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This study examined how social media marketing activities (SMMA) influence consumers’ engagement behaviour in developing countries. Based on the stimulus-organism-response theory, we examined the effect of SMMA on consumers’ engagement intention and further investigated the moderating effect of social media sales intensity. The study employed a time-lagged design with two waves to confirm the hypothesised framework. The study findings showed that SMMA positively influence consumers’ engagement intention and engagement behaviour. In addition, social media sales intensity strengthens the link between engagement intention and engagement behaviour. This study adds to the literature on social media and discusses its practical implications.
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INTRODUCTION

Due to the embedment of technology across the marketing landscape, digital marketing has taken centre stage, resulting in an environment that is very engaging for customers, particularly on social media. Social media marketing is an effective digital marketing strategy that has introduced a new perspective to the current marketing arena. With the explosion of information and communication technology, the face of marketing activities changes as it increases the transformation of product and services in large volumes as compared with traditional marketing practices (Kautish and Rai, 2019). In the past, companies were not sure whether customers viewed or were influenced by their marketing efforts (Kautish and Sharma, 2018). The introduction of social media marketing activities (SMMA) provides a new platform for companies to seek huge target market attention. Social media has progressively become an integral part of our lives in terms of opinion, evaluation, and purchase of any product or service. Companies are moving toward SMMA to approach their specific targeted market with low cost and efficient medium as compared with traditional marketing activities. Globally, 3.78 billion social media users have been noted as of 2021 (Statista, 2021). At present, companies are investing more in these platforms to create a positive image among customers. As COVID-19 impacts the world, most companies are moving toward social media platforms and providing live updates through vlogs, photos, posts, and tweets of new products and services (Vázquez-Martínez et al., 2021). This is because people are confined to their houses due to lockdown and their movement is restricted.

A report published by Hootsuite (2021) stated that there are 4.20 billion active social media users out of the global 7.83 billion population; 81.5% of users searched online for a product or service to buy, 69.4% used a shopping app on a mobile phone, and 76.8% purchased a product online. In Pakistan, the total population is 223 million, of which 46 million are active social media users and 8% of consumers make online purchases. This trend signifies the researcher’s interest in SMMA, preferences, electronic word-of-mouth (eWOM), and purchase decisions (Michaelidou et al., 2011). SMMA are used to make a rational decision; consumers use different SMMA to search for new features and offers generated by companies about the product or services. This is termed as social media information search (SMIS), which refers to the search for information about products or services before making a decision (Xiang and Gretzel, 2010). Social media is becoming a popular source of information (Kim et al., 2013). People use social media to gather information (Westerman et al., 2014). Along with traditional media, social media has been increasingly used for information seeking (Edwards et al., 2014). In this social media era, increased trends in information search, diversified platforms of communication, and dynamic channels of communication make it easy for the company to attract more people (Zhang et al., 2021). SMMA are defined as a “group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and allows the creation and exchange of user-generated content” (Kaplan and Haenlein, 2010, p. 61). Previously, companies invested a huge budget on marketing campaigns, but as SMMA were introduced, it decreased the cost and reached a large number of geographically dispersed consumers. Companies use SMMA to create awareness about their products and services and share their experiences about the product (Stephen, 2016). SMMA are also used to update consumers of new services or products (Pentina et al., 2018).

Social media has changed the way we interact, share, and communicate with others (Vardeman-Winter and Place, 2015; Gao et al., 2021; Mujahid and Mubarik, 2021; Wang et al., 2021). Social media is “flexible enough to match our social capabilities and new ways of coordinating group action” (Reitz, 2012, p. 43). Social media platforms such as YouTube, Facebook, Instagram, Twitter, and Pinterest have become the most trending platforms for attracting online consumers. This medium provides consumers with the power to share their experiences throughout the world (Kozinets et al., 2010). Companies use SMMA to achieve low-cost marketing objectives (Ajina, 2019). SMMA have become an important source of e-commerce, and they promote relationship building and interactivity among customers (Akman and Mishra, 2017). Social media is used to build and maintain relationships and engage customers in a new way (Toledano and Avidar, 2016). A growing number of companies are using online platforms for customer engagement and connection (Mathwick et al., 2008).

Escobar-Viera et al. (2021) stated that there is limited literature available on social media usage and engagement. An existing study stated that “social media should utilise strategically and take deliberate initiatives to motivate and empower customers to maximise their engagement value and yield superior marketing results” (Li et al., 2021, p. 4). According to the study by Sashi (2012, p. 260), engagement is about “turning on customers by building emotional bonds in relational exchanges with them.” The interactive nature of SMMA establishes a close relationship between companies and customers (Dolan et al., 2019). Customer engagement is a crucial construct in online and social business environments (Brodie et al., 2013), which is linked with frequent interaction with the focal object (Thakur, 2018). This study guides the marketing managers and retail practitioners significantly to incorporate SMMA to engage the potential customers, which will impact the sales intensity. As more and more e-retail businesses are moving toward social media usage to approach prospects as it is cost-efficient and effective for their attention. At present, people spend substantial time on social media activities, thus e-retailers may engage online shoppers.

This study unfolds a few shortcomings related to SMMA. First, a plethora of research has explored SMMA in a variety of contexts (Kautish and Sharma, 2019; Khare and Kautish, 2020). There is a severe dearth of studies with mediating and moderation relationship of SMMA (Kautish et al., 2021a). SMMA needs to be studied in the context of online shopping B2C e-commerce websites (e.g., Facebook, Instagram, and WhatsApp), which are gaining popularity in today’s emerging market (Kautish et al., 2021d). Second, SMMA are studied with reference to stimulus-organism-response (SOR) theory to investigate the relationship between SMMA and engagement (refer to Figure 1). Previously, SMMA was studied using the gratification theory (McGuire, 1974), which states that individuals’ motivation for media utilisation is to satisfy their perceived needs and desires. Third, limited attention is paid in practice to SMMA (Charoensukmongkol and Sasatanun, 2017; Cao et al., 2021), SMIS, and engagement intention corresponds with their significance to practitioners. Fourth, this study examined the moderating effect of social media sales intensity on the relationship between engagement intention and engagement behaviour. This study is based on the exhaustive review of previous studies conducted in the field of online shopping B2C e-commerce websites (Akram et al., 2018; Abumalloh et al., 2020). As technology companies, such as Amazon, are adapting to their customer’s specifications to explain the SMMA phenomenon (Kautish et al., 2021c). Cao et al. (2021) proposed customers engagement such as consumption, contribution, creation, and this facet was adapted in this study with SMMA (Kautish et al., 2022). This study attempts the moderating effects of social media sale intensity in the relationship between engagement intention and engagement behaviour. Additionally, Li et al. (2021) suggested that firms should use SMMA to engage online shoppers. Based on the previous recommendation and identified research gap, this study model is developed.
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FIGURE 1. Conceptual model of the study.




RELATED THEORY, LITERATURE REVIEW, AND RESEARCH HYPOTHESES


Stimulus-Organism-Response

Mehrabian and Russell (1974) originated the SOR model in 1974, and it stated that the environment as a stimulus (S) creates a set of signs of inner states, i.e., cognitive and affective reactions, and exhibits certain behaviours. In this study, perceived SMMA were used as stimuli. SOR stated that stimulus is an environment that consists of an internal evaluation of someone (O) and produces a response (R). The aim of the SOR model was to explain behavioural outcomes (consequences) in terms of internal cognitive and affective outcomes (of organisms) in certain environments (stimuli) (Chan et al., 2017). In this situation, engagement intention is termed as an inner state of customers or organisms (O) and may be categorised as an emotional state that occurs as a response to the stimulus. The response is the outcome based on the internal evaluation (O). In this study, engagement behaviour is the response; it is commonly observed that online social media evokes consumers’ emotions and affects their behaviour (Manganari et al., 2009). Here, SMMA are termed as a stimulus. SMMA are defined as “a process by which companies create, communicate, and deliver online marketing offerings via social media platforms to build and maintain relationships with stakeholders that enhance value to stakeholders by facilitating interaction, sharing information, offering personalised purchase recommendations about existing and trending products and services” (Yadav and Rahman, 2018, p. 3884). The characteristics of an e-commerce environment in which customers interact are categorised as stimuli (Eroglu et al., 2003). Emotional and cognitive states include their experiences, assessments, and insights (Gao and Bai, 2014), and responses symbolise the behaviour. Following the review of the literature, we will focus our attention on the factors that are related to SMMA, such as engagement intention, social media sales intensity, and engagement behaviour.



Hypotheses Development


Social Media Marketing Activities and Engagement Intention

Social media marketing is defined as “a broad category of advertising spending, including advertising using the social network, virtual worlds, user-generated product reviews, blogger endorsement, RSS feeds of content and social news sites, podcasts, games, and consumer-generated advertising” (Bilgin, 2018, p. 129). Social media marketing platforms are linked to specific target consumers and strategies (Wibowo et al., 2020). SMMA resulted in both positive and negative outcomes. As a positive outcome, it generates customer retention and increases purchase intention (Hanaysha, 2018).

Interactivity is defined as “the extent to which e-commerce’s social media facilitates customers to share content and views with the company and other customers” (Ibrahim et al., 2020, p. 558). It is basically customer-generated content (Daugherty et al., 2008) and provides a platform for customers to share helpful content and crucial ideas about the product or services (Godey et al., 2016; Kautish and Rai, 2019). Interactive messages give the impression that companies are listening and responding (Bozkurt et al., 2021). The interactivity of social media empowers consumers to engage with companies and make decisions (Loureiro et al., 2019). Interactive stimuli involve a two-way communication and enhance customer engagement (France et al., 2016). Thus, the following hypothesis is proposed:


 H1: Interactivity is positively related to engagement intention.



