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ABSTRACT

Theactualbehaviouralengagementofconsumerswithsocialmediabrand-relatedcontentismeasured
bythreeactivities:consumption,contribution,andcreation.Thistypeofengagementisconsidered
the truepractical indicatorof thesuccessofbrandpresenceonsocialmedia.Thestudyaims to
uncoverthedriversofconsumerbehaviouralengagementidentifiedbythekeycharacteristicsofsocial
mediacontext.Accordingly,qualitydimensionsandperceivedusefulnessofthebrandhostingmedia
channelareadoptedfromtheITuseandacceptancemodels.Dataiscollectedusingself-administrated
questionnairefromasampleof366respondentsintheUK.StructuralEquationModeling-V.26was
usedtoanalysethedata.Theresultssupportthesignificantroleofcognitiveabsorptioninexplaining
howperceptionsofsocialmediaqualitydimensionsareshapedtomotivateconsumerengagement
behaviour.Thefindingsenrichtheextantliteratureofconsumerengagement;additionally,several
practicalinsightscanbedrawnrelatedtothedesignofsocialmediamarketingstrategy.
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INTRoDUCTIoN

Nowadays,theroleofsocialmediainbuildingsuccessfulbrandsandleveragingitsonlinemarketing
activitiesisgrowing.Socialmediaengagementisoneofthemostinfluentialdevelopmentsinbrand
management.Especially,withmorethanhalfoftheworld’spopulation,constitutingsomeof3.48
billionpeopleareactiveuserstheyspendonaverage144minutesdaily,i.e.,mostoftheirworkingand
personaltimeareonsocialmediasites(SMS)(Smith,2019;Veloutsou&Guzman,2017).Consumers
areexperiencingahighlevelofengagementwithbrandsonsocialmedia;thus,managersareforced
tosupportbrandsuccessandsecureitspresenceonsocialmedia.

Itisexpectedthatcompanieswillraisetheirinvestmentsonsocialmediatoreach$48billionin
2021(Guttmann,2018).Advancementsintechnologyenabledaninteractiveengagementplatform.
Brandmanagerspursuesocialmediauserswithbrandfanpagesonsocialmediatointeract,build
long-termrelationshipsandloyalty,whichareusedasanewavenuetogaincompetitiveadvantage.
Forexample,inFebruary2020,Samsunghasthehighestnumberoffollowers(160million)onits
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Facebookfanpageanditisrankedamongthetopcompaniesintheworldintermsofmarketvalue
(Clement, 2020; Statista Research Department, 2020). Moreover, Coca-Cola is one of the most
recognisablebrandsonsocialmediain2020with107millionfollowers(Clement,2020),ninety
percentofthemorevenmoreareinteractingwiththebrandpostsonFacebook.Theengagementof
socialmediausersisexpressedbysharing,creatingandreviewingbrandswhichcontributemuchto
thesuccessfulnessofthecompany’ssocialmediacampaign,e.g.,#BTS_cocacolaand#sharecoke
(Nikolinakou&Phua,2020).

Unsurprisingly, brand managers change their mindset and adopt new strategies to cultivate
andstimulateconsumeronlineresponses(Kohlietal.,2015),andelicitvoluntaryinteractionsof
consumerswithbrand-relatedcontentonsocialmedia.Thistypeofengagementthatsupportthe
behaviouralmanifestationperspective(vanDoornetal.,2010)isacriticalelementinbrandstrategy
andan indicatorofbrandperformance. It isalsousedasaquantitativemeasureofsocialmedia
engagement(Mishra,2019;Schivinskietal.,2019a).Therefore,thedevelopmentofbrandengagement
thatprovokesconsumer’sinteractionandparticipationwiththebrand-relatedcontentexpressedby
consuming(readthecontent),creating,and/orcontribution(likeorcomments)isatoppriorityfor
executives(deVriesetal.,2017;Gummerusetal.,2012;Schivinskietal.,2019b).

Brandsacrossdifferentindustriesarecreatingsocialmediapresencebyhavingmultipleaccounts
ondifferentplatformstoenticeconsumerparticipation.Theinteractivenatureofthehostedmedia
allowsthebrandtoshareandcreatecontentsuchasproductinformation,customerservices,special
offersandotherbenefitsleveragedbyconsumerengagement(Mishra,2019;Simon&Tossan,2018).
Itisimportanttounderstandthedriversofonlineengagementtoencourageandenhanceconsumers
engagementwithbrand-relatedsocialmediacontent.

Socialmediaservesasanewcommunication toolwithconsumers thatoffersanalternative
totraditionalWebpages(Sandersetal.,2019).Thesesocialnetworkingsitesthemselvesworkas
effectivetoolsthatcanenticeconsumerengagementwithbrand-relatedcontentwhicheithergenerated
bythefirmorusers(Mishra,2019;Schivinski,2019a).Sincetheuserinteractivity;theabilityto
personaliseinformation,initiate,sustain,replyandexchangemessage,isrootedinthefeaturesof
themedium(engagementplatform).Attheverybasiclevel,mostmicro-bloggingplatformsallow
userstocommunicatewithmessagesandpostsbutwithlimitedcapabilities,forexampleTwitter
providesitsuserswithlimitedinteractivetools(Sandersetal.,2019).However,thecognitiveeffort
requiredbyconsumerstointeractwithbrandsonthesocialmediaengagementplatformmayhinder
thelevelofparticipation.Itisassumedthatthelesscognitiveeffortsrequired,themoreconsumers
aremotivatedtospendalongtimeonsocialmediaplatformsandengagewithbrand-relatedsocial
content(Osei-Frimpong,2019).

Notwithstanding,theliteratureonconsumerengagementonsocialmediaplatformsisgetting
rich,especially in thedomainofbrandcommunities (social-mediabased);however,mostof the
studiesfocusedontheconceptofengagementasapsychologicalmultiaspects(affective,cognitive
andbehavioural)state.Ahandfulofstudiescontributedtotheaccumulatedknowledgeanddefine
theaspectsofconsumersbehaviouralengagementwithbrand-relatedsocialmediacontent,namely:
consumption,creationandcontribution(Nikolinakou&Phua,2020;Schivinskietal.,2016).Previous
studiesinvestigatedhowbrand-relatedsocialmediaengagementisrelatedtoindividualdifferences;
demographics,self-enhancementandself-affirmation(Sabermajidietal.,2019),personalitytraits
(Kabadayi&Price,2014),levelofautonomy(self-expressionandsocialisation)(deVriesetal.,2017),
humanvalues(Nikolinakou&Phua,2020)andbrandrelatedfactors;brandequity(Schivinskietal.,
2019b),brandvalue(Carlsonetal.,2018)andbrandsocial-sharingvalue(Simon&Tossan,2018),
brandsocialmediaactivities(Mishra,2019),brandorsocialmediaattachment/attitude(VanMeter
etal.,2018)butseveralimportantissuesonbehaviouralengagementhavenotyetbeendiscovered.

Todeepen theunderstandingofconsumerbehaviouralengagement,moreprofoundresearch
focusing on the drivers that elicit users of social media to consume, contribute, and/or create
brand-relatedcontentisrequired(deVriesetal.,2017;Schivinski,2019b;Simon&Tossan,2018).



