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Abstract

The aim of this research is twofold. First, to examine the influence of entertainment, information 
availability, opportunity seeking and customised advertisements on customers’ social media engagement. 
Second, to examine the effect of customers’ social media engagement on brand loyalty. The data were 
collected from 433 social media users belonging to Gen Y, working in multinational corporations of Gurgaon 
city, using purposive sampling technique. CFA and SEM were used to confirm the factors to test the 
hypothesised relationships. The study established the influence of entertainment, information availability, 
opportunity seeking and customised advertisements on customers’ social media engagement. The results also 
demonstrate the significant influence of customers’ social media engagement on brand loyalty. The study 
was limited to examine the role of four self-related motivational factors. The impact of other social-related 
motivational factors like social identity, tie-strength, etc. needs to be examined in future. Further, moderating 
and mediating role of trust and risk on the proposed model can also be examined.
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Introduction
The term social media (SM) denotes highly interactive platform through which users and 

communities share, cocreate and discuss usergenerated content (Kaplan & Haenlein, 2010).
In other words, such platforms give voice to the customers to create and disseminate their own 
web content regarding personal evaluation of products/services(Chen, Ching, Tsai & Kuo, 2011). 
This interactive platform is more relevant for active users whose choice for brand is greatly 
determined by their acquaintances and associates (Haven, 2007). This increasing interest of 
customers in social media has resulted in the new marketing catchphrase “engage or die” (Nelson-
Field & Taylor, 2012). And, the unprecedented growth in social media activity plays a vital role 
in brand communications among customers and their engagement (Doorn et al., 2010, p. 254).
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Since last decade customer engagement in social media has become a buzz as all the social media 
platforms provide opportunity to their customers to interact on brand and non-brand related 
activities (Greve, 2014). Customers engage in many kinds of behaviour such as information 
seeking, information sharing, interactions etc. on social media that empower them about product/
service offers (Schultz & Peltier, 2013). Notably, customer engagement on social media channels 
has changed the idea of relationship marketing which has made practitioners to realise the need 
to change their way of looking at the customers (Dessart, Veloutsou & Morgan-Thomas, 2015). 
Today, businesses are trying to get in contact and engage with existing and potential customers on 
social media platforms to allure their attention. All such efforts of businesses and end users have 
led to development of the concept of customer engagement, which creates long-term  customers’ 
relationship with brand (Kumar et al., 2010). The literature review reveals that although, customer 
engagement is receiving paramount attention among academicians and practitioners but strategies 
to engage customers are yet not established in context to social media. Number of companies use 
social media but without any planning they fail to realise actual gains (Fournier & Avery, 2001).
This is primarily because such companies perceive social media as a solution to advertising but 
not realising that these interactive platforms are intended for stakeholders, and therefore any 
effort to market on them is outside their control (Fournier & Avery, 2001).

Despite its on going significance, Mikalef, Giannakos and Pateli (2013) remarked that there is 
limited research on social media that can guide managers’ decision in online business activities 
regarding product promotion. Focusing on motivations, they (Mikalef et al., 2013) indicated 
two main motivations - hedonic and utilitarian, for customers’ involvement in social media. 
However, there are studies that have explored individual factors to understand their role in 
social media engagement. For instance, Enginkaya & Yilmaz (2014) have considered brand 
affiliation, conversation, opportunity seeking, entertainment and investigation as major and 
distinct consumer motivations to engage with a brand over social media. Additionally, Rohm, 
Velitchka, Kaltcheva & Milne (2013) have identified five individual motivations - entertainment, 
identification with or connection to the brand, timeliness of information and service responses, 
product information and; incentives and promotions, that derive customers’ engagement on social 
media. Whereas, Gummerus, Liljander, Weman & Pihlstrom (2012) suggested that engagement 
behaviour is largely derived from benefits received that may relate to entertainment, social and 
economic.

