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Submitted: 21 March 2023, In this work in progress Empreds will analyse how user interaction and
Revised: 3 July 2023, frequency of interaction has an influence on brand advocacy specifically
Accepted: 17 August 2023 Within digital contexts, and types of content that encourage this action. As
a quantitative study, the research has gathered data from a diverse group
of social media users, to assess the user interaction data as an influential

Keywords factor for brand advocacy by using multiple regression analysis together
User Engagement with ANOVA/ANCOVA. The study objectives show that engagement
Brand Advocacy rate, interaction frequency, visual content value are predictors of brand
Digital Marketing advocacy, where young people are said to have high advocacy. Thus, these
Social Media Interactions ~ outcomes supplement the existing body of knowledge by detailing how
Content Strategy. various forms of users’ engagement affect brand recommendations and;

providing digressive tactics that may be useful to brands attempting to
strengthen their bond with their users through digital marketing. It may
also be understood as the need for developing engaging and effective
content along with focusing at the young people to improve the online
brand promotion.

Introduction

The technological advancement has brought change in the manner the brands approach the end
users, marking a new period in marketing. The use of social media, mobile apps, and several
online platforms in marketing communication has enhanced the engagement of consumers and
the brands as they can be able to engage in a real time communication and feedback (Ashley
& Tuten, 2015). It will be important for the capture of contemporary consumer activity and
management approaches for brands to move from the traditional static one way communication
to the dynamic two way communication (Raki¢ & Raki¢, 2014; Luoma-aho & Vos, 2010;
Macnamara & Gregory, 2020).

User engagement can be described as any activities within a digital context and they include
such actions as liking, commenting, sharing, and writing of a review. These interactions are
quite essential in developing and fostering relationships between brand and consumers thus
fostering a sense of brand loyalty around the brand (Malthouse et al., 2013; Santos et al., 2022;
Kumar & Kaushik, 2020; Cardoso et al., 2022). Further, such interactions ensure that
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organisations gather valuable information through which they may enhance the marketing
strategies and consequently enhance the flow of customers (Hollebeek et al., 2014; Rosério &
Raimundo, 2021; Tariq et al., 2022).

However, even though the involvement of users is acknowledged as a key concept, there is a
lack of knowledge regarding such interactions’ impact on brand advocacy (Li et al., 2022; de
Regt et al., 2021). Perceived brand advocacy also defined as the consumers’ extent of positive
word of mouth regarding a brand, and considered as the key to word of mouth communication
that ranked by many scholars as the most effective marketing communication method (Keller,
2007). However, there is scarce research that establishes the user cooperation as a dependent
variable in relation to brand promotion, especially in digital platforms (Hudson et al., 2015;
Rangaswamy et al., 2020; Liu et al., 2020).

The research objective of the current study is to use quantitative methods to compare the effects
of interaction on brand advocacy in the digital arena. The first set of research questions are as
follows; To what extent does user interaction affect brand advocacy On which users’
interaction metrics does the advocacy depend The practical implication of the research is aimed
at offering solutions to digital marketers. The attainment of these objectives will support the
existing scholarly research on digital marketing and consumer behaviour while providing some
insights to the brand managers (Urdea et al., 2021; Stocchi et al., 2022; Apasrawirote et al.,
2022).

Many theories exist regarding the investigation of this association. According to Social
Exchange Theory, man and other animals engage in social behaviour to get the most for the
least, following Homans (1958). Described by Blau (1964) in the social exchange theory, this
theory posits that consumers interact with a brand when they feel that the gains of such
interaction are worth the effort and time to be invested. Another relevant theory is the
Engagement Theory that has to do with the cognitive, emotional, and behavioral investment of
consumers in their interaction partners, which is particularly important for loyalty and
advocacy (Higgins & Scholer, 2009; Sweeney et al., 2020; Quaye et al., 2022).

Therefore, research works give inconclusive results with what transpires between users and
brand or company’s application regarding positively promoting a brand. For example, Dessart
etal. (2015) established that *’the degree of customer engagement in online brand communities
is positively related to brand loyalty and brand advocacy’’. Relling et al. (2016) have also
shown that the mentioned customer engagement behaviours are significant determinants of
brand advocacy in social media contexts. Nevertheless, other studies indicate that the influence
that user interaction has on brand advocacy is not universal and might depend on the given type
of interaction and the used platform (Van Doorn et al., 2010).