International Journal of Customer Relationship Marketing and Management
Volume 13 • Issue 1

3

Engagement is a highly context-specific concept that is associated with consumer interactive
experience;therefore,itisassumedthatthefeaturesofsocialmediaplayakeyroleinenhancing
user’sengagement(Hughesetal.,2019;Voorveldetal.,2018)(Voorveldetal.,2018).

Todate,noresearchhasexaminedhowtheembeddedcharacteristicsofsocialmediaplatform
thatenableitsinteractivenatureandcreateuserexperienceswillmotivateconsumerstoengagewith
brand-relatedcontent.Giventheincreasinginvestmentsofcompaniesindevelopingsocialmedia
marketing strategies, it is alsoof importance formanagers to consider the characteristics of the
hostingmediaofbrandcontentanditseffectonconsumerengagementtooptimisebrandstrategies.

This research fills thegap in the literaturebyprovidinga theoreticalmodel to examine the
motivesthatstimulateconsumerstoengageinbrand-relatedsocialmediaactivities.Inthismodel,the
conceptofengagementisproposedasabehaviouraloutcomeofconsumer’sholisticexperienceswith
onlineplatforms,whichisreflectivetothesemanticandtechnicalsuccessofsocialmediachannels.

Thispaperisstructuredasfollows:inthenextsection,thetheoreticalbackgroundofthisresearch
isdiscussed.Thenasetofresearchhypothesesareproposedthatdepicttherelationshipsbetween
constructs constituting the proposed model. This is followed by a description of the field study
designandthestudyresults.Finally,theconclusion,implications,limitationsandfutureresearchof
thestudyarediscussed.

THEoRETICAL BACKGRoUND

CESBC
Theongoinginterestofacademicsinstudyingtheconceptofengagementalongthelasttwodecades
hastoagreatextentuncleartheambiguityassociatedbefore.Theprocessofengagementwasfirst
introducedintherelationshipmarketingliteraturetoprovideanunderstandingofthedevelopmentand
evaluationofcustomer-brandrelationshipsmotivatedbyexperienceswiththebrand(https://dictionary.
cambridge.org,2020).Successively,theconstructof“engagement”hadgainedincreasedprominence
intheCambridgeEnglishDictionary,thewordengagementreferstointerestanddefinedas“the fact 
of being involved with something”(vanDoornetal.,2010).Assuggested,theconceptualrootsof
engagementgobeyondthecoreeconomictransactionstocapturethenon-transactionalbehaviour
ofcustomers.Engagementdiffersfromotherattitudinalconstructssuchastrust,commitmentand
satisfaction, it is a behavioural expression that encompasses co-creation and reflects consumers
strong connections with the company’s offerings and interactive experiences (Passer & Smith,
2009).Accordingtopsychology,engagementistheobservedbehaviourorresponsewhichreflects
individual’sintrinsicmotivations(Dessartetal.,2015).

Thereisconsistencyamongthemajorityofscholarsthatengagementisamulti-dimensional
conceptthatdelineatesconsumerinteractiveexperienceswithotherconsumersand/orotheractors
in the brand network. However, there is no conformity to the aspects that describe the state of
engagement;generally,itcanbecategorisedintofourgroups:affective,cognitive,behavioural,and
social.Theaffectivedimensionreflectsconsumersoverallenduringfeelings,moodsandemotions
experiencedwiththefocalobjectofengagement,itsdescriptiveaspectsareenthusiasm,enjoyment
(Dwivedi,2015)anddedication(Dwivedi,2015;Mollen&Wilson,2010).Cognitiveengagement
referstoexperienceswiththefocalengagingobjectthatinspirestheconsumer’screativethinkingand
consciousmentalprocess,thisaspectisdepictedbyinstrumentalvalue(Dwivedi,2015),absorption
(Dessartetal.,2015)andattention(Dwivedi,2015;Hollebeeketal.,2014).Behaviouralengagement
definesconsumer’sparticipationinactivitiesrelatedtothebrand;theamountofenergy,effortand
timeconsumedandwillinglyinvestedinmaintainingadegreeofinteractionwithanyobject(Leeet
al.,2011).Thebehaviouralengagementbreedssocialengagement,whichtheoreticallyisbasedon
socialidentitytheory;thatpresumesconsumersareengagingininteractiveplatformstoenhancetheir
self-conceptandfeelasenseofbelongingtogroupmembers(Bowden,2009a,2009b).
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Consumerinteractioncanbeappliedtoabroadrangeofobjectssuchasbrands(Algesheimeret
al.,2005),onlinebrandcommunities(Hollebeek,2011)however,theaspectsofengagementvaried
subjecttothecontext(Schivinskietal.,2016).Thefocalengagementobjectinthisstudyisthesocial
mediabrand-relatedcontentratherthanthebrandperse.

Consumer online brand-related activities (COBRA) are defined as efforts which describe
consumerengagementwith thebrandcontentatdifferent levelsof interaction (Schivinskietal.,
2016a,p.66).BasedontheCOBRAframework,theconceptofconsumerengagementwithsocial
mediabrand-relatedcontent (CESBC) isextendedandcanbedefinedas“a set of brand-related 
online activities on the part of the consumer that vary in the degree to which the consumer interacts 
with social media and engages in the media content”Shao,(2009).Inthisessence,Schivinskietal.,
(2016a)proposesthreeformsthroughwhichusersinteractwiththeusergeneratedmedia(UGM):
first,consumingrefers topassiveuserswhodonotparticipatebutwatch, read,orview;second,
participatingincludesinteractionsbetweentheuserandanotheruserorthecontentintheformof
postingcommentsandsharing,andfinally,producingwhichinvolvesthecreationandpublicationof
theuserpersonalcontentssuchastext,video,andimages.Subsequently,(Mishra,2019;Schivinskiet
al.,2016)identifiesthethreedimensionsofCESBCthatdemonstratedifferentlevelsofbehavioural
engagementrangingfromlowtohighlevels.

Consumption,thisdimensionidentifiesthepassivetypeofconsumerswithaminimumlevelof
engagementwiththebrand-relatedcontentonsocialmediaeithergeneratedbyusersorthefirm,such
aswatchingthebrand’spicturesorvideos.Thistypeofbrand-relatedactivityiswidelypredominant
andundistinctivetothesource(Mishra,2019;Schivinskietal.,2016,2019b).

Contribution,thislevelofengagementishigherthanthepreviousone,itshowsdifferentforms
ofpeer-to-peerandpeer-to-contentinteractionsaboutthebrandanddoesnotdifferentiatebetween
sourceofcontenteithergeneratedbythefirmoranotheruser.Itcomesintheformofliking,sharing
andcommentingonbrand-relatedpostsonsocialmedia(Mishra,2019;Schivinski,2019b;Schivinski
etal.,2016).

