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Abstract--In this era of mushroom growth of companies, it is essential for companies to engage the
consumers with them for long run. Social media is the most used tool now in this digital world. This paper
intended to explore the role of social media motives in consumer engagement and further on brand loyalty. This
study enlighten the impact of social media motives i.e. information, environment, social aspect and self-seeking
status on consumer engagement, further the impact of consumer engagement on consumer’s brand loyalty is
also observed. The sample of 255 was taken from population of Pakistan. The study focused on online survey
strategy through purposive data sampling technique. Path analysis of structural equational modelling via
AMOS and moderated regression analysis via SPSS were applied. The study elaborates that there is a strong
and positive relationship between consumer engagement and social media motives. Whereas consumer
engagement plays adequate role in developing brand loyalty in online brand community. Companies can build
marketing strategies that are fixated on these four motives in order to engage and lead to being loyal in this

digital era.
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I. INTRODUCTION

Background of the study

Online networking, basically, elaborates a term, "a gathering of Internet-based applications which are
made in light of the ideological and innovative establishments of Web 2.0 apparatuses, and these apparatuses
give clients a stage to conceive, produce and offer applications which have User Generated Content” (Kaplan &
Haenlein, 2010). Moreover, Drury (2008), sees web-based social networking as online assets which have been
utilized to share content between clients. In this way, it infers that web-based social networking comprises of
two primary parts: online assets and sharing of the data available online. For online assets, it is frequently
communicated as a stage in which clients are permitted to share content. Those assets, as per Drury (2008)
contain among others, interpersonal organizations, podcasts, websites, open bookmarking and wikis. Facebook,
Bebo and Myspace are general cases of systems and their administration of the online networking while the
other remaining part includes the sharing of this online substance. Content sharing can happen in an assortment
of various ways which could be, among others, as a video, content, picture or a thought and feeling (Drury,
2008);(Barger, Peltier, & Schultz, 2016), (Simon & Tossan, 2018).
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With regards to the time of web-based social networking, the advertiser's control of the given
viewpoints, for example, timing, substance and consistency of data has been decreased (Mangold & Faulds,
2009). This infers that the power that was once in the hands of advertisers and those in advertising, has now
been accumulated by groups and people on the web. Thus, online clients are presently allowed to examine
brands without the brand themselves having a part in regards to this topic (Kietzmann, Hermkens, McCarthy, &
Silvestre, 2011). What's more, online networking and it’s resultant showcasing is lauded for the potential it has

with regards to the idea of engagement of it’s business potential (Tuten, 2008)

A particular definition that can be given about the purchaser and his choice’s engagement is, "a mental
condition which is produced through client’s encounters whose attributes are themselves an association with
somebody or something” (Brodie, Hollebeek, & Smith, 2011). This definition is connected to the change from
an unbiased point of view, to a dynamic purchaser with regards to customer conduct in regards to brands
(Pagani, Hofacker, & Goldsmith, 2011). Likewise, engagement is viewed as "behavioral expressions
concentrating on organizations or brands, instead of on straightforward exchanges" (Van Doorn et al., 2010).
Accordingly, buyer engagement can be made when people are associated with organizations and brands through
web-based social networking and the substance which is displayed online and the correspondence it involves
(Van Laer, De Ruyter, & Cox, 2013).

In this continually changing and dynamic set of preferences of shopper conduct, customers
engagement in relation to the brands has a focal part in the promoting zone while having the buyers being the
fundamental performers (Gambetti & Graffigna, 2010). Accordingly, in this exceptionally aggressive condition,
supervisors are required to to repress them from changing to different organizations (Hollebeek, Glynn, &
Brodie, 2014)address the need of containing their beneficial shoppers and furthermore the need to repress them

from changing to different organizations (Hollebeek et al., 2014).

The intuitive components of Web 2.0 apparatuses and the open doors they offer as far as making close
connections amongst organizations and customers through online networking have prompted wide
consideration with respect to purchaser engagement (Sashi, 2012). It is particularly apparent that inside Web 2.0
devices, advanced media innovations are always developing and more open doors are given to person's dynamic
and intuitive practices via web-based networking media (Baek, Holton, Harp, & Yaschur, 2011). Furthermore, it

is trusted that shopper engagement originates from various thought processes (Van Doorn et al., 2010).

