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Abstract 

 

Despite the increasing use of social media sites to engage consumers, the consumer brand engagement 

construct is still in its infancy. This study aims to contribute to existing social media research by proposing 

and empirically testing a model in which social media brand involvement and social media brand 

communication are the main precursors and brand relationship quality is a relevant outcome of social media 

brand engagement. The findings show that the influence of social media brand involvement on social media 

brand engagement is stronger than the influence of social media brand communication. The latter is due to 

the co-creation of users and firms. Furthermore, interaction and attention are the most relevant components 

of social media brand engagement, followed by enthusiasm, identification, and absorption. Social media 

brand engagement is a useful tool for companies to gain competitive advantages. Thus, the findings could 

help firms better manage their social media tools in the context of social media communication. 

 

1. Introduction 

 

The number of worldwide social media users is expected to reach a third of the world's population (i.e., more 

than three billion monthly active social media users) by 2021; this increasing number of user accounts is 

accompanied by a growth in user engagement, as Internet users spend on average 135 minutes per day on 

social networks (Statista, 2018a). Social media accounted for almost 35 percent of global digital ad spending 

in 2017, compared with 23 percent in 2013 (Statista, 2018b). The leading social media site is Facebook, 

with more than 2.2 billion monthly active users worldwide as of April 2018, followed by YouTube (1.6 billion) 

and WhatsApp (1.5 billion) (Statista, 2018c). 

 

Since the 1990s, marketing has moved from focusing on customer transactions to adopting a relationship-

based approach, as the aim of many companies is to develop positive relationships with customers and 

ensure customer satisfaction and loyalty (Pansari & Kumar, 2017). More recently, the objective of 

organizations has moved from relationship marketing to engaging customers, as satisfying customers is not 

enough to ensure their loyalty and profitability (Pansari & Kumar, 2017). Companies increasingly rely on 

social media sites to engage with consumers (So, King, & Sparks, 2014). Batra and Keller (2016) distinguish 

three different types of social media platforms that enable consumers to engage with companies/brands: 

online communities and forums, blogs, and social networks such as Facebook and Twitter. Consumers use 

social media mainly for socialization, entertainment, self-status seeking, and information seeking (Park, Kee, 

& Valenzuela, 2009). 
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Social media platforms such as YouTube, Facebook, and Twitter have become key tools for social media 

advertising through sponsored/ promoted tweets on Twitter (Twitter users are paid to post brand-related 

content tweets on their pages; Anghelcev, 2015), banner advertisements and brand communities on 

Facebook and LinkedIn, and video advertisements on YouTube that can evoke engagement (Boerman & 

Kruikemeier, 2016). The use of sponsored tweets has raised some ethical concerns (Kim & Song, 2018): 

this type of promotion is often deemed as hidden and deceptive advertising (e.g., Cain, 2011; Kuhn, Hume, 

& Love, 2010) because the format of sponsored tweets is similar to that of unpaid tweets (Kim & Song, 2018) 

and consumers hardly notice the ‘promoted-by’ label (Boerman & Kruikemeier, 2016). Consequently, they 

do not activate their cognitive mechanisms against persuasion (Nebenzahl & Jaffe, 1998). 

 

Consumer engagement through social media has received increasing attention in the last several years from 

both practitioners and academics, among other reasons, because of its potential influence on consumer 

behavior (Gambetti & Graffigna, 2010). However, the construct is still at a relatively early stage of 

understanding (France, Merrilees, & Miller, 2016). This study aims to shed some light on the research area 

by proposing and empirically testing an integrated model of social media brand engagement that included 

social media brand involvement and social media brand communication as antecedents and brand 

relationship quality as a consequence. The purpose is to analyze the variation of social media users who 

are followers of the Facebook page of a particular brand. This model is relevant for both researchers and 

practitioners: since 2005, interest in the consumer engagement field of research in marketing has exploded 

(Brodie, Hollebeek, Jurić, & Ilić, 2011); however, most of the studies are conceptual (Vivek, Beatty, Dalela, 

& Morgan, 2014). Thus, a further understanding of the determinants and consequences at the conceptual 

and empirical levels is imperative. Furthermore, most of the companies pursue consumer engagement 

because of its impact on corporate performance, including sales, profits, competitive advantages, product 

development, and referrals and recommendations for brands and products (Brodie et al., 2011). 

Consequently, this study is relevant to firms because it highlights the antecedents and outputs of social 

media brand engagement. 

 

The structure of this study is as follows: we first discuss the theories on the topic and justify our hypotheses. 

This is followed by the research methodology, after which we report how we analyzed the data and the 

findings. Finally, we compare our results with those of previous studies, discuss the implications and 

limitations, and provide avenues for further research. 

 

2. Theoretical background and hypotheses 

 

2.1  Social media and branding 

 

Social media is a “group of internet-based applications that build on the ideological and technological 

foundations of Web 2.0, and that allow the creation and exchange of user-generated content” (Kaplan & 

Haenlein, 2010, p. 61). Although social media is often defined as a combination of Web 2.0 and user-

generated content (Sinclaire & Vogus, 2011; Thevenot, 2007), Web 2.0 refers to a platform in which content 

is continuously developed by users in a collaborative way, and usergenerated content refers to all the 



different ways people produce content and use social media (Kaplan & Haenlein, 2010; Laroche, Habibi, 

Richard, & Sankaranarayanan, 2012). 

 

Social media is characterized as being interactive and participative (Kaplan & Haenlein, 2010; Leung, Bai, 

& Erdem, 2017; Mangold & Faulds, 2009; Ye, Barreda, Okumus, & Nusair, in press). It has facilitated online 

interaction and engagement and changed the way people interact and communicate with each other and 

with companies and brands (Hanna, Rohm, & Crittenden, 2011; Kietzmann, Hermkens, McCarthy, & 

Silvestre, 2011). It directly connects companies and brands with consumers (Kaplan & Haenlein, 2010; 

Laroche et al., 2012) in a bidirectional way. Consumers are not only receivers of content but also active 

creators of brand information (Thevenot, 2007) and brand value (Merz, Yi, & Vargo, 2009) and influencers. 

Therefore, power has shifted from brands to consumers (Tsai & Men, 2013), with brand owners no longer 

having full control over the content of their brand messages (Fournier & Avery, 2011). This switch leads to 

several challenges and opportunities for companies. 

 

Social media implies opportunities for brand building (Correa, Hinsley, & De Zúñiga, 2010; Merz et al., 2009), 

brand equity creation, including brand image and brand loyalty (Laroche et al., 2012; Leung et al., 2017; 

Yoo, Donthu, & Lee, 2000), and brand management (Godey et al., 2016; Kaplan & Haenlein, 2010). Users 

are now relying more than ever before on online reviewers (Dijkmans, Kerkhof, & Beukeboom, 2015); thus, 

brand reviews are an important source of information that can influence brand preferences and purchase 

intentions (Morra, Ceruti, Chierici, & Di Gregorio, 2018). Furthermore, scholars acknowledge challenges 

such as measuring the influence of social media marketing activities on brand success (Schultz & Peltier, 

2013), dealing with the increasing amount of customers’ brand information (Harrigan, Evers, Miles, & Daly, 

2017), and identifying mechanisms of improving the brand pages to engage consumers and improve 

consumer–brand relationships (De Vries & Carlson, 2014). 

 

2.2 Social media brand engagement 

 

Social media facilitates brand engagement, understood as the level of interaction and connections between 

consumers and the brand (Hanna et al., 2011; Kietzmann et al., 2011; Mangold & Faulds, 2009; Tsai & Men, 

2013; Vivek et al., 2014; Ye et al., in press). Thus, companies use social media platforms such as Facebook 

or Twitter to engage with consumers (So et al., 2014). Despite the increasing interest and body of research 

on consumer engagement within the marketing domain, there is no widely agreed-on definition of the 

construct. 