Creation,activeconsumerstakepartintheco-creationprocessandgeneratecontentaboutthe
brandsonsocialmediatodemonstratethehighestlevelsofengagement.Thoseconsumersaretaking
initiativestouploadapictureoravideooftheirfavouritebrandand/orwriteapostorareviewof
thebrand.Theconsumergeneratedcontentactsasstimulusforotherconsumers;itmotivatesthem
toconsumeorcontributetotheirproducedcontent(Agarwal&Karahanna,2000).

CoNCEPTUAL FRAMEWoRK AND HyPoTHESES DEVELoPMENT

Tounderstand thedriversofconsumerengagementwithsocialmediabrand-relatedcontent, the
proposedmodelfocusesonhowtheperceivedqualityofsocialmediachannelshostingbrandpages
shapeconsumer’sextrinsicandintrinsicbeliefsandaffecttheirintentionstousesocialmediaand
engageinbrandrelatedactivities.ThemodelisbuiltontheextensionofbothTAMandtheD&LIS
Modeltoexaminethedriversofconsumerengagement.Itthusproposesengagementasabehavioural
outcomeoftheconsumer’sacceptancetosocialmediaandareflectionoftheplatformsemanticand
technicalsuccesswiththemediationofcognitiveabsorption.Thetechnologyacceptancemodelis
oneofthemostvalidatedtheoriesthatplaysanimportantroleinexplainingconsumerbehaviour
towardstechnology(Yangetal.,2017).Additionally,theDeLoneandMcLeanISsuccessmodelwill
assessthefactorsthatenhancethequalityofsocialmediachannels.Andcognitiveabsorptionwill
explainhowconsumer’sextrinsicbeliefsareshapedandmotivatetheirbehaviours.Accordingly,the
studywillinvestigatetheeffectsofconsumerextrinsicandintrinsicbeliefs,thecharacteristicsof
socialmediasitesandconsumerholisticexperienceswithaninteractiveplatformontheengagement
behaviourofconsumerwithbrand-relatedcontent.

Theproposedtheoreticalmodelisdepictedinfigure1.
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Cognitive Absorption
Cognitive absorption (CA) is defined as the stateofdeep involvement that captures consumer’s
holisticinteractiveexperiencesonsocialmediasites.Thestateofabsorptionisexhibitedthrough
threedimensions.Temporaldissociation,theinabilityofuserstoregisterthepassageoftimewhile
engagedininteraction.Focusedimmersion,theexperienceoftotalengagementintheinteraction
while ignoringother attentiondemands.Heightened enjoyment, the fun andpleasure aspects of
interaction(Agarwal&Karahanna,2000).

Drawingonindividualpsychologyanduserbehaviourofinformationtechnology,thefollowing
canbeextrapolatedabouttheconceptofCA.Firstly,CAisanintrinsicmotivethatformsthelink
betweenbehavioursandexperiencesoffun,pleasureandsatisfactioninheritedintheactitself(Hsu
&Lin,2017).Secondly,theexperienceofusingasystemisautotelic;i.e.,thevalueofanactivity
is thedriverofengagement.Thirdly, thisstate ischaracterisedbylossofself-consciousnessand
responsivenessforachievinggoals;thus,enhancingself-efficacyFishbein&Ajzen,(1975).Finally,
consumer’sattitudesandbehaviourstowardtechnologyareaffectedbyinternalbeliefsoftheholistic
experiences.

The Delone and Mclean Model
ThesuccessofI/SisassessedbythesystemusageaspositedbyD&M(1992),anindividual’sattitude
andsubsequentbehaviouraresubjecttohisbeliefsofsystemqualityandinformationquality.The
actualbehaviourisdefinedasthenetbenefitsofusingthesystem,forexamplecontinueduseand
valueofusage(Chen&Cheng,2009),intentiontoreuseandloyalty(Wang,2008),performanceand
userexperience(Marjanovic,et al.,2016),thesebenefitsarevariedrelatedtothecontext(DeLone&
McLean,2004).TheD&Mmodel,(1992)hasbeenevaluatedindifferentsettingssuchase-government
(Wang&Liao, 2008), banking sector (Lee&Chung, 2009), e-commerce (Wang, 2008), online
shopping(Chen&Cheng,2009),andonlinelearning(Marjanovic,et al.,2016).

Traditionally, systemqualitymeasures the system’soverall performance and focuseson the
outcomeoftheuser’sinteractionwiththewebsite(DeLone&McLean,2003);itisdefinedhereas
thefunctionalityofSMSperceivedbyconsumers(Zhang,2010).Theperceivedtechnicalquality
ofSMShostingbrandpageorgroupisoftenconcernedwithnavigation,accessibility,appearance,
security,andinteractivity(Zhengetal.,2013).Informationqualitymeasuresthequalityofoutputof
anIS(DeLone&McLean,1992);thesemanticsuccessofthesystemisassessedintermsofaccuracy,
completeness,relevance,andconsistency.Itisdefinedhereasthequalityofthebrand-relatedcontent
createdeitherbytheuserorthecompany(Zhang,2010).Theinformationprovidedfrompostsand

Figure 1. Conceptual model
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discussionsonbrandpagesprovideanaidtoconsumersindecisionmaking,andareperceivedas
high-quality(Zhang&Watts,2008).Low-qualityinformationdistractsconsumersandwastestheir
timeandefforts,thisinformationisdeliveredthroughoutdatedandunreliablepostsorbiasedand
misleadingdiscussions(Guetal.,2007).Informationqualityisshapedbyfourdimensions:accuracy
representsthecorrectnessofinformation,completeness(Lin,2008;Wixom&Todd,2005).

Delone and Mclean Model and CA
Theperceivedqualities in theD&Mmodel:systemqualityandinformationquality,measurethe
technicalandsemanticsuccessofsocialmediachannels,respectively(Ghasemaghaei,2020).The
interactivityofconsumerswiththesystemgeneratestheirexperiencesandreflectstheirperception
of its effectiveness (Tam &Oliveira, 2017), a system with poor quality requires a user to exert
moreeffortandfrustratehisexperiences(Chandra&Srivastava,2009).Inavirtualcommunity,the
consumer’sfavourablenessofitsfeaturesandcharacteristicswillencouragethemtospendtimeand
immerseinusing(Bakeretal.,2017);hence,experiencethefeelingsofenjoymentandpleasure(Hsu
&Lin,2017;Saadé&Bahli,2005).

In human-computer interactions, the clarity of guidelines and instructions encourage user
curiosity,controlandflow(Saadé&Bahli,2005),andthisrelationshiphasbeensupportedinonline
learningAgarwal&Karahanna,(2000).Thesocialmediaoffervariouswebtechnologiestoconsumer
suchasgenerationorcustomisationofcontentbytheaidofaudio-visualeffects.Accordingly,the
successofthesocialmediaplatforminabsorbingconsumerstospendtimeandexperiencingand
engagingwithbrand-relatedcontentdependstoagreatextentontheirperceptionofquality.The
overallqualityfeaturesofsocialmediadefineitsabilitytosatisfytheusersandinducesastateofCA.

H1:Perceivedsystemquality(a)andinformationquality(b)willhaveapositivedirectimpact
onsatisfaction.

H2:Perceivedsystemquality(a)andinformationquality(b)willhaveapositivedirectimpactonCA.