The interaction with the end consumers has been generally utilized as a part of the computerized
perspective where organizations attempt to undertake continuous endeavors not only exclusively to keep the
clients loyal with the organization but also to build up a concrete and beneficial correspondence with them
(Tripathi, 2009). In particular, the enthusiasm exhibited by the participants for participation in the engagement
in Web 2.0 instruments, which incorporate online networking is continually developing (Hennig-Thurau et al.,
2010). Engagement with the end consumers can be made in an advanced media as well, since web-based social
networking includes both organizations and their purchasers. They not just include organizations which can
share and give shopper's related data but additionally provide what customers can utilize in online networking
so as to share and trade data with different consumers (Sashi, 2012). Likewise, engagement with the customers
in the online networking contexture can be characterized as a "behavioral sign" reaching as far as rapid changes

in the desire of the consumers. These diverse behavioural patterns can change their course from detached
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utilization of the exhibited messages , for example, watching pictures or perusing audits to dynamic

commitment, for example, posting content (Men & Tsai, 2013).

The improvement of shopper engagement through online networking is seen as a chance to better serve
buyers and fulfill their necessities because of the intuitive substance available on the web-based social
networking and its capacity to create connections with organizations as well as the consumers themselves and in
addition the chance of customers to also gain monetary benefits and other incentives through web-based social
networking (Sashi, 2012; Zhang, Abound Omran, & Cobanoglu, 2017). Engagement with the end consumer
includes the basic collaborations via web-based networking media which can prompt the satisfaction gained
through the benefits received by shoppers who may transform into promoters of organizations' and it's
offerings, henceforth, influence buyers' and their purchase choice when customers and purchaser mutual
cooperation is produced (N. Kim & Kim, 2018).

Additional advantages can likewise be the obtainment of the "buyer reliability and fulfillment,
purchaser strengthening, association and enthusiastic holding, trust and responsibility." (Brodie et al., 2011).
Web-based social networking can be utilized as a methods for drawing in the potential shoppers and building
connections because of specific characteristics, for example, intelligent and community oriented essence of the
activity (Tsai & Men, 2017). These connections amongst organizations and buyers likewise make groups in
which their intuitive joint effort can prompt as well as produce a distinguishing proof of issues and

advancement of arrangements (Sashi, 2012).

Customer engagement is considered to be a great way of developing strong and long lasting customer
brand relationships Kaplan and Haenlein (2010), which turns out to be important aspect for the brand to get firm
grip on social media. There are various benefits of having high engagement which results in the generation of
electronic word of mouth (Chu & Kim, 2018). This paper explore and demonstrate how the social media
motives i.e. entertainment, information, self-status seeking and social aspect influence the consumers brand

engagement which simultaneously outcome as consumers brand loyalty.
Problem Statement

Due to boom in online brand appearance and interest of online brand community and online
purchasers, studies have urged for more concrete understanding of consumers behaviour towards brand
engagement and brand loyalty. This pleas for further empirical investigation of understanding the decision
making process among online consumers influenced by social media and how companies engage consumers and
develop the brand loyalty in them. This paper intends to explore the role of social media motives in consumer
engagement and further on brand loyalty. Consumer engagement serves as a mediation between social media

motives and brand loyalty.
Research Questions

To obtain the above mentioned objection, following research questions are addressed.
1. What motivates consumers to engage with companies on social media?

2. Does information support consumers’ engagement on social media?

3. How entertainment support consumers’ engagement on social media?
4

To which extent social aspects support consumers’ engagement on social media?
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5. Does self-status seeking assist consumers’ engagement on social media?

6. How consumer engagement assure consumers’ brand loyalty?
Research Objective

On the basis of brand community literature, this study links several stream of researches by focusing

on following objectives:

To explain consumer engagement with companies on social media.

To identify the role of information motive in engaging consumers on social media.

To enlighten the role of entertainment motive in engaging consumers on social media.
To clarify the role of social aspects motive in engaging consumers on social media.

To elucidate the role self-status seeking motive in engaging consumers on social media.