Informativeness is defined as the accuracy, comprehensiveness, and utility of the information a customer receives on social media. On social media, customers engage in e-shopping when they perceive that information about the product or service is accurate and sufficient to make a decision (Yadav and Rahman, 2018). This experience facilitates a favourable attitude toward the site (Elliott and Speck, 2005). Various e-commerce websites are easily evaluated on social media, and customers make the best choice (Aladwani and Palvia, 2002). This information stimulates consumer exposure and attention to predict engagement (Shareef et al., 2019). Informativeness stimulates conversation and reinforcement. Informative brand messages drive valuable customer engagement (Ul Islam and Rahman, 2017). Therefore, the following hypothesis is proposed:


 H2: Informativeness is positively linked with engagement intention.



Personalisation refers to how social media is customised according to customer preferences (Koay et al., 2020; Kautish et al., 2021b). Customers share more individual experiences with social media (Martin and Todorov, 2010). Excessive information is available to customers’ personalisation in social media, scanning the information, and providing decision quality and superior e-shopping experience (Tam and Ho, 2006). Thus, we postulate that:


 H3: Personalisation is positively linked with engagement intention.



Trendiness is defined as a particular social media dimension where customers perceive offers with more trendy content (Ebrahim, 2020). Social media trendiness has four main motivations: knowledge, surveillance, pre-purchase information, and inspiration (Voorveld et al., 2018). According to Muntinga et al. (2011), surveillance refers to keeping people informed about their surroundings, knowledge about the company’s product or services from other customers’ awareness and proficiency; pre-purchase mentions as product or services review, rating the recommendation from other customers to make a well-informed purchase decision, and acquiring as company relevant information and attaining innovation ideas. This trendy SMMA dimension informed customers about the latest fashion and stimulus engagement and facilitated better decisions (Godey et al., 2016; Kautish and Rai, 2018; Djafarova and Trofimenko, 2019). This stimulates customers’ sense of uniqueness and style to increase engagement (Ajitha and Sivakumar, 2019). Hence, the following hypothesis is proposed:


 H4: Trendiness is positively linked with engagement intention.



Word-of-mouth (WOM) is the process of sharing and recommending the value of the experience of products and services on social media (Barreto, 2014). Berger (2014) focussed on WOM for the ownership, use, or features of a product or its seller. At present, WOM is replaced with e-WOM, as previews related to products and services are available online. WOM increases the widespread use of e-commerce and marketing (Yadav and Rahman, 2018). WOM increases customer satisfaction and reduces perceived risk (Park and Kim, 2008). Therefore, the following hypothesis is proposed:


 H5: WOM is positively linked with engagement intention.





Social Media Information Search and Engagement Intention

Highly motivated customers spend more time searching for information about the product or services they want to purchase (Hwang et al., 2020). Information search refers to exploring different sources before making a purchase decision (Lim and An, 2021). Engagement is defined as the emotional connection between customers and a company (Dessart et al., 2015). The key element of engagement is the exchange of information between customers, and today’s companies are getting the advantage of using social media to engage in this activity (Erat et al., 2006). Trainor et al. (2014) stated that there are positive relationships between social media and the financial and non-financial performances of an organisation. Companies targeting customers using social media generate an intensive sale through it. Companies are also facing tough competition with other companies selling similar products or services (Charoensukmongkol and Sasatanun, 2017). SMMA categorise outcomes in communication, information processing, sales, and social responses (Ashley and Tuten, 2015). Rodriguez et al. (2014) stated that social media increases the sales performance of an organisation. Therefore, the following hypothesis is proposed:


 H6: SMIS is positively linked with engagement intention.



Engagement is defined as the psychological state of mind. Engagement behaviour is operationalised into three dimensions, namely, consumption, contribution, and creation. Consumption engagement behaviour refers to the media created by the user and the firm. It represents the minimum level of engagement and the users consume it passively. Consumption mainly occurs through reading (Shao, 2009). Bolton et al. (2013) stated that consumption covers playing, searching, and assuming that the user reads these contents during a search. Contributions refer to a higher level of engagement, including peer-to-content and peer-to-peer interactions on social media. Creation refers to a higher level of engagement and is generated by the consumer and displayed on social media (Schivinski et al., 2016). Keller (2016, p. 11) defined engagement behaviour as “how different customers may want different relationships with a brand.” There were three types of users in this category; first, followers who read the content of the social media website (Zhu and Chen, 2015); second, opportunists who retrieve marginal information, such as recipes; third, functionalists who focus on information (de Valck et al., 2009). Thus, the following hypotheses are proposed:


 H7: Engagement intention positively links with consumption engagement behaviour.

 H8: Engagement intention positively links with contribution engagement behaviour.

 H9: Engagement intention positively links with creation engagement behaviour.





The Moderating Role of Social Media Sales Intensity

People engaged in SMMA may feel the importance of this in increasing firm sales. The advantage of using SMMA for companies is that they increase the sales volume of products and services as compared with physical stores (Charoensukmongkol and Sasatanun, 2017). To increase sales using social media, companies should target specific customers. If the company uses SMMA more effectively, it may engage in the behaviour. SMMA used in the best way helps the company achieve differentiation and acquire more sales compared with companies that do not use social media. Companies that use SMMA to boost sales and provide superior services to customers are considered the best (Ainin et al., 2015). Using social media to increase companies’ sales is more dominant in companies with high IT intensity than in those with low IT intensity (Ravichandran et al., 2005; Zhu and Chen, 2015; Mehmood and Hussain, 2017a,b; Mehmood et al., 2021a). When consumers rate a product or service online, it influences sales (Chevalier and Mayzlin, 2006). Social media is more effective in terms of sales than cost (Dinner et al., 2014). As social media targets more consumers and engages them through the options of sharing, liking, and commenting, they influence purchase decisions and sales (Atsmon et al., 2012). Companies use technology to engage customers and increase sales (Eisingerich et al., 2019).

Li et al. (2021) proposed that the use of social media by firms increases or stimulates sales. Järvinen and Taiminen (2016) suggested that SMMA should be integrated with sales departments to gain insight into how to engage customers and synergise their efforts. Utilising social media content to attract customers increases their engagement behaviour and boosts the sales of products or services (Malthouse et al., 2013). Various authors (Algharabat et al., 2018; Kapoor et al., 2018; Kaur et al., 2018; Dwivedi et al., 2021) have argued that firms use social media to engage with their customers by creating positive attitudes toward products or services, getting feedback, improving brand awareness, and increasing sales. Most companies use social media to connect with existing and new customers to create awareness about brands and images and to increase sales (Choi et al., 2016; Yadav and Rahman, 2016; Kunja and GVRK, 2018). Hence, it can be concluded that social media sales moderate the positive link between engagement intention and engagement behaviour. Thus, the following hypotheses are proposed:


 H10: Social media sales intensity intensifies the predictive influence of engagement intention on contribution behaviour in such a way that as social media sales intensity increases; this association will become stronger.

 H11: Social media sales intensity intensifies the predictive influence of engagement intention on consumption behaviour in such a way that as social media sales intensity increases; this association will become stronger.

 H12: Social media sales intensity intensifies the predictive influence of engagement intention on creation behaviour in such a way that as social media sales intensity increases; this association will become stronger.







MATERIALS AND METHODS


Data Collection

Data from Hootsuite (2021) reported 61.34 million internet users in Pakistan by the end of January 2021, with an increase of approximately 21% from 2020 to 2021. Annually, a 24.3% (9 million) change was observed in social media users. It was reported that 40 million audience reports on Facebook, 11 million on Instagram, and 2.1 million on Twitter. The importance of SMMA can be judged by highlighting the statistics of US$25.85 million spent on digital advertisements in 2020. The data for this study were gathered purposively from Pakistan. To achieve the objectives of this study, the unit of analysis was regular social media users, such as Facebook, Instagram, and Twitter, who purchase online products based on the reviews or ratings via SMMA, following the previous studies (Yadav and Rahman, 2018; Feng et al., 2021). As many potential customers check the reviews and ratings of the previous buyers. For this study, all consumer products are taken into account like cosmetics, shoes, bags, clothes, kitchen items, and watches. There is a clear advantage of the SMMA as people can easily evaluate the available options through ratings and reviews given by the previous customers on e-commerce websites. Before the commencement of the formal investigation, respondents were assured that their involvement would be completely confidential, and they would get PKR 300 as a reward for their participation.

In this study, data were collected at two-time intervals using the time-lagged approach. Two waves of data collection were undertaken at 2-month intervals to reduce common method bias (Podsakoff et al., 2003; Begum et al., 2020; Khan, 2021a,b; Khan et al., 2021; Ullah et al., 2021; Yu et al., 2021). A total of 800 people were surveyed in the first wave (T1) of the study. A total of 660 questionnaires were completed and returned with a response rate of 82.5%. Participants were requested to report their perception of SMMA, SMIS, engagement intention, and social media sales intensity and provide their demographic information. A total of 660 respondents were asked to report their engagement behaviour in a second-wave survey (T2), which took place 2 months later. The number of usable responses returned was 396 with a response rate of 60%. The study sample comprised 206 (52.0%) men and 190 (48.5%) women. The respondents’ average age was 27 years, 22.7% had a bachelor’s degree, and 51.8% had a master’s degree. The average income of the respondents was approximately PKR 500,000.