A number of studies presented by such authors as Leckie et al. (2016) pay considerable
attention to the effects of customer engagement in relation to brand equity, including customer
loyalty and advocacy. From their study they argue that those brands that are more involved
with their customers on digital media are the ones likely to gain from positive word of mouth
and advocacy. This is in line with Rather et al. (2019) stating that in the hospitality industry,
brand engagement helps consumer to mobilize brand loyalty and advocacy. Furthermore,
Verhoef et al. (2010) also stressed that the behaviours of the customer engagement are needed
for the firms to sustain their competitive advantage in digital technology. Since the results
presented a variation and because previous literature mostly relied on examination of combined
interaction indicators, the present research intends to make a contribution to the existing body
of knowledge by presenting an objective quantitative analysis of four key interaction metrics
in relation to brand advocacy. As an understanding of engagement rate, interaction frequency

Renfil
124



Celebes Scholar pg Journal of Social Commerce

and contents sharing, this research aims at assessing the factors influencing brand advocacy in
the digital contexts.

The relationship between user interaction and brand advocacy in digital environments remains
underexplored despite the significant role that digital engagement plays in modern marketing
strategies. The rapid growth of social media platforms and other digital channels has made it
increasingly important for brands to understand how their interactions with users can be
leveraged to foster brand advocacy. However, empirical evidence on the mechanisms through
which user interaction translates into brand advocacy is sparse. Existing studies have often
focused on the general impact of social media engagement without dissecting the specific types
of interactions that are most effective in promoting advocacy. Furthermore, there is a need for
quantitative research that examines these dynamics in various digital contexts, as different
platforms and types of content may influence consumer behavior in unique ways. Addressing
these gaps is crucial for both academic understanding and practical application in digital
marketing.

Questions of the Study
1. Towhat extent does user interaction influence brand advocacy in digital environments?

2. Which specific user interaction metrics (e.g., engagement rate, interaction frequency)
are the most significant predictors of brand advocacy?

3. How do different digital platforms and types of content affect the relationship between
user interaction and brand advocacy?

Methods

In this research, various quantitative research techniques were used to determine the correlation
between user engagement and brand promoter on digitalisation platforms. The structured and
systematic approach of data collection and data analysis was aimed to give reliable and validate
results. In the process of participant selection, the research adopted a stratified random
sampling method. The targeted demographic was composed of active participants of social
media websites who come across brand content and is interested in it. In order to achieve data
diversification, the sample was split by the significant demographic variables such as age,
gender and geographical area. Thus, this approach allowed the identification of users’
interactions in different groups, improving the external validity of the study.

Instrument

The main data gathering tool was an online survey questionnaire; its purpose was to assess how
often users engaged with brand content on digital media and several aspects of brand
endorsement. The set self-administered questionnaire comprised items on engagement indices
which were; likes, comments, shares & reviews for the brand; and a five Likert scale to rate
brand advocacy. The survey was distributed via email and social media channels, ensuring a
wide reach and high response rate.

To ensure that the survey instrument developed was valid, validation of the survey was done
in two stages. Initial assessment of the questionnaire involved a pilot test with a view of
ascertaining content validity and this was done with the help of a panel of experts in digital
marketing and consumer behavior. Their inputs were used in improving the received survey
items especially concerning clarity and relevance. Second, with an intent of designing reliable
and valid, an exploratory study having fifty participants was conducted. In the analysis of the
internal consistency of the pilot data, Cronbach’s alpha was used; the value obtained was 0. 87,
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indicating high reliability. The construct validity of the study was established through
exploratory factor analysis showing that all the items tapped onto the intended constructs.
Collection of data was done over one calendar month, though this was divided into four weeks.
The survey link was sent out to 1,000 purposively selected SNS users using a stratified random
sample. The follow up messages were sent to the participants one week and three weeks after
dissemination in order to enhance response rates. The total number of completed questionnaires
received was 783, giving a response rate of 78 percent. 3%.

Data Analysis

Quantitative data that was collected was analyzed and some kind of descriptive and inferential
statistics were used. These included measures of central tendency and variability, and the
frequencies and percentages of scores. Inferential statistics were used to test the study’s
hypotheses:Inferential statistics were used to test the study’s hypotheses: (1) Correlation
Analysis: The purpose of this study was therefore to investigate the correlation between various
forms of user engagement (for instance likes, comments, shares, and brand advocacy; (2)
Regression Analysis: Finally, the interaction metrics were subjected to multiple regression
analysis with the view of establishing the measures that would most strongly explain brand
advocacy status. These were measures of the frequency and nature of engagement, including
the proportion of the audience that regarded themselves as fans, the reciprocal of the number
of days taken for the engagement rate to double, and the type of content, with brand advocacy
as the dependent variable; (3) ANOVA and ANCOVA: Test of between group differences was
made using Analysis of variance (ANOVA) in an attempt to determine the significance of
difference in brand advocacy scores across demography segments. Additionally, analysis of
covariance (ANCOVA) was used to control for potential confounding variables such as age
and gender, ensuring a more accurate assessment of the relationship between user interaction
and brand advocacy; (4) T-test: Independent samples t-tests were utilized to compare the mean
levels of brand advocacy between users with high and low engagement rates.