 

A complete review of the definitions of engagement is beyond the scope of this study. Brodie et al. (2011), 

Dessart, Veloutsou, and Morgan-Thomas (2015), Gambetti and Graffigna (2010), Harmeling, Moffett, 

Arnold, and Carlson (2017), Hollebeek, Glynn, and Brodie (2014), Kumar et al. (2010), Mollen and Wilson 

(2010), Pansari and Kumar (2017) and Sprott, Czellar, and Spangenberg (2009) all provide reviews of the 

engagement concept up to that point in time, respectively. This section aims to identify the main fields of 

research that have addressed this construct and to focus on the marketing approach to this term. 

 



Engagement has been analyzed from different disciplinary perspectives including marketing, management, 

organizational behavior, education, sociology, psychology, information systems, and political science. While 

different terminology has been used to refer to different engagement subjects (e.g., customer engagement, 

consumer engagement, employee engagement) or different engagement objects (e.g., brand engagement, 

organizational engagement), all refer to a similar concept that is applied to different entities (Hollebeek et 

al., 2014). 

 

The interest in this construct within the marketing discipline has developed mainly from 2005 (Brodie et al., 

2011), given that it is a relational construct (Schultz & Peltier, 2013) that reflects the interactive nature of the 

consumer–brand relationship (Hollebeek et al., 2014). Three main approaches can be identified in the 

conceptualization of the engagement construct in the marketing literature. While some researchers (e.g., 

Sprott et al., 2009; Van Doorn et al., 2010) adopt a narrow approach and treat engagement as a 

unidimensional construct (cognitive, affective, or behavioral), some scholars (e.g., Mollen & Wilson, 2010) 

extend it by capturing two dimensions within the concept. The third approach includes studies (e.g., Brodie, 

Ilić, Jurić, & Hollebeek, 2013; Dessart et al., 2015; Hollebeek, 2011) that adopt a broader approach and treat 

engagement as a multidimensional construct (including cognitive, affective, and behavioral dimensions). For 

example, Hollebeek (2011, p. 6) defines customer brand engagement as “the level of a customer's 

motivational, brand-related, and context-dependent state of mind characterized by specific levels of 

cognitive, emotional, and behavioral activity in brand interactions.” Likewise, Brodie et al. (2011, p. 9), after 

analyzing the definitions of engagement in the marketing literature, recognize the multidimensional nature 

of the construct and also conclude that it is “a psychological state that occurs by virtue of interactive, 

cocreative customer experiences with a focal agent/object (e.g., a brand) in focal service relationships. It 

(…) exists as a dynamic, iterative process within service relationships that cocreate value.” Cognitive 

activities refer, for example, to the level of engrossment in and concentration on the brand, affective activities 

imply the positive feelings generated when the consumer interacts with the brand (Harmeling et al., 2017), 

and behavioral activities refer to manifestations that go beyond direct transactions (e.g., referrals, word of 

mouth, blogging, recommendations, writing reviews, providing customer ratings) (Jaakkola & Alexander, 

2014; Kumar et al., 2010; Van Doorn et al., 2010) that contribute to the company's marketing functions 

(Harmeling et al., 2017). 

 

For the purposes of this study, we adopt So et al. (2014) multidimensional approach to brand engagement 

that includes five components covering cognitive, affective, and behavioral activities: identification (the 

degree of a consumer's belongingness to the brand), enthusiasm (the consumer's excitement and interest 

in the brand), attention (the level of a consumer's focus on and connection with the brand), absorption (the 

level of a consumer's concentration, immersion, and engrossment in a brand), and interaction (the 

consumer's participation with the brand or other consumers sharing and exchanging information). Thus, in 

our study social media brand engagement means a proactive and interactive relationship between the 

consumer and the brand's social media platform, passion, and immersion in the brand's social media 

platform.  

 

Scholars acknowledge several antecedents of brand engagement, including involvement (Brodie et al., 

2011, 2013; Harrigan et al., 2017; Hollebeek et al., 2014; Vivek, Beatty, & Morgan, 2012), commitment 



(Lacey & Morgan, 2009; Van Doorn et al., 2010), trust (Van Doorn et al., 2010), brand attachment, and brand 

communication (Manser Payne, Peltier, & Barger, 2017), as well as consequences, as explained 

subsequently. The importance of brand engagement lies in its number of benefits. Engaging with consumers 

plays an important role in building brand loyalty (Barger, Peltier, & Schultz, 2016; Correa et al., 2010; 

Dijkmans et al., 2015; Harrigan et al., 2017; Jahn & Kunz, 2012; Vivek et al., 2012), brand evaluations 

(Harrigan et al., 2017), brand attachment (Brodie et al., 2011; Dijkmans et al., 2015), trust (Brodie et al., 

2011; Dijkmans et al., 2015; Harrigan et al., 2017; Vivek et al., 2012), brand relationship quality 

(Algesheimer, Dholakia, & Herrmann, 2005; Park & Kim, 2014; Pentina, Gammoh, Zhang, & Mallin, 2013), 

satisfaction (Brodie et al., 2011; Harrigan et al., 2017), involvement (Harrigan et al., 2017), and purchase 

intentions (Barger et al., 2016; Dijkmans et al., 2015), among others. The following sections aim to address 

a gap in the literature by focusing on two antecedents (social media brand involvement and social media 

brand communication) and one consequence (brand relationship quality) and their relationships to social 

media brand engagement. 

 

2.3 Social media brand involvement 

 

Involvement is widely recognized as an important component of consumer behavior (Coulter, Price, & Feick, 

2003; De Vries & Carlson, 2014; Dwivedi, 2015; Zaichkowsky, 1985). Although a large number of definitions 

of involvement exist, researchers widely agree that involvement is related to personal relevance (e.g., Celsi 

& Olson, 1988; Mitchell, 1979; Park & Young, 1986; Petty & Cacioppo, 1981, 1986; Richins & Bloch, 1986; 

Zaichkowsky, 1985). In this line, Zaichkowsky (1985, p. 342) defines involvement as “a person's perceived 

relevance of the object based on inherent needs, values, and interests.” Likewise, Celsi and Olson (1988, 

p. 211) add that “a consumer's level of involvement with an object, situation, or action is determined by the 

degree to which s/he perceives that concept to be personally relevant.” The conceptualization of involvement 

as personal relevance, that is adopted in our study, has been applied to different entities (e.g., product, 

brand, advertising message) because, as Zaichkowsky (1994, p. 59) recognizes, the meaning of 

involvement does not change across the objects as the reference is “being personally relevant to the stimulus 

object.” Applying the same argument to our study, we suggest that the meaning of involvement does not 

differ when using it at the social media level because the reference is the perceived relevance of the object 

(i.e., a brand's social media platform). Consequently, it encompasses the consideration of an entity (i.e., a 

brand's social media platform) as important, relevant, meaningful, and interesting to the consumer (Coulter 

et al., 2003; Dwivedi, 2015). This is in line with France et al. (2016) operationalization of brand involvement, 

which we adopt in this study. 

 

Brand involvement and brand engagement are closely related, as both are relational variables that predict 

consumer behavior (Evrard & Aurier, 1996; France et al., 2016; Hollebeek et al., 2014); however, some 

conceptual distinctions exist: while the former is usually defined at the cognitive, affective, or motivational 

level or perceived relevance level (Vivek et al., 2012), the latter implies cognitive, affective, and behavioral 

components (Harrigan et al., 2017), a higher level of commitment (Vivek et al., 2012), and an interactive and 

proactive relationship between the consumer and the brand (Brodie et al., 2011; Kozinets, De Valck, 

Wojnicki, & Wilner, 2010; Mangold & Faulds, 2009; Merz et al., 2009). 