Measures

For the research constructs and demographic variables, the questionnaires employed scales adapted from previous studies. The Likert scale ranged from 1 to 5, with 1 denoting “strongly disagree” and 5 denoting “strongly agree.” A back-translation approach was used to convert the original English questionnaire into Urdu (Brislin, 1980; Mehmood and Li, 2018; Khan et al., 2020; Khan, 2021c; Khan and Khan, 2021). To measure perceived SMMA, interactivity (α = 0.957); sample item of this scale was “The social media allows me to share and update the existing content,” informativeness (α = 0.901); sample item of this scale was “The social media offers accurate information on products,” personalisation (α = 0.923); sample item of this scale was “The social media facilitates personalised information search,” trendiness (α = 0.942); sample item of this scale was “Contents visible on the social media is the latest trend,” and word-of-mouth (α = 0.960); sample item of this scale was “I would recommend my friends to visit the social media,” a 3-item scale for each was used, drawn from Yadav and Rahman (2018). To measure SMIS (α = 0.919), we used a 3-item scale developed by Javed et al. (2020). The sample item of this scale was “I think social media sites help to search credible, and reliable information for making rational decisions.” We used a four-item scale developed by Taylor and Todd (1995) to measure engagement intention (α = 0.922), and later applied by Cao et al. (2021); sample item of this scale was “I will not hesitate to engage with social media marketing for information or communication with people.” An eight-item scale was used to measure social media sales intensity (α = 0.954), adapted from Charoensukmongkol and Sasatanun (2017). To assess engagement behaviour, consumption behaviour (α = 0.826); sample item was “I followed a poster/picture/graphics related to the product,” contribution behaviour (α = 0.922); sample item was “I recommended online products,” and creation behaviour (α = 0.939); sample item was “I initiated a discussion related to the online product,” 4-item scale for each was adapted from Schivinski et al. (2016).




RESULTS


Descriptive Statistics and Confirmatory Factor Analysis

Before analysing the data, the assumptions for both univariate and multivariate were checked. All studied variables were examined for missing values, outliers, homoscedasticity, normality, and multicollinearity. The dataset’s skewness and kurtosis values show that it is normally distributed. It was determined that the linearity and multicollinearity analysis scales are between −1.89 and +0.392, respectively. Multicollinearities were examined in this study by VIF (i.e., variance inflation factor) performed by SPSS 24.0. All values of the VIFs are below the threshold value of 10 (Hair et al., 2010), hence there is no multicollinearity concern in our study. Therefore, these results established that the dataset is appropriate for the regression analysis. Table 1 shows the internal reliabilities of the predictors and outcome variables including means and standard deviations. Correlations between the study’s variables are compatible and give preliminary evidence for hypothesis testing. We conducted a confirmatory factor analysis (CFA) by utilising AMOS 24.0 of the studied variables in accordance with Anderson and Gerbing’s (1988). To examine convergent and discriminant validity, Hu and Bentler’s (1999) cut-off criteria (i.e., χ2/df less than 2, CFI greater than 0.90, and RMSEA less than 0.07) were utilised. To establish the data’s validity, we used CFA on individual-level data with multiple item variables. The findings of the CFA analysis are shown in Table 2. When compared to other models, the baseline model test results revealed that the 11 factor had a satisfactory match with the data (χ2/df = 1,116.324/685 = 1.630; CFI = 0.969; TLI = 0.964; and RMSEA = 0.040). The factor loadings (λ = with cut-off criterion more than 0.60 and p < 0.001) were all greater than 0.610, as shown in Table 3, and all items examined demonstrated significant loadings on their related factors. We also evaluated AVE (cut-off criterion >0.50) and CR (cut-off criterion >0.80), both of which confirmed convergent validity (Table 3). As a result, the suggested model was found appropriate for hypothesis testing.


TABLE 1. Descriptive statistics, reliabilities, and correlation matrix.
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TABLE 2. Confirmatory factor analysis.

[image: Table 2]

TABLE 3. Variable’s reliabilities and convergent validity.
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Structural Model and Hypothesis Testing

We employed the structural equation model (SEM) technique to analyse the conceptual model, which has been extensively used in previous studies (Mehmood et al., 2019; Shang et al., 2021; Albloushi et al., 2022). The suggested model has a good fit, according to the fit indices (χ2/df = 877.475/158 = 1.694, CFI = 0.968, TLI = 0.965, and RMSEA = 0.042). As exhibited in Figure 2, interactivity is positively related to engagement intention (β = 0.152, t = 3.140, p < 0.01), which confirms H1. According to the path analysis, informativeness significantly influences engagement intention (β = 0.185, t = 4.541, p < 0.01), which confirms H2. H3 proposed that personalisation significantly influences engagement intentions. The path analysis revealed that personalisation significantly influences engagement intention (β = 0.102, t = 2.130, p < 0.05), which confirms H3. H4 proposed that trendiness significantly influences engagement intentions. The path analysis revealed that trendiness significantly influences engagement intention (β = 0.128, t = 2.542, p < 0.05), which confirms H4. H5 proposed that WOM significantly influences engagement intentions. The path analysis reveals that WOM significantly influences engagement intention (β = 0.192, t = 2.943, p < 0.05), which confirms H5. H6 proposed that SMISs significantly influence engagement intentions. The path analysis reveals that SMIS significantly influences engagement intention (β = 0.413, t = 7.639, p < 0.0001), which confirms H6.
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FIGURE 2. Path analysis results; ***p < 0.001, **p < 0.01, *p < 0.05.


Hypothesis 7 proposed that engagement intention significantly influences consumption behaviour. According to the path analysis (Figure 2), engagement intention significantly influences consumption behaviour (β = 0.292, t = 4.427, p < 0.0001), which confirms H7. As exhibited in Figure 2, engagement intention significantly influences contribution behaviour (β = 0.150, t = 2.798, p < 0.01), which confirms H8. As shown in Figure 2, engagement intention significantly influences creation behaviour (β = 0.387, t = 6.836, p < 0.0001), confirming H9.

Hypothesis 10 anticipated that at higher levels of social media sales intensity, the positive link between engagement intention and consumers’ consumption behaviour will be stronger. As shown in Figure 2, the interaction between engagement intention and social media sales intensity predicted consumers’ consumption behaviour significantly (β = 0.265, t = 4.222, p < 0.01), which supports H10. Furthermore, we plotted the interaction in accordance with Aiken and West’s (1991) and Figure 3 indicates that higher levels of social media sales intensity, the link between engagement intention and consumers’ consumption behaviour grows stronger, confirming H10.
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FIGURE 3. Interactive effects of engagement intention and social media sales intensity on consumption behaviour.


Hypothesis 11 anticipated that at higher levels of social media sales intensity, the positive association between engagement intention and consumers’ contribution behaviour will be stronger. As shown in Figure 2, the interaction between engagement intention and social media sales intensity predicted consumers’ contribution behaviour significantly (β = 0.125, t = 2.280, p < 0.05), which supports H11. We also plotted the interaction in accordance with Aiken and West’s (1991) and Figure 4 indicates that higher levels of social media sales intensity, the association among engagement intention, and consumers’ contribution behaviour grows stronger, confirming H11.


[image: image]

FIGURE 4. Interactive effects of engagement intention and social media sales intensity on contribution behaviour.


Hypothesis 12 anticipated that at higher levels of social media sales intensity, the positive association between engagement intention and consumers’ creation behaviour will be stronger. As shown in Figure 2, the interaction between engagement intention and social media sales intensity predicted consumers’ creation behaviour significantly (β = 0.213, t = 3.921, p < 0.01), which supports H11. We also plotted the interaction in accordance with Aiken and West’s (1991) and Figure 5 indicates that higher levels of social media sales intensity, the association between engagement intention and consumers’ creation behaviour grows stronger, confirming H12.
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FIGURE 5. Interactive effects of engagement intention and social media sales intensity on creation.





DISCUSSION AND CONCLUSION

Based on the SOR theory, this research unfolds the mechanism through which SMMA affects engagement behaviour. This study’s findings confirm the hypotheses related to the links between SMMA, SMIS, engagement intention, engagement behaviour, and social media sales intensity. According to the study findings of the time-lagged design, it is found that SMMA are positively related to engagement intention; engagement behaviour is positively related to engagement behaviour. Moreover, social media sales intensity strengthens the link between engagement intention and engagement behaviour.

This research investigates SMMA and SMIS with the moderated role of social media sales intensity among engagement intention and engagement behaviour. Engagement intention is a significant predictor of engagement behaviour, and social media sales intensity is significantly related to engagement behaviour in all three dimensions, i.e., consumption, contribution, and creation. The study found a significant positive contribution of all dimensions to engagement intention. This study applied the SOR model to understand SMMA, social media search information, engagement behaviour with engagement intention, and social media sales intensity as a moderated effect. The findings show that stimuli (SMMA and SMIS) cause an organism (engagement intention), in turn, create a response (engagement behaviour).

The results suggest that SMMA is a significant predictor of engagement intention, and this finding is consistent with that (Syrdal and Briggs, 2018). The study proposed that engagement is considered a state of mind and is treated separately from liking and sharing content. The results of the study also suggest that SMISs significantly predict engagement intention. This result is consistent with Jacobsen and Munar’s (2012) study in which it was suggested that SMIS matters, but it does not predict the actual online shopping; it is just the intention to search for information among various alternatives. Engaged behaviour demonstrates that the companies involved in engaged opportunities give more importance to customers and respond to their needs (Heaphy and Dutton, 2008).


Implications of the Study


Implications for Research

First, SMMA and engagement behaviour knowledge were extended by applying the SOR model. Second, engagement behaviour in terms of consumption, contribution, and creation association was examined with engagement intention. Third, the moderated effect of social media sales intensity was examined between engagement intention and engagement behaviour. Fourth, engagement intention and behaviour are most often checked in the fashion industry, but this study examined its effects on online shopping websites.