TAM
Thetheoryoftechnologyacceptance(TAM)isbasedontheprinciplesadoptedfromtheparadigm
of(Fishbein&Ajzen,1975),whichspecifieshowthefeaturesofanexternalstimulusarecausally
linkedtoperceptions,attitudesandbehaviour.Itdifferentiatesbetweentwoattitudinalconstructs:
attitude toward an object and attitude toward the behaviour, the former refers to an individual’s
affectiveevaluationofaspecifiedobject,whiletheseconddefinestheindividual’sevaluationofa
specifiedbehaviourthatinvolvestheobject.TheproposedTAMusesthegenericdefinitionofattitude
towardtheusageofITDavisetal.,(1989),andpositsthattheactualuseofapersonisinfluenced
bybehavioural intentions,whichareaffectedbyattitudesandbeliefs:perceivedeaseofuseand
perceivedusefulness.Perceivedeaseofuse(PEOU)referstothedegreetowhichapersonbelieves
thattheuseoftechnologyiseffortless,thisisessentialtoinitiallyacceptit.Perceivedusefulness(PU)
referstothedegreetowhichtheprospectivepersonbelievesthatusingtechnologywouldincreasehis
performance,itconstitutesthestrongestpredictorofaperson’sintentions(Agarwal&Karahanna,
2000;Saadé&Bahli,2005).Topredictintentionsandbehavioursaccurately,usersatisfactionwas
addedtothemodel(Hsu&Lin,2017;Saadé&Bahli,2005).

Inthisstudy,theTAMisextendedtoexplainconsumerbehaviouralengagementinthecontext
ofsocialmedia.ToadapttheTAMtothesocialmediacontext,theuseofsocialmediachannelsis
theoutcome,thePUreflectstheextenttowhichtheuserbelievesthatusingsocialmediawillhelp
meethisgoal-drivenneeds,andtheeaseofuseimpliesthedegreetowhichsocialmediaareeffortless
Agarwal&Karahanna,(2000).AhandfulofstudiesdependonTAMtounderstandconsumerattitudes
andbehaviourstowardsocialmediachannels.(Alalwanetal.,2017)revisedtheTAMandsupport
thesignificanteffectoftrustworthinessinadditiontothemodelkeyvariablesinconsideringuser



International Journal of Customer Relationship Marketing and Management
Volume 13 • Issue 1

7

engagementwithsocialmedia.(Hsu&Lin,(2017)andReychav&Wu,(2015),demonstratedthe
mediatingroleofPUintherelationshipbetweenprivacyandintrusivenessconcerns,andconsumer
attitudestowardsponsoredadvertising.ThesignificanteffectsofPUandperceivedease-of-useon
consumerattitudestowardadvertisementswerealsosupported(Agarwal&Karahanna,2000),and
greenpurchasedecision (Leong,2011;Sharmanet al., 2009);while, (Davis,1993;Daviset al.,
1989)revealedtheirabilitytoinfluencemillennials’attitudesandintentionstojoinabrandfanpage
andconsecutivepurchaseintention.Whereas,(Islam&Rahman,2017)foundthatattitudestowards
engagingwitha retailer fanpageon socialmediaarenot influencedby thePU.The successful
utilisationoftheTAMonsocialmediahasbeensupported,therefore,thecurrentstudyadoptsitto
understandconsumerbehaviouralengagement.

TAM and CA
Tocaptureconsumer’sholisticexperiencewithtechnology,(Jangetal.,2008)proposeCAasan
antecedentofbeliefsabouttechnologyuseinTAM.Accordingto(Islam&Rahman,2017;Pletikosa
Cvijikj&Michahelles,2013),perceivedease-of-usereferstotheuser’sassessmentthatinteractions
withtechnologyiseffortlessanddoesnotconstituteacognitiveburden.CAexhibitsitsimpacton
ease-of-use through its three dimensions namely: temporal dissociation, focused immersion and
heightenedenjoyment.Userdeeplyinvolvedinataskthroughtechnologicalinteractionswilldevote
muchofhiscognitiveeffortsforitscompletiontotheextentthathewilllosethetrackoftime;specially,
ifenjoymentisexperienced(PletikosaCvijikj&Michahelles,2013).TherelationshipbetweenCA
andPEOUhasbeensupportedinpriorstudiesinvarioussettings(Kabadayi&Price,2014).

H3a:CAwillhaveapositivedirectimpactonPEOU.

(Agarwal&Karahanna,2000)drawonthetheoryofcognitivedissonanceandself-perception
theorytoexplaintherelationshipbetweenCAandPU.Cognitivedissonancereferstothepsychological
stateofrationalisinginconsistentcognitivestructures;therefore,toreducetheinconsistencybetween
competingcognitions;thepleasureoftheactversusthetimespent,userstendtocountonitsoutcome.
CAincludesthehedonicexperiencesfrominteractionwithtechnologyduringtimeandeventually
thecapturedvalues.ItisthusassumedthatthedimensionsofCAwillpositivelyinfluencePU.Ithas
beenregisteredthattheaveragedailyusageofconsumersonsocialmediaworldwideisaroundtwo
hoursandahalfperday;socialmediaarethusperceivedassourceofentertainment,communication,
information and self-identification (Dessart et al., 2015). Therefore, the instrumental value and
extendedbenefitsofsocialmediacanreducethestateofcognitivedissonance.Thisrelationshiphas
beendemonstratedby(deVriesetal.,2017).

H3b:CAwillhaveapositivedirectimpactonPU.

Intheattitude-belief-intentionmodel,CAisintegratedtoinfluenceuser’sbeliefs,intentionsand
behavioursthroughitsdimensions;theexperiencedheightenedenjoyment,temporaldissociationand
focusedimmersion,toreducecognitiveworkloadandmaximisetheperceivedvalueoftechnology
usage(Agarwal&Karahanna,2000).CAisderivedfromthestateofflowandcognitiveengagement,
whichdescribethetimelapsewhenusersareexperiencingflow;while,thepleasureandsatisfaction
areinherentintheactivity.Consumersspendingmostoftheirtimeonsocialmediaareengaging
andparticipating in satisfactoryactivities.ThesignificanteffectofCAonsatisfaction invirtual
communitieswassupportedby(Rauniaretal.,2014).

H3c:CAwillhaveapositivedirectimpactonsatisfaction.
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Antecedents of Behavioural Intentions
Behavioural intentions are the evaluative affect toward the execution of a specific behaviour.
AccordingtotheTheoryofReasonedAction(TRA),uponwhichtheTAMisextended,behaviours
aredeterminedbyintentionswhichinturnareaffectedbytheperson’sattitude.Attitudemediates
therelationshipbetweentheperson’sbeliefsandintentions(deVriesetal.,2017).TheoriginalTAM
modelpostulatesthesignificantimpactofPEOUonusefulness,whichinturninfluencestheperson’s
behaviouralintentions.

H4:PEOUwillhaveapositivedirectimpactonPU.
H5:PUwillhaveapositivedirectimpactonbehaviouralintentions.
H6:Satisfactionwillhaveapositivedirectimpactonbehaviouralintentions.