Further, regarding the role of these factors in social media brand engagement, Enginkaya 
& Yilmaz (2014) remarked that brand related communications have the potential to change 
consumer opinion and consequently provide challenge to the marketing professionals. Therefore, 
it is necessary for marketers to build a connection with users to foster a sense of belonging 
with customers. Simon & Sullivan (1993) and Yoo, Donthu & Lee (2000), identified marketing 
communication to be one of the significant sources for building brand equity. Further, various 
scholars asserted that social media strengthens brand image through various forms of customer 
participation (Yan, 2011) which impacts brand loyalty and subsequently brand equity (Brodie, 
Hollebeek, JJuric & Ilic, 2011; Brodie, Illic, Juric & Hollebeek, 2013; Greve, 2014). Although 
literature reviewed reveals that consumers’ social media brand interactions affect marketing 
outcomes such as brand loyalty, brand equity etc., nevertheless, hardly any study analyses their 
direct influence on brand loyalty and equity.

Hence, it is argued that pivotal challenge for the marketers  is to understand what factors 
encourage and motivate customers’ engagement on social media and through which actions 
organisation can robustly and emotionally engage customers to create brand equity. Hence, 
examining the reasons why social media customers  involve with brands in online environment 
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is the prime objective  of the study. This study specifically examines the influence of four factors- 
entertainment, information availability, opportunity seeking and customised advertisements, on 
customers’ social media engagement in Indian context. Further, the study will also look into the 
impact of social media engagement on brand loyalty.

The remainder of this paper is structured as follows. In the following section a brief synthesis 
of the extant literature is presented along with hypotheses. Methodology of the empirical study, 
followed by a presentation of the results is then described. Paper concludes with a summary of the 
main findings, managerial implications together with limitations and future research.

Research Gap and Contribution of the Study
The concept of customer engagement in social media has been the subject of a number of 

special issues in international academic journals (i.e. Journal of Service Research, 2010; Journal of 
Strategic Marketing, 2010; Journal of Product and Brand Management, 2014). Getting customers 
engaged in social media is of pragmatic relevance and is one of the key objectives of marketing 
professionals. This is due to the positive implications of social media engagement for consumer 
behaviour and brand performance (Brodie et al.,2011) which are driving the academic and 
practitioners interest in the concept (Dessart et al., 2015). Further, despite the growing significance 
of social media, research in identifying the factors that propel customers to use these interactive 
platforms is still in its early stage (Enginkaya & Yilmaz, 2014; Khan, 2017; Kwon & Wen, 2010). 
Therefore, majority of marketing scholars (Bolton et al., 2013; Brodie et al., 2013; Hollebeek, Glynn 
& Brodie, 2014; Rohm et al., 2013; Tsai & Men, 2013) insisted to work on the antecedents and 
consequences of customers’ social media engagement. Furthermore, Sukoco & Wu (2010)  revealed 
that customer engaged in a brand community primarily because of self-related and social-related 
motivations. They defined self-related motivation as customers’ concern to experience pleasure, 
increase knowledge about a brand, and keep up their self-esteem. These may include factors like, 
entertainment, information seeking and sharing etc. Whereas, social-related motivation is defined 
as customers’ concern to join brand communities to have some association with other members 
and attain social status to keep up their self-esteem. And such motivational factors may relate to 
social identity, tie-strength etc. The present study focuses on the self-related motivation of the 
customers as it plays a primary role in getting them engaged on various interactive platforms.

Thus, considering the need to examine the factors that influence customers’ social media 
engagement and its outcomes, the focus of present study is to examine the influence of self-related 
motivational factors that include entertainment, information availability, opportunity seeking and 
customised advertisements, on social media engagement and their subsequent impact on brand 
loyalty.

Literature Overview and Hypotheses Development
Various scholars have discussed the role of motivational factors as antecedents of customers’ 