This study explicitly examined the role of environmental stimuli (SMMA and SMIS) in the development of organismic reactions (engagement intention), which shapes engagement behaviour. Using the SOR theory to explain the linkage between current research variables was also a contribution. The findings of this study provide strong evidence for SOR in the context of engagement behaviour. The application of SOR in such a context is rare in the literature, despite SOR being used in several other contexts such as retailing, the hotel industry, and organisational behaviour (Kandampully et al., 2018; Mehmood et al., 2020; Nunkoo et al., 2020). This study has several practical implications. Regulatory institutions provide insight into the mechanisms of SMMA and engagement behaviour. To achieve the effectiveness of the SMMA, careful selection of media will be given equal importance, which is appropriate for creating trendiness, personalisation, interactivity, informativeness, and WOM. As companies try to maintain and achieve maximum engagement, media selection will be of valuable importance. Second, SMMA plays a significant role in creating engagement intentions. Careful selection of the media should not be neglected. SMIS significantly influences engagement intention, which gathers and updates the relevant information and is available to all customers. Companies use this promotion technique, such as SMMA, to gain customer attention and maximise sales.



Implications for Practitioners

This study highlights the significance of marketers in giving attention to SMMA, engagement intention, and engagement behaviour. First, marketers should unfold the benefits of SMMA in the current scenario, where it becomes a necessity for all customers. This has become the most interactive, accessible, and appropriate medium for creating eWOM. As highlighted by Chan et al. (2014) and Hollebeek et al. (2016), it generates customer cognition, activation, and affection. Few researchers have recommended that companies engage customers by rewarding them to share their experiences and information on the SMMA (Wang et al., 2012; Sijoria et al., 2018). Moreover, businesses should invest in more personalised predictive recommendation engines for their social networking sites. As a result, such insightful recommendations will help to make consumers feel valued, resulting in a more favourable effective experience. An effective social media marketing strategy encourages customers to share product information of their own will through different activities like interaction and personalisation. Marketing managers may increase trendiness by routinely updating their social media online shopping sites to reflect the most recent news and offerings, so attracting customers’ attention and favourable emotions to the social media forums (Cheung et al., 2020).

Based on these findings, it is predicted that customers use SMMA extensively and are highly influenced by social media in the engagement process. Companies involved in SMMA can enhance sales intensity if they properly utilise the channels. SMMA and search information are becoming popular for evaluating products and services. SMMA is becoming an effective tool, as more customers are engaged with the company by utilising this resource. Companies should develop marketing strategies related to SMMA to increase consumption, contribution, and creation. Customers who use social media to check the posts, pictures, reviews, and ratings of a specific product or service increase sales, so it is recommended that those companies update and inform customers regularly to build relationships with customers through online communities. Companies must develop blogs, product review websites, or fan clubs to increase their image excellence via WOM.

E-commerce firms are putting efforts to increase online engagement behaviours, but they are unclear which medium provides specific kinds of engagement. Companies should devote their efforts to understanding the SMMA’s effect on engagement behaviour. Thus, personalisation, informativeness, and WOM, the dimensions of which increase maximum engagement, should be identified. Engagement behaviour is the desired outcome of a company, so managers should not underrate SMMA. Managers should devote considerable time to analysing which SMMA evokes the maximum engagement behaviour. Most companies are devoting time to creating platforms for customers on social media, but there is still a need to specify these efforts. This research also provides managers with the direction to measure engagement behaviour with the firm’s offering and activities on SMMA. Managers should focus on a blend of information exchange media and stores to promote engagement behaviour at high levels.




Limitations

Time-lagged data were used in this study, which typically controls the common method bias (Podsakoff et al., 2012; Li and Mehmood, 2019; Mehmood et al., 2021a,b; Khan et al., 2022); hence, common source and common method biases were not major problems. Despite these advances, there are a few limitations of our study. First, the study’s data are from a single industry type in Pakistan and cannot be generalised to other sectors or national contexts. Second, this study included only Pakistani participants. The findings may be applicable to consumers in other collectivist nations, although this generalisation requires validation. Thus, future cross-cultural studies (Li et al., 2017, 2019; Jabeen et al., 2020; Mehmood et al., 2020, 2022; Alkatheeri et al., 2021; Mehrajunnisa et al., 2021; Müller et al., 2021) on Western and Eastern cultures might be interesting.




DATA AVAILABILITY STATEMENT

The raw data supporting the conclusions of this article will be made available by the authors, without undue reservation.



AUTHOR CONTRIBUTIONS

YS and KM have an equal contribution, conceived the idea and helped in writing the introduction and literature review. HR and YI collected the data. AX and RS wrote the discussion, conclusion, and implications of the study. YW helped in writing the literature review. All authors have read and approved the final manuscript.



FUNDING

This work was supported by the China Postdoctoral Science Foundation under Grant No. 2020M671236, National Natural Science Foundation of China under Grant No. 71672053, and 2022 Zhejiang Social Science Project No. 22NDJC169YB.



REFERENCES

Abumalloh, R. A., Ibrahim, O., and Nilashi, M. (2020). Loyalty of young female Arabic customers towards recommendation agents: a new model for B2C E-commerce. Technol. Soc. 61:101253. doi: 10.1016/j.techsoc.2020.101253

Aiken, L. S., and West, S. G. (1991). Multiple Regression: Testing and Interpreting Interactions. Thousand Oaks, CA: Sage.

Ainin, S., Parveen, F., Moghavvemi, S., Jaafar, N. I., and Mohd Shuib, N. L. (2015). Factors influencing the use of social media by SMEs and its performance outcomes. Ind. Manage. Data Syst. 115, 570–588. doi: 10.1108/IMDS-07-2014-0205

Ajina, A. S. (2019). The perceived value of social media marketing: an empirical study of online word-of-mouth in Saudi Arabian context. Entrep. Sustain. Issues 6, 1512–1527. doi: 10.9770/jesi.2019.6.3(32)

Ajitha, S., and Sivakumar, V. J. (2019). The moderating role of age and gender on the attitude towards new luxury fashion brands. J. Fash. Mark. Manage. 23, 440–465. doi: 10.1108/JFMM-05-2018-0074

Akman, I., and Mishra, A. (2017). Factors influencing consumer intention in social commerce adoption. Inf. Technol. People 30, 356–370. doi: 10.1108/ITP-01-2016-0006

Akram, U., Hui, P., Kaleem Khan, M., Tanveer, Y., Mehmood, K., and Ahmad, W. (2018). How website quality affects online impulse buying. Asia Pac. J. Mark. Logist. 30, 235–256. doi: 10.1108/APJML-04-2017-0073

Aladwani, A. M., and Palvia, P. C. (2002). Developing and validating an instrument for measuring user-perceived web quality. Inf. Manage. 39, 467–476. doi: 10.1016/S0378-7206(01)00113-6

Albloushi, B., Alharmoodi, A., Jabeen, F., Mehmood, K., and Farouk, S. (2022). Total quality management practices and corporate sustainable development in manufacturing companies: the mediating role of green innovation. Manage. Res. Rev. doi: 10.1108/MRR-03-2021-0194

Algharabat, R., Rana, N. P., Dwivedi, Y. K., Alalwan, A. A., and Qasem, Z. (2018). The effect of telepresence, social presence and involvement on consumer brand engagement: an empirical study of non-profit organizations. J. Retail. Consum. Serv. 40, 139–149. doi: 10.1016/j.jretconser.2017.09.011

Alkatheeri, H. B., Jabeen, F., Mehmood, K., and Santoro, G. (2021). Elucidating the effect of information technology capabilities on organizational performance in UAE: a three-wave moderated-mediation model. Int. J. Emerg. Mark. doi: 10.1108/IJOEM-08-2021-1250

Anderson, J. C., and Gerbing, D. W. (1988). Structural equation modeling in practice: a review and recommended two-step approach. Psychol. Bull. 103, 411–423. doi: 10.1037/0033-2909.103.3.411

Ashley, C., and Tuten, T. (2015). Creative strategies in social media marketing: an exploratory study of branded social content and consumer engagement. Psychol. Mark. 32, 15–27. doi: 10.1002/mar.20761

Atsmon, Y., Kuentz, J. F., and Seong, J. (2012). Building brands in emerging markets. McKinsey Q. 9, 1–6.

Barreto, A. M. (2014). The word-of-mouth phenomenon in the social media era. Int. J. Mark. Res. 56, 631–654. doi: 10.2501/IJMR-2014-043

Begum, S., Xia, E., Mehmood, K., Iftikhar, Y., and Li, Y. (2020). The Impact of CEOs’ transformational leadership on sustainable organizational innovation in SMEs: a three-wave mediating role of organizational learning and psychological empowerment. Sustainability 12:8620. doi: 10.3390/su12208620

Berger, J. (2014). Word of mouth and interpersonal communication: a review and directions for future research. J. Consum. Psychol. 24, 586–607. doi: 10.1016/j.jcps.2014.05.002

Bilgin, Y. (2018). The effect of social media marketing activities on brand awareness, brand image and brand loyalty. Bus. Manage. Stud. 6, 128–148. doi: 10.15295/bmij.v6i1.229

Bolton, R. N., Parasuraman, A., Hoefnagels, A., Migchels, N., Kabadayi, S., Gruber, T., et al. (2013). Understanding generation Y and their use of social media: a review and research agenda. J. Serv. Manage. 24, 245–267. doi: 10.1108/09564231311326987

Bozkurt, S., Gligor, D. M., and Babin, B. J. (2021). The role of perceived firm social media interactivity in facilitating customer engagement behaviors. Eur. J. Mark. 55, 995–1022. doi: 10.1108/EJM-07-2019-0613

Brislin, R. W. (1980). “Translation and content analysis of oral and written materials,” in Handbook of Crosscultural Psychology, eds H. C. Triandis and J. W. Berry (Boston, MA: Allyn & Bacon), 398–444. doi: 10.3390/healthcare6030093