 



As stated previously, several scholars have acknowledged the positive influence of involvement on 

consumer engagement (e.g., De Vries & Carlson, 2014; France et al., 2016; Harrigan et al., 2017; Hollebeek, 

2011; Hollebeek et al., 2014; So et al., 2014; Vivek et al., 2012). Consequently, we propose the following: 

 

H1. Social media brand involvement is positively related to social media brand engagement. 

 

2.4 Social media brand communication 

 

Brand communication has been recognized as one of the determinants of brand equity (Simon & Sullivan, 

1993; Yoo et al., 2000). More recent studies (e.g., Laroche et al., 2012; Schivinski & Dabrowski, 2015) also 

acknowledge the impact of social media on brand equity; for example, Laroche et al. (2012) assess the 

effect of social media-based brand communities on brand loyalty, and Schivinski and Dabrowski (2015) 

investigate the influence of brand communication on brand equity through Facebook. 

 

The emergence of social media has changed the communication paradigm (Morra et al., 2018), including 

consumers’ patterns of media usage, the media they use to search for the information they need, and their 

role in the communication process: While traditionally consumers assumed a passive role as receivers of 

product and brand information through traditional mass media, they are now active participants in the 

communication process as active seekers of brand information (Batra & Keller, 2016) and as creators of 

brand content (Okazaki & Taylor, 2013; Thevenot, 2007) through social networks, blogs, and online 

communities and forums. Social media platforms ease communication between consumers, as well as 

between consumers and companies (Batra & Keller, 2016). Thus, companies are no longer the only 

generators of brand communication, nor do they have full control over brand communication (Bruhn, 

Schoenmueller, & Schäfer, 2012). The proactive role of consumers is illustrated by Kozinets et al. (2010) 

through their network coproduction model, in which the communication flows through the members of the 

network. This argument involves a distinction between user-generated social media communication and 

firmcreated social media communication (Bruhn et al., 2012; Okazaki & Taylor, 2013), which we adopt in 

this study to conceptualize and operationalize social media brand communication. 

 

Manser, Peltier, and Barger (2017) propose an integrated marketing communications framework on the 

influence of non-personal touchpoints (the interaction between consumers and the brand is without personal 

encounter, e.g., traditional advertising media, social media, direct mail, catalogs) and personal touchpoints 

(consumers interact with the brand directly, either face-to-face or digitally, e.g., field salesforce, trade shows, 

in-store personnel, telephone) on brand engagement, adopting a holistic approach (omnichannel approach) 

to integrated marketing communications. Thus, they acknowledge the influence of social media 

communication on brand engagement. Previous studies in the organizational literature also recognize the 

role of communication as an antecedent of employee engagement (e.g., Guest, 2014; Karanges, Johnston, 

Beatson, & Lings, 2015; Welch, 2011). Considering these arguments, we propose the following: 

 

H2. Social media brand communication is positively related to social media brand engagement. 

 

 



2.5 Brand relationship quality 

 

Research interest in the consumer–brand relationship has increased since the 1990s (Fetscherin & Heinrich, 

2015). Fournier (1998) highly cited article established the theoretical basis to understand consumers’ 

relationships with brands and identified six determinants of the quality, strength, and durability of brand 

relationships: love and passion, selfconnection, commitment, inter-dependence, intimacy, and brand partner 

quality. As Batra, Ahuvia, and Bagozzi (2012) and Fetscherin and Heinrich (2015) acknowledge, brand 

relationship is the foundation of subsequent related theories and constructs such as brand attachment (Park, 

MacInnis, Priester, Eisingerich, & Iacobucci, 2010; Thomson, MacInnis, & Park, 2005), brand love (Batra et 

al., 2012), self-brand connections (Escalas & Bettman, 2003), and brand passion (Albert, Merunka, & 

Valette-Florence, 2012). 

 

Brand relationship quality is understood as an assessment of the strength of the consumer's relationship 

with a brand (Hudson, Roth, Madden, & Hudson, 2015; Park & Kim, 2014; Smit, Bronner, & Tolboom, 2007). 

Specifically, this study follows Algesheimer et al. (2005, p. 23) work, which defines brand relationship quality 

as “the degree to which the consumer views the brand as a satisfactory partner in an ongoing relationship” 

and operationalizes it as a unidimensional construct. As they acknowledge, their conceptualization and 

operationalization of brand relationship quality are in line with previous studies on the anthropomorphism of 

brands and brand personality (the attribution of human characteristics to a brand) and with the 

conceptualization of consumer–brand identification (Algesheimer et al., 2005). By developing such 

relationships, consumers can benefit from the provision of functional and emotional meanings that the 

brands bring to their lives (Fournier, 1998; Hudson et al., 2015). 

 

The importance of brand relationship lies in its predictability, as it leads to brand loyalty (Fournier, 1998; 

Park & Kim, 2014), positive word of mouth (Hudson et al., 2015), brand attachment (Hudson et al., 2015), 

and profits, among others. During the last years, companies have increased efforts to develop strong 

relationships with consumers through social media platforms such as Facebook and Twitter (Park et al., 

2009; Park & Kim, 2014), as doing so helps them develop a competitive advantage (Bowden, 2009). Hudson 

et al. (2015), Pentina et al. (2013), and Smit et al. (2007) propose that the brand relationship quality will be 

higher if consumers engage with brands using social media. Given these theoretical arguments, we propose 

the following: 

 

H3. Social media brand engagement is positively related to brand relationship quality. 

 

The social media brand engagement model includes the preceding discussion on social media brand 

involvement, social media brand communication, and brand relationship quality (see Fig. 1): 

 



 
 

3.  Research methodology 

 

3.1 Research design, data collection, and sampling 

 

To test the model, we conducted a quantitative study and collected data from consumers who follow Iberia 

on Facebook. Airline companies are actively using social media platforms and thus are an appropriate 

industry for investigating social media brand engagement (Dijkmans et al., 2015). Iberia is one of the most 

relevant and oldest European airline companies. It belongs to International Airlines Group, which is the sixth 

largest airline group in the world and the third largest in Europe in terms of revenue (IAG, 2018). Iberia has 

an extensive social networking community of followers. It operates in six different languages with more than 

20 social channels. Iberia is actively using online platforms and has won several awards as the fastest 

responding European airline. It is considered a leader in the commercial use of social media, with more than 

1.7 million Facebook followers in Spain in 2018. 

 

We used data from an online panel of Spanish consumers. The sampling frame of this study consisted of 

2,000 individuals who follow Iberia's Facebook site. We used a systematic random sampling technique to 

select the units of the sample. Each respondent received an invitation to participate via email with a click-

through survey link; 480 respondents completed the survey (response rate = 24%). After examining the data, 

we removed 70 cases because of incomplete responses. Thus, the final sample size was 410 usable cases. 

 

Of the 410 respondents who participated in our study (followers of the Iberia Facebook page in Spain), 

52.4% were women, and their ages ranged mainly from 25 to 44 years (50.8%). Most respondents were 

employees (63.7%), followed by self-employed, retired, and freelancers, among others. Regarding the 



marital status, the majority were married or living as a couple (70.3%). Most also had studied at university 

(53.2%). 