I

To explore the consumer engagement influence on developing consumers loyalty.
Il. LITERATURE REVIEW

Motives for Social Media Usage and Consumer Engagement

Thought processes inquire of the end consumers which examines the purposes for the main impetus
inside people and the reasoning behind inducing them to the activities (Dessart, 2017). In research, the
presumption that people are innately dynamic is primarily focused upon (Rodgers, 2002). Additionally, these
customers have been seen as sound leaders and their naturally inherent and behaviourally oriented exercises are
constantly led through objective based leadership which depends on their objectives or their cognitive thought
processes (Nadeem, Andreini, Salo, & Laukkanen, 2015; Rodgers, 2002). Hereafter, four intentions are

recognized and also debated on which also give importance to the study being conducted.
Information

Data which is organized to form information has been particularly recognized as one of the constituent
thought processes which prompt and influence the Internet utilization (Kramer & Winter, 2008; Park, Kee, &
Valenzuela, 2009) and the engagement on consumers with their respective organizations via web-based
networking media (Heinonen, 2011). In reality, data and it’s acquisition is by all accounts, up to a substantial
degree, a variable that leads people to take part in long range informal communication taken place in the
website gatherings, for example, Facebook gatherings Park et al. (2009), and causes customer engagement with

respect to online groups (Brodie et al., 2011).

As indicated by Sangwan (2005), getting data which can be done so from concrete and reliable sources
is a vital part of the process of satisfying practical needs and is an effort directed towards generating the needed
interest in a virtual group. Likewise, customers who search for data will see a systematic virtual group which is
helpful to draw in and communicate with, when different people have the rationale in their motive to give data
(Dholakia, Bagozzi, & Pearo, 2004). It is likewise distinguished, as far as Facebook brand groups, for example,
that the most notable portion of the people who take part in a group with a specific end goal to pick up data is
by perusing them with such messages (Gummerus, Liljander, Weman, & Pihlstrom, 2012). Furthermore,
individuals are probably going to expend the given client’ forwarded content with a specific end goal which is

to acquire the means of learning with regards to points that are of significance to them (Shao, 2009). Therefore
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the collection and analysis of the data about something new and valuable or even new trends and perceptions of

the consumers, is additionally observed as a rationale as far as long range informal communication with definite
end results and destinations is utilized (N. Kim & Kim, 2018).

Shoppers can likewise also draw in their conclusions regarding the organizations and it’s inter-personal
interactions in relation to the end destinations of the usage of that data because of their desire to get to the
desired item and then the successful administration of the acquired data (Hamilton & Tee, 2013). Acquiring
data with respect to a brand or its offering as well as it’s capacities likewise is considered to be a part of the
entire thought process related to the web-based social networking use (Dessart, 2017; Muntinga, Moorman, &
Smit, 2011). This acquisition and then the interpretation of the item related data can lead towards understanding
issues that emerge in wording how to utilize an item for example (Chu & Kim, 2018; Heinonen, 2011). Buyers
can likewise take an interest in online networking groups when they look for data which prompts them to take a
decision to buy that product (Davis, Piven, & Breazeale, 2014). So, the date provided before the purchase
facilitates the audit which can help towards taking decision in the context of purchase decision leadership since
it can lead towards decreasing the sentimental hazard when directing another purchase decision (N. Kim &
Kim, 2018).

It is additionally trusted that with the end goal for influencing the customers to be pulled in and,
henceforth, enhance the level of shopper engagement, organizations need to furnish them with various forms of
the relevant data that is available to everybody and is public (Heinonen, 2011). Likewise, with the goal of
disseminating data to be transformed into a thought process, it should be helpful, effortlessly understandable
and ready to draw in the customers' curiosity and consideration (Hamilton & Tee, 2013). Getting false data can
therefore impact this adversely as the connection between customers and brands on the web is related to the data

given by brands as well as to the data given by different buyers (Davis et al., 2014; Simon & Tossan, 2018).
Entertainment