Brodie, R. J., Ilic, A., Juric, B., and Hollebeek, L. (2013). Consumer engagement in a virtual brand community: an exploratory analysis. J. Bus. Res. 66, 105–114. doi: 10.1016/j.jbusres.2011.07.029

Cao, D., Meadows, M., Wong, D., and Xia, S. (2021). Understanding consumers’ social media engagement behaviour: an examination of the moderation effect of social media context. J. Bus. Res. 122, 835–846. doi: 10.1016/j.jbusres.2020.06.025

Chan, T. K. H., Cheung, C. M. K., and Lee, Z. W. Y. (2017). The state of online impulse-buying research: a literature analysis. Inf. Manage. 54, 204–217. doi: 10.1016/j.im.2016.06.001

Chan, T. K. H., Zheng, X., Cheung, C. M. K., Lee, M. K. O., and Lee, Z. W. Y. (2014). Antecedents and consequences of customer engagement in online brand communities. J. Mark. Anal. 2, 81–97. doi: 10.1057/jma.2014.9

Charoensukmongkol, P., and Sasatanun, P. (2017). Social media use for CRM and business performance satisfaction: the moderating roles of social skills and social media sales intensity. Asia Pac. Manage. Rev. 22, 25–34. doi: 10.1016/j.apmrv.2016.10.005

Cheung, M. L., Pires, G., and Rosenberger, P. J. (2020). The influence of perceived social media marketing elements on consumer–brand engagement and brand knowledge. Asia Pac. J. Mark. Logist. 32, 695–720. doi: 10.1108/APJML-04-2019-0262

Chevalier, J. A., and Mayzlin, D. (2006). The effect of word of mouth on sales: online book reviews. J. Mark. Res. 43, 345–354. doi: 10.1509/jmkr.43.3.345

Choi, E.-K. C., Fowler, D., Goh, B., and Yuan, J. J. (2016). Social media marketing: applying the uses and gratifications theory in the hotel industry. J. Hosp. Mark. Manage. 25, 771–796. doi: 10.1080/19368623.2016.1100102

Daugherty, T., Eastin, M. S., and Bright, L. (2008). Exploring consumer motivations for creating user-generated content. J. Interact. Advert. 8, 16–25. doi: 10.1080/15252019.2008.10722139

de Valck, K., van Bruggen, G. H., and Wierenga, B. (2009). Virtual communities: a marketing perspective. Decis. Support Syst. 47, 185–203. doi: 10.1016/j.dss.2009.02.008

Dessart, L., Veloutsou, C., and Morgan-Thomas, A. (2015). Consumer engagement in online brand communities: a social media perspective. J. Prod. Brand Manage. 24, 28–42. doi: 10.1108/JPBM-06-2014-0635

Dinner, I. M., Heerde Van, H. J., and Neslin, S. A. (2014). Driving online and offline sales: the cross-channel effects of traditional, online display, and paid search advertising. J. Mark. Res. 51, 527–545. doi: 10.1509/jmr.11.0466

Djafarova, E., and Trofimenko, O. (2019). ‘Instafamous’ – credibility and self-presentation of micro-celebrities on social media. Inf. Commun. Soc. 22, 1432–1446. doi: 10.1080/1369118X.2018.1438491

Dolan, R., Conduit, J., Frethey-Bentham, C., Fahy, J., and Goodman, S. (2019). Social media engagement behavior: a framework for engaging customers through social media content. Eur. J. Mark. 53, 2213–2243. doi: 10.1108/EJM-03-2017-0182

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., et al. (2021). Setting the future of digital and social media marketing research: perspectives and research propositions. Int. J. Inf. Manage. 59:102168. doi: 10.1016/j.ijinfomgt.2020.102168

Ebrahim, R. S. (2020). The role of trust in understanding the impact of social media marketing on brand equity and brand loyalty. J. Relatsh. Mark. 19, 287–308. doi: 10.1080/15332667.2019.1705742

Edwards, C., Edwards, A., Spence, P. R., and Shelton, A. K. (2014). Is that a bot running the social media feed? Testing the differences in perceptions of communication quality for a human agent and a bot agent on Twitter. Comput. Hum. Behav. 33, 372–376. doi: 10.1016/j.chb.2013.08.013

Eisingerich, A. B., Marchand, A., Fritze, M. P., and Dong, L. (2019). Hook vs. hope: how to enhance customer engagement through gamification. Int. J. Res. Mark. 36, 200–215. doi: 10.1016/j.ijresmar.2019.02.003

Elliott, M. T., and Speck, P. S. (2005). Factors that affect attitude toward a retail web site. J. Mark. Theory Pract. 13, 40–51. doi: 10.1080/10696679.2005.11658537

Erat, P., Desouza, K. C., Schäfer-Jugel, A., and Kurzawa, M. (2006). Business customer communities and knowledge sharing: exploratory study of critical issues. Eur. J. Inf. Syst. 15, 511–524. doi: 10.1057/palgrave.ejis.3000643

Eroglu, S. A., Machleit, K. A., and Davis, L. M. (2003). Empirical testing of a model of online store atmospherics and shopper responses. Psychol. Mark. 20, 139–150. doi: 10.1002/mar.10064

Escobar-Viera, C. G., Melcher, E. M., Miller, R. S., Whitfield, D. L., Jacobson-López, D., Gordon, J. D., et al. (2021). A systematic review of the engagement with social media–delivered interventions for improving health outcomes among sexual and gender minorities. Internet Interv. 25:100428. doi: 10.1016/j.invent.2021.100428

Feng, W., Yang, M. X., Yu, I. Y., and Tu, R. (2021). When positive reviews on social networking sites backfire: the role of social comparison and malicious envy. J. Hosp. Mark. Manage. 30, 120–138. doi: 10.1080/19368623.2020.1775745

France, C., Merrilees, B., and Miller, D. (2016). An integrated model of customer-brand engagement: drivers and consequences. J. Brand Manage. 23, 119–136. doi: 10.1057/bm.2016.4

Gao, L., and Bai, X. (2014). Online consumer behaviour and its relationship to website atmospheric induced flow: insights into online travel agencies in China. J. Retail. Consum. Serv. 21, 653–665. doi: 10.1016/j.jretconser.2014.01.001

Gao, M., Hangeldiyeva, N., Hangeldiyeva, M., and Asmi, F. (2021). The role of social media in an inspirational approach to product design and designer performance. Front. Psychol. 12:729429. doi: 10.3389/fpsyg.2021.729429

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. J. Bus. Res. 69, 5833–5841. doi: 10.1016/j.jbusres.2016.04.181

Hair, J. F., Black, W. C., Babin, B. J., and Anderson, R. E. (2010). Multivariate Data Analysis: A Global Perspective. Upper Saddle River, NJ: Prentice Hall.

Hanaysha, J. R. (2018). Customer retention and the mediating role of perceived value in retail industry. World J. Entrep. Manage. Sustain. Dev. 14, 2–24. doi: 10.1108/WJEMSD-06-2017-0035

Heaphy, E. D., and Dutton, J. E. (2008). Positive social interactions and the human body at work: linking organizations and physiology. Acad. Manage. Rev. 33, 137–162. doi: 10.5465/amr.2008.27749365

Hollebeek, L. D., Conduit, J., Sweeney, J., Soutar, G., Karpen, I. O., Jarvis, W., et al. (2016). Epilogue to the special issue and reflections on the future of engagement research. J. Mark. Manage. 32, 586–594. doi: 10.1080/0267257X.2016.1144340

Hootsuite, W. A. S. (2021). Digital 2021: Global Overview Report. DataReportal–Global Digit. Insights. Available online at: https://datareportal.com/reports/digital-2021-global-overview-report (accessed January 27, 2021).

Hu, L., and Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: conventional criteria versus new alternatives. Struct. Equ. Model. 6, 1–55. doi: 10.1080/10705519909540118

Hwang, J., Park, S., and Kim, I. (2020). Understanding motivated consumer innovativeness in the context of a robotic restaurant: the moderating role of product knowledge. J. Hosp. Tour. Manage. 44, 272–282. doi: 10.1016/j.jhtm.2020.06.003

Ibrahim, B., Aljarah, A., and Ababneh, B. (2020). Do social media marketing activities enhance consumer perception of brands? A meta-analytic examination. J. Promot. Manage. 26, 544–568. doi: 10.1080/10496491.2020.1719956

Jabeen, F., Mehmood, K., and Mehrajunnisa, M. (2020). Strategic drivers to promote employee suggestion schemes in GCC organizations. Evid. Based HRM 8, 273–294. doi: 10.1108/EBHRM-07-2019-0066

Jacobsen, J. K. S., and Munar, A. M. (2012). Tourist information search and destination choice in a digital age. Tour. Manage. Perspect. 1, 39–47. doi: 10.1016/j.tmp.2011.12.005

Järvinen, J., and Taiminen, H. (2016). Harnessing marketing automation for B2B content marketing. Ind. Mark. Manage. 54, 164–175. doi: 10.1016/j.indmarman.2015.07.002

Javed, M., Tuèková, Z., and Jibril, A. B. (2020). The role of social media on tourists’ behavior: an empirical analysis of Millennials from the Czech Republic. Sustainability 12:7735. doi: 10.3390/su12187735

Kandampully, J., Zhang, T., and Jaakkola, E. (2018). Customer experience management in hospitality: a literature synthesis, new understanding and research agenda. Int. J. Contemp. Hosp. Manage. 30, 21–56. doi: 10.1108/IJCHM-10-2015-0549

Kaplan, A. M., and Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of social media. Bus. Horiz. 53, 59–68. doi: 10.1016/j.bushor.2009.09.003

Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., and Nerur, S. (2018). Advances in social media research: past, present and future. Inf. Syst. Front. 20, 531–558. doi: 10.1007/s10796-017-9810-y

Kaur, P., Dhir, A., Rajala, R., and Dwivedi, Y. (2018). Why people use online social media brand communities:: a consumption value theory perspective. Online Inf. Rev. 42, 205–221. doi: 10.1108/OIR-12-2015-0383

Kautish, P., Guru, S., and Sinha, A. (2021a). Values, satisfaction and intentions: online innovation perspective for fashion apparels. Int. J. Innov. Sci. 14. doi: 10.1108/IJIS-10-2020-0178

Kautish, P., Sharma, R., and Khare, A. (2021d). Multi-item scale development for online consumption emotion construct and psychometric evaluation for relationship marketing. J. Relatsh. Mark. 20, 91–134. doi: 10.1080/15332667.2020.1717282

Kautish, P., Paul, J., and Sharma, R. (2021c). The effect of assortment and fulfillment on shopping assistance and efficiency: an e-tail servicescape perspective. J. Retail. Consum. Serv. 59:102393. doi: 10.1016/j.jretconser.2020.102393

Kautish, P., Khare, A., and Sharma, R. (2021b). Influence of values, brand consciousness and behavioral intentions in predicting luxury fashion consumption. J. Prod. Brand Manage. 30, 513–531. doi: 10.1108/JPBM-08-2019-2535

Kautish, P., Hollebeek, L. D., Khare, A., and Rather, R. A. (2022). “The effect of consumer values on engagement and behavioral intent: moderating role of age,” in Managing Disruptions in Business: Causes, Conflicts, and Control, eds Rajagopal R. Behl (Cham: Palgrave Macmillan), 263–289. doi: 10.1007/978-3-030-79709-6_14

Kautish, P., and Rai, S. K. (2018). “Fashion portals and generation Y consumers in India: an exploratory study,” in Marketing Magic for Millennials: Rise of Gen YO, eds S. Soni and V. Sharma (New Delhi: Bloomsbury India), 125–150. doi: 10.15740/has/ajhs/15.1/125-129

Kautish, P., and Rai, S. K. (2019). Fashion portals and Indian consumers: an exploratory study on online apparel retail marketing. Int. J. Electron. Mark. Retail. 10, 309–331. doi: 10.1504/IJEMR.2019.100706

Kautish, P., and Sharma, R. (2018). Consumer values, fashion consciousness and behavioural intentions in the online fashion retail sector. Int. J. Retail Distrib. Manage. 46, 894–914. doi: 10.1108/IJRDM-03-2018-0060

Kautish, P., and Sharma, R. (2019). Managing online product assortment and order fulfillment for superior e-tailing service experience. Asia Pac. J. Mark. Logist. 31, 1161–1192. doi: 10.1108/APJML-05-2018-0167

Keller, K. L. (2016). Reflections on customer-based brand equity: perspectives, progress, and priorities. AMS Rev. 6, 1–16. doi: 10.1007/s13162-016-0078-z

Khan, A. N. (2021b). A Diary study of social media and performance in service sector: transformational leadership as cross-level moderator. Curr. Psychol. 1–15. doi: 10.1007/s12144-021-02310-5

Khan, A. N. (2021a). A diary study of psychological effects of misinformation and COVID-19 threat on work engagement of working from home employees. Technol. Forecast. Soc. Change 171:120968. doi: 10.1016/j.techfore.2021.120968

Khan, A. N. (2021c). Misinformation and work-related outcomes of healthcare community: sequential mediation role of COVID-19 threat and psychological distress. J. Community Psychol. 50, 944–964. doi: 10.1002/jcop.22693

Khan, A. N., and Khan, N. A. (2021). The nexuses between transformational leadership and employee green organisational citizenship behaviour: role of environmental attitude and green dedication. Bus. Strateg. Environ. 31, 921–933. doi: 10.1002/bse.2926

Khan, A. N., Khan, N. A., and Bodla, A. A. (2021). The after-shock effects of high-performers turnover in hotel industry: a multi-level study. Int. J. Contemp. Hosp. Manage. 33, 3277–3295. doi: 10.1108/IJCHM-12-2020-1439

Khan, A. N., Khan, N. A., Bodla, A. A., and Gul, S. (2020). Impact of psychopathy on employee creativity via work engagement and negative socioemotional behavior in public health sector: role of abusive supervision. Pers. Rev. 49, 1655–1675. doi: 10.1108/PR-02-2019-0072

Khan, A. N., Moin, M. F., Khan, N. A., and Zhang, C. (2022). A multistudy analysis of abusive supervision and social network service addiction on employee’s job engagement and innovative work behaviour. Creat. Innov. Manage. 31, 77–92. doi: 10.1111/caim.12481

Khare, A., and Kautish, P. (2020). Cosmopolitanism, self-identity, online communities and green apparel perception. Mark. Intell. Plan. 39, 91–108. doi: 10.1108/MIP-11-2019-0556

Kim, K. S., Sin, S. C. J., and He, Y. (2013). “Information seeking through social media: impact of user characteristics on social media use,” in Proceedings of the ASIST Annual Meeting 2013, Montreal, QC. doi: 10.1002/meet.14505001155

Koay, K. Y., Ong, D. L. T., Khoo, K. L., and Yeoh, H. J. (2020). Perceived social media marketing activities and consumer-based brand equity: testing a moderated mediation model. Asia Pac. J. Mark. Logist. 33, 53–72. doi: 10.1108/APJML-07-2019-0453

Kozinets, R. V., de Valck, K., Wojnicki, A. C., and Wilner, S. J. S. (2010). Networked narratives: understanding word-of-mouth marketing in online communities. J. Mark. 74, 71–89. doi: 10.1509/jmkg.74.2.71

Kunja, S. R., and GVRK, A. (2018). Examining the effect of eWOM on the customer purchase intention through value co-creation (VCC) in social networking sites (SNSs): a study of select Facebook fan pages of smartphone brands in India. Manage. Res. Rev. 43, 245–269. doi: 10.1108/MRR-04-2017-0128

Li, F., Larimo, J., and Leonidou, L. C. (2021). Social media marketing strategy: definition, conceptualization, taxonomy, validation, and future agenda. J. Acad. Mark. Sci. 49, 51–70. doi: 10.1007/s11747-020-00733-3

Li, Y., Ashkanasy, N. M., and Mehmood, K. (2017). The experience of anger and sadness in response to hurtful behavior: effects of gender-pairing and national culture. Asia Pac. J. Manage. 34, 423–441. doi: 10.1007/s10490-016-9493-9

Li, Y., and Mehmood, K. (2019). “Mediating effects of emotional labor on the relationships between customer orientation and frontline employees’ job satisfaction,” in Proceedings of the XVI European Congress of Psychology, Moscow 1438.

Li, Y., Mehmood, K., Zhang, X., and Crossin, C. M. (2019). “A multilevel study of leaders’ emotional labor on servant leadership and job satisfaction,” in Emotions and Leadership (Research on Emotion in Organizations), Vol. 15. (Bingley: Emerald Publishing Limited), 47–67. doi: 10.1108/s1746-979120190000015008

Lim, H.-R., and An, S. (2021). Intention to purchase wellbeing food among Korean consumers: an application of the Theory of Planned Behavior. Food Qual. Prefer. 88:104101. doi: 10.1016/j.foodqual.2020.104101

Loureiro, S. M. C., Serra, J., and Guerreiro, J. (2019). How fashion brands engage on social media: a netnography approach. J. Promot. Manage. 25, 367–378. doi: 10.1080/10496491.2019.1557815

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., and Zhang, M. (2013). Managing customer relationships in the social media era: introducing the social CRM house. J. Interact. Mark. 27, 270–280. doi: 10.1016/j.intmar.2013.09.008

Manganari, E. E., Siomkos, G. J., and Vrechopoulos, A. P. (2009). Store atmosphere in web retailing. Eur. J. Mark. 43, 1140–1153. doi: 10.1108/03090560910976401

Martin, K., and Todorov, I. (2010). How will digital platforms be harnessed in 2010, and how will they change the way people interact with brands? J. Interact. Advert. 10, 61–66. doi: 10.1080/15252019.2010.10722170

Mathwick, C., Wiertz, C., and de Ruyter, K. (2008). Social capital production in a virtual P3 community. J. Consum. Res. 34, 832–849. doi: 10.1086/523291

McGuire, W. J. (1974). “Psychologcial motives and communication gratification,” in The Uses of Mass Communications: Current Perspectives on Gratifications Research, eds J. G. Blumler and E. Katz (Beverly Hills, CA: Sage Publications).

Mehmood, K., Alkatheeri, B. H., Jabeen, F., and Iftikhar, Y. (2021a). The impact of IT capabilities on organizational performance: a mediated moderation approach. Acad. Manage. Proc. 2021:13737. doi: 10.5465/ambpp.2021.13737abstract

Mehmood, K., Jabeen, F., Iftikhar, Y., and Acevedo-Duque, Á (2021b). “How employees’ perceptions of CSR attenuates workplace gossip: a mediated- moderation approach,” in Proceedings of the Academy of Management Proceedings (Briarcliff Manor, NY: Academy of Management), 13566. doi: 10.5465/AMBPP.2021.13566abstract

Mehmood, K., and Hussain, A. (2017a). A multilevel association model for IT employees’ life stress and job satisfaction: an information technology (IT) industry case study. MATEC Web Conf. 139:00114. doi: 10.1051/matecconf/201713900114

Mehmood, K., and Hussain, A. (2017b). “Knowledge-oriented leadership and innovation: a mediating role of knowledge creation: a case of software industry,” in Proceedings of the 2017 4th International Conference on Systems and Informatics, Hangzhou, 1647–1651.