 

3.2 Measures 

 

Existing scales were used in this study (see Table 1). We measured social media brand engagement with 

So et al. (2014) 25-item scale that includes five dimensions: identification, enthusiasm, attention, absorption, 

and interaction. We assessed social media brand involvement using France et al. (2016) five-item scale. To 

operationalize social media brand communication, we distinguished between two dimensions (firm-created 

social media communication and user-generated social media communication) and used the six items 

proposed by Bruhn et al. (2012). Finally, we used Algesheimer et al. (2005) three-item scale to measure 

brand relationship quality. All the constructs were measured on a seven-point Likert scale. Demographic 

questions appeared at the end of the survey. 

 

 
 

3.3 Data analysis 

 

We performed partial least squares (PLS) using SmartPLS 3.2.7 software (Ringle, Wende, & Becker, 2015) 

to analyze the scale's accuracy and the structural model. PLS is variance-based structural equation 

modeling often used in different factor conceptions (Chin, 2010; Henseler, Ringle, & Sarstedt, 2012, 2016a, 

b; Nitzl & Chin, 2017; Rigdon, 2016; Rigdon, Sarstedt, & Ringle, 2017; Sarstedt, Hair, Ringle, Thiele, & 



Gudergan, 2016). We used this technique because of (1) the complexity of the research model, which has 

two levels of dimensionality (first- and second-order concepts); (2) the application of a twostage approach 

for modeling the multidimensional concepts; (3) the differences between common factor analysis and 

composite analysis; (4) the use of an explanatory and predictive technique; (5) the explicit definition of latent 

variables (composites); and (6) the estimation of models with measures Mode A (reflective design 

approximation) and Mode B (formative design approximation). 

 

Our model included both unidimensional constructs (i.e., social media brand involvement and brand 

relationship quality) and multidimensional constructs (i.e., social media brand communication and social 

media brand engagement). We employed a hierarchical latent variable model in this study; specifically, we 

used a reflective-formative-type model (Becker, Klein, & Wetzels, 2012). The measures for the dimensions 

(first-order constructs) were reflective, while the measures for the two main constructs (higher-order 

constructs) were formative. Thus, this research proposes a second-order model in which social media brand 

communication is formatively measured with two dimensions (firm-created social media communication and 

user-generated social media communication) and social media brand engagement is formatively measured 

with five dimensions (identification, enthusiasm, attention, absorption, and interaction). 

 

Specifically, social media brand communication and social media brand involvement influence social media 

brand engagement, and the latter has an impact on brand relationship quality. Thus, this research presents 

a composite measurement model with a reflective design approximation (Mode A, the arrows point from a 

construct to the indicators) for social media brand involvement and brand relationship quality and a formative 

design approximation (Mode B, the arrows point from the indicators to the construct) for social media brand 

communication and social media brand engagement. These two concepts include a list of dimensions that 

capture different aspects. A composite measurement means that the construct is made up of the items that 

generate a new entity from the elements. We designed the measurement model on the basis of the nature 

of the constructs (Henseler, 2017). According to Henseler (2017), constructs should be measured using 

common factor models, while the design of artifacts should be measured by composites. 

 

3.4 Common method variance 

 

Common method biases can occur when measures of both the independent and dependent variables are 

obtained from the same source; thus, we analyzed whether common method variance (CMV) had “a 

substantial impact on the observed relationships between predictor and criterion variables” (Podsakoff, 

MacKenzie, Lee, & Podsakoff, 2003, p. 897). We addressed this issue using different procedural techniques, 

as Podsakoff et al. (2003) recommend. We avoided item ambiguity and double-barreled questions by pilot 

testing the questionnaire, we kept the questions simple and specific, we guaranteed anonymity to all 

respondents, and we indicated that there were no right or wrong answers. In addition, we used a statistical 

technique to analyze the potential impact of CMV: Harman's single-factor test recommended by Podsakoff 

and Organ (1986). The test involved conducting an exploratory factor analysis of all the variables in the 

study. The output showed seven factors with an eigenvalue greater than 1, with the first factor explaining 

41.24% of the total variance, indicating no major threat of CMV in our study. 

 



4. Results 

 

4.1 Measurement model 

 

First, the fit of the model was the starting point for the model assessment. We used the saturated model to 

determine the model fit (Henseler, Hubona, & Ray, 2016) that was tested with the standardized root mean 

square residual (SRMR). The value obtained was below the cutoff value of 0.08, which is adequate for PLS 

path models (Henseler, Hubona, & Ray, 2016a; Hu & Bentler, 1999). 

 

Second, we tested the psychometric properties of the reflective scales estimated in Mode A from the first-

stage model. The reliability was achieved in several and non-exclusive ways: rho (all values were higher 

than 0.7; Dijkstra & Henseler, 2015), composite reliability (CR) (all values were higher than 0.8; Nunnally & 

Bernstein, 1994), Cronbach's alpha (α) (all values were higher than 0.7; Fornell & Larcker, 1981; Raykov & 

Marcoulides, 2019), and average variance extracted (AVE) (factor loadings were above 0.5; Bagozzi & Yi, 

1988). The significance of the loadings was achieved through the procedure of bootstrapping resampling 

(10,000 subsamples). All the indicators were significant with a 99% confidence level (Gefen & Straub, 2005) 

(see Table 2). 

 

Finally, we verified the discriminant validity using Fornell and Larcker (1981) test and the heterotrait-

monotrait ratio (HTMT). In line with the level proposed by Hair, Hult, Ringle, and Sarstedt (2016), all the 

HTMT values were lower than 0.9 (see Table 3). 

 



 
 



 
 

4.2 Structural model 

 

After assessing the measuring instrument and evaluating its validity and reliability, we estimated the 

structural model from the second-stage proposal. We determine the significance of the estimated structural 

path coefficients by using bootstrapping (10,000 resamples) to generate t-statistics and confidence intervals. 

Again, the test of model fit for the estimated and saturated model provides evidence of external validity 

(Henseler et al., 2016a). We tested the variance inflation factor on formative constructs with values below 

3.3, providing no evidence of multicollinearity (Petter, Straub, & Rai, 2007). 

 

The R2 value represents the point of departure and the explained variance of the dependent concepts. The 

adjusted R2 value helps in the explanatory power of a model across different data sets (Henseler et al., 

2016a). The model explains 63.6% (63.4% adjusted R2 ) of variance in social media brand engagement: 

38.5% (0.762 × 0.505) of social media brand involvement, and 25.1% (0.720 × 0.349) of social media brand 

communication; and 48.9% (48.8% adjusted R2 ) of variance in brand relationship quality. R2 values are 

between high (below 0.75) and moderate effect (below 0.5) (Hair, Ringle, & Sarstedt, 2011; Hair, Sarstedt, 

Hopkins, & Kuppelwieser, 2014). 

 

We used the size of f2 to quantify the significant effects. The f2 values are above the cutoff value of 0.02. 

Specifically, there is a medium effect (values between 0.15 and 0.35) between social media brand 

involvement and social media brand engagement (0.320), a medium effect between social media brand 

communication and social media brand engagement (0.153), and a large effect (> 0.35) between social 

media brand engagement and brand relationship quality (0.597) (Cohen, 1992).  



 

Table 4 includes the evaluation of the path coefficients and their significance level using t-value. 

Bootstrapping (10,000 samples) provides t-values and confidence intervals that allow the evaluation of the 

significance of the statistical relationships (Roldán & Sánchez-Franco, 2012). The results show that there is 

a positive and significant influence of social media brand involvement on social media brand engagement, 

in support of H1 (β = 0.505, p < 0.001, t = 9.322). Social media brand communication has a positive and 

significant influence on social brand engagement, in support of H2 (β = 0.349, p < 0.001, t = 6.727). Finally, 

there is a positive and significant influence of social media brand engagement on brand relationship quality, 

in support of H3 (β = 0.700, p < 0.001, t = 30.373). Both the variables social media brand involvement and 

social media brand communication act as significant predictors of social media brand engagement, and the 

latter is a significant determinant of brand relationship quality. In addition, the confidence intervals assessed 

the statistical significance through bootstrapping. As we did not include the 0 value in the confidence interval, 

the proposed hypotheses were also accepted by using the percentile method (Henseler et al., 2016a) (See 

Table 4). 