With regards to amusement caused by elements inside the media, various related parts appear to be
incorporated inside this zone. These parts which comprise of terms such as unwinding, getting away from issues
or the common misery, feeling happiness with the identified culture or style, sexual excitement and the
progression of time (Muntinga et al., 2011). As per the outcomes from the inquests lead led by (Muntinga et al.,
2011). satisfaction can be connected to the demonstration of expending on a substance which is related to the
brands. What is more is that, happiness can likewise be connected to different thought processes (N. Kim &
Kim, 2018; Muntinga et al., 2011). The progression of time has been seen, by an exploration of the subject in a
review, as looking through a profile of any particular brand on an informal communication site because of
fatigue. Another exploration subject also recommended that once they discovered data regarding a particular
item, they could not pay enough attention to it because of the weariness (Muntinga et al., 2011). It can be of
significance to say that, diversion has, among others, been recognized as a thought process in utilizing the
Internet (Papacharissi and Rubin, 2000). Moreover, amusement inside web-based social networking assumes
additionally, a part with regards to engagement with brands (Davis et al., 2014). Likewise, the sentiment of
idealism and fulfillment of interest are additionally present in these thought processes in connecting with brands
in this sort of media (Davis et al., 2014; Ellabban & Abu-Rub, 2016). Besides, it is recommended that idealism
is fused with regards to purchasers' association with brands via web-based networking media. So conclusively,
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shoppers might want encounters that give them the inverse of their what world additionally outlines for them as
perfect reality (Davis et al., 2014; Zhu & Chen, 2015).

Particularly, as per analysts Gummerus et al. (2012) stimulation can be viewed as "a fascination with
regards to the destinations and it is supported by the argument that one ought to give clients a diversion, for
example, pictures and recordings. This can thusly, trigger customers in building an association with the site and,
henceforth, utilize it more often which supports the possibility of getting them plainly intrigued by offers and
organizations" (Gummerus et al., 2012). Furthermore, it is said that, among others, diversion is one of the
thought processes in people, even in various nations, which utilizes the long range interpersonal communication
locales (N. Kim & Kim, 2018). It is found that people are propelled by their cognition to utilize these
destinations for the diversion that originates from recordings, music, data sharing and experience (Y. Kim,
Sohn, & Choi, 2011). Likewise, another review that recommends that one reason for people to utilize a long
range interpersonal communication site (Facebook) is because of the hunting down diversion and it’s resultant
satisfaction (Park et al., 2009; Simon & Tossan, 2018). Lin and Lu (2011), additionally specify that pleasure
assumes a part in which people take an interest in long range interpersonal communication. However, not
exclusively does it assume a part in their interest, but also it is likewise the greatest intention of cooperation in
the proceeding with the utilization of interpersonal interaction (Liu, Lee, Liu, & Chen, 2018). Regarding
satisfaction, long range interpersonal communication sites suppliers, in addition to other things, as those who
ought to continue developing diversions and applications and also encounters which are pleasurable and would
thusly prompt to create the impacts which are a result of the inter-personal communication (Dimitriu &
Guesalaga, 2017). Besides, it is additionally proposed by (Heinonen, 2011), that organizations ought to deliver
various types of web based amusements, and substance for elongated interpersonal communication, to achieve

the desired outcomes with the end goal for clients to be kept entertained with the given content.
Social Aspect

The social media application are meant to design so as to deal with the consumers interest, mind set
and to remain active on social media Shao (2009). Social communication being extremely appreciated by
Heinonen (2011). The reason of making of brand communities are the consumer’s social communication and
socially connected actions that leads to increase the social contact and communication of the social consumer
(Shao, 2009); Teichert, et al., 2017). Social Interaction has been appreciated by Heinonen (2011), as he
explained it in a wider range by naming it as social interaction activities. Consumer’s societal connections and
activities on E-Social Platforms leads to the making of brand groups which ultimately enhance the association
of common interest between the buyers (Shao, 2009); (Zhang et al., 2017)). In another context, in online brand
grouping, customer’s association with brands is powered by their societal interface and linking activities that
force them to be involved with brands on E-Social Platforms (Sung, Kim, & Choi, 2018). From this description,
consumers indulge into E-Social Platforms due to 6 sub-motives i.e. Social Observation, collaborative

undergoing, belonging and attachment, being up to date, keeping in touch and social collaboration.

Social Surveillance has been quoted as “focused, systematic & repetitive attention to the individual
particulars for determination of stimulus, management, fortification or direction” (Liu et al., 2018). Social
Surveillance usually arises in the users of E-Social Platform sites in the procedure of generating and receiving
contents. (Lin & Lu, 2011; Marwick, 2012). For instance (Marwick, 2012), explained, prejudiced with social
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surveillance, in the formation of E-Social Platform context, consumer check their doings on social platform
keeping in view a group of people in mind that leads to the generation of content for those people. Another
prominent factor is that under societal surveillance, consumers are ready to witness what other people from their
belongings post on the social platform (Sung et al., 2018). Being up to date is rated as the logic that empowers
people to indulge on E-Social platforms. From customer’s point of view, staying up to date is rated as a societal
supremacy that brings customers with a chance to know about what is going on in their whereabouts. (Barger et
al., 2016; Heinonen, 2011).