Antecedents of CESBC
Thedriversofconsumerengagementonsocialmediabrand-relatedcontentarearguedtoexistat
differentlevels.TheWeb2.0platformfacilitatestheinteractivityofusersandtheadoptionofthe
D&Lmodelisusedtoreflecttheaccuracyandefficiencyofchanneltechnicalities;i.e.,perception
ofthesystemandinformationquality.Botharepresumedtobeefficientmeansfordrivingconsumer
engagement.Aneffectivesystempresentsaccurate,completeandtimelyinformationwiththerespect
of being user friendly Yang et al., (2017). The characteristics of an online portal hosting brand
communitiesplayanimportantroleinmotivatingtheconsumertowardsmaintainingalong-term
relationshipwithmembers.Hence,consumersarewillingtoparticipateinanaccessibleonlineportal
McLean, (2018) toenjoyWebandcompany’s services, collectandexchange information (Chen
&Cheng,2009;Tam&Oliveira,2016).Thecharacteristicsofthecontentposted(informativeor
entertaining)affectconsumerbehaviouralengagement;however,thequalityofthecontentdepends
toagreatextentontheoperatingmechanismofthehost(Davisetal.,1989;Lin&Kim,2016).

H7a:SystemqualitywillhaveapositivedirectimpactonCESBC.
H7b:InformationqualitywillhaveapositivedirectimpactonCESBC.

Highlyengagedconsumerswithbrandsonsocial-mediaareactingasbrand’sagentsandtendto
havehighlevelsofopennesstoexperienceSaadé&Bahli,(2005).DrawingonthesynopsisofCA,
itcanbearguedthatthetraitofabsorption;itdescribesthestateofbeingperceptuallyengrossed
inexperience,isanintrinsicdriverofengagement.Anindividualisallocatingandconsuminghis
attentional resources to the object of interest (Schivinski et al., 2016). Proactive consumers are
engagingwithbrand-relatedcontentthroughtheactsofsharing,learning,orendorsingtoexchange
andimprovetheirexperiencesTabachnicketal.,(2007).Additionally,CAincludesthestateofflow,or
theenjoymentexperiencedfromanactivity,whichisthecoreunderlyingmotivationforengagement
inbrand-relatedactivities.Consumerstendtoengageinfunandenjoyingsocialmediaactivities,
outweighingotheroutcomes(Podsakoffetal.,2003).Thisstateofabsorptionthatencompasseshigh
levelsofinterests,curiosityandattentiontowardsanobjectisanoutcomeoftheinteractivitynature
ofthemediaHairetal.,(2014).

H8:CAwillhaveapositivedirectimpactonCESBC.

BasedonthetheoreticalbackgroundoftheTAMmodel,PUisthestrongestpredictorofusers’
intentionsandbehaviours.All relationshipsof theTAMweresupported in thecontextof social
mediainpriorstudiessuchasthestudyofIslam&Rahman,(2017),whoexaminedtheTAMmodel
onFacebook.Manybenefitscanresultfromconsumer’sinteractionsonsocialmediachannelsthat
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canactasintrinsicstimulantssuchasentertainment,self-expressionsandsatisfaction,orextrinsic
stimulantsintheformofrewards,information(Jangetal.,2008;Mishra,2019;PletikosaCvijikj&
Michahelles,2013;Zaglia,2013).(Mishra,2019)supportthesignificantpositiveinfluenceofPUon
user’sintentionofengagementandbrandattitudeinthegamifiedbrandingprocess;additionally,(Lin,
2007)assertthatutilitarianaspectsofmobileappssuchasPUaremoreinfluentialtoengagement
thanhedonic.

H9:PUwillhaveapositivedirectimpactonCESBC.
H10:BehaviouralintentionswillhaveapositivedirectimpactonCESBC.

RESEARCH METHoDS

Thenatureofthisresearchfallsinthedomainofthepositivistmethodologicalparadigm,thisapproach
endeavours theuseofadeductiveprocess toexamine thecausal relationships formulatedoutof
theexistingtheories.Followingthequantitativeapproach,datawascollectedandanalysedandthe
developedhypothesesweretested.Intermsofunitofanalysis,thestudydependsontheconsumers
usingvariousSMsitesandfollowingbrandpagesorgroupseithercreatedbythefirmortheusers.
Thisapproachisillustrateddiagrammaticallyinfigure2(AppendixA).

Sample and Data Collection
ThesurveywasdevelopedusingQualtricsandtheresponseswerescreenedthroughtwoquestions
andonlyrespondentswhoansweredyeswereallowedtoparticipateinthestudy.Theparticipants
wererecruitedona referralbasisofbeingEnglishcitizensor residentsandfollowingbrandson
socialmediasites.Thequestionnaireconsistsoftwosections:thefirstsectionincludesquestions
concerningabouttherespondents’demographicsandtheirexperienceswithsocialmediasitesand
thesecondsectioncomprisesquestionsrelatingtothestudyconstructs.Respondentswereadvised
toselectabrandtheyarefansofandfollowingitonsocialmediasitesandtokeepitinmindwhile
completingthequestionnaire.Theresultsshowthatthemajorityoftheselectedbrandsbelongto
theseproductcategories:clothing,bagsandshoes,cars,sportsandleisure,cosmeticsandpersonal
careandelectronics.

Aconveniencesamplingapproachwasused,thelinkofthequestionnairewasspannedovera
periodoffivemonthsthroughsocialmediasitessuchasWhatsApp,Facebook,Twitter,orLinkedIn.
Due to low response rate, 206 responses,mall-interceptwas also applied.Over aperiodof two
weeksduringFebruary,2019,participantswereapproachedinshoppingmallsintheUK,160valid
responseswerecollectedwitharesponserateof72%.Thesampleconsistsof129males(37%)and
219females(63%),furtherdetailsregardingthesampledemographicsandcharacteristicsareprovided
intables1and2.

Measures
Allmeasurement scalesweredrawn fromprevious research.Themeasurement scalesof system
quality(navigation,accessibility,appearance,privacyandinteractivity),informationquality(accuracy,
completeness,currency,reliabilityandformat)andsatisfactionweregaugedbasedontheworkof
Rauniaretal.,(2014).ThescalesformeasuringPU,PEOUandbehaviouralintentionswereadapted
from(Agarwal&Karahanna,2000).CAissecond-orderconstruct,assessedbythefourteenitems
scaleof(Agarwal&Karahanna,2000;Barnesetal.,2019;Hsu&Lin,2017;Lin,2009;Reychav
&Wu,2015;Saadé&Bahli,2005);fouritemswereselectedfortemporaldissociation,threeitems
includingareverseditemwereselectedforheightenedenjoymentandfinallyfocusedimmersionwas
measuredbythreeitemsaswell.Inaddition,CESBCisasecondordermeasuredbythreedimensions:
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Table 1. Sample demographics