 

 
 

Moreover, the results confirm that both dimensions proposed for social media brand communication 

formation contribute positively and significantly. In order of importance, user-generated social media 

communication is the first dimension (β = 0.669, p < 0.001), followed by firm-created social media 

communication (β = 0.463, p < 0.001). The five components contribute in a positive manner to social media 

brand engagement's formation, interaction (β = 0.517, p < 0.001), and attention (β = 0.260, p < 0.001), 

followed by enthusiasm (β = 0.166, p < 0.001), identification (β = 0.137, p < 0.001), and absorption (β = 

0.133, p < 0.01).  

 

We also assessed the model by examining the cross-validated redundancy index (Q2 ) for the dependent 

variables. Values higher than 0 suggest that the model shows predictive relevance. Specifically, strong 

predictive relevance is confirmed with values greater than 0.35 (Q2 social media brand engagement = 0.597; 

Q2 brand relationship quality = 0.500) (Hair, Hollingsworth, Randolph, & Chong, 2017). SmartPLS software 

version 3.2.7 provides cross-validated prediction errors and prediction error summary statistics such as the 

root mean square error (RMSE) and the mean absolute error (MAE) for constructs and indicators. In 

accordance with Felipe, Roldán, and Leal-Rodríguez's recommendations (2017), the RMSE and MAE values 

for the PLS model are lower than those for the linear regression model, and the Q2 values for the PLS model 

are higher than those for the linear regression model (see Table 5). 

 



 
 

 

 

5. Discussion and conclusions 

 

The arrival of social media has introduced new channels of brand communication and the application of 

online tools to engage with consumers. In the airline industry, most, if not all, companies are actively using 

social media and thus are appropriate for the analysis of consumer engagement (Dijkmans et al., 2015). 

This study contributes to the general understanding of social media brand engagement by analyzing their 

principal antecedents—social media brand involvement (France et al., 2016) and social media brand 

communication (Bruhn et al., 2012; So et al., 2014; Uzunoglu & Kip, 2014)—and important consequences 

such as brand relationship quality (Pentina et al., 2013). Thus, this research fills an existing gap in the area 

of social media brand engagement and its role in the airline industry by focusing on an airline's followers on 

Facebook (Dijkmans et al., 2015; Jeng, 2016; So et al., 2014). 

 

The results highlight the relevant role of engagement in the context of social media by showing support for 

the positive effects on brand relationship quality. In particular, the model explains 63.3% of variance in social 

media brand engagement and 48.9% of variance in brand relationship quality. These results reveal the role 

of engagement as a crucial variable when explaining brand relationship quality. By analyzing the perceptions 

of consumers who follow Iberia on Facebook, we find the positive and significant effect of social media brand 

involvement and social media brand communication on social media brand engagement. 

 

By examining these connections, this study has several relevant theoretical and practical implications. First, 

this research provides further insights for the study of social media and brand engagement. Furthermore, 

this research adds knowledge to the study of the drivers and outcomes linked to brand engagement in the 

social media context, contributing to the lack of research in this context (Bruhn et al., 2012; France et al., 

2016; Pentina et al., 2013). This study proposes a new perspective in conceptualizing social media brand 

engagement, identifying several antecedents. Specifically, the proposed model conceptualizes two 

contributors to social media brand engagement. Individuals who follow an airline's Facebook page perceive 

social media brand engagement as a result of social media brand involvement and social media brand 



communication. A quantitative approach using structural equation modeling supports both hypotheses. On 

the one hand, the positive effect of social media brand involvement on social media brand engagement 

received support in line with previous studies (e.g., De Vries & Carlson, 2014; France et al., 2016). The 

results show that consumers who are highly involved with a brand's social media platform will spend more 

time writing comments related to their favorite brands on social media platforms, thus stimulating 

engagement with those brands (Bruhn et al., 2012). On the other hand, we tested the positive influence of 

social media brand communication on social media brand engagement following the work of Bruhn et al. 

(2012). The results suggest that the increase in social media brand engagement through social media brand 

involvement and social media communications leads to important implications for companies' brand 

communication activities in the social media context. 

 

Second, this research provides new insights into the study of brand involvement as a unidimensional concept 

based on France et al. (2016) study, which we adapted to the social media context. It was relevant to identify 

the elements that determine social media brand involvement that need to be taken into consideration when 

managers develop their social media strategy. 

 

Third, this paper adds insights by including the co-creation value in the formation of social media brand 

communication. We found that social media brand communication was formed by the influence of firm-

created social media communication and user-generated social media communication. In terms of the co-

creation value, our study confirms theoretical arguments by Bruhn et al. (2012), who propose that brand 

communications benefits derive from companies and consumers’ social media contribution. Brand managers 

can significantly improve the effectiveness of their brand engagement by enhancing the social media 

communications generated by their firms and users (Uzunoglu & Kip, 2014). We analyzed the concept of 

social media brand communication using a multidimensional approach. Contributions to social media brand 

communication are derived to a greater extent from user-generated content and also from firm-created 

content. They have a positive influence on social media brand engagement, in line with previous studies 

(e.g., Bruhn et al., 2012; France et al., 2016). Usergenerated content plays a more important role in driving 

social media brand communication and, consequently, in driving social media brand engagement. This 

paper consolidates the introduction of new channels of social media communication due to the emergence 

of social media platforms. 

 

Fourth, this study contributes to the definition and measurement of social media brand engagement by 

validating So et al. (2014) scale, which comprises five dimensions (identification, enthusiasm, attention, 

absorption, and interaction). The empirical application of this scale brings new insights to social media brand 

engagement's measurement in marketing. Measuring a latent concept such as social media brand 

engagement with formative nature represents an additional contribution. Specifically, this scale provides a 

useful tool to collect insights into psychological and behavioral connections with brands. The findings 

suggest that interaction and attention are key dimensions of social media brand engagement, in line with 

previous studies (So et al., 2014).  

 

Fifth, this study sheds more light on the influence of social media brand engagement on brand relationship 

quality. This research analyzes this relationship to investigate how users of Facebook identify the 



engagement of their connection with those sites as well as their influence on the quality of the consumer-

brand relationship. This study contributes to extant literature by applying the relationship between 

engagement and quality to the context of social media. In the online world, brands represent an identity 

created by both marketers and consumers. This result is in line with previous studies that suggest that higher 

levels of engagement involve stronger paths (Algesheimer et al., 2005). The link between both concepts 

indicates that when consumers engage with a brand's social media platform, they may perceive a higher 

brand relationship quality. We proposed this relationship given researchers' recommendations to investigate 

other factors that may influence the strength of brand relationship quality (Pentina et al., 2013). The results 

of the current study corroborate this proposal, considering social media brand engagement a relevant 

determinant of brand relationship quality in the airline context.  

 

Sixth, we conceptualized brand relationship quality following previous studies (e.g., Algesheimer et al., 

2005). We confirmed that the strength of the relationship between the consumer and the brand determines 

brand relationship quality (Pentina et al., 2013).  

 

Finally, we proposed and tested a model that examines composites (social media brand communication and 

social media brand engagement). Specifically, the model developed adopts a two-stage approach that 

represents a current and accurate measurement method. The tools provided by PLS path modeling are 

adequate for composites and serve as an alternative to CB-SEM models (Henseler et al., 2016a). 