engagement in social media. Focusing on motivations, Calder, Malthouse & Schaedel (2009) 
specifically argued that web consumers are engaging either because of the utilitarian motivation 
or intrinsic pleasure experienced earlier. Similarly, Rohm et al. (2013) have identified individual 
motivations (entertainment, timeliness of information & service responses, product information, 
and incentives and promotions) that trigger interaction and engagement of customers with brands 
on social media. Gummerus et al. (2012) have also suggested that engagement behaviour is largely 
derived from entertainment, social and economic benefits received through social media. In 
addition, Enginkaya & Yilmaz (2014) and Mikalef et al. (2013) have also discussed the importance 
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of various factors such as investigation, opportunity seeking, conversation, entertainment, 
convenience and product selection which impact users’ browsing and purchasing intentions. 
All the studies have explained how each factor elucidates utilitarian and hedonic values offered 
by social media with respect to product browsing or engagement. However, present research 
specifically focuses to examine the influence of self-related motivational factors - entertainment, 
information availability, opportunity seeking and customised advertisements on customers’ 
social media engagement. The study considers these factors from broader perspective which 
encompasses other factors such as product information and incentives and promotions as well. For 
example, product information is considered as a part of information availability while incentives 
and promotions are considered as part of opportunity seeking and customised advertisement.

Entertainment
Entertainment is the consumers’ liking for the companies’ brand related web contents for 

enjoyment and fun (Enginkaya & Yilmaz, 2014, pp.223). Taking into consideration this aspect with 
regard to customers’ involvement, Mikalef et al.(2013), argue that users should experience this 
sense at the time of social media brand interactions. Enginkaya & Yilmaz (2014) and Gummerus 
et al., (2012) also established entertainment as one of the motivations that leads customers to 
get involved in social media. Rohm et al., (2013) have also identified entertainment as one of 
the five motivations for brand interaction and engagement on social media. Consequently, it is 
hypothesised that:

H1: Entertainment has a significant positive influence on customers’ SM engagement.

Information availability
Information availability is the amount of accessible information about brands on interactive 

platforms like social media (Mikalef et al., 2013, pp.22). Social media is seen as the largest and 
most effective source of information acquisition. It helps users to have essential information they 
need, therefore mounting the utilitarian motivation of consumers to browse product-related 
information on it (Mikalef et al., 2013). Product information is necessary for consumers from 
the choice of the resource that provides it and the influence it has on their purchase intentions 
(Childers, Carr, Peck & Carson., 2002). Social media provide customers with all needed 
information about a product as it combine information from different sources (Clemons, 2009; 
Rohm et al., 2013). Clemons, (2009) and Rohm et al. (2013) remarked that customers gain and 
share information regarding product/services through interactive platforms, especially via online 
comments and social networks. Thus,

H2: Information availability has a significant positive influence on customers’ SM engagement.

Opportunity seeking
It signifies the utilitarian motive of the consumers to chase a brand (Enginkaya & Yilmaz, 

2014, pp.223). Most companies communicate their promotions and offers by using social media 
platforms to expand their online reach and involvement. Companies such initiatives have 
generated an opportunistic motive for customers’ to get involved on social media. Enginkaya 
& Yilmaz (2014) have also explored opportunity seeking as one of the motivators of customers’ 
involvement in social media. It is also supported by Gummerus et al. (2012) and Rohm et al. (2013) 
who remarked that customers get involved on digital platforms to gain economic benefits and to 
get information on incentives and promotions. Therefore,
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H3: Opportunity seeking has a significant positive influence on customers’ SM engagement.

Personalised advertisements are compatible advertisements presented to social media users 
based on their choice and taste (Mikalef et al., 2013, pp.22). Through social media platforms, 
customised ads visible to users are based on their interests and likings. Such an advertising 
approach increases user’s intention to hunt for products and purchase them (Moe, 2003), 
therefore acting as an initiator of the purchasing process (Mikalef et al., 2013). While studying the 
consumer reactions to personalised advertising, White et al. (2008) also asserted that ‘reaction’ to 
personalised advertising is greater when the information used is unique. Therefore, it is asserted 
that customers see personalised ad content as more connected to their interests and effective at 
attracting gen Y’s engagement on social networking sites. Thus, it is hypothesised that:

H4: Personalised advertisement has a significant positive influence on customers’ SM engagement.

Figure.1 Proposed Model of the Study

Note: This figure explains self-related motivational factors influencing social media 
engagement and its subsequent impact on brand loyalty.