Variable name Values Frequency Valid Percentage

Gender Male
Female

129
219

37.1%
62.9%

Age

18–29
30–39
40–49
50+

138
113
76
22

39.5%
32.4%
21.8%
6.3%

Levelofeducation

Highschool
Bachelordegree
Masterdegree
Doctoraldegree
Other

57
105
114
49
25

16.3%
30.0%
32.6%
14.0
7.1%

Jobstatus

Full-time
Part-time
Unemployed
Retired
Student
Housewife

150
70
28
9
62
31

42.9%
20.0%
8.0%
2.6%
17.7%
8.9%

Nationality British
Non-British/UKresident

224
125

64.%
34.2%

Ethnicgroup

White
WhiteBritish
Black
Asian
Mixed
Other
Prefernotsay

93
17
5
33
13
77
10

37.5%
6.9%
2.0%
13.3%
5.2%
31.0%
4.0%

Province

England
Scotland
NorthernIreland
Wales

222
7
2
1

95.7%
3.0%
0.9%
0.4%

Table 2. Sample characteristics

Variable name Values Frequency Percentage

ExperiencewithSMsites

<ayear
1–5year
6–10year
10+year

17
47
101
80

4.6%
12.8%
27.6%
21.9%

FrequentlyusedSMchannel

Facebook
Twitter
LinkedIn
Instagram
Other(Snapchat)

133
16
14
63
8

36.3%
4.4%
6.0%
26.9%
3.4%

Frequencyofvisitingbrandfanpage

Almosteveryday
>onceaweek
>onceamonth
>oncein3months
WheneverIneed

90
59
47
21
149

24.6%
16.1%
12.8%
5.7%
40.7%
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consumption,contributionandcreationdevelopedby(Reychav&Wu,2015).Allthequestionswere
measuredusing7-pointsLikertscalerangingfrom(1)stronglydisagreeto(7)stronglyagree.

DATA ANALySIS AND RESULTS

Measurement Model, Reliability and Validity
Factoranalysiswasusedtoidentifythevariablesanddimensions,Exploratoryfactoranalysis(EFA)
wasconductedusingSPSS26.0.ThefactorabilityofdatawastestedusingBartlett’stestofsphericity
andKaiser-Meyer-Olkin(KMO),theresultsmeetingthethresholdsuggestedby(Hsiehetal.,2008).
TheVARIMAXorthogonalrotationapproachwasusedandtheresultsrevealedtheloadingofitems
onninefactorsasshownintheAppendixB,thetenitemsmeasuringitemsCESBCwereloaded
onthreefactorscomposingitsdimensions,AppendixC.Furthermore,Harman’ssinglefactortest
supportstheinexistenceofcommonmethodbias,withvariance<50%Yangetal.,(2017).

UsingtheConfirmatoryfactoranalysis(CFA),AMOS24,thefitofthemeasurementmodel
andtheconstructvaliditywereassessed.Withthecut-offssuggestedbyMcLean,(2018),theresults
yieldedanadequatefitwithvalues;(χ2=2045.352,df=923,χ2/df=2.216,IFI=0.949,CFI=0.949,
RMSEA=0.05).Thefactorloadingofallitemswasabove0.5atsignificantt-values,theinternal
consistencywasconsideredgood,andtheminimumvalueoftheaveragevarianceextractedis0.73;
thus,validatingtheconvergentvalidity.Theresultsareshownintable3,whichverifythediscriminant
validityofthemodel’sconstructs.Table4exhibitsthatbothCronbachalphaandcompositereliability
areabovethethresholdof0.7indicatingacceptablereliability.

Structural Model
Totesttherelationshipsbetweenconstructsashypothesisedintheproposedmodel,table5,SEM
wasusedforhypothesestesting.Theresultsyieldedanadequateleveloffit(χ2=1215.81,df=4468,
χ2/df=2.71,IFI=0.94,CFI=0.94,RMSEA=0.06).Themodelexplains62.8%ofCAand39.1%
ofvariationinCESBC.

Table 3. Average variance extracted and construct correlations
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Table 4. Descriptive statistics of first order construct, factor loading and reliability test

Mean S.D. Factor Loading Cronbach alpha CR

SYSQ1 4.27 1.95 0.943

0.947 0.948

SYSQ2 4.19 1.91 0.954

SYSQ3 4.25 1.89 0.947

SYSQ4 4.42 1.63 0.701

SYSQ5 4.27 1.83 0.867

INFQ1 4.55 1.74 0.918

0.967 0.967

INFQ2 4.48 1.68 0.932

INFQ3 4.44 1.83 0.922

INFQ4 4.46 1.76 0.932

INFQ5 4.45 1.77 0.918

SAT1 4.35 1.61 0.878

0.967 0.967
SAT2 4.35 1.65 0.954

SAT3 4.28 1.65 0.956

SAT4 4.28 1.75 0.964

TD1 4.40 1.85 0.934

0.979 0.978
TD2 4.36 1.89 0.952

TD3 4.31 1.92 0.976

TD4 4.36 1.88 0.973

HE1 4.79 1.96 0.961

0.915 0.921HE2 4.9 1.77 0.714

HE3 4.81 1.99 0.982

FI1 4.46 1.64 0.906

0.966 0.966FI2 4.43 1.64 0.986

FI3 4.49 1.60 0.963

PEOU1 4.21 1.71 0.930

0.966 0.96
PEOU2 4.09 1.63 0.937

PEOU3 4.17 1.66 0.940

PEOU4 4.18 1.83 0.941

PU1 4.46 1.77 0.933

0.977 0.977
PU2 4.48 1.75 0.958

PU3 4.44 1.80 0.976

PU4 4.56 1.82 0.958

BI1 4.45 1.44 0.799

0.900 0.899
BI2 4.54 1.48 0.800

BI3 4.33 1.53 0.853

BI4 4.35 1.52 0.870

continued on following page
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Theresultsshowthatthesystemqualityandinformationqualityhaveapositivesignificantimpact
onsatisfactionwithβ=0.246,p<0.000,t-value=3.781andβ=0.396,p<0.001,t-value=5.981,
respectively,bothexplained61.3%ofvariationinsatisfaction;thus,H1a&baresupported.Thetwo
qualitydimensionsexertapositivedirectinfluenceonCA;systemquality(β=0.419,p<0.000,
t-value=5.273),R2=0.628,H2a&H2baresupported.CAhasasignificantdirectpositiveimpact
onPEOU(β=0.707,p<0.000,t-value=9.081),PU(β=0.264,p<0.000,t-value=3.775)and
satisfaction(β=0.212,p=0.007,t-value=2.7.7);henceH3a,H3b&H3caresupported.PEOUhas
asignificantdirectpositiveimpactonPU(β=0.528,p<0.000,t-value=8.441),H4issupported.
Behavioural intentionsareaffectedbyPU(β=0.255,p<0.000, t-value=4.245),H5;whereas,
theproposedeffectofsatisfactiononbehaviouralintentionsisunsupported(β=0.108,p=0.71,
t-value=1.804);therefore,H6isnotsupported.Finally,CESBCisaffectedbybothCA(β=0.614,p