Mehmood, K., Hussain, S. T., and Ali, M. (2019). “Impact of transformational leadership on organizational change: the mediating role of knowledge sharing and the moderating role of willingness to participate,” in Proceedings of the Academy of Management Global Proceedings, Bled, 264.

Mehmood, K., Jabeen, F., Iftikhar, Y., Yan, M., Khan, A. N., AlNahyan, M. T., et al. (2022). Elucidating the effects of organisational practices on innovative work behavior in UAE public sector organisations: the mediating role of employees’ wellbeing. Appl. Psychol. Health Well Being 1–19. doi: 10.1111/aphw.12343

Mehmood, K., and Li, Y. (2018). “Entrepreneurs’ emotional labor matters: a multilevel study on entrepreneurs’ servant leadership and employee’s job satisfaction,” in Proceedings of the Academy of Management Global Proceedings, Tel Aviv, 374.

Mehmood, K., Li, Y., Jabeen, F., Khan, A. N., Chen, S., and Khalid, G. K. (2020). Influence of female managers’ emotional display on frontline employees’ job satisfaction: a cross-level investigation in an emerging economy. Int. J. Bank Mark. 38, 1491–1509. doi: 10.1108/ijbm-03-2020-0152

Mehrabian, A., and Russell, J. A. (1974). An Approach to Environmental Psychology. Cambridge, MA: The MIT Press.

Mehrajunnisa, M., Jabeen, F., Faisal, M. N., and Mehmood, K. (2021). Prioritizing green HRM practices from policymaker’s perspective. Int. J. Organ. Anal. [Epub ahead of print]. doi: 10.1108/IJOA-12-2019-1976

Michaelidou, N., Siamagka, N. T., and Christodoulides, G. (2011). Usage, barriers and measurement of social media marketing: an exploratory investigation of small and medium B2B brands. Ind. Mark. Manage. 40, 1153–1159. doi: 10.1016/j.indmarman.2011.09.009

Mujahid, M. S., and Mubarik, M. S. (2021). The bright side of social media: social media platforms adoption and start-up sustainability. Front. Psychol. 12:661649. doi: 10.3389/fpsyg.2021.661649

Müller, J., Acevedo-Duque, Á, Müller, S., Kalia, P., and Mehmood, K. (2021). Predictive sustainability model based on the theory of planned behavior incorporating ecological conscience and moral obligation. Sustainability 13:4248. doi: 10.3390/su13084248

Muntinga, D. G., Moorman, M., and Smit, E. G. (2011). Introducing COBRAs: exploring motivations for brand-related social media use. Int. J. Advert. 30, 13–46. doi: 10.2501/IJA-30-1-013-046

Nunkoo, R., Teeroovengadum, V., Ringle, C. M., and Sunnassee, V. (2020). Service quality and customer satisfaction: the moderating effects of hotel star rating. Int. J. Hosp. Manage. 91:102414. doi: 10.1016/j.ijhm.2019.102414

Park, D.-H., and Kim, S. (2008). The effects of consumer knowledge on message processing of electronic word-of-mouth via online consumer reviews. Electron. Commer. Res. Appl. 7, 399–410. doi: 10.1016/j.elerap.2007.12.001

Pentina, I., Guilloux, V., and Micu, A. C. (2018). Exploring social media engagement behaviors in the context of luxury brands. J. Advert. 47, 55–69. doi: 10.1080/00913367.2017.1405756

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., and Podsakoff, N. P. (2003). Common method biases in behavioral research: a critical review of the literature and recommended remedies. J. Appl. Psychol. 88, 879–903. doi: 10.1037/0021-9010.88.5.879

Podsakoff, P. M., MacKenzie, S. B., and Podsakoff, N. P. (2012). Sources of method bias in social science research and recommendations on how to control it. Annu. Rev. Psychol. 63, 539–569. doi: 10.1146/annurev-psych-120710-100452

Ravichandran, T., Lertwongsatien, C., and Lertwongsatien, C. (2005). Effect of information systems resources and capabilities on firm performance: a resource-based perspective. J. Manage. Inf. Syst. 21, 237–276. doi: 10.1080/07421222.2005.11045820

Reitz, A. (2012). Social media’s function in organizations: a functional analysis approach. Glob. Media J. 5, 41–56.

Rodriguez, M., Peterson, R. M., and Ajjan, H. (2014). CRM/social media technology: impact on customer orientation process and organizational sales performance. J. Mark. Dev. Compet. 8, 85–97. doi: 10.1007/978-3-319-10951-0_233

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social media. Manage. Decis. 50, 253–272. doi: 10.1108/00251741211203551

Schivinski, B., Christodoulides, G., and Dabrowski, D. (2016). Measuring consumers’ engagement with brand-related social-media content: development and validation of a scale that identifies levels of social-media engagement with brands. J. Advert. Res. 56, 1–18. doi: 10.2501/JAR-2016-000

Shang, Y., Mehmood, K., Iftikhar, Y., Aziz, A., Tao, X., and Shi, L. (2021). Energizing intention to visit rural destinations: how social media disposition and social media use boost tourism through information publicity. Front. Psychol. 12:782461. doi: 10.3389/fpsyg.2021.782461

Shao, G. (2009). Understanding the appeal of user-generated media: a uses and gratification perspective. Internet Res. 19, 7–25. doi: 10.1108/10662240910927795

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P., and Islam, R. (2019). Social media marketing: comparative effect of advertisement sources. J. Retail. Consum. Serv. 46, 58–69. doi: 10.1016/j.jretconser.2017.11.001

Sijoria, C., Mukherjee, S., and Datta, B. (2018). Impact of the antecedents of eWOM on CBBE. Mark. Intell. Plan. 36, 528–542. doi: 10.1108/MIP-10-2017-0221

Statista (2021). Number of Social Network Users Worldwide from 2017 to 2025. Available online at: https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/ (accessed November 7, 2021).

Stephen, A. T. (2016). The role of digital and social media marketing in consumer behavior. Curr. Opin. Psychol. 10, 17–21. doi: 10.1016/j.copsyc.2015.10.016

Syrdal, H. A., and Briggs, E. (2018). Engagement with social media content: a qualitative exploration. J. Mark. Theory Pract. 26, 4–22. doi: 10.1080/10696679.2017.1389243

Tam, K. Y., and Ho, S. Y. (2006). Understanding the impact of web personalization on user information processing and decision outcomes. MIS Q. 30, 865–890. doi: 10.2307/25148757

Taylor, S., and Todd, P. A. (1995). Understanding information technology usage: a test of competing models. Inf. Syst. Res. 6, 144–176. doi: 10.1287/isre.6.2.144

Thakur, R. (2018). Customer engagement and online reviews. J. Retail. Consum. Serv. 41, 48–59. doi: 10.1016/j.jretconser.2017.11.002

Toledano, M., and Avidar, R. (2016). Public relations, ethics, and social media: a cross-national study of PR practitioners. Public Relat. Rev. 42, 161–169. doi: 10.1016/j.pubrev.2015.11.012

Trainor, K. J., Andzulis, J. M., Rapp, A., and Agnihotri, R. (2014). Social media technology usage and customer relationship performance: a capabilities-based examination of social CRM. J. Bus. Res. 67, 1201–1208. doi: 10.1016/j.jbusres.2013.05.002

Ul Islam, J., and Rahman, Z. (2017). The impact of online brand community characteristics on customer engagement: an application of stimulus-organism-response paradigm. Telemat. Inform. 34, 96–109. doi: 10.1016/j.tele.2017.01.004

Ullah, F., Wu, Y., Mehmood, K., Jabeen, F., Iftikhar, Y., Acevedo-Duque, Á, et al. (2021). Impact of spectators’ perceptions of corporate social responsibility on regional attachment in sports: three-wave indirect effects of spectators’ pride and team identification. Sustainability 13:597. doi: 10.3390/su13020597

Vardeman-Winter, J., and Place, K. (2015). Public relations culture, social media, and regulation. J. Commun. Manage. 19, 335–353. doi: 10.1108/JCOM-11-2013-0079

Vázquez-Martínez, U. J., Morales-Mediano, J., and Leal-Rodríguez, A. L. (2021). The impact of the COVID-19 crisis on consumer purchasing motivation and behavior. Eur. Res. Manage. Bus. Econ. 27:100166. doi: 10.1016/j.iedeen.2021.100166

Voorveld, H. A. M., van Noort, G., Muntinga, D. G., and Bronner, F. (2018). Engagement with social media and social media advertising: the differentiating role of platform type. J. Advert. 47, 38–54. doi: 10.1080/00913367.2017.1405754

Wang, Q., Yang, M., and Zhang, W. (2021). Accessing the influence of perceived value on social attachment: developing country perspective. Front. Psychol. 12:760774. doi: 10.3389/fpsyg.2021.760774

Wang, X., Yu, C., and Wei, Y. (2012). Social media peer communication and impacts on purchase intentions: a consumer socialization framework. J. Interact. Mark. 26, 198–208. doi: 10.1016/j.intmar.2011.11.004

Westerman, D., Spence, P. R., and Van Der Heide, B. (2014). Social media as information source: recency of updates and credibility of information. J. Comput. Commun. 19, 171–183. doi: 10.1111/jcc4.12041

Wibowo, A., Chen, S.-C., Wiangin, U., Ma, Y., and Ruangkanjanases, A. (2020). Customer behavior as an outcome of social media marketing: the role of social media marketing activity and customer experience. Sustainability 13:189. doi: 10.3390/su13010189