Results and Discussion

Table 1. Descriptive Statistics for User Interaction Metrics

Interaction Metric Mean Std Dev Min Max Freq Percentage
Likes per Post 45.3 20.7 5 120 783 100
Comments per Post 12.1 8.5 0 50 783 100
Shares per Post 94 6.8 0 40 783 100
Reviews per Month 3.2 2.5 0 15 783 100

The table shows that, on average, users liked brand posts 45.3 times, commented 12.1 times,
shared 9.4 times, and wrote 3.2 reviews per month. The relatively high standard deviations,
particularly for likes and comments, suggest considerable variability in user engagement levels.

Table 2. Descriptive Statistics for Brand Advocacy

Brand Advocacy Metric Mean StdDev Min Max Freq Percentage
Likelihood to Recommend 4.1 0.8 1 5 783 100
Positive Word of Mouth 3.9 0.9 1 5 783 100
Brand Loyalty 4.2 0.7 1 5 783 100
Participation in Brand Campaigns 3.7 1.0 1 5 783 100

The mean scores for brand advocacy metrics indicate generally positive consumer attitudes
towards the brands. The likelihood to recommend a brand had a mean score of 4.1, suggesting
high brand advocacy. Positive word of mouth had a mean score of 3.9, while brand loyalty was
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slightly higher at 4.2. Participation in brand campaigns had a lower mean score of 3.7,
indicating variability in engagement.

Table 3. Descriptive Statistics by Age Group

Age Group  Engagement Rate  Brand Advocacy  Frequency Percentage
18-24 52.5 4.3 200 25.5
25-34 47.8 4.1 250 31.9
35-44 41.2 3.8 180 23.0
45-54 36.5 3.5 100 12.8

55 28.7 3.2 53 6.8

The engagement rate and brand advocacy scores vary across different age groups. Younger
users (18-24) had the highest mean engagement rate (52.5) and brand advocacy (4.3). The
engagement rate and advocacy scores decrease with age, with users aged 55 and above having
the lowest scores. This suggests that younger users are more engaged and more likely to
advocate for brands compared to older users.

Table 4. Frequency Distribution of Interaction Types

Interaction Type Freqguency Percentage
Liking Posts 783 100
Commenting on Posts 683 87.2
Sharing Posts 543 69.3
Writing Reviews 473 60.4

Liking posts was the most common interaction type, with all participants engaging in this
behavior. Commenting and sharing posts were also frequent, with 87.2% and 69.3% of
participants engaging in these activities, respectively. Writing reviews was the least common
interaction type, with 60.4% of participants engaging in this behavior. This distribution
highlights the varying levels of engagement across different interaction types.

This analysis examines the relationships between different types of user interactions and brand
advocacy, using Pearson correlation coefficients.

Table 5. Correlation Matrix

Likes

Shares

Reviews

Likelihood

Positive

Participation

Variable per C;::rgggtt S per per to Word of fo?ar;?y in Brand
Post Post Month  Recommend  Mouth Campaigns

Likes per Post 1.00 0.65** 0.60**  0.45** 0.50** 0.48** 0.53** 0.47**
Comments per 0.65** 1.00 0.68**  0.52*%* 0.55** 0.57** 0.59** 0.54**
Post
Shares per Post ~ 0.60** 0.68** 1.00 0.48** 0.58** 0.56** 0.62** 0.55**
Reviews per 0.45** 0.52** 0.48** 1.00 0.40** 0.42** 0.44** 0.43**
Month
Likelihood to 0.50** 0.55** 0.58**  0.40** 1.00 0.78** 0.75** 0.65**
Recommend
Positive Word 0.48** 0.57** 0.56**  0.42** 0.78** 1.00 0.77** 0.69**
of Mouth
Brand Loyalty 0.53** 0.59** 0.62**  0.44** 0.75** 0.77** 1.00 0.71**
Participation in ~ 0.47** 0.54** 0.55**  0.43** 0.65** 0.69** 0.71** 1.00