Social media engagement and brand loyalty
Now-a-days, social media favours creation of brand equity through active engagement 

of customers (Bruhn, Schoenmueller & Schafer, 2012). Direct involvement in social media gives 
customers greater power to influence brands and posit challenges for brand managers’ efforts to 
manage their brand. Thus, consumers’ direct reactions to a company’s brand-based activities and 
their indirect reaction through brand-based communication with other consumers on social media 
platforms (Gummerus et al., 2012) results in creating more value vis-a-vis brand equity. Schivinski 
& Dabrowski (2015) have also discussed the ways in which firm-generated and user-generated 
brand content on social media impacts brand equity. They revealed that firm-generated content 
only influences brand awareness, whereas user-generated content impacts all the dimensions of 
brand equity such as brand awareness, brand loyalty and perceived quality. Similarly, Brodie 
et al. (2011) highlighted that more engaged the customers are, higher is their brand satisfaction, 
involvement, awareness, image and loyalty. Thus, it is hypothesised that:

H5: Social media engagement significantly leads to brand loyalty.



62ADMAA

Volume 1  Issue 2   2016

Amity Journal of Marketing

AJM

Research Methodology
The study empirically analysed the influence of self-related motivational factors on customers’ 

social media engagement and subsequently their impact on brand loyalty.

Measure Development 
A survey instrument was designed in order to meet the objectives and to examine the 

hypotheses. The items used to measure entertainment (α=0.82) and opportunity seeking (α=0.87) 
factors were measured using scales developed by Enginkaya & Yilmaz (2014) while other 
two factors- information availability (α=0.92) and personalised advertisements (α=0.90) were 
measured using scale used by Mikalef et al.(2013).

Further, to measure customer engagement, four items from Campbell, Ferraro and Sands 
(2014) were used. Furthermore, four brand loyalty items were taken from customer-based brand 
equity scale developed by Yoo & Donthu (2001). The alpha values of all the scales used are 
recorded above 0.70. All the items were designed using 5-point Likert scale with 5 as strongly 
agree and 1 as strongly disagree.

Sample 
To investigate the complex and emergent phenomenon of customers’ engagement in social 

media, this study adopts a social media user oriented approach and focuses on the customer as a 
unit of analysis. Customers falling in the age group of 18 to 34 years (Gen Y) (Bolton et al., 2013) 
were contacted from multinational corporations in Gurgaon using purposive sampling method 
during February to June 2015.

Data Collection
A total of 500 questionnaires were distributed to employees having at least 2-3 years of 

experience in accessing social media sites and online purchasing. After 4-5 visits made to collect 
the questionnaire, a total of 433 respondents gave the usable response. Respondents were asked 
about their participation in social media brand community among two product categories that 
is, fashion and electronic brands. The intensity of customer engagement on social platforms was 
found different for different product categories. For instance, most of the users contacted are 
found to engage and prefer to buy electronic products (68%) followed by fashion (32%) through 
social media. Specifically, in Indian context customers’ are mostly preferred to buy Samsung 
followed by  Sony, Micromax and Apple among electronic products; and Nike followed by Puma, 
Reebok, Levi’s and Adidas among fashion products.

Statistical Techniques Used
The data were analysed in two stages. Initially normalcy was checked using skewness and 

kurtosis. Later, multivariate analytical techniques namely, confirmatory factor analysis and 
structural equation modelling were used to confirm and measure measurement constructs.

Descriptive statistics
While examining descriptive statistics of the selected measures, outlier and abnormal items 

were examined and deleted to have normal data. The final usable sample size was arrived at 
384, after deleting 49 outliers. All skewness and kurtosis values were found within the range of 
threshold criteria, which depicts the normal distribution of the data.
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Confirmatory Factor Analysis
To assess and validate the measurement constructs, second-order CFA was performed on all 

the four factors influencing social media engagement whereas first-order CFA was performed 
on social media engagement and brand loyalty construct. These constructs were evaluated on 
the basis of model fit indices which included chi-square divided by degree of freedom (χ2/df), 
root mean square error of approximation (RMSEA), goodness-of-fit index (GFI), Normed fit index 
(NFI) and comparative fit index (CFI). Threshold value greater than 0.9 for NFI, GFI, CFI and TLI, 
RMSEA value less than 0.08, and χ2/df value less than 5.0 suggest acceptable fit of measurement 
model (Hair, Black, Babin & Anderson, 2010). The validity and reliability of the measurement 
indicators was assessed through average variance explained (AVE) greater than 0.5, standard 
regression weights (SRW) greater than 0.5 and critical ratio (CR) above 1.96.