Self-status Seeking

While being soaked in web-based social networking, shopper conduct is boosted by the point of
viewing for their own status (Park et al., 2009). (Confente, Buratti, & Russo, 2015) see eye to eye with this
valuation, and from their assertion, shoppers via web-based networking media have the thought manner to
probe for their status by connecting with brands. To be more particular, one case as (Confente et al., 2015)
rundown is that shoppers via web-based schmoosing media are undoubtedly going to feast the e-informal
exchange about organizations by posting some online remarks or making a few audits about brands and items.
Their spreading of the e-informal exchange about brands via web-based networking media can be seen as one
kind of engagement movement which is thrust by their point of pursuing down their status (Confente et al.,
2015). (Valenzuela, Park, & Kee, 2009) quality the rise of self-status looking for about three primary slants:
shoppers feeling peer weight to take an curiosity (peer-weight), buyers' investment to improve them look
(impression administration) and gathering support building up one's profession (Park et al., 2009);(Zhang et al.,
2017);(Dessart, 2017).

Narcissism has been honored as another intention under self-status chasing and it quantifies the degree
to which one feels and turns out to be more oneself (Rogers & Carmichael, 1951). The individuals who express
their actual self via web-based networking media would rest easy (Bessenoff, 2006); (Dolan, Conduit, Fahy, &
Goodman, 2017). With regards to arrogance, it can identify with one's satisfaction about their life (Park et al.,
2009). One case as (Park et al., 2009) list, proposes that purchasers connect with via web-based networking
media since they have confidence in that gathering outlay could build up their talent which thus benefits their
genuine living. Life fulfillment is developed by one's identity, which particularly identifies with one's
passionate strength, extraversion and openness to involvement (Correa, Hinsley, & De Zuniga, 2010); (Moliner
Tena, Monferrer Tirado, & Estrada Guillén, 2018), (Moliner Tena et al., 2018). As past reviews distinguished,
one's life fulfillment has huge impact on one's conduct via web-based networking media (Park et al., 2009);
(Chu & Kim, 2018) & (N. Kim & Kim, 2018). An examination led by(Ellison, Steinfield, & Lampe, 2007)

demonstrates that individuals who utilize online networking have a tendency to be less happy with their life.
Consumer Engagement and Loyalty

Marketing researchers have conceptualized duty as a connection between two gatherings that prompts
a yearning to keep up a relationship (Muntinga et al., 2011) or as the inspiration to remain with a provider
(Geyskens and (Zailskaité-Jakste & Kuvykaite, 2016); (Dolan et al., 2017).

Intra-authoritative reviews split duty into various classifications or measurements — affective,

calculative and normative (Kaplan & Haenlein, 2010); while between hierarchical reviews basically concentrate
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on two fundamental sorts — affective and calculative responsibility. In the purchaser conduct writing, there is an
inclination for sense of duty regarding be viewed as synonymous with loyalty to objects (Bloemer & Kasper,
1995); (Martin & Goodell, 1991);(Moliner Tena et al., 2018). Similarly as with responsibility, it appears to be
troublesome for the marketing order to concur about the dimensionality of CBE. One model that recognizes the
two ideas is the intelligent casing in which CBE is established(Brodie et al., 2011). Responsibility is not liable
to be subject to intelligent settings, as CBE may be. Given that affective responsibility is the same as genuine
loyalty (Bloemer & Kasper, 1995), affective duty/loyalty is a conceivable CBE impact (Brodie et al., 2011);
(Hollebeek et al., 2014).

Aside from the all-around perceived customer loyalty's predecessors, the build of customer
engagement is pulling in researchers to survey its impact on customer loyalty. Nonetheless, to date, just couple
of studies have clarified the connection between customer engagement and customer loyalty (Yoshida, Gordon,
Nakazawa, Shibuya, & Fujiwara, 2018); (Van Doorn et al., 2010). Scholastics recommend that customer
engagement ought to be considered as an imperative perspective in boosting loyalty, since more educated
customers together with the fast development of data innovation make the association amongst customers and
organizations basic in making customer value (Brodie, llic, Juric, & Hollebeek, 2013); (Drury, 2008);(Liu et al.,
2018). In this review, to pick up a more extensive comprehension of the elements influencing social media users
loyalty, the development of customer engagement is incorporated with different determinants of customer
loyalty. Moreover, the mediating part of customer engagement is likewise investigated in this review so as to

develop the comprehension of the impact of customer engagement on customer loyalty.