Brand
Campaigns

Indeed, analysis of the results has shown that likes per post are positively associated with
different measures of brand advocacy, the strength of the correlation being moderate to high.
The highest coefficients are with brand identification and loyalty, which equal to 0. 53, as well
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as with tendency to recommend the brand, which equals to 0. 50, Mean frequency with which
users like posts demonstrates their brand loyalty. Number of comments per post are positively
related to all brand advocacy measures most especially with brand loyalty and positive word
of mouth with correlation of 0. 59 and 0. 57 respectively. This means that users who write
comments are more suitable and willing to promoting brand. Sharing posts has a very
significant positive relationship with brand loyalty and willingness to recommend. EXisting
research shows that content sharers are much more likely to be a brand loyal and recommend
it. As with other forms of interaction, there is a moderately positive relationship between the
number of reviews per month and all the brand advocacy measures. The highest correlation to
be gotten is with brand loyalty (0. 44) meaning that often reviewers are always brand loyal
customers. Likelihood to Recommend: This measure has very high coefficients with POwM
(0. 78) and brand loyalty (0. 75,) and so the users that are likely to recommend a brand are also
likely to engage in positive word of mouth and are also loyal to the brand. Positive Word of
Mouth: This measure also has strong correlation with the brand loyalty and with brand’s
campaign 0. 77 and 0. 69 respectively, which indicate that the users who are positive towards
the brand are likely to be loyal towards it and are likely to participate in the brand campaigns.
Participation in brand campaigns has also a very strong positive relationship to brand loyalty,
the correlation coefficient being of 0. 71, which means that customers who are loyal are most
likely to participate in brand campaigns. Participation in Brand Campaigns measure is strongly
correlated with all other brand advocacy measures, particularly brand loyalty (0.71) and
positive word of mouth (0.69), showing that users who participate in brand campaigns are more
likely to be loyal and advocate for the brand.

These analyses aim to identify the key predictors of brand advocacy and examine the
differences in brand advocacy across different groups.

Table 6. Multiple Regression Analysis Results

Predictor Variables Beta Coefficient ~ Standard Error  t-value  p-value
Engagement Rate 0.42 0.05 8.40 0.0001
Interaction Frequency 0.31 0.04 7.75 0.000
Type of Content 0.18 0.03 6.00 0.0013

The multiple regression analysis shows that all predictor variables significantly contribute to
brand advocacy. Engagement rate has the highest beta coefficient (0.42), indicating it is the
strongest predictor of brand advocacy. Interaction frequency (0.31) and type of content (0.18)
also significantly influence brand advocacy. The model explains 65% of the variance in brand
advocacy (R-squared = 0.65), which is substantial. The overall model is highly significant (p
< 0.001), suggesting that the predictors collectively contribute to brand advocacy.

Table 7. ANOVA Results for Brand Advocacy by Age Group
Age Group  Mean Brand Advocacy  Standard Deviation F-Value P-Value

18-24 4.3 0.6 45.67 0.0001
25-34 4.1 0.7
35-44 3.8 0.8
45-54 3.5 0.7
55 and above 3.2 0.9

According to the results of the ANOVA analysis there is the significant difference between the
mean scores of brand advocacy depending on the age factor (F = 45. 67; p <0. 001). The mean
brand advocacy score is significantly highest among the youngest group the 18-24 age group
(4. 3) the scores reduce for each increasing age group and correspondingly is lowest for the 55
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and above age group with a mean brand advocacy score of 3. 2. This means that young users
will exercise more, or be more active in the promotion of the brand than older users.

Table 8. Results for Controlling for Gender

Age Group Adjusted Mean Brand Advocacy Standard Error
18-24 4.2 0.05
25-34 4.0 0.06
35-44 3.7 0.07
45-54 3.4 0.06

55 and above 3.1 0.08

When gender is entered into the ANCOVA, a further differentiation of significant brand
Advocacy means by age is established (F = 37. 77, p < 0. 001). The adjusted mean of the brand
advocacy scores are presented below and are comparable to the previous described ANOVA
results where again the power house age groups impart higher brand advocacy. The covariate
gender is not a significant factor (p = 0. 118), that is, the gender of the customers has no effect
on brand advocacy where Age is taken into consideration.

There is correlation between the levels of engagement, the number of interactions and the
content with brand advocacy The variables that are found to have an impact with the level of
significance include the engagement rate, the number of interactions, and the type of content.
The ANOVA and ANCOVA imply the differences in brand advocacy depending on age, while
the young users are more likely to report higher levels of advocacy. As the following
presentation of the results of the ANCOVA will show, controlling for gender does not alter the
fact that age has a significant effect on brand advocacy: the F value of this measure is 20.077,
and if the effect size is calculated by dividing this value by its df of 3, the result is 6.689 (these
values imply a p<0.001 and a partial eta squared of 0.291), It also means that younger audiences
should be the focus of marketing initiatives, and how to properly reach out to them to boost the
advocacy of the brand.

User Engagement and Brand Advocacy

The findings of the current study showed that brand advocacy has the highest correlation.
Apparently, this discovery also leans towards the views of previous studies that suggest the
role of the users in online communities. De Vries & Carlson (2014) have established that users’
level of consumption in the form of likes, comments and shares has been found to be an
essential predictor of positive brand outcomes in social media contexts. The levels of user
engagement have a positive positive relationship with brand outcomes and user advocacy.