All the four items of social media engagement got confirmed (Figure 2). However, an item  
‘motivated to participate in SM community to reach personal goals’ that recorded low but 
significant beta value (< 3), was retained for further analysis.

Figure 2: Measurement Model of Social Media Engagement

Note: e1 to e4- Errors, This figure illustrates contribution of items towards social media 
engagement.

Further, all the measurement items of the self-related motivational factors also got confirmed 
(Figure 3). SRW values of all the items were found to be meeting the threshold criteria (0.5) and 
were significant. Further, CR of items was ranged between 2.34 to 5.37. All the items represented 
the dimensions of entertainment, information availability, opportunity seeking and personalised 
advertisements.
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Figure 3: Measurement Model of Self-related Motivational Factors

Note: ENT- Entertainment, IA- Information availability, OS- Opportunity seeking, PA- 
Personalised advertisement, e1 to e15- Errors, This figure explains the contribution of items 
towards their respective self-related motivational factor.

Similarly, CFA on brand loyalty construct (Figure 4) confirmed all the four items with 
significant SRW values (0.28 - 0.60) and CR values (3.60 – 4.98). 
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Figure 4: Measurement Model of Brand Loyalty

Note: e1 to e4- Errors, This figure illustrates contribution of items towards brand loyalty.

The cronbach alpha and composite reliability of all the constructs were within the acceptable 
range (Hair et al., 2010). Hence, reliability of all the scales got established. 

Further, all the constructs were also tested for convergent and discriminant validity. 
Convergent validity is supported if average variance extracted (AVE) estimates for each 
underlying construct exceeds 0.50 (Hair et al., 2010). While discriminant validity is established 
when shared variance between any two constructs is less than the square root of the AVE of 
the items measuring the respective constructs (Hair et al., 2010). The study results support both 
convergent and discriminant validity (Table 1). 

Table 1:  Reliability and Validity

Constructs α Value CR AVE ENT IA OS PA SME BL

ENT .534 .766 .540 .734**

IA .512 .710 .375 .158 .612**

OS .453 .712 .465 .157 .272 .681**

PA .581 .766 .649 .169 .112 .189 .805**

SME .576 .814 .576 .204 .137 .150 .215 .758**

BL .524 .718 .445 .146 .124 .099 .245 ..051 .667**

Note: CR-Composite Reliability,  AVE- Average Variance Extracted, **Values in the diagonal 
of correlation matrix are the square root of AVE, ENT- Entertainment, IA- Information 
availability, OS- Opportunity seeking, PA- Personalised advertisements, SME- Social media 
engagement, BL- Brand loyalty.
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Hypotheses Testing
Structural equation modelling (SEM) was used to test the hypotheses. The indices- CMIN/df= 

1.741, GFI= .940, AGFI= .921, NFI= .724, CFI= .855, and RMSEA= .044 reflected good model fitness 
(Figure 5). The results indicated that all the four factors significantly and positively influence 
customers’ social media engagement. Among all, opportunity seeking (β=.65), highly impacts 
engagement followed by personalised advertisements (β=.55), information availability (β=.54) 
and entertainment (β=.44). Hence, hypotheses 1, 2, 3 and 4 stand accepted in the study (Table 
2). Lastly, result also establishes the significant influence of social media engagement on brand 
loyalty (β=.51) thus confirming the hypotheses 5.

Figure 5: Structural Equation Model

Note: Entertainment, IA- Information availability, OS- Opportunity seeking, PA- Personalised 
advertisement, SME- Social media engagement, BL- Brand Loyalty, , e1 to e24- Errors, This figure 
explains self-related motivational factors influencing social media engagement and its subsequent 
impact on brand loyalty.