Conceptual Model

Determinan Antecedent Outcome
ts
Informatio Custome
n r Brand
Engage
Entertain ) ment
ment Social Affective Brand
Media Loyalty

Social MOtiVeS

Aspects Cognitive

Self - -

Status Behaviou

Figure 1: Conceptual Model Including the Social Media Motives (Information, Entertainment, Social Aspects

and Self-status Seeking) for Engaging with Companies and further link with brand loyalty
Hypotheses of the study

Hypotheses that are presented incorporate the fact that each one of the four motives leads to the
engagement of consumers with companies on social media. Further brand engagement influences the consumers
to develop consumers brand loyalty. Due to these hypotheses this conceptual model has been formed in order to

represent these influences.

DOI: 10.37200/1JPR/V2418/PR280037
Received: 19 Jan 2020 | Revised: 06 Feb 2020 | Accepted: 12 Mar 2020 375



International Journal of Psychosocial Rehabilitation, VVol. 24, Issue 08, 2020

ISSN: 1475-7192

H1: Information motivates consumers to engage with companies on social media.

H2: Entertainment motivates consumers to engage with companies on social media.

H3: Social aspects motivate consumers to engage with companies on social media.

H4: Self-status seeking motivates consumers to engage with companies on social media.

H5: Brand engagement has significant role in developing consumer brand loyalty
IHl. METHODOLOGY

Population

The population of this research comprised of social media users. So population is the social media

users who are actively trending and following companies on social media.
Sample size and sampling technique

The sample size of this study consists of 255 social media users. Large sample size is selected to better

understand the wholesome of data. The study selected purposive sampling technique for primary data gathering.
Data Collection Method

As the purposive sampling technique is used therefore survey is done through targeting social media
users by following their comments, likes, reviews on different companies present on social media. Data
collected through electronically more specifically online through social media forums. Time horizon of the

study is ‘cross sectional’ in nature as it is according to the requirement.
Instrument

Survey based questionnaire is adapted in this research for collecting primary as previous research

studies applied the same and proposed that it is appropriate for this kind of research (Lewis, 2007).
For measuring the variables, questionnaire is designed. The questionnaire is divided in two parts.
Section One — Demographic

First part was about the general information about the employees; gender, age and their usage of social

media.

Second part of the questionnaire is about the assessment of independent variable Social Media;
information, entertainment, social aspects and self-status seeking. Mediating variable that is Consumer
Engagement and dependent variable Brand Loyalty. In the second part of the questionnaire 5 point likert scale
was employed for the assessment. Respondents were asked to rate between 1 to 5, 1 for strongly disagree, 2 for

disagree, 3 for neutral, 4 for agree and five for strongly agree.
Section Two — Consumer Engagement

To measure consumer engagement 5 items questionnaire revised from Men & Tsai, (2013), Sashi,
(2012); Van Laer et al., (2013) is used.
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Section Three — Social Media Motives

3 items questionnaire from Hamilton & Tee, (2013), Davis et al., (2014), Heinonen, (2011) is used to
measure information. Entertainment is measured by using 3 items questionnaire from Muntinga et al., (2011).
Self-Status is measured by using 3 items questionnaire from Paluck, (2011); Kramer & Winter, (2008);
Bessenoff, (2006). Whereas the social aspect is measured through 5 items questionnaire from Marwick, (2012);
Heinonen, (2011).

Section Four — Brand Loyalty

6 questions were on brand loyalty from Kim, Han, & Park, (2001), Chaudhuri & Holbrook (2001) &
Keller (2001).

