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Main research themes and their characteristics

[The relationship between firms and consumers in social medial]

With the advent of social media, the relationship between firms and consumers has undergone a significant transformation. In this evolving context, it is essential to explore how
consumers engage in communication and how firms should, in turn, communicate effectively with their consumers. This study examines P ———r— .
the dynamics of firms-consumer interactions on social media platforms, addressing the topic from multiple analytical perspectives. - @ingime
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First, the study identifies that official social media accounts operated by firms may simultaneously function as brand communities and Ey bhEhSmEENLT
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brand publics, thereby exhibiting a dual structural character. Second, the study reveals that the brand personality and the personality
of the official social media account operator often become intertwined, leading to the emergence of a distinct identity—referred to here G N
as the “account identity’—which differs from the brand identity itself. Third, the existence of this account identity enables consumers to @ ﬁ
engage not merely with the brand but through three differentiated modes of interaction: with the brand, with the account operator, and “
(s

with community. As a consequence, an increase in non-commercial interactions—those not directly related to the company or brand—
has been observed. Notably, such interactions can nevertheless contribute to marketing outcomes, including expressions of purchase
intention and actual purchasing behavior. Os ntwm Owm 9

Future prospects
Numerous research challenges remain in this domain. One emerging area of inquiry concerns the use of generative Al in the management of official firms social media accounts—a practice

that has seen rapid development and increasing adoption in recent years. When account operations are conducted with the assistance of Al rather than human agents, it becomes a pressing
issue, both theoretically and practically, to investigate how such a shift affects consumer perceptions and behaviors.