Multi-group Analysis
In order to further confirm the hypotheses, multi-group analysis was conducted for fashion 

and electronic brand categories. All the hypotheses again stand accepted for the two categories 
(Table 2). Specifically, all the four self-related motivational factors significantly and positively 
influence customers’ social media engagement. In the fashion brands, entertainment (β=.83) is 
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found to influence customers’ social media engagement more followed by opportunity seeking 
(β=.75), information availability (β=.60) and personalised advertisements (β=.52). Whereas in case 
of electronic brands, opportunity seeking (β=.79) is found to influence customers’ engagement 
more followed by information availability (β=.68), personalised advertisements (β=.64) and 
entertainment (β=.33). Further, it is found that the impact of customers’ social media engagement 
on brand loyalty is more in case of electronic brands (β=.60) than fashion brands (β=.24). However, 
the relationships are accepted for overall sample, fashion brands and electronic brands.

Table 2: Hypotheses Results

Hypotheses CR P-value SRW Accept/Reject

Overall Fashion Electronic O/F/E Overall Fashion Electronic

H1: ENT 3.097 3.365 3.084 *** 0.44 0.83 0.33 Accepted

H2: IA - - - *** 0.53 0.60 0.68 Accepted

H3: OS 3.538 3.642 4.282 *** 0.65 0.75 0.79 Accepted

H4: PA 3.366 3.023 3.810 *** 0.55 0.52 0.64 Accepted

H5: SME-BL 3.555 2.137 3.831 *** 0.51 0.24 0.60 Accepted

Note: CR-Critical ratio, SRW- Standardised regression weight, O/F/E- Overall/Fashion/Electronic, ENT- 
Entertainment, IA- Information availability, OS- Opportunity seeking, SME- Social media engagement, BL- 
Brand loyalty, *** - Less than 0.001

Conclusion
Social media is an interactive platform that provides opportunities for customers to engage 

in content and brand equity building by enhancing brand awareness, brand associations and 
consumer loyalty (Zailskaite-Jakste & Kuvykaite, 2012). Although the notion of customer 
engagement received much attention in the literature however, a few studies (Campbell et al., 
2014; Gummerus et al., 2012; Novak, Hoffman & Yung, 2000; Rohm et al., 2013) have focused on 
consumer engagement in context to social media. This study attempts to investigate the role of 
four factors namely, entertainment, information availability, opportunity seeking and personalised 
advertisements in driving customers’ engagement on interactive platforms like social media. Also, 
study analysed the impact of customers’ social media engagement on brand loyalty.

The study establishes significant role of all the four self-related motivational factors in 
impacting customers’ involvement in social media. Specifically, opportunity seeking is found to 
be the most important motivational factor contributing in explaining why customers’ engage in 
social media platforms. Results reveal that customers get involved in social media to get informed 
about the offers and to select the products available on such platforms. Information availability, 
personalised advertisements and entertainment are other factors that play significant role in 
customers’ social media engagement. These findings can be attributed to the fact that customers’ 
engage in media not only for extracting or gathering information conveniently but also to spend 
some enjoyable and relaxing time simultaneously.

The study results also highlighted moderate relationship between social media engagement 
and brand loyalty. It depicts that customer engagement on social media exerts significant 
impact on customers’ brand loyalty. It can be asserted that engagement in interactive platforms 
is ultimately a vector of value creation, from which brands can reap the benefits, in the form of 
increased brand equity and loyalty (Dessart et al., 2015).
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Implications
The present study has significant theoretical and managerial importance as it indicates the 

factors that influence customers’ social media engagement and its subsequent impact on brand 
loyalty. The study results established the role of four factors viz., opportunity seeking, information 
availability, personalised advertisements and entertainment in driving customers’ engagement on 
social media.

 The explored motivations of consumers which trigger customers’ engagement on 
social media can be taken into consideration by marketing managers for successful marketing 
implications in social media networks. As opportunity seeking and personalised advertisements 
seem to be critical in customers’ social media involvement, marketers should regularly update 
customers regarding various offers so that they get to know about the latest trends and fashions 
regarding products. Marketers should regularly observe and recognise customers’ conversations 
and investigations and should respond them back in a timely fashion so that they feel associated 
with the brand. This subsequently can help in enhancing their experience and creating brand 
equity in terms of increased brand awareness, image, attitude and loyalty among the customers. 
In addition, marketers need to focus on the entertainment motivation of the customers. That is, 
advertisement of the product must be supported with some entertaining content (e.g. lottery 
games) which can stimulate their mind and also drag their attention. 

