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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

ThisarticlepublishedasanOpenAccesssarticledistributedunderthetermsoftheCreativeCommonsAttributionLicense(http://cre-
ativecommons.org/licenses/by/4.0/)whichpermitsunrestricteduse,distribution,andproductioninanymediumprovidedtheauthorofthe

originalworkandoriginalpublicationsourceareproperlycredited.



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

2

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).
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