 

6. Practical implications 

 

Several practical implications can be drawn from the research findings. This study provides a valuable tool 

for community and marketing managers of airline companies to engage effectively with their Facebook users. 

Consequently, relevant recommendations are proposed. Such insights will help managers improve their 

marketing programs to achieve their objectives. 

 

A greater understanding of social media communication should be considered. Consumers who decide to 

follow Iberia's Facebook page are exposed to content produced by the firm and other consumers, such as 

responses to the posts, questions, and complaints. Content generated by companies usually has a positive 

tone. However, many consumers post negative messages about the brand on social media. Thus, brand 

communication represents a key factor not only in the content generated by the company but also in the 

content created by the users, due to the cocreation content. Social media is a useful channel to provide a 

quick response to the consumers contributing positively to service evaluation. To add value to the brand, 

community and marketing managers should work on online dialogues that enhance trust, proximity, and 

familiarity, mainly when consumers post negative messages. The effectiveness of the firm's efforts in 

communicating with online users may improve the perception of the corporate brand image. 

Marketing managers should also take into consideration the role of social media brand involvement. When 

consumers are involved with a brand's social media platform, their participation on social media will increase. 

Thus, firms should increase their learning and comprehension of the brand values to achieve positive brand 

outcomes. 

 



In addition, airline managers should consider further clarifying the elements that influence the formation of 

social media brand engagement. First, to build strong consumer brand engagement, marketing managers 

should create a unique and clear identity to differentiate their brand from those of competitors to strengthen 

the brand identification. This is advisable, as many individuals join social network pages that have similar 

personality features to them (Pentina et al., 2013). Second, feelings of passion or energy should be 

highlighted to enhance the enthusiasm for the brand and, consequently, consumers' participation in online 

chats. To achieve that goal, delivering e-newsletters with attractive news could be considered. Third, 

attracting consumers' attention is important for managers. This can be achieved by showing the firm's culture 

and uploading videos. Fourth, companies should focus on increasing participation on their Facebook pages, 

such as by sharing particular emotions or adding entertaining posts. Fifth, social interaction and co-creation 

values generate a strong influence on engagement. On the one hand, companies should provide 

opportunities for consumer interaction, promoting attractive reward campaigns to encourage participation, 

such as free trips or incentives, discounts, or giveaways. On the other hand, activities that promote the 

development of new ideas for products or services between the firm and users should be enhanced. All 

these actions could lead consumers to increase their engagement with the brand.  

 

As a result of these recommendations, brand relationship quality will be enhanced. Consequently, the 

strength of the relationship with a brand reflects the important role of the brand in users’ lives. 

 

7. Limitations and further research 

 

This study offers relevant contributions to community and marketing managers for handling social media 

brand engagement. However, several limitations need to be considered for future research. First, this 

research is limited to one airline, Iberia. Future research could extend this survey to other airline companies 

from different countries and even to other industries. Second, this research focuses on one social media 

platform, Facebook. Future studies could examine additional platforms such as Twitter and Instagram. Third, 

our study is limited to social media users who are already followers of Iberia's Facebook page. Further 

research could investigate non-followers and compare the two groups. Fourth, the drivers of social media 

brand engagement were limited to social media brand involvement and social media brand communication. 

Additional relationships could be considered for further study, such as credibility (Jeng, 2016), social 

interactivity (Ye et al., in press), and social media marketing efforts (Godey et al., 2016). In addition, the 

outcomes were limited to brand relationship quality. Other variables such as loyalty (Dwivedi, 2015; Harrigan 

et al., 2017) and trust (Laroche et al., 2012) could be investigated. 

 

 

 

 

 

 

 

 

 



References 
 
Albert, N., Merunka, D., & Valette-Florence, P. (2012). Brand passion: Antecedents and consequences. 

Journal of Business Research, 66(7), 904–909.  

Algesheimer, R., Dholakia, U. M., & Herrmann, A. (2005). The social influence of brand community: Evidence 

from European car clubs. Journal of Marketing, 69(3), 19–34.  

Anghelcev, G. (2015). Unintended effects of incentivizing consumers to recommend a favorite brand. Journal 

of Marketing Communications, 21, 210–223.  

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy of 

Marketing Science, 16(1), 74–94.  

Barger, V., Peltier, J. W., & Schultz, D. E. (2016). Social media and consumer engagement: A review and 

research agenda. The Journal of Research in Indian Medicine, 10(4), 268–287.  

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand love. Journal of Marketing, 76(2), 1–16.  

Batra, R., & Keller, K. L. (2016). Integrating Marketing Communications: New findings, new lessons, and 

new ideas. Journal of Marketing, 80(6), 122–145.  

Becker, J. M., Klein, K., & Wetzels, M. (2012). Hierarchical latent variable models in PLSSEM: Guidelines 

for using reflective-formative type models. Long Range Planning, 45(4/6), 359–394.  

Boerman, S. C., & Kruikemeier, S. (2016). Consumer responses to promoted tweets sent by brands and 

political parties. Computers in Human Behavior, 65, 285–294.  

Bowden, J. (2009). Customer engagement: A framework for assessing customer-brand relationships: The 

case of the restaurant industry. Journal of Hospitality Marketing & Management, 18(6), 574–596.  

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: Conceptual domain, 

fundamental propositions, and implications for research. Journal of Service Research, 14(3), 252–271. 

Brodie, R. J., Ilić, A., Jurić, B., & Hollebeek, L. D. (2013). Consumer engagement in a virtual brand 

community: An exploratory analysis. Journal of Business Research, 66(1), 105–114.  

Bruhn, M., Schoenmueller, V., & Schäfer, D. B. (2012). Are social media replacing traditional media in terms 

of brand equity creation? Management Research Review, 35(9), 770–790.  

Cain, R. M. (2011). Embedded advertising on television: Disclosure, deception and free speech rights. 

Journal of Public Policy and Marketing, 30(2), 226–238.  

Celsi, R. L., & Olson, J. C. (1988). The role of involvement in attention and comprehension processes. 

Journal of Consumer Research, 15(2), 210–224.  

Chin, W. W. (2010). How to write up and report PLS analyses. In V. E. Vinzi, W. W. Chin, J. Henseler, & H. 

Wang (Eds.). Handbook of partial least squares (pp. 655–690). Berlin, Heidelberg: Springer.  



Cohen, J. (1992). A power primer. Psychological Bulletin, 112(1), 155–159.  

Correa, T., Hinsley, A. W., & De Zúñiga, H. G. (2010). Who interacts on the web? The intersection of users' 

personality and social media use. Computers in Human Behavior, 26(2), 247–253.  

Coulter, R. A., Price, L. L., & Feick, L. (2003). Rethinking the origins of involvement and brand commitment: 

Insights from postsocialist central Europe. Journal of Consumer Research, 30(2), 151–169.  

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(6), 495–515. 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online brand 

communities. The Journal of Product and Brand Management, 24(1), 28–42.  

Dijkmans, C., Kerkhof, P., & Beukeboom, C. J. (2015). A stage to engage: Social media use and corporate 

reputation. Tourism Management, 47, 58–67.  

Dijkstra, T. K., & Henseler, J. (2015). Consistent partial least squares path modeling. MIS Quarterly, 39(2), 

297–316.  

Dwivedi, A. (2015). A higher-order model of consumer brand engagement and its impact on loyalty 

intentions. Journal of Retailing and Consumer Services, 24, 100–109.  

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The influence of reference groups on 

consumers' connections to brands. Journal of Consumer Psychology, 13(3), 339–348.  

Evrard, Y., & Aurier, P. (1996). Identification and validation of the components of the person-object 

relationship. Journal of Business Research, 37(2), 127–134.  