Reliability Test

Table 1: Cronbach’s Alpha Values of Variables

Variable Items | Items Cronbach’s
Removed | Alpha
Consumer Engagement | 5 0 0.855
Information 3 0 0.760
Entertainment 3 0 0.838
Social aspects 5 0 0.819
Social status seeking 3 0 0.794
Brand Loyalty 6 0 0.825

Table shows the values of Cronbach’s Alpha for all variables used in this study. Nunully (1978)
explained that when the value of Cronbach’s Alpha is more than 0.7, this indicates higher internal consistency
of the data. Table indicates that Cronbach’s Alpha values for all independent and dependent variables are more
than 0.7 indicating reliability of the data collected for the present study. The values are 0.855, 0.760, 0.838,
0.819, 0.794, 0.825 for consumer engagement, information, entertainment, social aspects, social status seeking

and brand loyalty respectively.
IV. RESULTS AND DISCUSSIONS
Demographics

Table 2: Frequency Distribution with respect to “Sample Profile”

Demographic | Characteristics | Frequency | Percent | Cumulative
Percentage
Gender Male 126 49.4% 49.4%
Female 129 50.6% 100.0%
Total 255 100.0%
Age 18-24 92 36.1% | 36.1%
25-29 105 41.2% 77.3%
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30-34 42 16.5% 93.7%
35-39 13 5.1% 98.8%
39above 3 1.2% 100.0
Total 255 100.0%
Educational Matriculation 9 3.5% 3.5%
Level Bachelor 101 39.6% 43.1%
Masters 120 47.1% 90.2%
PhD 25 9.8% 100.0%
Total 255 100.0%
Social Media | Several times a | 219 85.9% 86%
Usage day 29 11.4% 98%
Once a day 4 4.2% 98%
Once a week 3 100.0% | 2%
Rarely 255
Total

Source: Primary Data 2018

The total number of observation computed are 255 in number, these observation are used to determine
the frequency about gender, age, education and usage of social media. By considering genders, the largest
number of observation are taken from female that are 129 respondents with percentage of 50.6 % while rest of
126 are males which corresponds to 49.4%. In respective of age, largest number of observations are taken from
range of 25-29 age that illustrates 105 respondents were lying under that age with percentage of 41.2% while
the least number of respondents from age span of 39 above has frequency of 3 out of 255 with percentage of
1.2%. Only 92 were placing under age of 18-24 that corresponds to 36.1% while 13 respondents were stands
under age of 35-39 which corresponds to 5.1%. On the basis of education, largest number of observation are
taken from masters that are 120 respondents which corresponds to 47.1% whereas the least number of
observation are taken from Matriculation that are 9 respondents which corresponds to 3.5% while only 101
respondents were graduate with the percentage of 39.6%, 25 respondents were PhD with percentage of 9.8%. In
respect of Usage of Social Media, the highest amount of observations are taken at 219 respondents that use
social media several times a day that is 85.9% while the least observation is 3 respondents that rarely use social

media which corresponds to 100% .
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Table-3: Correlation Matrix

Correlations

Constructs Informat Enterta Self Social [Social [Consumer |Brand
ion inment Status |Aspect Media [Engagement |Loyalty
Seeking Motive
Pearson 1

Information  (Correlation
Sig. (2-tailed) .000
Pearson 7357 1
Entertainment |Correlation
Sig. (2-tailed) |.000

Pearson 6617 16347 11
Self Status .
. Correlation
Seeking i i
Sig. (2-tailed) |.000 .000
Pearson 676" 673" |716™ 1

Social Aspect (Correlation
Sig. (2-tailed) [.000 .000 .000

Pearson .883™ 878 |866™ 863 (1
Social Media )
] Correlation
Motive i i
Sig. (2-tailed) [000 .000 .000 .000
Pearson 7347|527 |756™ |605™ 7537 1
Consumer .
Correlation
Engagement i i
Sig. (2-tailed) [000 .000 .000 .000 |.000
Pearson .074 .140 .246 194 162 191 1

Brand Loyalty (Correlation
Sig. (2-tailed) |.000 .000 000 |000 |000  |.000

**_Correlation is significant at the 0.01 level (2-tailed).

The table shows that there is strong positive relationship among information and consumer
engagement, as the correlation among both variables placed at 0.734 that expresses 1% level of significance.
Whereas the entertainment illustrates strong positive correlation with consumer engagement is 0.527 that shows
1% level of significance. The correlation among self-seeking status and consumer engagement stands at 0.756
that indicates perfect relationship as increase in self-seeking status would improve the level of consumer
engagement. While, the correlation among social aspect and consumer engagement also shows strong positive
relationship, as the correlation among both variables stands at 0.605 with 1% level of significance. Correlation
between brand engagement and brand loyalty is 0.740 which shows strong positive relation. Overall, all the
independent variables; information, entertainment. Self-status seeking and social aspects has directly linked

with the dependent variable consumer engagement and consumer engagement is linked with consumer loyalty.
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Figure 2: Path diagram through SEM