Thus, this paper is a contribution to the prior literature by revealing the relationship between
certain interaction measures and brand advocacy. Unpacked as likes, comments and shares,
this research gives a better understanding of which of the subtypes of interactions has the
biggest impact on brand advocacy. The coefficient of engagement rate being significantly high
supports that out of all the levels of interaction, the basic engagement rate own the greatest
influence. This type of thinking is superior to the qualitative approach because it provides for
better understanding of how specific engagement activities advance the cause of brand
advocate, and therefore, would enable better and more focused digital marketing (Gavilanes et
al., 2018).

These contributions hold important practical import for marketers. Since the engagement rate
directly prescribes the advocacy rate, brands should pursue the strategies that would increase
users’ engagement with their social media accounts. This can entail development of such things
as, shareable content, calling in for content created by the users and other engagement measures
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such as polls, competitions as well as engagement posts. If the brand increases the user
engagement the consumers will be more loyal and will act as advocates of the brand (Hollebeek
et al., 2014; Cuevas-Molano et al., 2021; Wang, 2021; Hollebeek et al., 2021). For example,
applications such as polls and quizzes not only create the perceived interactivity of the media
but also offers crucial feedbacks of the users. This type of content should be promoted as users’
reviews, testimonials or posts related to brand and can increase engagement and contribute to
the creation of the specific community. Thirdly, shared content, particularly visuals and
multimedia increase ‘likes’, ‘shares’, ‘comments’, and in effect augment engagement rates.

Content Quality and Relevance: However, the quality of content is a problem that usually
requires in depth and highly relevant content to interest users. It has been established that
content that will go well with the target audience, highlight their needs and wishes and offer
some utility is likely to be liked, shared and commented on. Interactive and Visual Content:
Polls, quizzes, and contests evoke people’s engagement to share their opinions, whereas
images, videos, and infographics gain higher people’s attentiveness more than text posts
(Ashley & Tuten, 2015). Community Building: Providing user content activity, encouraging
discussions in topic and using entertaining content; and rewarding active members in the
community may help to improve the firm’s stakeholder engagement and gain permanent
consumers (Rather & Hollebeek, 2021). Timely and Responsive Interaction: Interacting with
the users in real-time and reacting to the comments or messages from the users can improve
the experience of users and motivate them to be more active.

It is clear therefore that brands need to make significant investments in activities that would
increase engagement with users. In this way, they can develop a pool of customers who are not
only are satisfied with the propositions that are offered by the organisation in terms of its
products or services but also those who are willing to promote it to their circles of influence.
This advocacy can in any form word of mouth recommendation, advertising on social media,
response to a brand’s call out, all these play a role in the progress of the brand (Rim et al.,
2020).

Interaction frequency also emerged as a significant predictor of brand advocacy (p = 0.31, p <
0.001), supporting the notion that frequent interactions enhance user-brand relationships
(Dessart et al., 2015). Additionally, the type of content, particularly visual content, positively
influences brand advocacy (f = 0.18, p < 0.001). This finding is consistent with research
highlighting the superior effectiveness of visual content in digital marketing (Hudson et al.,
2015). However, this study uniquely quantifies this impact, providing empirical evidence that
brands should leverage visual content to maximize advocacy. Frequency too proved highly
significant in the brand advocacy model (f = 0. 31, p < 0.001) confirming the premise that
increases in the interaction frequency strengthens users’ brand relationships (Dessart et al.,
2015). Also, the type of content influences brand advocacy especially the visual content part
(B=20.18, p<0.001). This detection is in line with the studies stressing the importance of
visuals in digital marketing with such studies as Hudson et al. (2015). However, this study for
the first time establishes the value of this impact and used empirical evidence to show that
brands should adopt visual content for advocacy.

As we can observe from the above testing results of ANOVA and ANCOVA, brand advocacy
is significantly different across age group; especially if the users were 18-24 years of their age.
Older users in the group 55+ years have the lowest level of brand advocacy (F = 45. 67, p <0.
001). This fact supports other conclusions stating that the younger audience is more digitally
active and brand fond (Saulite et al., 2022). Nonetheless, by setting gender aside, this study
makes age as the key determinant of the brand advocacy independently of gender, which can
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boost the understanding of the demographic factors’ impact on the digital marketing efficiency
(Eze etal., 2021).

This research responds to the following three research questions: First, unlike the previous
studies that attempted to locate the importance of usage in brand commitment and brand
evangelism, this paper undertook a quantitative examination of specified measures of
interaction with brands and their significance. Such a level of analysis provides amenable
information to those practitioners who would wish to establish how they could enhance their
DM strategies (Brodie et al., 2013). Secondly, this study helps to uncover how specific content,
using visuals and texts compare to the other, can affect brand advocacy. Earlier research has
mostly concentrated on overall participation without differentiating between the content
categories (Ashley & Tuten, 2015; Elo et al., 2014). Through the presentation of the impact of
visual content as shown in this research, it presents more specific direction of contents in DM.
Finally, the demographic analysis presented in this study highlights the importance of targeting
younger audiences to foster brand advocacy. While earlier studies have identified age as a
factor in digital engagement, this study's detailed statistical analysis offers stronger empirical
support for tailored marketing strategies based on age demographics (Rather & Hollebeek,
2021).