Felipe, C. M., Roldán, J. L., & Leal-Rodríguez, A. L. (2017). Impact of organizational culture values on 

organizational agility. Sustainability, 9(12), 1–23.  

Fetscherin, M., & Heinrich, D. (2015). Consumer brand relationships research: A bibliometric citation meta-

analysis. Journal of Business Research, 68(2), 380–390.  

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and 

measurement error. Journal of Marketing Research, 18(1), 39–50.  

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer research. 

Journal of Consumer Research, 24(4), 343–373.  

Fournier, S., & Avery, J. (2011). The uninvited brand. Business Horizons, 54, 193–207.  

France, C., Merrilees, B., & Miller, D. (2016). An integrated model of customer-brand engagement: Drivers 

and consequences. Journal of Brand Management, 23(2), 119–136.  

Gambetti, R. C., & Graffigna, G. (2010). The concept of engagement. International Journal of Market 

Research, 52(6), 801–826.  



Gefen, D., & Straub, D. (2005). A practical guide to factorial validity using PLS-graph: Tutorial and annotated 

example. Communications of the Association for Information Systems, 16(16), 91–109.  

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., et al. (2016). Social media 

marketing efforts of luxury brands: Influence on brand equity and consumer behavior. Journal of Business 

Research, 69(12), 5833–5841.  

Guest, D. (2014). Employee engagement: A skeptical analysis. Journal of Organizational Effectiveness: 

People and Performance, 1(2), 141–156.  

Hair, J., Hollingsworth, C. L., Randolph, A. B., & Chong, A. Y. L. (2017). An updated and expanded 

assessment of PLS-SEM in information systems research. Industrial Management & Data Systems, 117(3), 

442–458.  

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A primer on partial least squares structural 

equation modeling (PLS-SEM) (2nd ed.). Thousand Oaks, CA: Sage Publications.  

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing 

Theory and Practice, 9(3), 139–151.  

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation 

modeling (PLS-SEM): An emerging tool in business research. European Business Review, 26(2), 106–121. 

Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We’re all connected: The power of the social media 

ecosystem. Business Horizons, 54(3), 265–273.  

Harmeling, C. M., Moffett, J. W., Arnold, M. J., & Carlson, B. D. (2017). Toward a theory of customer 

engagement marketing. Journal of the Academy of Marketing Science, 45(3), 312–335.  

Harrigan, P., Evers, U., Miles, M., & Daly, T. (2017). Customer engagement with tourism social media 

brands. Tourism Management, 59, 597–609.  

Henseler, J. (2017). Bridging design and behavioral research with variance-based structural equation 

modeling. Journal of Advertising, 46(1), 178–192.  

Henseler, J., Hubona, G., & Ray, P. A. (2016a). Using PLS path modeling in new technology research: 

Updated guidelines. Industrial Management & Data Systems, 116(1), 2–20.  

Henseler, J., Ringle, C. M., & Sarstedt, M. (2012). Using partial least squares path modeling in advertising 

research: Basic concepts and recent issues. In S. Okazaki (Ed.). Handbook of research on international 

advertising (pp. 252–276). Cheltenham & Northampton: Edward Elgar.  

Henseler, J., Ringle, C. M., & Sarstedt, M. (2016b). Testing measurement invariance of composites using 

partial least squares. International Marketing Review, 33(3), 405–431.  



Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the loyalty nexus. Journal of 

Marketing Management, 27(7–8), 785–807. 

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.  

Hu, L. T., & Bentler, P. M. (1999). Cut off criteria for fit indexes in covariance structure analysis: Conventional 

criteria versus new alternatives. Structural Equation Modeling, 6(1), 1–55.  

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.  

IAG (2018). Annual report and accounts Harmondsworth: International Airlines Group.  

Jaakkola, E., & Alexander, M. (2014). The role of customer engagement behavior in value co-creation a 

service system perspective. Journal of Service Research, 17(3), 247–261.  

Jahn, B., & Kunz, W. (2012). How to transform consumers into fans of your brand. Journal of Service 

Management, 23(3), 344–361.  

Jeng, S. P. (2016). The influences of airline brand credibility on consumer purchase intentions. Journal of 

Air Transport Management, 55, 1–8.  

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! the challenges and opportunities of Social 

Media. Business Horizons, 53(1), 59–68.  

Karanges, E., Johnston, K., Beatson, A., & Lings, I. (2015). The influence of internal communication on 

employee engagement: A pilot study. Public Relations Review, 41(1), 129–131.  

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? Get serious! 

Understanding the functional building blocks of social media. Business Horizons, 54(3), 241–251.  

Kim, M., & Song, D. (2018). When brand-related UGC induces effectiveness on social media: The role of 

content sponsorship and content type. International Journal of Advertising, 37(1), 105–124.  

Kozinets, R. V., De Valck, K., Wojnicki, A. C., & Wilner, S. J. (2010). Networked narratives: Understanding 

word-of-mouth marketing in online communities. Journal of Marketing, 74(2), 71–89. 

Kuhn, K. A. L., Hume, M., & Love, A. (2010). Examining the covert nature of product placement: Implications 

for public policy. Journal of Promotion Management, 16(1–2), 59–79.  

Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S. (2010). Undervalued or 

overvalued customers: Capturing total customer engagement value. Journal of Service Research, 13(3), 

297–310.  



Lacey, R., & Morgan, R. M. (2009). Customer advocacy and the impact of B2B loyalty programs. Journal of 

Business & Industrial Marketing, 24(1), 3–13.  

Laroche, M., Habibi, M. R., Richard, M. O., & Sankaranarayanan, R. (2012). The effects of social media 

based brand communities on brand community markers, value creation practices, brand trust and brand 

loyalty. Computers in Human Behavior, 28(5), 1755–1767.  

Leung, X. Y., Bai, B., & Erdem, M. (2017). Hotel social media marketing: A study on message strategy and 

its effectiveness. Journal of Hospitality and Tourism Technology, 8(2), 239–255.  

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. 

Business Horizons, 52(1), 357–365.  

Manser, P. E., Peltier, J. W., & Barger, V. A. (2017). Omni-channel marketing, integrated marketing 

communications and consumer engagement: A research agenda. The Journal of Research in Indian 

Medicine, 11(2), 185–197.  

Merz, M. A., Yi, H., & Vargo, S. L. (2009). The evolving brand logic: A service-dominant logic perspective. 

Journal of the Academy of Marketing Science, 37(3), 328–344.  

Mitchell, A. A. (1979). Involvement: A potentially important mediator of consumer behavior. In W. L. Wilkie 

(Vol. Ed.), Advances in consumer research. Vol. 6. Advances in consumer research (pp. 191–196). Ann 

Arbor, MI: Association for Consumer Research.  

Mollen, A., & Wilson, H. (2010). Engagement, telepresence and interactivity in online consumer experience: 

Reconciling scholastic and managerial perspectives. Journal of Business Research, 63(9–10), 919–925. 

Morra, M. C., Ceruti, F., Chierici, R., & Di Gregorio, A. (2018). Social vs traditional media communication: 

Brand origin associations strike a chord. The Journal of Research in Indian Medicine, 12(1), 2–21. 

Nebenzahl, I. D., & Jaffe, E. D. (1998). Ethical dimensions of advertising executions. Journal of Business 

Ethics, 17(7), 805–815.  

Nitzl, C., & Chin, W. W. (2017). The case of partial least squares (PLS) path modeling in managerial 

accounting research. Journal of Management Control, 28(2), 137–156.  

Nunnally, J. C., & Bernstein, I. H. (1994). Pychometric theory. New York: McGraw Hill. Okazaki, S., & Taylor, 

C. R. (2013). Social media and international advertising: Theoretical challenges and future directions. 

International Marketing Review, 30(1), 56–71.  

