding the Camaro 
brand community. 

• The two car clubs are Central Indiana Camaro Club (CICC) and Indiana Next 
Generation Camaro Club (Indy NexGen) which are the two largest associations 
in Indiana formed by Camaro enthusiasts. 



Research Subjects

• Car Events:
• National events:

• Hot Rod Power Tour (HRPT)
• Camaro 5 Fest

• Local events:
• Camaro Gathering
• Camaro Rally
• Indy NexGen Picinic
• Indy NexGen Holiday Party



Ethnographic Fieldwork

• Ethnography has been widely used by previous research on brand 
community theory. This is because ethnography is the science of 
understanding and describing a group or a culture. By observing and 
interviewing people in the field, this approach allows researchers to learn 
the language, the behavior, the kinship, the structure, and the function of a 
group in their environment (Fetterman, 2009). 

• Ethnographic fieldwork of this study involves participation in activities of 
Camaro brand communities. The researcher joined Facebook group pages 
and online forums of CICC, Indy NexGen, and other websites where 
Camaro fans share information. In addition, the researcher attended 
several car events to observe and interview attendees..



Interview Questions
• Are you a member of a club? Why did you join ____ club(s)? 

• How do you participate in the club(s)? How does your involvement with your club(s) 
contribute to your satisfaction of owning a Camaro? 

• How does your involvement with your club(s) contribute to your satisfaction of owning a 
Camaro?

• What types of car events do you attend? 

• Why do you attend? What do you do at the events? 

• How do these car events support your connection/pleasure with your Camaro?

• Car events offer different activities such as car show, vendors, workshops, autocross, and 
drag racing. If you have very limited time at a car event, which are the activities that you 
would make sure that you participate/experience?











RESULTS



Category Practice Description

Social Networking Welcoming Greeting new members, beckoning them into the fold, and assisting in their brand learning and community socialization. Welcoming occurs 
generally into the brand community and locally as members welcome one another to each practice. Welcoming can also be negatively valenced, 
as in discouraging participation in the brand community and/or a specific practice.

Empathizing Lending emotional and/or physical support to other members, including support for brand-related trials (e.g., product failure, customizing) 
and/or for non-brand-related life issues (e.g., illness, death, job). Empathizing can be divisive if the emotional support is in regard to intragroup 
conflict.

Governing Articulating the behavioral expectations within the brand community.

Impression 
Management

Evangelizing Sharing the brand “good news,” inspiring others to use, and preaching from the mountain top. It may involve negative comparisons with other 
competing brands. Evangelizing can be negative (annoying, off-putting) if extreme.

Justifying Deploying rationales generally for devoting time and effort to the brand and collectively to outsiders and marginal members in the boundary. 
May include debate and jokes about obsessive-compulsive brand-directed behavior.

Community 
Engagement

Staking Recognizing variance within the brand community membership. Marking intragroup distinction and similarity.

Milestoning Milestoning refers to the practice of noting seminal events in brand ownership and consumption.

Badging Badging is the practice of translating milestones into symbols.

Documenting Detailing the brand relationship journey in a narrative way. The narrative is often anchored by and peppered with milestones. Documenting 
includes the Mini birth stories of the car assembly and distribution, customization efforts, grooming practices, and so forth.

Brand Use Grooming Caring for the brand or systematizing optimal use patterns.

Customizing Modifying the brand to suit group-level or individual needs. This includes all efforts to change the factory specs of the product to enhance 
performance. Includes fan fiction/fan art in the case of intangible products. 

Commoditizing Distancing/approaching the marketplace. A valenced behavior regarding marketplace. May be directed at other members. Maybe directed at 
the firm through explicit link or through presumed monitoring of the site (e.g., one should fix this/do this/change this). 

The 12 Common Brand Community Practices Identified by Schau, Muñiz, & Arnould (2009)



















CONCLUSIONS