Table 4. Continued

Table 5. Hypotheses testing

Relationship Standardised 
estimated T-Value P R2

H1a:Systemquality→satisfaction
H1b:Informationquality→satisfaction

0.246
0.396

3.781
5.981

.000

.000 0.613

H2a:Systemquality→CA
H2b:Informationquality→CA

0.419
0.427

5.273
5.343

.000

.000 0.628

H3a:CA→PEOU
H3b:CA→PU
H3c:CA→satisfaction

0.707
0.264
0.212

9.081
3.775
2.707

.000

.000

.007

H4:PEOU→PU 0.528 8.441 .000

H5:PU→behaviouralintentions
H6:Satisfaction→behaviouralintentions

0.255
0.108

4.245
1.804

.000

.071 0.101

H7a:Systemquality→CESBC
H7b:Informationquality→CESBC

-0.073
-0.098

-0.753
-1.006

.451

.314

0.391H8:CA→CESBC 0.614 3.983 .000

H9:PU→CESBC 0.158 2.097 .036

H10:Behaviouralintentions→CESBC 0.056 1.026 .305

Mean S.D. Factor Loading Cronbach alpha CR

CSP1 4.28 1.64 0.876

0.891 0.893CSP2 4.43 1.61 0.772

CSP3 4.28 1.69 0.921

CON1 4.38 1.65 0.948

0.945 0.933
CON2 4.41 1.60 0.918

CON3 4.48 1.59 0.845

CON4 4.52 1.55 0.813

CRT1 4.50 1.71 0.950

0.931 0.929CRT2 4.50 1.67 0.931

CRT3 4.34 1.69 0.823
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<0.000,t-value=3.983)andPU(β=0.158,p=0.036,t-value=2.097withR2=0.39thus,supporting
hypothesesH8&H9;however,theeffectsofsystemquality(β=-0.073,p=0.451,t-value=-0.753)
andinformationquality(β=-0.098,p=0.3140,t-value=-1.006),andthebehaviouralintentions
(β=0.056,p=0.305,t-value=1.026)onCESBCareinsignificant,rejectingH7a&H7b&H10.

DISCUSSIoN

Themainaimofthisstudywastoinvestigatethedriversofconsumerengagementonsocialmedia
brand-relatedcontent.AnextendedmodeloftheTAMandD&Mmodelisusedtouncoverhow
thefeaturesofthehostingsocialmediaplatform,whichenhanceitsoverallperformance,CAand
user’sacceptanceoftechnology,candriveconsumerstoengageindifferentactivitieswiththebrand
contentonsocialmedia.

Basedontheresultsofthehypothesisedrelationshipsbetweentheconstructsinthesuggested
model,thedirectimpactsofexternalbeliefsonbehaviourwerefoundnottobesignificant.Unlike
previous studies, (Chandra & Srivastava, 2009; Leong, 2011; Lin, 2007) evidenced that the
characteristicsofonlinebrandcommunities;perceivedquality(systemandinformation),interactivity
and rewards, positively influence consumer engagement. Additionally, consumers are willing to
engagewiththecompany’sdifferentcommunitiesonsocialmediaandarewillingtomaintainan
enduringrelationshipduetoitsfunctionalityandinformationqualityandaboveallistheimportance
ofvirtualinteractivity(Ghasemaghaei,2020).Researchhaspointedoutthattheinteractivefeaturesof
thewebsiteandthecompany’smarketingeffortsfacilitatesocialmediaengagement(Bozoglanetal.,
2014;Hsu&Lin,2017;Sharmanetal.,2009).However,intheproposedmodel,systemqualityand
informationqualityweredemonstratedtoexertasignificantpositiveimpactonCAandsatisfaction.
Theseperceivedqualities(systemandinformation)thatdefinethefeaturesofthecontext;media
designand interactivity, inaddition tobeing informativeandsecuredare important inassessing
itsperformancedesignandshapingtheconsumer’sexperience.Therefore,basedonthefindings,
environmentalbeliefsareimportantantecedentsthatdrivethestateofabsorptionconsumerscan
experiencewhileinteractingwithinavirtualcontext.Accordingly,highlyperformingsystemsare
associatedwithminimaleffortsanduser’sfavourableattitudes(Saadé&Bahli,2005).

Inessence,theTAMproposesthatconsumer’ssocialmediausagedependsontheconsequences;
relatedbenefitsofusingSM.Inthesamecontext,(Caoetal.,2020)demonstratedthesignificant
impactofexternalbenefitsandutilitarianorientationofconsumerperceptiononsocialmediausage.
However,theTAMmodelhaslongbeencriticisedbecauseofitslimitedabilityinjustifyinghow
beliefsaroundtechnologyareformed,andnotincorporatingtheimpactofholisticexperienceswith
technologyinunderstatingbehaviours(Caoetal.,2020).Accordingly,CAisproposedasapowerful
intrinsicmotivationthatshapesthebeliefsrelatedtotechnology.TheextensionoftheTAMtoinclude
CAhasbeenintroducedinpriorstudies(Reychav&Wu,2015);similarly,thefindingsofthecurrent
studysupportthesignificantdirectimpactofCAonPU,PEOUandsatisfaction.Theresultsreinforce
thepositiveeffectofCAonconsumer’sbeliefsabout thesocialmedia, the targeted information
technology,andsubsequentbehaviourissupported.AplausibleexplanationisthatthestateofCA
canleverageconsumer’sintrinsicmotivationduringhisinteractionsonsocialmediatogetengaged
inbeneficialoutcomes(Hsiehetal.,2008).

Ithasbeenproposedthatthecontextfeaturesandconsumer’sstateofCAandbeliefswillprovide
anunderstandingoftheengagementbehaviouronsocialmediabrand-relatedcontent.Thetested
model supports thepositivesignificant influencesofCAandPUonconsumer’sengagementon
socialmediawithbrand-relatedcontent.While,theimpactofPUonbehaviouralintentionstouse
isquestionableanddoesnotascertainengagementYangetal.,(2017),buttheresultsofthisstudy
supporttheargumentthatconsumer’sbeliefsofthebenefitsassociatedwithinteractionswithsocial
mediapositivelyaffecttheirintentionstouseandengagementbehaviours.Thisshowsconsistency
withMcLean,(2018)theyoutlinedthatthePUisamongstrongpredictorsofconsumer’sintentionof
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engagementinthegamificationcontext.Similarly,(Chandra&Srivastava,2009;Leong,2011;Lin,
2007)foundthatengagementwitharetailerbrandedmobileapplicationismotivatedbytheapp’sPU.

Inlinewithpriorstudies,CAsignificantlyinfluencesattitudes(Ghasemaghaei,2020),intentions
(Bozoglanetal.,2014;Hsu&Lin,2017;Sharmanetal.,2009),andbehaviourseitherdirectly(Saadé
&Bahli,2005)orindirectlymediatedbybeliefs(Caoetal.,2020).Accordingly,cognitivelyabsorbed
consumerswhoarelikelytospendtimeonsocialmediaplatformswillengagewithbrand-related
content; thus, maximising the possible benefits of being involved in online activities and avoid
cognitivedissonance.ThedimensionsofCAprovideaframeforconsumer’sinteractionsonsocial
mediachannels;thepersonalitytraitofabsorptionisakeyelementinunderstandingaperson’stotal
experiencewithanobject.