Conclusion

In a broader perspective, this particular work enhances the current knowledge regarding online
user engagement and brand promotion. This research fills important gaps in the literature by
offering a qualitative and quantitative examination of certain types of interactions, content, and
demographics; it will be useful for academicians and marketers as well. This is further based
on the findings that enforce the need to engage the users through sharing and interactive content
and especially the visually and the user generated content that has been found to enhance brand
advocacy greatly. Also, the role of active users’ interaction and successful targeting of the
younger audience, who are more actively represented in the digital space and are more loyal to
brands. Therefore, applying these considerations, brands will be able to create a better and more
efficient digital marketing experience that increases the level of a user’s involvement and
inspires him to become a devoted advocate of the brand. Lastly, this research focuses on how
to establish the constant observation for performance analysis and improvements of digital user
engagements for better marketing strategies in an uncertain digital environment.

References

Apasrawirote, D., Yawised, K., & Muneesawang, P. (2022). Digital marketing capability: the
mystery of business capabilities. Marketing Intelligence & Planning, 40(4), 477-496.

Ashley, C., & Tuten, T. (2015). Creative strategies in social media marketing: An exploratory
study of branded social content and consumer engagement. Psychology & Marketing,
32(1), 15-27. https://doi.org/10.1002/mar.20761

Blau, P. M. (1964). Exchange and power in social life. New York: Wiley.
https://doi.org/10.4324/9780203792643

Brodie, R. J., llic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual
brand community: An exploratory analysis. Journal of Business Research, 66(1), 105-
114. https://doi.org/10.1016/j.jbusres.2011.07.029

Renfil
131


https://doi.org/10.1002/mar.20761
https://doi.org/10.4324/9780203792643
https://doi.org/10.1016/j.jbusres.2011.07.029

Celebes Scholar pg Journal of Social Commerce

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, 1., Régo, R., Silva, R., ... & Meirinhos, G.
(2022). Trust and loyalty in building the brand relationship with the customer:
empirical analysis in a retail chain in northern Brazil. Journal of Open Innovation:
Technology, Market, and Complexity, 8(3), 109.
https://doi.org/10.3390/joitmc8030109

Cuevas-Molano, E., Matosas-Lopez, L., & Bernal-Bravo, C. (2021). Factors increasing
consumer engagement of branded content in Instagram. IEEE Access, 9, 143531-
143548. https://doi.org/10.1109/ACCESS.2021.3121186

de Regt, A., Plangger, K., & Barnes, S. J. (2021). Virtual reality marketing and customer
advocacy: Transforming experiences from story-telling to story-doing. Journal of
Business Research, 136, 513-522. https://doi.org/10.1016/].jbusres.2021.08.004

De Vries, N. J., & Carlson, J. (2014). Examining the drivers and brand performance
implications of customer engagement with brands in the social media
environment. Journal of Brand Management, 21, 495-515.
https://doi.org/10.1057/bm.2014.18

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online
brand communities: A social media perspective. Journal of Product & Brand
Management, 24(1), 28-42. https://doi.org/10.1108/JPBM-06-2014-0635

Elo, S., Kéaridinen, M., Kanste, O., Pélkki, T., Utriainen, K., & Kyngas, H. (2014). Qualitative
content analysis: A focus on trustworthiness. SAGE open, 4(1), 2158244014522633.
https://doi.org/10.1177/2158244014522633

Eze, S. C., Awa, H. O., Chinedu-Eze, V. C., & Bello, A. O. (2021). Demographic determinants
of mobile marketing technology adoption by small and medium enterprises (SMESs)
in Ekiti State, Nigeria. Humanities and Social Sciences Communications, 8(1), 1-11.
https://doi.org/10.1057/s41599-021-00762-5

Gavilanes, J. M., Flatten, T. C., & Brettel, M. (2018). Content strategies for digital consumer
engagement in social networks: Why advertising is an antecedent of
engagement. Journal of Advertising, 47(1), 4-23.
https://doi.org/10.1080/00913367.2017.1405751

Higgins, E. T., & Scholer, A. A. (2009). Engaging the consumer: The science and art of the
value creation process. Journal of Consumer Psychology, 19(2), 100-114.
https://doi.org/10.1016/j.jcps.2009.02.002

Hollebeek, L. D., Das, K., & Shukla, Y. (2021). Game on! How gamified loyalty programs
boost customer engagement value. International Journal of Information
Management, 61, 102308. https://doi.org/10.1016/j.ijinfomqt.2021.102308

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social
media: Conceptualization, scale development and validation. Journal of Interactive
Marketing, 28(2), 149-165. https://doi.org/10.1016/j.intmar.2013.12.002