Pansari, A., & Kumar, V. (2017). Customer engagement: The construct, antecedents, and consequences. 

Journal of the Academy of Marketing Science, 45(3), 294–311.  

Park, N., Kee, K. F., & Valenzuela, S. (2009). Being immersed in social networking environment: Facebook 

groups, uses and gratifications, and social outcomes. CyberPsychology and Behavior, 12(6), 729–733.  



Park, H., & Kim, Y. K. (2014). The role of social network websites in the consumer–brand relationship. 

Journal of Retailing and Consumer Services, 21(4), 460–467.  

Park, C. W., MacInnis, D. J., Priester, J., Eisingerich, A. B., & Iacobucci, D. (2010). Brand attachment and 

brand attitude strength: Conceptual and empirical differentiation of two critical brand equity drivers. Journal 

of Marketing, 74(6), 1–17.  

Park, C., & Young, S. M. (1986). Consumer response to television commercials: The impact of involvement 

and background music on brand attitude formation. Journal of Marketing Research, 23(1), 11–24.  

Pentina, I., Gammoh, B. S., Zhang, L., & Mallin, M. (2013). Drivers and outcomes of brand relationship 

quality in the context of online social networks. International Journal of Electronic Commerce, 17(3), 63–86. 

Petter, S., Straub, D., & Rai, A. (2007). Specifying formative constructs in information systems research. 

MIS Quarterly, 31(4), 623–656.  

Petty, R. E., & Cacioppo, J. T. (1981). In K. B. Monroe (Vol. Ed.), Issue involvement as a moderator of the 

effects on attitude of advertising content and context in Advances in Consumer Research: Vol. 8, (pp. 20–

24). Ann Abor, MI: Association for Consumer Research.  

Petty, R. E., & Cacioppo, J. T. (1986). In L. Berkkowitz (Vol. Ed.), The elaboration likelihood model of 

persuasion in Advances in Experimental Social Psychology: Vol. 19, (pp. 123–205). , Orlando, FL: Academic 

Press.  

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common method biases in 

behavioral research: A critical review of the literature and recommended remedies. Journal of Applied 

Psychology, 88(5), 879–903.  

Podsakoff, P. M., & Organ, D. W. (1986). Self-reports in organizational research: Problems and prospects. 

Journal of Management, 12(4), 531–544.  

Raykov, T., & Marcoulides, G. A. (2019). Thanks coefficient alpha, we still need you!. Educational and 

Psychological Measurement, 79(1), 200–210.  

Richins, M. L., & Bloch, P. H. (1986). After the new wears off: The temporal context of product involvement. 

Journal of Consumer Research, 13(2), 280–285.  

Rigdon, E. E. (2016). Choosing PLS path modeling as analytical method in European management research: 

A realist perspective. European Management Journal, 34(6), 598–605.  

Rigdon, E. E., Sarstedt, M., & Ringle, C. M. (2017). On comparing results from CB-SEM and PLS-SEM: Five 

perspectives and five recommendations. Marketing ZFP, 39(3), 4–16.  

Ringle, C. M., Wende, S., & Becker, J. M. (2015). SmartPLS 3. Boenningstedt: SmartPLSGmbH. 

http://www.smartpls.com.  

http://www.smartpls.com/


Roldán, J. L., & Sánchez-Franco, M. J. (2012). Variance-based structural equation modelling: Guidelines for 

using Partial Least Squares in information systems research. In M. Mora, O. Gelman, A. Steenkamp, & M. 

Raisinghani (Eds.). Research methodologies, innovations and philosophies in software systems engineering 

and information systems (pp. 193–221). Hershey, PA: IGI Global.  

Sarstedt, M., Hair, J. F., Ringle, C. M., Thiele, K. O., & Gudergan, S. P. (2016). Estimation issues with PLS 

and CBSEM: Where the bias lies!. Journal of Business Research, 69(10), 3998–4010.  

Schivinski, B., & Dabrowski, D. (2015). The impact of brand communication on brand equity through 

Facebook. The Journal of Research in Indian Medicine, 9(1), 31–53.  

Schultz, D. E., & Peltier, J. (2013). Social Media's slippery slope: Challenges, opportunities and future 

research directions. The Journal of Research in Indian Medicine, 7(2), 86–99.  

Simon, C. J., & Sullivan, M. W. (1993). The measurement and determinants of brand equity: A financial 

approach. Marketing Science, 12(1), 28–52.  

Sinclaire, J., & Vogus, C. (2011). Adoption of social networking sites: An exploratory adaptive structuration 

perspective for global organizations. Information Technology and Management, 12(4), 293–314.  

Smit, E., Bronner, F., & Tolboom, M. (2007). Brand relationship quality and its value for personal contact. 

Journal of Business Research, 60(6), 627–633.  

So, K. K. F., King, C., & Sparks, B. (2014). Customer engagement with tourism brands: Scale development 

and validation. Journal of Hospitality & Tourism Research, 38(3), 304–329.  

Sprott, D., Czellar, S., & Spangenberg, E. (2009). The importance of a general measure of brand 

engagement on market behavior: Development and validation of a scale. Journal of Marketing Research, 

46(1), 92–104.  

Statista (2018a). Social media – statistics & facts. Available at: https://www.statista.com/ topics/1164/social-

networks/ (Accessed: 5 June 2018).  

Statista (2018b). Social media advertising expenditure as share of digital advertising spending worldwide 

from 2013 to 2017. Available at: https://www.statista.com/statistics/ 271408/share-of-social-media-in-online-

advertising-spending-worldwide/ (Accessed: 5 June 2018).  

Statista (2018c). Most famous social network sites worldwide as of April 2018, ranked by number of active 

users (in millions). Available at: https://www.statista.com/statistics/ 272014/global-social-networks-ranked-

by-number-of-users/ (Accessed: 5 June 2018).  

Thevenot, G. (2007). Blogging as a social media. Tourism and Hospitality Research, 7(3–4), 287–289. 

Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring the strength of consumers' 

emotional attachments to brands. Journal of Consumer Psychology, 15(1), 77–91.  



Tsai, W. H. S., & Men, L. R. (2013). Motivations and antecedents of consumer engagement with brand pages 

on social networking sites. Journal of Interactive Advertising, 13(2), 76–87.  

Uzunoglu, E., & Kip, S. M. (2014). Brand communication through digital influencers: Leveraging blogger 

engagement. International Journal of Information Management, 34(5), 592–602.  

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., et al. (2010). Customer engagement 

behavior: Theoretical foundations and research directions. Journal of Service Research, 13(3), 253–266. 

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A generalized multidimensional scale for 

measuring customer engagement. Journal of Marketing Theory and Practice, 22(4), 401–420.  

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: Exploring customer relationships 

beyond purchase. Journal of Marketing Theory and Practice, 20(2), 127–145.  

Welch, M. (2011). The evolution of the employee engagement concept: Communication implications. 

Corporate Communications: An International Journal, 16(4), 328–346.  

Ye, B. H., Barreda, A. A., Okumus, F., & Nusair, K. (In Press). Website interactivity and brand development 

of online travel agencies in China: The moderating role of age. Journal of Business Research, in press.  

Yoo, B., Donthu, N., & Lee, S. (2000). An examination of selected marketing mix elements and brand equity. 

Journal of the Academy of Marketing Science, 28(2), 195–211.  

Zaichkowsky, J. L. (1985). Measuring the involvement construct. Journal of Consumer Research, 12(3), 

341–352.  

Zaichkowsky, J. L. (1994). The personal involvement inventory: Reduction, revision and application to 

advertising. Journal of Advertising, 23(4), 59–70. 