Xiang, Z., and Gretzel, U. (2010). Role of social media in online travel information search. Tour. Manage. 31, 179–188. doi: 10.1016/j.tourman.2009.02.016

Yadav, M., and Rahman, Z. (2016). The social role of social media: the case of Chennai rains-2015. Soc. Netw. Anal. Min. 6:101. doi: 10.1007/s13278-016-0410-5

Yadav, M., and Rahman, Z. (2018). The influence of social media marketing activities on customer loyalty. Benchmarking 25, 3882–3905. doi: 10.1108/BIJ-05-2017-0092

Yu, X., Mehmood, K., Paulsen, N., Ma, Z., and Kwan, H. K. (2021). Why safety knowledge cannot be transferred directly to expected safety outcomes in construction workers: the moderating effect of physiological perceived control and mediating effect of safety behavior. J. Constr. Eng. Manage. 147:04020152. doi: 10.1061/(ASCE)CO.1943-7862.0001965

Zhang, M., Xu, P., and Ye, Y. (2021). Trust in social media brands and perceived media values: a survey study in China. Comput. Hum. Behav. 127:107024. doi: 10.1016/j.chb.2021.107024

Zhu, Y.-Q., and Chen, H.-G. (2015). Social media and human need satisfaction: implications for social media marketing. Bus. Horiz. 58, 335–345. doi: 10.1016/j.bushor.2015.01.006


Author Disclaimer: The opinions and arguments expressed are those of the authors and do not represent views of the China Postdoctoral Science Foundation, National Natural Science Foundation of China, and Zhejiang Social Science Project.

Conflict of Interest: The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Publisher’s Note: All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.

Copyright © 2022 Shang, Rehman, Mehmood, Xu, Iftikhar, Wang and Sharma. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.

OPS/images/fpsyg-13-811282-t003.jpg
Variables

Interactivity (INT), (Time-1)

Informativeness (INF), (Time-1)
Personalisation (PER), (Time-1)

Trendiness (TRE), (Time-1)

Word-of-mouth (WOM), (Time-1)

Social media information search (SMIS), (Time-1)
Engagement intention (El), (Time-1)

Social media sales intensity (SMSI), (Time-1)
Consumption behaviour (COB), (Time-2)
Contribution behaviour (CTB), (Time-2)
Creation behaviour (CRB), (Time-2)

Items code

INT1-INT3
INF1-INF3
PER1-PERS3
TRE1-TRE3
WOM1-WOM3
SMIS1-SMIS3
EN-El4
SMSI1-SMSI8
COB1-COB4
CTB1-CTB4
CRB1-CRB4

Iy

0.917-0.951
0.810-0.924
0.848-0.930
0.880-0.946
0.942-0.949
0.854-0.909
0.825-0.885
0.839-0.930
0.610-0.851
0.835-0.913
0.857-0.922

CR

0.957
0.902
0.924
0.943
0.960
0.919
0.923
0.954
0.830
0.922
0.939

AVE

0.882
0.755
0.803
0.846
0.889
0.791
0.750
0.777
0.553
0.748
0.795

All factor loadings are significant at (p < 0.001), N = 396; \, factor loadings. AVE, average variance extracted,; CR, composite reliabilities.





OPS/images/cross.jpg
3,

i





OPS/xhtml/Nav.xhtml




Contents





		Cover



		The Nexuses Between Social Media Marketing Activities and Consumers’ Engagement Behaviour: A Two-Wave Time-Lagged Study



		INTRODUCTION



		RELATED THEORY, LITERATURE REVIEW, AND RESEARCH HYPOTHESES



		Stimulus-Organism-Response



		Hypotheses Development



		Social Media Marketing Activities and Engagement Intention



		Social Media Information Search and Engagement Intention



		The Moderating Role of Social Media Sales Intensity











		MATERIALS AND METHODS



		Data Collection



		Measures







		RESULTS



		Descriptive Statistics and Confirmatory Factor Analysis



		Structural Model and Hypothesis Testing







		DISCUSSION AND CONCLUSION



		Implications of the Study



		Implications for Research



		Implications for Practitioners







		Limitations







		DATA AVAILABILITY STATEMENT



		AUTHOR CONTRIBUTIONS



		FUNDING



		REFERENCES

















OPS/images/fpsyg-13-811282-t002.jpg
Model

Eleven-factor model: baseline model

Ten-factor model: combining SMIS, CTB, and CRB

Nine-factor model: combining SMSI, COB, CTB, and CRB
Eight-factor model: combining INT, INF, PER, TRE, WOM, and SMIS
Seven-factor model: combining INT, INF, PER, TRE, WOM, and El
Six-factor model: combining El, SMSI, COB, CTB, and CRB
Five-factor model: combining PER, TRE, WOM, SMSI, El, and COB
Four-factor model: combining TRE, WOM, SMS, El, COB, and CTB
Three-factor model: combining WOM, SMSI, El, COB, CTB, and CRB
Two-factor model: combining INF, PER, TRE, WOM, SMSI, and El
One-factor model: combining all into one factor

XZ

1,116.324
4,094.170
4,659.943
6,250.668
6,705.940
6,727.182
8,064.542
8,102.399
8,218.518
8,450.006
12,809.636

df

685
738
738
738
738
738
738
739
739
739
741

¥2/df
1.630
5.547
6.314
8.469
9.086
9.115
10.927
10.964
11121
11.434
17.286

Ax2 (AdF)

2,977.846 (53)
3,643.619 (53)
5,134.344 (53)
5,689.616 (53)
5,610.858 (53)
6,948.2158 (53)
6,986.075 (54)
7,102.194 (54)
4,333.682 (54)
11,693.312 (56)

TLI

0.964
0.743
0.700
0.578
0.543
0.542
0.439
0.436
0.427
0.410
0.176

CFI

0.969
0.756
0.715
0.600
0.567
0.565
0.468
0.465
0.457
0.440
0.123

RMSEA

0.040
0.107
0.116
0.137
0.143
0.143
0.158
0.159
0.160
0.162
0.203

INT, interactivity; INF, informativeness; PER, personalisation; TRE, trendiness; WOM, word-of-mouth; SMIS, social media information search; El, engagement intention;
SMSI, social media sales intensity; COB, consumption behaviour; CTB, contribution behaviour; CRB, creation behaviour; TLI, Tucker-Lewis’s index; CFl, comparative fit

index; RMSEA, root-mean-square error of approximation.





OPS/images/fpsyg-13-811282-g002.jpg
Interactivity

Informativeness

Perzonahization

Trendiness

Word-of-AMouth

Social Media
Information Search

0.185 *=*

0.102%

0.128*=
0.192%%

0.413++%

Social Media Sales
Intensity

Engagement Intention (<

Consumption
Behaviour

Contribution
Behaviour

Creation
Behaviour






OPS/images/fpsyg-13-811282-t001.jpg
1. Interactivity

2. Informativeness
3. Personalisation
4. Trendiness

5. Word-of-mouth
6. Social media information search
7. Engagement intention

8. Social media sales intensity

9. Consumption behaviour

10. Contribution behaviour

11. Creation behaviour

Mean

3.303
3.008
2.888
2.984
3.388
2.893
3.701
3.074
4.060
2.715
3.669

Sb

1.443
1.400
1.369
1.462
1.406
1.398
1.290
1.517
0.710
1127
1111

1

(0.957)
0.338"*
0.024
0.022
0.039
0.354**
0.101*
0.167%*
0.078
0.158**
0.071

(0.901)
0.040
0.016
0.004
0.128*
0.104*
0.014
0.079
0.084
0.055

(0.923)
0.019
0.169"
0.002
0.112*
0.012
0.010
0.102*
0.004

(0.942)
0.025
0.047
o120
0.098
0.055
0.121*
0.022

(0.960)
0.013
0.103*
0.003
0.059
0.033
0.032

(0.919)
0.357**
0.435™
0.129*
0.063
0.047

0.922)
0.269"*
0.220*
0.141*
0.108*

(0.954)
0.337**
0.102*
0.212*

(0.826)
0.089
0.338**

10

(0.922)
0.027

1

(0.939)

**p < 0.01, *p < 0.05; N = 396, Cronbach’s a values are displayed along diagonal.





OPS/images/fpsyg-13-811282-g001.jpg
Social Media Marketing Activities

| 5 Social Media Sales

E Interactivity | Intensity

§ E Engagement Behaviour

E Informativeness : Frme e

E § i Consumption

E : Behaviour

' | Personalization : :

E E . E .| Contribution

: E Engagement Intention : Bekaiass

E Trendiness ! E

§ E : Creation

| E ; Behaviour

\ | Word-of-Mouth [ ! R e
Social Media

Information Search






OPS/images/cover.jpg
& frontiers | Frontiers in Psychology

The Nexuses Between Social
Media Marketing Activities
and Consumers’ Engagement
Behaviour: A Two-Wave
Time-Lagged Study







OPS/images/fpsyg-13-811282-g004.jpg
Contribution Behaviour

3,5

25

15

Moderator

/ —o—Low Social Media Sales Intensity

r—

—m—High Social Media Sales Intensity

Low Engagment Intention

I 1

High Engagment Intention






OPS/images/fpsyg-13-811282-g003.jpg
Consumption Behaviour

4,5

3,5

Moderator

—o—Low Social Media Sales Intensity

BEEE— S
v

./ —=— High Social Media Sales Intensity

Low Engagment Intention = High Engagment Intention






OPS/images/fpsyg-13-811282-g005.jpg
Creation Behaviour

4,5

3,5

2,9

1.5

Moderator

—o—Low Social Media Sales Intensity

—#— High Social Media Sales Intensity

Low Engagment Intention  High Engagment Intention





OPS/images/logo.jpg
’ frontiers ‘ Frontiers in Psychology