Homans, G. C. (1958). Social behavior as exchange. American Journal of Sociology, 63(6),
597-606. https://doi.org/10.1086/222355

Hudson, S., Roth, M. S., Madden, T. J., & Hudson, R. (2015). The effects of social media on
emotions, brand relationship quality, and word of mouth: An empirical study of music
festival attendees. Tourism Management, 47, 68-76.
https://doi.org/10.1016/j.tourman.2014.09.001

Renfil
132


https://doi.org/10.3390/joitmc8030109
https://doi.org/10.1109/ACCESS.2021.3121186
https://doi.org/10.1016/j.jbusres.2021.08.004
https://doi.org/10.1057/bm.2014.18
https://doi.org/10.1108/JPBM-06-2014-0635
https://doi.org/10.1177/2158244014522633
https://doi.org/10.1057/s41599-021-00762-5
https://doi.org/10.1080/00913367.2017.1405751
https://doi.org/10.1016/j.jcps.2009.02.002
https://doi.org/10.1016/j.ijinfomgt.2021.102308
https://doi.org/10.1016/j.intmar.2013.12.002
https://doi.org/10.1086/222355
https://doi.org/10.1016/j.tourman.2014.09.001

Celebes Scholar pg Journal of Social Commerce

Keller, K. L. (2007). Managing the growth tradeoff: Challenges and opportunities in luxury
branding. Journal of Brand Management, 14(5), 289-302.
https://doi.org/10.1057/palgrave.bm.2550056

Kubin, E., & Von Sikorski, C. (2021). The role of (social) media in political polarization: a
systematic review. Annals of the International Communication Association, 45(3),
188-206. https://doi.org/10.1080/23808985.2021.1976070

Kumar, V., & Kaushik, A. K. (2020). Building consumer—brand relationships through brand
experience and brand identification. Journal of Strategic Marketing, 28(1), 39-59.
https://doi.org/10.1080/0965254X.2018.1482945

Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2016). Antecedents of consumer brand
engagement and brand loyalty. Journal of Marketing Management, 32(5-6), 558-578.
https://doi.org/10.1080/0267257X.2015.1131735

Li, J. Y., Kim, J. K., & Alharbi, K. (2022). Exploring the role of issue involvement and brand
attachment in shaping consumer response toward corporate social advocacy (CSA)
initiatives: The case of Nike’s Colin Kaepernick campaign. International Journal of
Advertising, 41(2), 233-257. https://doi.org/10.1080/02650487.2020.1857111

Liu, Y., Chen, D. Q., & Gao, W. (2020). How does customer orientation (in) congruence affect
B2B electronic commerce platform firms' performance?. Industrial Marketing
Management, 87, 18-30. https://doi.org/10.1016/j.indmarman.2020.02.027

Luoma-aho, V., & Vos, M. (2010). Towards a more dynamic stakeholder model:
acknowledging multiple issue arenas. Corporate Communications: An International
Journal, 15(3), 315-331. https://doi.org/10.1108/13563281011068159

Macnamara, J., & Gregory, A. (2020). Expanding evaluation to progress strategic
communication: Beyond message tracking to open listening. Future Directions of
Strategic Communication, 141-158. https://doi.org/10.1080/1553118X.2018.1450255

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing customer
relationships in the social media era: Introducing the social CRM house. Journal of
Interactive Marketing, 27(4), 270-280. https://doi.org/10.1016/j.intmar.2013.09.008

Quaye, E. S., Taoana, C., Abratt, R., & Anabila, P. (2022). Customer advocacy and brand
loyalty: the mediating roles of brand relationship quality and trust. Journal of Brand
Management, 29(4), 363-382. https://doi.org/10.1057/s41262-022-00276-8

Raki¢, B., & Raki¢, M. (2014). Integrated marketing communications paradigm in digital
environment: The five pillars of integration. Megatrend revija, 11(1), 187-204.
https://doi.org/10.5937/MegRev1401187R

Rangaswamy, A., Moch, N., Felten, C., Van Bruggen, G., Wieringa, J. E., & Wirtz, J. (2020).
The role of marketing in digital business platforms. Journal of Interactive
Marketing, 51(1), 72-90. https://doi.org/10.1016/j.intmar.2020.04.006

Rather, R. A., & Hollebeek, L. D. (2021). Customers’ service-related engagement, experience,
and behavioral intent: Moderating role of age. Journal of Retailing and Consumer
Services, 60, 102453. https://doi.org/10.1016/]j.jretconser.2021.102453

Rather, R. A., Hollebeek, L. D., & Islam, J. U. (2019). Tourism-based customer engagement:
The construct, antecedents, and consequences. The Service Industries Journal, 39(7-
8), 519-540. https://doi.org/10.1080/02642069.2018.1561876