The prospective consequences pointed out in the academic literature mostly suggest that 
customer engagement leads to a better customer brand relationship (Brodie et al., 2011). And 
further offer empirical support that there is a relationship between customer social media 
brand engagement and brand loyalty. However, the relationship is moderate which depicts that 
marketers require awareness and ability to attain significant level of customers’ social media 
involvement in order to enhance their brand loyalty.

Limitations and Future Research
While establishing the role of self-related motivational factors in customers’ social media 

engagement and its impact on brand loyalty, we came across some unavoidable limitations. First, 
the study examines the influence of four self-related motivational factors only. The impact of 
other (social-related) factors like, social identity, tie-strength etc. needs to be examined in future 
research. Second, social media is considered from a generic perspective in the present study 
hence, in future varied social media platforms can be examined. Third, though social media use 
is particularly widespread among younger teen but examining how old and young customers 
interact with brands can encourage future research which will provide valuable strategic 
opportunities to social media brand managers. Fourth, because of the strategic implications of 
customers brand interactions on social media, future research needs to analyse the influence of 
social media engagement on brand equity along with the role of moderating and mediating 
variables such as trust and perceived risk.
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APPENDIX

Social Media Engagement

Social Media Engagement SME1 Like to learn and talk more with others on social media.

SME2 Follow regular updates of products on social media.

SME3 Share my opinions about product with others on social media.

SME4 Motivated to participate in SM community to reach personal goals.

Self-related Motivational Factors

Entertainment ENT1 Contributes in spending relaxing time.

ENT2 SM entertains and stimulates my mind.

ENT3 Offers enjoyment

Information Availability IA1 Social media provides quick access to large volume of information related 
to product/service.

IA2 Social media provides quick access to large volume of information related 
to product/service.

IA3 Social media enhances knowledge about latest trends.

IA4 Social media helps in making better decisions.
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Opportunity Seeking OS1 Getting informed about discounts and offers through social media.

OS2 Helps in getting information about new offerings.

OS3 Promotions and discount campaigns offered by brands on social media 
generate financial benefits for the customers.

Personalised Advertisements PA1 Presented with the advertisements which are compatible to my liking.

PA2 Products presented on social networking sites are customised to my needs.

Brand Loyalty

Brand Loyalty BL1 Continue to buy the same brand.

BL2 If brand is not available, would buy the same from some other store.

BL3 Willing to wait if this brand is not available in market

BL4 Prefer this brand over the others.

Authors’ Profile

Hardeep Chahal is presently Rector, Udhampur Campus and Professor at the Department of Commerce, 
University of Jammu, India. She has about twenty two years of teaching and research experience. Her 
research interests focus on services marketing with emphasis on consumer satisfaction and loyalty, service 
quality, brand equity and market orientation in health care service industry. Her research work has been 
acknowledged in refereed International journals like International Journal of Production Research, Journal 
of Service Theory and Practice, International Journal of Bank Marketing etc. She has also co-edited books 
on Sustainable Competitive Advantage: A Road to Success; Strategic Service Management; Research 
Methodology in Commerce and Management and Strategic Service Marketing. She currently serves on 
the editorial boards of the International Journal of Health Quality and Assurance (Emerald) and Journal of 
Services Research (IIMT, India). She has also been offered Award of Excellence for Best Reviewer for the 
year 2011 by International Journal of Health Quality and Assurance (Emerald). She has also been on visiting 
fellowship to University of Loughborough, UK  under Commonwealth Fellowship Scheme (British Academy 
Award) and also to Gandhi Institute of Business and Technology, Jakarta, Indonesia. 

Anu Rani  has been a Fellow (Doctoral Program) in the Department of Commerce, University of Jammu, 
Jammu (India). Her research interest focuses on Consumer Behaviour and Social Media Engagement. Her 
research is recognized in International Journal of Research in Marketing and Journal of Services Research.