CoNCLUSIoN

ThispaperaimstoinvestigatetheantecedentsofCESBCbyexaminingthesocialmediacontextual
factors;unlikepreviousstudieswhichwerefocusingontheeffectsofbrandorconsumer-relatedfactors.
Accordingly,thestudydeploysISsuccessmodelandgoesbeyonduser’sbehaviouralintentions,the
proposedmodeldefines fourpredictorsofCESBC,namely: systemquality, informationquality,
CA,PUandbehaviouralintentions.Fromatheoreticalperspective,thismodeliscomprehensiveas
itreinforcesthefollowing:

• Expanding consumer’s beliefs of themedia features and information aspects to behavioural
brand-relatedoutcomes.

• Providinga theoreticalexplanationof the suggestedcausal relationships inD&Mmodelby
integratingTAMextrinsicmotivations.

• Examining the role of consumer’s holistic experience on social media; gained from being
deeplyinvolvedontheplatform;thelinkagebetweenconsumer’sevaluationofsocialmedia
characteristics, and his behavioural beliefs of SM usefulness and subsequent engagement
behaviour.

Theresultsassertthatconsumers’socialmedia-basedbeliefsexpressedinsystemqualityand
informationqualityshape theirexperiencesandattitudes;user’s socialmediasatisfaction.These
intrinsicmotivations;CA,inreturncontributesininfluencingconsumer’sattitudes,behaviouralbeliefs
andbehaviours.Socialmediaitselfpromoteengagement;consumption,contribution,andcreation,
throughitsattributesthatformconsumers’experiencesandtheirperceptionsofusefulness.Giventhe
widearrayofsocialmediaplatforms,thismodelservesasafeedbackofsocialmediaeffectiveness
andemphasestheplatformattributesimportantinbrandsuccess.

THEoRETICAL IMPLICATIoNS

ThefirstcontributionofthisstudyisthevalidationoftheITmodelinthecontextofsocialmedia.
By drawing on the D&M IS success model, this research defines the attributes of the external
environment; the social media platform, that host the company’s products, brand fan page, and
enableittocommunicatewithconsumersandprovidethemwithservicesandofferings.Thestudy
highlightedtheimportanceofcontextualfactorssuchassystemqualityandinformationqualityon
drivingconsumer’sCAandshedlightontheroleplayedbytheperceivedutilitarianvaluedrawn
frominteractingonsocialmediaplatformsintheengagementofconsumerswithbrandcontents.

ThisstudypioneersinassessingtheroleofCAonsocialmedia,anditexemplifiesitsrolein
drivingconsumesengagementwiththebrand-relatedcontent.CAfiltersoutsocialmediastimuli;that
is,theexternalitiesofthecontextusedtomotivateuserstowardsinteractionandengagementwith
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activitiesonitsplatform.Accordingly,consumerswillexperienceCAanditsrelatedpsychometric
properties;afterward,rationalisetheirbehaviours.TheinclusionofCAasanantecedentofconsumer’s
perceptionsplaysanimportantroleinmaximisingtheusefulnessofinteractingwithsocialmedia;
while,capturingthetotalityofsocialmediaexperiences.Italsodefinestheroutesthatcontributeto
themanifestationofconsumerinclinationtowardonlineactivities.Thisstudyoffersanewinsightto
theliteratureofCAbyexaminingitsantecedentsandoutcomes.throughwhichconsumersinclination
toonlineactivitiesismanifested.

Finally,theoutcomeofthisstudyenhancestheunderstandingofconsumerengagementwith
brand-relatedcontentonsocialmediabyreferringtothecontextualcharacteristics.Thelogic
behindtheusedITtheoryisthatthelevelofconsumer’sengagementwithtechnologyisreflected
innetbenefits,assumingthatthehigherthelevelofengagementthehighertheperformance.
However,engagementiscontingentonthesystemsuccess.Thesuccessofthesystemisdetermined
atmanylevels;accuracyandefficiency,conveyinginformation,user’sacceptance,favourable
attitudeandfinallyitseffectivenessandinfluence.Thekeymotivatorofengagementbehaviour
istheCAthatreflectsconsumer’sexperiencesofthesocialmedialandscapeandenhancethe
valueofits’interactivenature.

PRACTICAL IMPLICATIoNS

Theresearchfindingsprovideusefulinsightsforbrandmanagersseektoenhanceconsumerengagement
onsocialmediaplatform.Itemphasisestheroleofsocialmediainmarketingcommunicationsand
focusesontheaspectsofbehaviouralonlineengagement.

Theconceptofconsumerengagementonsocialmediabrand-relatedcontentencompassestwo
keyelements,theyarethehostingplatformofthecompany’sbrand-relatedcontentandthemulti-
levelsbehaviours.Thisbehaviouralperspectiveisinlinewithsocialmediametrics;although,each
platformhasitsownanalyticaltool,butengagementisthemostcommonandimportantoneused
forassessingsocialmediaandthebrandperformance(Caoetal.,2020).Companiesaremaking
huge investmentsondifferent socialmediasites toclaim theirpresence,and thekeyelementof
successisconsumerengagementactivities;consumption,contributionandcreation,whichgenerate
profitandraisesthereturnoninvestment.Therefore,thereisaneedtointegrateSMattributestothe
company’smarketingstrategy,especially,thattheseattributesdrivetrafficonthemediachanneland
attractagreatnumberofusersenhancingitspopularity.Socialmediaprovidersshouldimprovethe
technologicalfunctionalcapabilities;developingtheirprovidedservicestoachievebetteruser’sCA
andcontinueduseofsocialmedia.

Atthebottomline,thecharacteristicsofthesocialmediacontextareimportanttoenrich
theattractivenessofsocialmediachannelsandtriggerconsumerengagement.SMmarketers
needtoconfigurequalitymechanismsthatamplifytheinteractivity,upgradethesystemquality
andensureinformationquality.Indeed,thedifferentflavours;uniquefeatures,ofsocialmedia
sitescanservethedifferentaimsofmarketingstrategyandensureitseffectiveness;however,
theinteractivitynatureisthecommonbaseline.Theeffectsofcontextualfactorsuncoveredin
thisstudyarethekeydriversofvariouslevelsofconsumerengagementdespitetherichnessof
thecontent;videos,high-qualitypictures,audio,instantfeedback,liveinteractions,provided
ateachcommunicationchannel.

LIMITATIoNS AND RECoMMENDATIoNS FoR FUTURE RESEARCH

Thestudyhasanumberoflimitationsthatofferpotentialfutureresearch.First, thetheoretical
backgroundisfocusingonlyontheISsuccessfactorsofthesocialmediacontext,butothervariables
suchasthedifferentialimpactofmediatypeanditscontentshouldbeconsideredtocontribute
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moretotheunderstandingofbehaviouralengagement.Second,thetypeofengagementexamined
hereisadoptingtheconsumer’sperspective;while,otherengagementformswithstakeholders,
employees,orinvestorsarealsoimportanttotheeffectivenessofbrandstrategy.Third,theempirical
limitationsoftheconveniencesample,thesamplesizeinhibittestingthemoderatingeffectsof
genderandagedifferences.
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APPENDIX A

Figure 2. 
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APPENDIX B

Table 6. The rotated component matrix
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