Table 4: Analysis of path diagram through SEM

Estimate | S.EE. | C.R. P Label
Social >
) Consumer
Media .953 .052 | 18.235 | ***
) Engagement
Motive
Consumer |- |Brand
.094 .064 | 1.462 144
Engagement| |Loyalty

This table depicts that social media motives i. information, entertainment, self-seeking status and social
aspects, significantly impact on consumer engagement. Results shows that when Social Media Motive goes up
by 1, Consumer Engagement goes up by 0.953. The regression weight estimate, .953, has a standard error of
about .052. Dividing the regression weight estimate by the estimate of its standard error gives z = .953/.052 =
18.235. In other words, the regression weight estimate is 18.235 standard errors above zero. The probability of
getting a critical ratio as large as 18.235 in absolute value is less than 0.001. In other words, the regression
weight for Social Media Motive in the prediction of Consumer Engagement is significantly different from zero
at the 0.001 level (two-tailed). This results accept all the hypotheses in which social media motives significantly

impact on consumer engagement.

Table also depicts that consumer engagement does not significantly support or peruse consumers brand
loyalty. When Consumer Engagement goes up by 1, Brand Loyalty goes up by 0.094. The regression weight
estimate, .094, has a standard error of about .064. The regression weight estimate, .094, has a standard error of
about .064.Dividing the regression weight estimate by the estimate of its standard error gives z = .094/.064 =
1.462. In other words, the regression weight estimate is 1.462 standard errors above zero. The probability of
getting a critical ratio as large as 1.462 in absolute value is .144. In other words, the regression weight for
Consumer Engagement in the prediction of Brand Loyalty is not significantly different from zero at the 0.05
level (two-tailed). This results accept the hypothesis in which brand engagement does impact on consumers

brand loyalty but insignificantly.
V. CONCLUSION

The main objective of the research is to gage impact of social media motives i.e., information,
entertainment, social aspect and self-seeking status on consumers engagement and impact of engagement on

consumers brand loyalty. It has been evident that consumer engagement is the most important perspective for
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companies because of rush in the market trends. Consumers are always looking for more as many options are
available everywhere these days. Consumers are having eyes on social media trends, they are keenly observing
everything posted by companies. It is important for companies to not only actively show their presence on
social media but also put the content which attract and engage the consumers with them. This study also results
into the agreement of above argument. Companies who provide the information based content, release and
advertised with entertainment aspect, enhance self-seeking status of consumers and social aspect, does engage
consumers with them successfully. For the survival of companies in this mushroom growth era, it is essential
for companies to standout. However engagement does not significantly support loyalty in consumer. The reason
could be the population we have chosen is new to social media exposure. It will take time to expand and build

trust in consumers mind to develop loyalty for companies on the bases of social media motives and engagement.
Practical Implication

With the help of this conclusion companies it is build that marketing strategies that are fixated on these
four motives in order to engage and therefore maintain the interest and attention of individuals. This
engagement will then hopefully lead to individuals being loyal to the company of interest and not to switch a
competing company. As individuals could become loyal and promoters of a company which in turn would lead
to more people having their purchase decisions influenced (Ellabban, O., & Abu-Rub, H. 2016; Kim, N., &
Kim, W. 2018). This would also imply that companies could make more sales or obtain more attention just by
knowing how to go about engaging consumers on social media, which is by focusing on information,
entertainment, social aspect and self-status seeking aspects. As the companies will gain knowledge about what
motivates consumers to engage on social media, due to the results found in this study, they will also be able to

produce social media marketing.
Limitation and Direction for Future Research

Purposive sampling of the non-probability sampling technique was used rather than probability
sampling which limits the generalizability of findings, it is recommended to carry out the research in future with
probability sampling technique to get more validate findings. Questionnaire was adapted in the study due to
time constraint, more scale could be develop to get more accurate responses. This model is tested in the
population where consumers are new to social media therefore the results on engagement towards loyalty of the
consumers are insignificant, this model could be tested in developed social media societies and communities

where consumers are much aware of all the features.
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