Renfil
133


https://doi.org/10.1057/palgrave.bm.2550056
https://doi.org/10.1080/23808985.2021.1976070
https://doi.org/10.1080/0965254X.2018.1482945
https://doi.org/10.1080/0267257X.2015.1131735
https://doi.org/10.1080/02650487.2020.1857111
https://doi.org/10.1016/j.indmarman.2020.02.027
https://doi.org/10.1108/13563281011068159
https://doi.org/10.1080/1553118X.2018.1450255
https://doi.org/10.1016/j.intmar.2013.09.008
https://doi.org/10.1057/s41262-022-00276-8
https://doi.org/10.5937/MegRev1401187R
https://doi.org/10.1016/j.intmar.2020.04.006
https://doi.org/10.1016/j.jretconser.2021.102453
https://doi.org/10.1080/02642069.2018.1561876

Celebes Scholar pg Journal of Social Commerce

Relling, M., Schnittka, O., Sattler, H., & Johnen, M. (2016). Each can help or hurt: Negative
and positive word of mouth in social network brand communities. International
Journal of Research in Marketing, 33(2), 42-58.
https://doi.org/10.1016/j.ijresmar.2015.11.001

Rim, H., Lee, Y., & Yoo, S. (2020). Polarized public opinion responding to corporate social
advocacy: Social network analysis of boycotters and advocators. Public relations
review, 46(2), 101869. https://doi.org/10.1016/j.pubrev.2019.101869

Rosério, A., & Raimundo, R. (2021). Consumer marketing strategy and E-commerce in the last
decade: a literature review. Journal of theoretical and applied electronic commerce
research, 16(7), 3003-3024. https://doi.org/10.3390/jtaer16070164

Santos, Z. R., Coelho, P. S., & Rita, P. (2022). Fostering Consumer—Brand Relationships
through  social media brand  communities. Journal  of  Marketing
Communications, 28(7), 768-798. https://doi.org/10.1080/13527266.2021.1950199

Saulite, L., S¢eulovs, D., & Pollak, F. (2022). The Influence of Non-Product-Related Attributes
on Media Brands’ Consumption. Journal of Open Innovation: Technology, Market,
and Complexity, 8(3), 105. https://doi.org/10.3390/joitmc8030105

Stocchi, L., Pourazad, N., Michaelidou, N., Tanusondjaja, A., & Harrigan, P. (2022).
Marketing research on Mobile apps: past, present and future. Journal of the Academy
of Marketing Science, 1-31. https://doi.org/10.1007/s11747-021-00815-w

Sweeney, J., Payne, A., Frow, P., & Liu, D. (2020). Customer advocacy: A distinctive form of
word of mouth. Journal of  Service Research, 23(2), 139-155.
https://doi.org/10.1108/MIP-11-2021-0399

Tariq, E., Alshurideh, M., Akour, I., & Al-Hawary, S. (2022). The effect of digital marketing
capabilities on organizational ambidexterity of the information technology
sector. International Journal of Data and Network Science, 6(2), 401-408.
https://doi.org/10.5267/j.ijdns.2021.12.014

Urdea, A. M., Constantin, C. P., & Purcaru, 1. M. (2021). Implementing experiential marketing
in the digital age for a more sustainable customer relationship. Sustainability, 13(4),
1865. https://doi.org/10.3390/su13041865

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010).
Customer engagement behavior: Theoretical foundations and research directions.
Journal of Service Research, 13(3), 253-266.
https://doi.org/10.1177/1094670510375599

Verhoef, P. C., Reinartz, W. J., & Kirafft, M. (2010). Customer engagement as a new
perspective in customer management. Journal of Service Research, 13(3), 247-252.
https://doi.org/10.1177/1094670510375461

Wang, Z. (2021). Social media brand posts and customer engagement. Journal of Brand
Management, 28(6), 685-699. https://doi.org/10.1057/s41262-021-00247-5

Copyright © 2023, Journal of Social Commerce is licensed under Creative Commons Attribution-
ShareAlike 4.0 International License (http://creativecommons.org/licenses/by-sa/4.0/)

Renfil
134


https://doi.org/10.1016/j.ijresmar.2015.11.001
https://doi.org/10.1016/j.pubrev.2019.101869
https://doi.org/10.3390/jtaer16070164
https://doi.org/10.1080/13527266.2021.1950199
https://doi.org/10.3390/joitmc8030105
https://doi.org/10.1007/s11747-021-00815-w
https://doi.org/10.1108/MIP-11-2021-0399
https://doi.org/10.5267/j.ijdns.2021.12.014
https://doi.org/10.3390/su13041865
https://doi.org/10.1177/1094670510375599
https://doi.org/10.1177/1094670510375461
https://doi.org/10.1057/s41262-021-00247-5
http://creativecommons.org/licenses/by-sa/4.0/

